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N E W S

letter from the editor

Dear Ladies and Gentlemen

First and foremost, let me
wish you a happy new year,
great success for 2021,
and the best of health!
Let’s hope that things turn
around this year and that
coronavirus will be vanquished long before 2021
ends. Of course, viruses
don’t heed the calendar,
so the new year will begin
the same way the last year
ended - with a gnawing
sense of uncertainty. But
while some countries have
gone back into lockdown (I
hope that the lockdown restrictions have already been
lifted or at least softened
by the time you read these
lines), other countries have
begun rolling out vaccines,
so there is definitely reason
to be hopeful. Nonetheless,
we all ponder the question:
How will things go on from
here? EAN has also asked
this question, and many
industry members have
given us their predictions
for the future of the sex toy
market. Looking at the road
ahead makes sense for the
first issue of a new year,
and we have done so for
several years already. But
against the backdrop of the
coronavirus crisis, gauging
the expectations of industry
insiders seems more relevant than ever. Therefore,
we hope this issue makes
for a pleasant read and for
a good starting point into a
better year!
That‘s it for this month!
Matthias Johnson

We-Vibe reveals new corporate design
Moxie and Jive are now available in new colors
Berlin, Germany - We-Vibe appears in a new look. Along with the revamped brand design
comes the launch of two new products: the popular wearables Moxie and Jive are now
available in new colors.

T

welve years after the first We-Vibe
couple’s vibrator hit the market, the
brand has refurbished its design. The
new look will also be visible in the popular
We-Connect App, launched in 2013, that
allows to control the products via smartphone from anywhere in the world. The
company‘s
mission of
enhancing
intimate
play for
every body
through
tech-forward
innovation
is brought
to life with the new design, emphasizing
the original values of the brand: open,
inspiring and tech-forward. „We-Vibe
is growing and changing. The technology, design, functions and materials of
our products are getting smarter. Yet,
the focus on intimacy, pleasure and
ground-breaking, life-changing technology has not changed”, explains Kim
Vogt, We-Vibe brand management and
adds, “We want the way we look to
reflect our values and transcend the good
vibrations“. Starting in December, all
digital touchpoints will appear in the new
corporate design. The changes will follow
03

gradually offline and in stores. To celebrate the new design, We-Vibe is launching
two popular products from its portfolio in
new colours and in the new look. We-Vibe
Moxie, the popular wearable clitoral vibrator, is now also available in Satin Black.
The panty vibrator in black goes perfectly with any
evening attire
and is placed
discreetly in
the underwear. As
light as a
feather and,
thanks to
silky smooth,
body-safe silicone, Moxie nestles softly
against the skin when worn and offers
hands-free clitoral stimulation on the go.
The magnetic clip provides a secure hold
with every movement and brings an exciting secret to a walk, dinner or an evening
out. We-Vibe Jive is now also available
in an electrifying new color: Electric Pink.
The wearable vibrator egg provides
an exciting internal stimulation. Jive is
comfortable to wear while lying, sitting,
standing or walking. The powerful, rumbly
vibrations can be controlled with the WeConnect app in the same room or from a
partner from anywhere in the world.
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Now, more than ever is it important to work towards
minimizing our impact on the environment. We
will do this together so we can make a difference
for our future! Start making a change with Cobeco
Pharma’s newest Private Label Bio collection.

Natural massage oil options:
Natural massage oil
Natural massage oil – Honey Milk
Natural massage oil – Tea Rose
Natural massage oil – Orchidee
Natural massage oil – Warming
Natural lubricant options:
EASY SEPARATE
IN RECYCLE PROCESS

BIO FRIENDLY
INGREDIENTS

RECYCLED &
BIODEGRADABLE
PACKAGING

LESS PLASTIC

VEGAN
PRODUCTS

Natural lubricant
Lubricant – glycerin free

COBECO PRIVATE LABEL

COBECO GOES
GREEN!
and why you should too
Choosing a strong plastic that does not transfer any toxins into

Besides the rPET bottles, the Cobeco Private Label Bio collection

the contents is important when working with cosmetic products.

also offers tubes and bottles of biodegradable and renewable

A good option here is food-graded plastic that is compliant with

source sugarcane material. The material is made of the

the food contact legislation, as important chemical and physical

sugarcane by-product Bagasse, the leftover after the juices and

properties of food and cosmetics are similar in most cases. There

sugars are removed from the sugarcane plant. The sugarcane

are not many material options that meet these requirements and

tubes and bottles are recyclable and biodegradable, while still

are recyclable or recycled. The best material you can choose here

being safe to use for cosmetic products..

is rPET.

Vegan-friendly formulas
To complete the Cobeco Bio collection, three vegan formulas are included;
a natural lubricant, a plant-based massage oil and organic toy cleaner.
With these vegan-friendly formulas, you are able to finish off your own bio
collection to the extent customers expect.

Cobeco Pharma offers
a special three-layer
label that will keep rPET
bottles recyclable

1
2
3

1. Aqualine PP60
2. WHS1000
3. rPET23

Natural Lubricant
The bio lubricant formula is an intimate water-based lubricant, with 100% natural and vegan ingredients. It contains no synthetic
fragrances, colors and flavors. This lubricant is pH-optimized and not tested on animals. It has been certified by the BDiH as 100 %
natural according to the “Natural Product Standard”. This lubricant is also suitable in combination with latex condoms.
Natural Massage Oil
The natural massage oil is developed with natural ingredients that will
protect the skin. This massage oil is not tested on animals and is without
animal-derived ingredients, making it vegan-friendly and soft to the skin.
The natural massage oil glides easily onto the skin, thanks to the spreadable
texture.

Organic Toy Cleaner
The organic toy cleaner is a spray, specially developed to clean erotic toys
with more than 97% organic ingredients and completely vegan. This formula
provides a thorough cleaning and maintains the quality of erotic toys. By
cleaning your toy regularly it remains in a good condition and prevents
contamination and infections.

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 • t +31 (0)10 290 09 91 • sales@cobeco-privatelabel.nl • www.cobeco.nl
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Beautiful Vibrators from You2Toys
ORION Wholesale
Flensburg, Germany - Five new, beautiful vibrators from You2Toys are now available from
ORION Wholesale. All the sex toys are made out of skin-friendly silicone and have an easyto-hold, ring-shaped handle.

T

hey can also be recharged with the
included USB cable. The pink ‚Dual
Vibrator Petit‘ pleasures the user with two
powerful motors – one in the vibrator’s
head and one in the stimulating wave on
the shaft. Both motors have 10 vibration
modes and 5 speeds. This vibrator can
stimulate the G-spot and clitoris because
of its wonderfully curved shape, its large
head and its special stimulating wave at
the end of the shaft. The ‚Dual Vibrator
Grand‘ is approx. 5 cm larger and it can
also stimulate the G-spot and clitoris
because of its wonderfully curved shape,
its large head and its special stimulating
wave at the end of the shaft. This model
also has two powerful motors that have
10 vibration modes each. However, this
model has 6 speeds per motor instead of
5. The purple ‚Rabbit Vibrator Petit‘ pleasures the G-spot and clitoris directly with
its two pronounced, stimulating heads. It
also has two powerful motors and each
motor has 10 vibration modes and 5

speeds. The ‚Rabbit Vibrator Grand‘ is
approx. 5 cm larger and it also stimulates
the user with its two powerful motors.
Each motor has 10 vibration modes and 6
speeds. It also pleasures the G-spot and
clitoris directly with its two stimulating,
pronounced heads. The smokey blue
‚Inflatable Vibrator is a vibrator that can
be inflated automatically at the push of a
button. The vibrator also has 10 vibration
modes. This vibrator finds all the sensitive hotspots, thanks to its aerodynamic
shape, and stimulates them with its powerful motor that has 10 vibration modes.
However, the best thing about it is that it
inflates at the push of a button. It therefore provides a wonderful and pleasant full
feeling. The stimulating grooves are there
to provide extra stimulation. The air can
also be released automatically at the push
of a button as well. The elegant handle
means that this vibrator can always be
held securely and it adds the finishing
touch to this luxurious design as well.

Kettering, England - Elegant lines and soft
touch velvet finishes embrace your body’s
intimate contours whilst tapered precision
points take you to deep and fulfilling orgasm. Ellipse’s sensory colour tones and ergonomic design has been carefully crafted

to pleasure you with strong vibrations and
to indulge your senses. Product features:
Ergonomic lines, tapered precision point
stimulation, 10 functions, sensory velvet
touch finish, strong vibrations, AAA battery,
body safe, and 100% waterproof.

Introducing Ellispe

08
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Lovense launches Ferri
A powerful panty vibrator
Singapore - Lovense, a leading sex-tech company, complements its portfolio of smart sex toys
with Lovense Ferri – a small and powerful vibrator
for clitoral stimulation that merges innovation
with distinguished design.

7

L

ovense Ferri
is a wearable, low-profile,
quiet, and
very powerful
panty vibrator
targeted for clitoral stimulation. Ferri is attached
to women’s panties with a potent magnetic
clip – providing comfort and complete freedom
of movement when running and walking as well
as in sitting and lying positions. With its tiny
size and weight of only 35 grams, Ferri ensures
strong vibrations and is equally good for both
teasing and full-blown orgasms. Ferri’s quiet
motor makes it an ideal toy for many scenarios
such as solo play, private adventures, and discreet play in public places. “Lovense confirms
its position as a leader in the global market for
pleasure products, continuing to innovate in the
creation of smart sex toys, expanding the experience and offering new scenarios of pleasure
to our fans,” says Dan Liu, Lovense CEO. “Ferri
is a very versatile and wearable toy that allows
you to keep it on during the day and enjoy it
wherever and whenever you want.” Ferri is fully
integrated into the Lovense ecosystem and
supports all accompanying services and camming software. The toy can be controlled from
a distance via the Lovense Remote App and
synced with media content through Lovense
Media Player. 			
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The VDOM
Revolutionary new app-controlled smart penis goes from flaccid to erect on demand
Atlanta, USA - Bridging the gap between sex tech and cyberpunk, an app-controlled
prosthetic penis that can move between flaccid and erect with a single swipe, even from
250ft, launches.

T

he VDOM, created by female entrepreneur and cybersecurity expert
Glenise Kinard-Moore, is a seriously sophisticated alternative to the old-fashioned
strap-on. The hyper-realistic prosthetic
made of medical grade, ultra-soft, high
quality silicone can be worn comfortably
all day by all genders, works hands free,
and rests in a flaccid state until called on
for action. The wearer of the VDOM can
use a proprietary app to allow their partner
to take control of the device and decide
when their cyber penis is erect – anytime
and anywhere. The app functionality of the
product calls for great care with cybersecurity, which makes self-described ‘tech
nerd’ Kinard-Moore the ideal candidate
for the work. Kinard-Moore, a certified
information security professional who also
runs tech start-up SkiiMoo Tech, de-

veloped the VDOM because she wanted
to make love to her wife and felt hampered by limited and ineffective products.
She says: “To put it bluntly, I love sex, and
I wanted to be able to have sex with my
wife anywhere, at any time, and just as
easily as heterosexual couples can without
any awkwardness.“ The prosthetic penis
attaches to specially designed VDOM underwear, which can be comfortably worn
by any gender. Penis-owners with ED or
other challenges to achieving erection can
wear the underwear and snap the VDOM
over the top as an alternative option to
medication or awkward medical prosthetic devices. For extra play potential,
the VDOM app allows the owner to give a
partner permission to control their cyber
penis anytime or for specific time periods,
and via long distance.

Bestsellers from We-Vibe and Womanizer
Flensburg, Germany - The ‘Limited Collections’ with the bestsellers from We-Vibe
and Womanizer are now available from
ORION Wholesale. The ‘Limited Edition
Golden Moments’ contains a Womanizer Premium and a We-Vibe Chorus in
a matte black colour with gold-coloured
details. The ‘Limited Edition Silver Delights’
contains a Womanizer Premium and a
10

Tango by We-Vibe in a matte black colour
with silver-coloured details. Both boxes are
in a high-quality gift box design and have
eye-catching foil stamping as well. They
are available only while stocks last. ORION
Wholesale has listed the entire We-Vibe and
Womanizer assortment. You can find an
overview here: www.womanizer-wholesale.
com or www.orion-wholesale.com.
w w w. e a n - o n l i n e . c o m • 0 1 / 2 0 2 1

Take a trip to pleasurable

paradise with CalExotics
SCALA

Wijchen, The Netherlands - Exclusive news from

Double the
pleasure
for the
G-spot and
clitoris

CalExotics: the brand has added two amazing
designs to its popular Eden collection: the Eden
Scoop and Eden Tulip.

These elegant
vibes offer premium features
and pleasurable
perks. Designed
to hit all intimate hot spots, the Scoop and Tulip
each feature a slightly curved shaft enhanced by
a special pleasure tip. Whilst the tip of the Tulip
is bulbous, the Scoop has a unique spoon-like
tip to provide mind-blowing stimulation. Both
designs feature 10 modes of intense vibration,
pulsation, and escalation, and are made of
premium body-safe silicone. Boxed in modern,
mainstream packaging with colorful artwork,
Eden by CalExotics is an eye-catcher in any
in-store or online display. 		

New BDSM Items
from BAD KITTY

Flensburg,
Germany - New
BDSM items
from Bad Kitty
are now available from ORION Wholesale. Restraints, floggers
and accessories are perfect for games of dominance and submission between open-minded
couples who would like to experience playful
punishment and the bittersweet pain that goes
with it. All items are high-quality and great value
for money. 			
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Womanizer Liberty by Lily Allen
Now available from ORION Wholesale
Flensburg, Germany - The special edition of the Womanizer Liberty by Lily Allen is now
available from ORION Wholesale.

W

omanizer and popstar Lily Allen
joined forces and worked on a
campaign to open a global dialogue about
sexuality and masturbation, and to empower everyone to seek sexual fulfillment and
celebrate pleasure. The result was a special edition of the Womanizer Liberty. The
Womanizer Liberty by Lily Allen is perfect
for on the go because it’s handy, light and
discreet. It also has the reliable Pleasure Air
Technology and a magnetic cover for safe

storage. It provides contactless stimulation
of the clitoris just like all the other Womanizers: it sucks and stimulates through
impulses. The impulses have 6 intensity
levels that can be controlled by two buttons. The Womanizer Liberty by Lily Allen
is waterproof and it can be recharged with
a magnetic USB cable. It comes with two
stimulation heads, a Magnetic Pin USB
cable and an instruction manual in various
languages.			

Lovehoney awarded for their

Masturbation May marketing campaign
Bath, England - Lovehoney has been
awarded for their Masturbation May campaign, scooping up the trophy for Best
Integrated Performance Marketing Campaign at the International Performance
Marketing Awards. The awards were announced during a virtual ceremony on the
24th November 2020 and celebrates the
industry’s most exceptional projects on
a global scale. Judges commended the
Lovehoney’s Affiliate Marketing team for
their innovative approach when marketing
a campaign surrounding masturbation,
a topic which is still seen by some as a
taboo subject.The team were also Highly
Commended at the ceremony for the
Best Use of Programmatic award for their
14

display advertising campaign; ‚Stimulating
Display to Reach a Performance Climax.’
Lovehoney’s Head of Digital Performance
Simon Boice said, „Lovehoney’s Affiliate
Marketing team have put in a phenomenal
effort to drive performance even harder
in a year when everything is made more
complex. Being recognised externally as
exceptional reinforces something that
those of us working with them already
knew... they‘re doing an amazing job.”
Since being founded in 2002, Lovehoney
has become the leading online retailer for
sex toys and adult products. The brand
was the only adult company to be shortlisted within any category at the International Performance Marketing Awards.
w w w. e a n - o n l i n e . c o m • 0 1 / 2 0 2 1
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Fantasy comes to life
The Realm
Axel, The Netherlands - Fantasy comes to life with the new Blush products that are available
at Tonga in this new year. You may already know the Blush label involved.

I

t’s called ‚The Realm‘. Tonga already offered some products from this label. The
label appeals to anyone loving fantasy
and roll play, and now great new products
in the same style have been added. 1)
The Realm Rougarou invites customers to
duel with their deepest desires! Whether
they’ll be a human, wolf, hunter, or hybrid.
This sword handle is sure to serve them
well. They’ll feel like they are the chosen
one, deemed worthy of its might! Rougarou pairs with any of the Lock On dildos.
The handle is removable and easy to keep
clean. Made of Polyurethane. It contains
no fragrances, phthalates, paraffins, or latex. 2) It’s not just folklore, with The Realm
everyone’s beastly fantasies come to life!
Lycan is made of soft, flexible, hand poured, platinum cured silicone. This girthy
creature, with its dense, matte texture and
multiple coronal ridges will please those

who love a slow, powerful stroke with
ample friction. The Lycan dildo fits on all
The Realm Sword Handles, or any Lock
On compatible accessory and it‘s harness
compatible too. 3) A bullet cast from
silver is one of the few weapons that are
effective against a werewolf, witch, vampire, or other monsters. Orgasms will also
be utterly vulnerable to its epic power and
10, rumbly vibration functions! The Realm
Silver Bullet fits in the base and pairs perfectly with any of the Lock On dildos. 4)
The Lock On system developed by Blush
is sure to make playtime more fun. Users
can build their own plug and play kits. The
Lock On Adapter with suction cup can be
inserted into any Lock-On-compatible toy
to create a suction cup dildo or it can be
worn in the harness. The Lock On strap
on harness is a sexy, comfortable way to
expand strap-on options. 		

SCALA is offering new rechargeable
Vibrating Glass Plugs by Pipedream

Wijchen, The Netherlands - How to upgrade the retail assortment with a sophisticated, upscale touch of class? Easy: add
Vibrating Icicles by Pipedream Products
to the assortment’s line-up. Three rechargeable Vibrating Glass Plugs, each design
includes a wireless remote control and a
silicone suction cup. Designed to create
the ultimate experience in arousing solo
42

sex sessions, or share it with a partner
for a sublime sexual adventure. These
multi-function vibrating glass plugs features
a flared silicone base for easy retrieval, and
a wireless remote to put the control at the
fingertips. A powerful, removable silicone
suction cup base holds the Icicles vibrating
plugs to reach those perfect spots. Plus,
the vibrator is waterproof.		
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EDC Wholesale launched

new brand called ‘Lockdown’
Chastity cages
Veendam, The Netherlands - EDC Wholesale launched a new brand with a name everyone
can relate to nowadays. Lockdown is a line of chastity cages, to quarantine his dominance.

T

he Lockdown chastity cage makes it
impossible for the wearer to get an
erection. The beautiful packaging and
high quality materials make it an exciting
bondage experience. Lockdown is a
package deal with outstanding content and media packs to download for
retailers to create an awesome online
and in-store marketing campaign. A
cock cage is a perfect choice to give
the dominant partner complete control.

Thanks to its accessible and practical
design it is easy to put on and perfect to
wear for a longer period. The cock cage
prevents sexual pleasure through masturbation and penetration, this giving the
dominant partner complete control over
the wearer’s chastity. Lockdown comes
in a beautiful box and has a comfortable
wear. The collection includes cock cages
in 3 different sizes; S, M and L and is
available for retailers to order now. 

Orgie arrives in India
Caldas da Rainha, Portugal - Orgie brings
its array of products to the Indian consumers through a partnership with IMbesharam.com. “The Indian market is relatively
new and from which we have a lot to learn
in the sexual wellness segment beyond the
fact that it is in constant growth. Despite its
cultural barriers, the taboo in connection
to sexual awareness subject seems to be
gradually easing although yet limited to the
consumers’ individual behavior. To start
serving the Indian consumers through a
partner that prevailed on the daring ideal
to build a solid and successful business
against all odds making a well-balanced
use of their acknowledgement of a global
market such as the USA and of Indian’s
diverse culture it is certainly a win for Orgie
brand,”-says Raquel Shaw, Orgie Com44

pany’s Press Officer. “From the time I met
Massimo and laid my eyes on the line of
Orgie sexual wellness products, I was impressed with the branding, packaging and
the attention to details. We tested the products on a trial for 60 days and we received great response from our customers.
Thereafter we listed the entire line of Orgie
sex attractants and lubes/gel on IMbesharam.com We believe the founders have
produced a great product and have shown
excellence in all aspects of business,
from ordering, shipping and packaging.
That leads us to believe we have a great
partnership ahead and we look forward to
showcasing the Orgie brand in India along
with all premium brands at IMbesharam.
com,”says Raj Armani, Co-Founder &
COO of IMbesharam.com.		
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Hit the right nerve with Arcwave Ion
SCALA
Wijchen, The Netherlands - The new Arcwave Ion is now available at SCALA. Designed
to intensify and revolutionize the male orgasm experience, the Ion uses ‘Revolutionary
Pleasure Air’ technology to provide a powerful new type of stimulation based entirely on
pulsating airwaves.

T

he new Arcwave Ion male stroker is
the result of intense scientific research. According to the makers, “Research
has shown that pleasure receptors in the
clitoris play a key role in achieving intense
orgasms. The studies revealed that the
tip of the penis has the same pleasure
receptors (called Pacinian pleasure receptors) as the clitoris – traditional stimulation
techniques like manual stroking, sex or
oral stimulation do not fully activate these

receptors. Arcwave Ion can, therefore,
offer what manual stimulation cannot…”
The Arcwave Ion uses a Revolutionary
Pleasure Air technology which utilizes pulsating airwaves to deliver mind-blowing
stimulation. Users can choose between
8 intensities to bring their orgasm to a
whole new level. The Arcwave Ion’s stimulation starts and stops automatically as
the device senses skin contact with the
Pleasure Air sensor. 		

365 Day Money Back Guarantee
RCC_JanFeb_TradeAd_EAN_Mag_HalfPage_Final2.pdf
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Belfast, Northern Ireland - RCC Wholesale, one of the leading distributors of
sexual enhancement supplements, are
so confident of their products, they offer
a 365 Day Money Back Guarantee.
If retailers don’t manage to sell what
they buy from RCC Wholesale, they can
return it and RCC will reimburse every
penny. This is great news for retailers
and a real boost to business confidence.
Your investment in their products is safe
no matter what the market does. Judith
Smith, Sales Manager at RCC Wholesale, said, “We created an exceptionally
high-quality formula and we work with UK
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factories who’ve attained ISO and BRC
accreditations. That means our customers know they’re getting a great product
that will deliver repeat sales for them. If for
any reason they don’t manage to sell our
products, we’ll buy it all back. We believe
in the quality of our supplements, but we
believe in trust too. We want our customers to know that we value their business
and we support them.” RCC Wholesale’s
huge range of sexual enhancement supplements are made from clinically-tested
blends of herbs, botanicals and nutrients, and include best-sellers GoldMAX
and Horny Little Devil. 		
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Pipedream releases new

Ass-Gasm Cockring Anal Beads
Anal Fantasy Collection

West Hills, USA - Pipedream Products is releasing
a new addition to their award-winning Anal Fantasy Collection: Ass-Gasm Cockring Anal Beads.

T

he original Ass-Gasm is one
of Pipedream’s best-selling
products and the name says it all!
This beginner- friendly enhancer
is Pipedream’s first non-plugshaped cockring in the collection,
replacing the traditional plug shape with five
meticulously designed graduated silicone beads,
making it perfect for first-time anal play! Made
from the manufacturer’s silky-smooth Elite Silicone, the wearable beads double as a performance-enhancing cockring, allowing the user
to prolong ejaculation and extend the fun while
enjoying incredible prostate stimulation. The
super-stretchy silicone ring puts the squeeze on
performance letdowns by maintaining firm erections, while the smooth graduated silicone beads
gently stimulate the user with each movement!
With the Ass-Gasm Cockring Anal Beads in the
ass and the ring wrapped snug around the cock,
he will stay harder and stronger than ever before–and no one will know his secret weapon! The
graduated beads make entry and retrieval a
snap, while the thin, tapered shaft ensures the
plug will stay in place between the cheeks when
the action heats up. The Ass-Gasm Cockring
Anal Beads feature a unique base that was
strategically designed to allow the user to gently
apply pressure at the bottom of the beaded plug
to comfortably ease into insertion. The hygienic
Elite Silicone is super flexible and stretchy, while
the wide ring band allows the user to comfortably enjoy a pinch-free fit all day long! 	
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New SILK by TOYJOY pleasure providers
SCALA
Wijchen, The Netherlands - The SILK by TOYJOY collection has been expanded with new
designs: now available at SCALA are the Explore and the Arouse – two luxurious G-spot vibes
with sensual curves, guaranteed to hit all the right spots with their soft-touch silhouettes.

T

he Explore Soft Silicone G-spot Vibe
and the Arouse Soft Silicone G-spot
Vibe are the perfect choices for a sensual,
non-intimidating, and intense session of
intimate play. The feminine, chic designs
are made of Liquid Silicone, which feels
as smooth and luxurious to the touch as
real silk. Each new design has its unique
skills and thrills: the Explore vibe features
a powerful twin-motor and allows to use

both sides of the silhouette for intimate
stimulation. That means double the G-spot
hitting fun! The Arouse is a rabbit-style
vibe that provides dual-stimulation of
the G-spot and the clitoris, resulting in
a mind-blowing climax! Both silhouettes
are made of high-quality, body-safe, and
hypoallergenic silicone. They also offer 6
pulsation modes, 4 vibration speeds, and
are also USB-rechargeable.

Wadgassen, Germany - The new HOT
FANTASY Men Pro Series is a must-have
for every man! The vibrators for anal use
are made of high-quality silicone, are
equipped with a remote control and have
ten different vibration levels. They are
easy to use and can be charged easily

with the supplied USB cable. They are
also waterproof. If you have any further
questions, ST RUBBER’s customer
service will be happy to help under the
telephone number: +49 6834 4006-0
or simply visit the online shop:
www.strubbi.com 		

New products from HOT FANTASY

ElectraStim welcomes

X3 Depot as a new European distributor

Hoddesdon, England - Expanding the
range of electro-sex products offered
across Europe, ElectraStim are delighted
to welcome X3 Depot as a new distributor.
Based in Prague, Czech Republic,
X3 Depot stock a huge range of sex
toys, BDSM gear and consumables for
wholesale to retailers throughout the EU.
Boasting well-known mainstream brands
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and smaller specialist manufacturers, X3
Depot has an extensive list of products,
now even bigger with the inclusion of
ElectraStim. A spokesperson for X3 said:
“We are pleased to work with ElectraStim
as they’re an experienced manufacturer
f e-stim toys that can offer our customers
innovative, sophisticated and high-quality
products.”
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Xgen Products now shipping six new ZOLO rings
Perfect for couples
Horsham, USA - ZOLO is expanding into the cock ring space with six new items, and they are now shipping from Xgen Products. “We are very excited to be introducing the ZOLO Rings collection,” said Andy Green, President of Xgen Products.

O

ptimize every opportunity with the six new
rings from ZOLO! With a variety of sizes
and styles, the rings are perfect for couples.
Three non-vibrating items and three USB
rechargeable make up this collection, offering
an assortment of pleasures. The ZOLO Duo
Vibrating C-Ring, the highlight of the collection,
has powerful vibrations and the soft silicone envelops the shaft with two rechargeable bullets1 10/12/2020
RCC_JanFeb_TradeAd_EAN_Mag_HalfPage_Final2.pdf

11:02

for dual stimulation for both partners.
Each powerful bullet slides in place
into a textured sleeve attached to the
stretchy cock ring that enhances the
sensations as it stimulates the clit or
perineum. Other items in the collection include an extra thick silicone cock ring, two
separate 3 packs of cock rings, a vibrating cock
ring & lasso, and a powered bullet cock ring.

N E W S

Rocks Off announces

product releases in January
New colour ways for Regala and Oriel revealed in December

Kettering, England - The Oriel Couples pleasure wand and the A Spot Rabbit Regala have
been hugely successful so much so that Rocks Off have launched further options.

“B

oth products have been super
popular and received amazing reviews, when we launched them at the end
of 2019,” said Rocks Off Sales Director
Sham Galoria. “So with that in mind we
have added some additional colour ways
to compliment the original and elegant
black product lines. Oriel will now be
available in a vibrant raspberry tone and
Regala in a sensual royal purple.” Ellipse
is also brand new and is the perfect
addition to Rocks Off’s range, those who
love their bullets will also just adore the
colour and elegance this product delivers.
“Additionally, and to complement our
ranges, we have Revive and Excite our
new lube and toy wash which is available
now!” New releases: 1) Ellipse’s elegant
lines and sensory finish will embrace
your body’s intimate contours whilst the
tapered precision points take you to

orgasm. The beautiful rose blush colour tone and elegant design has been
carefully chosen to pleasure your senses
with 10 function choices. 2) Empower is
the ultimate couples’ stimulator that has
been perfectly designed to take you and
your partner to the next level, 3) Giamo is
the pleasure product of choice for those
who seek satisfaction, intense power, and
total stimulation. The superbly designed
product has been expertly crafted to
deliver the ultimate combination of internal
satisfaction and G spot orgasm. 4) The
rechargeable dual motored deliciously
feminine, Flutter Rabbit from Rocks Off
has been perfectly designed to deliver
intense pleasure directly to both internal
and external passion zones. 5) Prism is
a sleek and slender beauty designed for
girls who want a pleasure bullet with a just
a little extra and elegant length.

Retro Sport – For man‘s favorite sports
Hauppauge, USA - Game time has
arrived, and Male Power has the perfect
uniform. Retro Sport is the undergarment designed for peak performance.
It is made from cool, breathable cotton
spandex, assuring maximum comfort.
Deluxe, supportive one inch leg bands
and two inch elastic waistband imprinted
with the Male Power logo create superior
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fit. Color blocked panels trimmed with
sporty white stripes brighten the field of
play. Choose from three different styles
– Panel Short, Panel Thong and Panel
Jock. A variety of sizes is offered and will
be available to ship at the end of January. So, too, is Male Power’s high quality
packaging that makes their products
really stand out on store shelves.
w w w. e a n - o n l i n e . c o m • 0 1 / 2 0 2 1

The new ‚Erotic Highlights 2020/21‘ catalogue is here
ORION Wholesale
Flensburg, Germany - A new version of the neutral ‚Erotic Highlights‘ catalogue for retail customers is now available –
just in time for the Christmas period.

T

he A5 catalogue has 164 pages and
presents novelties and selected bestsellers
from ORION Wholesale’s extensive assortment.
There is a space at the back of the catalogue
for a company stamp – this means that every
retailer has the opportunity to give its customers
its ‚own‘ promotional material. The latest edition
is available for Wholesale customers in German
and English. The catalogues are delivered in
packs of 30. For the sake of the environment,

the catalogues were printed climate neutrally.
Erotic Highlights 2020/21‘ catalogue in German, 164 pages, A5, with recommended retail
prices, Item number 0900010 0000 (pack of
30) - ‚Erotic Highlights 2020/21‘ catalogue in
English, 164 pages, A5, without recommended
retail prices, Item number 0900540 0000 (pack
of 30). Retailers can download both versions of
the catalogue and the price lists here:
www.orion-wholesale.com 		
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New CalExotics Link Up arrivals
Exclusive at SCALA
Wijchen, The Netherlands - Exclusive news from CalExotics: due to high demand, the
brand’s popular Link-Up cock ring collection has been extended with 6 new, ultra-soft sets.

T

his means there’s now a Link Up
match for every naughty preference,
allowing him to explore his desires with
high-quality cock rings that keep him
harder, longer! The new Link Up releases
by CalExotics are now exclusively
available at SCALA. The sexy new
sets include a dual-density 10-function
enhancer made of smooth silicone.
The design, amply named the Pinnacle,
features unique rolling ball action and
mind-blowing resonating power. Another
highlight from the new arrivals is the
2-in1 Link Up Verge set. This stretchy

dual-density silicone vibrating enhancer
is made to thrill with 10 functions of
thumping pulsations, curved design,
and an added Ultra-Soft silicone support
ring. The textured design and deep
resonating power are made to deliver
more satisfying stimulation for you and
your partner.
Maximize pleasure for you and your
partner with the vibrating ring and UltraSoft support ring for increased pleasure!
The sensuous pounding enhancer has
a powerful rocking action to ensure you
always hit just the right spot...

KUGELSICHER exclusively at ST RUBBER
Wadgassen, Germany - ST RUBBER
now exclusively offers the condom brand
KUGELSICHER (the German word for
bulletproof). JUST IN CASE: Condoms
in a stylish metal case! Refillable at
any time. For use at home or on the
go – a practical, safe and stylish health
essential. HERO-PRODUCT: The ONE
TIME SKIN condom is ultra-thin with just
0.05 mm and brings lovers closer than
ever. Almost like a ‘one-way skin’. MADE
IN GERMANY: Vegan and hormonefree contraception – developed and
produced in Germany. SAFETY FIRST:
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100% electronically tested. The ‘very
good’ skin tolerance is attested by
Dermatest (02/2020). FEATURES: Fast
opening, thanks to matt lacquered foil.
Smooth, contoured with reservoir.
52 mm nominal width (standard),
182 – 190 mm length. Transparent.
Lightly moistened. Neutral-fresh scent.
If you have any further questions,
ST RUBBER’s customer service will
be happy to help under the telephone
number: +49 6834 4006-0 or
simply visit the online shop:
www.strubbi.com
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ROMP
New at SCALA
Wijchen, The Netherlands - SCALA is thrilled to announce a new brand to their premium
line-up: ROMP. This trendy collection makes pleasure available to everyone.

F

rom Pleasure Air Stimulators to an
ultra-flexible penis ring, this collection is
a real asset to anyassortment. The ROMP
collection includes three high-performance
clitoral stimulators, created with the famous Pleasure Air technology by Womanizer, a compact but powerful wand vibrator,
an ergonomic G-Spot vibrator, a Rabbit
vibrator, a unique Bullet vibrator, a discreet
clitoral Massager and a flexible Penis ring.

ROMP’s products are carefully designed
to meet the highest standards, all while
retaining a fun and fresh vibe.The items
are made of high-quality and technology
from a leading sex toy manufacturer (WOW
Tech). The unique Pleasure Air technology
by Womanizer is used. The brand has a
young target group and last but not least,
the products are entry level, covering the
lower price segment.
		

Axel, The Netherlands - Tonga added
shiny plugs to the Dream Toys brand in a
new product line called Gleaming Love.
The metal plugs have a gem stone at the
base in the colour of the plug for extra
bling. Gleaming Love plugs are available
in sizes S, M and L, and in 3 colours. The
pink, silver and rainbow colours of the
plugs are complemented by a dazzling

jewel in the same colour. Some gems are
heart shaped, some round. The plugs are
made of lightweight seamless aluminium
and can be heated or cooled in water for
temperature play. Because of the tapered,
seamless shape they are easy to slide in,
and the wider base with sparking gem
ensures that the plugs will sit comfortably
between the cheeks.		

London, England - New Nexus Beat
uses rhythmic ‘thumper’ technology
to stimulate the prostate unlike ever
before. Combining this technology with
a multi -function perineum massager for
dual stimulation, it takes prostate play to
a whole new level. There are 6 thumper
modes in the shaft tip and 6 vibration
modes in the perineum massager, 48

combinations of pleasure in total! Control
from the toy or from the slimline remote
control that is waterproof and rechargeable just like the toy. “Beat offers a
new type of stimulation for those that
love prostate play,” says Monique Carty,
Director. “Beat isn’t for beginner’s, it’s
for sex toy connoisseurs that want more
from their sex toys.”		

New arrivals of Gleaming Love

Don’t miss a Beat from Nexus
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Supercharged Glam

bullets by CalExotics
Exclusive at SCALA
Wijchen, The Netherlands - CalExotics has added two new supercharged bullets to its Glam
collection. The Glam Vibe and Glam G Vibe may look cute and innocent, but these shiny
beauties are hiding rumbling, deep vibrations for maximum satisfaction.

T

hese metallic beauties are now exclusively ready to order at SCALA! The
chic Glam bullets are the perfect travel-sized option for adventure beginners or the
erotically experienced. Whether you’re
looking to turn up the heat in the bedroom
or enjoy some sensual solo time, these
supercharged vibes are ready to thrill! The
Glam Vibe features a straight silhouette

with a rounded tip. The Glam G Vibe features an ergonomically curved tip, perfect for
G-spot pleasure. Both supercharged bullets offer 10 rhythmic modes of vibration,
pulsation, and escalation. Use the single
touch control button to flicker through each
playful setting with ease. These compact
bullets are also USB-rechargeable and fully
waterproof, allowing for fun in the bath.

Windsor Wholesale now carrying

three new collections from Xgen Products

Horsham, USA - Windsor Wholesale, a
distributor in Australia and New Zealand,
is now carrying three best-selling collections from Xgen Products. Secrets Vibrating Panties, Whipsmart and Secret Kisses are all in stock at Windsor Wholesale
and ready to ship. “We are very excited

that the team at Windsor has picked up
these new items,” said Andy Green, President of Xgen Products. “These three
brands in particular are gaining popularity
here in the U.S., and I suspect they will
do just as well with consumers in Australia and New Zealand.” 		

SHOTS is official distributor of Satisfyer
Beneden-Leeuwen, The Netherlands SHOTS is proud to announce that they
are now official distributor of Satisfyer.
Due to the increasing popularity of
SHOTS, there is a high demand from
customers for the company to become a
“One Stop Shop“, and a brand like Satis62

fyer is indispensable for this to happen.
SHOTS now has the full product range
in stock and it‘s all ready to ship. For
orders/marketing solutions/POS and/
or testers, please contact your SHOTS
Account Manager or visit the website: www.shots.nl.			
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The pleasurable impulse of Volt:

CalExotics’ exclusive e-stim collection
SCALA
Wijchen, The Netherlands - Volt is a new line of electro-stimulation products from CalExotics. With the tagline ‚shockingly good‘, users can push their boundaries and experience
deeper, more intense pleasure.

T

he Volt collection features a slim
design, Electro-Spark, and a full-coverage design, Electro-Charge: all now
exclusively available, only at SCALA.
CalExotics explains the collection‘s unique
attraction: “Electro-stimulation can help
increase the intensity of orgasms. The
electrical current racing through the user’s
body provides intense pleasure, unlike
any other adult toy. When coupled with

vibration, the experience is even more
pleasurable. Volt offers 5 independent levels of electro-stimulation that will electrify
your orgasm with satisfying sensations and
7 functions of vibration with thrilling power
for complete pleasure. Volt products are
also extremely flexible, bending, and moving with you for endless possibilities, and
they offer a user-friendly design with easy
push-button controls.” 		

Pipedream ships new Vibrating Glass Massagers
West Hills, USA - Pipedream Products is
shipping three brand-new additions to their
best-selling Icicles Glass Massagers collection! Available in three first-time friendly size
and shapes, these suction-cup enhanced
glass massagers feature powerful remotecontrol motors that deliver whisper-quiet
vibrations and sleek, unique sensations!
The new Icicles are the manufacturer’s
first-ever vibrating, silicone, remote control,
suction-cup Icicles, and according to Pipedream, these unique plugs are the culmination of over two years of R&D. Elegant,
upscale, and hand-crafted with precision,
the Icicles Vibrating Massagers represent a meticulous marriage of materials
and technology–all packed into discreet,
compact, and buzzy wide-based massagers! The glass vibrators can be used
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with or without the silicone suction-cup,
but what makes these wireless wonders
so impressive is the way the Elite Silicone
suction-cup securely holds the vibe in
place when the action heats up! The sturdy
suction-cup base effortlessly sticks to near
any flat surface, while the soft silicone cup
provides cushiony support for comfortable
backdoor play. Users can cycle through
ten thrilling pulsations patterns with the
ergonomic rechargeable remote and
never worry about replacing those impossible-to-find cell batteries. The eco-friendly
lithium-ion battery runs silent and strong
for two-plus hours on a single charge.
All three Icicles are entirely waterproof,
perfect for partner play, and packaged in
beautiful fifth-panel window boxes with
plastic hang tabs.			
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Fantasy for Her
Available at SCALA
Wijchen, The Netherlands - Great news for fans of Pipedream Products: SCALA now has
fantastic stock availability on the best-selling Fantasy for Her collection, including the range’s newest arrivals.

T

his popular collection of female
pleasure essentials has a perfect
non-intimidating match for every fantasy:
from sleek clitoral pumps to curvy
stimulators, there’s a match for every
woman! Fantasy for Her was inspired
by women who want to take control of
their pleasure and find products made
specifically for the unique ways the
female body enjoys sexual stimulation.
According to Pipedream: “Each
beautifully designed product was
developed with sexual empowerment
in mind, offering solutions and

enhancements that make it easy to
explore sensuality with the push of a
button…” The Pipedream Products
design team took the time to explore
ways to incorporate sexual wellness into
the products’ functionality and support
users on their journey toward selfexploration and connection.
With items made for pelvic floor fitness,
orgasm enhancement, simultaneous
stimulation, and more, Fantasy for Her
offers retailers and end-users a wellrounded product line made especially for
female pleasure. 			

Masturbator Arcwave Ion –

The Womanizer Technology for Men
Flensburg, Germany - The masturbator
Arcwave Ion is now available at ORION
Wholesale. The masturbator Arcwave
Ion brings the unique Pleasure Air
technology to the most erogenous
zone of the penis – the frenulum on the
penis band. The Arcwave Ion provides
intense orgasms because it’s specially
designed for the sensitive Pacini pleasure
receptors on the frenulum.
The penis just has to be inserted into
the pleasure tunnel and the masturbator
turns on. Eight intensities pleasure the
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penis right up to an intense orgasm.
The Arcwave Ion is also wonderfully
quiet, thanks to the Smart Silence
technology, because it only starts
when it’s being used – so only when
it touches the skin. The manufactured
Clean Tech Silicone is hypoallergenic
and very smooth which means that it’s
soft against the skin and easy to clean.
Thanks to the integrated DryTech Stick,
the remaining moisture is also removed
during the charging process in the
discreet case. 			
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Hearts or skulls

I s t he fut u r e o f s e x to y s ge n d e r n e u tr a l ?

No

D

o women and men consume
differently and respond more strongly
to gender-specific marketing? It is not like
this notion was immutable but there are
definitely many people who believe it to
be true. Obviously, marketing is always a
reflection of the societal context and the
changes therein. And these changes are
not limited to evolving male and female
role models but also occur when ignored
or neglected groups finally get the
attention they deserve. Stubbornly
dividing everything into male and female
does not do justice to our increasingly
diverse society. But with all that said: In
the reality of the market economy,
companies are tempted to market their
products to the target audiences they
know will respond positively. This is not a
condemnation but a fact, and likewise, it
is a fact that women and men are the two
biggest target audiences you could
possibly find. And we also have to
acknowledge that the majority of consumers still respond to gender-specific
categories - also in the sex toy market
– since they represent easy points of
orientation. There are many examples of
successful gender marketing. Here’s one:
In 2003, Bosch launched an electric drill,
advertised specifically to women, and

Matthias Johnson,
editor in chief

The international sex toys
market is changing and
evolving all the time,
and not just in terms of
products, but also with
respect to how these
products are marketed.
There are some standards
that can be seen in pretty
much all markets, for
instance advertising a
product towards a specific
gender. But as gender
boundaries blur, is that
kind of marketing
becoming outdated or
even inappropriate?
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according to the company’s sales
numbers, it sold five times as many units
as the gender-neutral version. Basically,
Bosch had taken a product that is usually
marketed towards men and adapted it to
meet women’s needs. Instead of a
high-powered drill boasting countless
features and functions, they presented a
sleek, lightweight, easy-to-use electric drill
with great design. Sure, you could also
dig up examples that speak to the
contrary, with marketing campaigns
shooting themselves in the foot because
of godawful stereotypes. I still remember
vividly that there was a supermarket chain
here in Germany that once presented
“bratwurst for women.” That marketing
campaign is giving me shivers to this day,
and not just because I don’t eat meat, but
primarily because the product was
packaged and advertised in such a sexist,
embarrassing way. As you can imagine,
the shitstorm that ensued was so bad
that the product quickly vanished from the
freezer cabinets. However, a swallow
does not a summer make, and individual
missteps can’t undercut the effectiveness
of gender specific marketing. Therefore, I
have serious doubts that gender-neutral
marketing will become a new standard
anytime soon.

Yes
T

he word on the street, as I gather anyway,
is that gendered categories like ‚for him‘
and ‚for her‘ aren‘t ruffling as many European
feathers as in the States. Inside sources tell
me that apparently gendered marketing
doesn‘t scare away potential European buyers
who might not look like the gender pictured on
the box. If, for example, you‘re a lesbian
couple seeking a vibrator, the typical, half-nude man and woman on every couples‘ toy
packaging doesn‘t make a difference to said
consumer.
However, I‘m still of the opinion that the
international pleasure industry will eventually
embrace gender-neutral product marketing.
Will every single adult company on the planet
follow suit? Probably not, depending on their
country‘s culture. But in the near future, I
believe gender-neutral products will become
the norm.
Anyone of influence in the sexual wellness
space is practically screaming for all manufacturers to ditch the ‚men‘s‘ and ‚women‘s‘
labels. As the lines blur between retailers, sex
educators and ultra-informed consumers,
companies will be forced to comply – regardless of their personal beliefs – in order to keep
selling. Going gender-neutral won‘t be a
matter of ethics alone; it‘ll determine where
and to whom you can sell. LGBTQIA+ people
are big supporters of sexual freedom, and
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they notice when a sex toy brand
doesn‘t take their needs into
consideration. And boy, will they
call you out on it – and make sure
their hundreds of thousands of
followers boycott your business!
On the ethical side, why not jump
on the bandwagon of supporting
folks along the LGBTQIA+ spectrum? Our industry was founded
by folks who didn‘t fit into traditional business spaces and quite literally
served jail time in protest of obscenity
laws. How can we not lend special
recognition and inclusion to the queer
folks who are fighting the good fight for
modern, sexual human rights?
Marketing toys to all isn‘t just good
business. It‘s the right thing to do in
honor of our industry‘s past.

Colleen Godin,
EAN U.S. Correspondent
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New Year’s greetings from eroFame
Wi e l a n d H o f meister ex tends greetings to th e interna tio na l ero tic industry
least on the economic front - as we are
stuck under this oppressive cloud.
Of course, we also want to express our
sympathy with the bricks and mortar
retailers who have suffered a devastating
blow as a result of the implemented
lockdowns.
We hope that things will be looking up for
you very soon.
… and we are confident that they will.

More and more indicators
point towards a return of
eroFame in 2021 after the
event had been side-lined
in 2020. The first shots
of vaccines have already
been administered, so
by the time summer
rolls around, things
might be looking up
considerably. We even
have a potential date
for the upcoming
eroFame: October
6 to 8, 2021.

Dear visitors and exhibitors,
dear eroFame community!
On behalf of eroFame, our team, and the
members of the advisory board, we wish
you a happy New Year 2021!
2020 gave us all a big headache as corona
turned our lives upside down, and the
virus will continue to keep us busy for
some time to come. Here is hoping we all
make it through the rest of this pandemic
in good health and good spirits. As for the
economic effects: Some trade members
are fighting for their lives, others have
benefitted from the situation.
When we talk to the market players, we
often hear that erotic products have been
in higher demand during the lockdown
phases than they normally are. That has
served as a silver lining to some of us - at
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With vaccines rolling out as we speak,
things will start changing in a major way
over the course of the next few months,
and we believe that, by summer, a
process of recovery and reinvigoration
will have begun. Therefore, we have
decided to fully commit to eroFame 2021
and come March, we will begin with the
preparations for the trade convention
that is scheduled to take place on
October 06 to 08, 2021.
Even now, we are highly motivated, and
we look forward to kicking eroFame into
high gear again!
Until then, we will obviously continue
to keep you up to date on the latest
developments in the industry.
On this note: Take good care of yourself!
Yours truly
The eroFame team
and Wieland Hofmeister
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Together we can make change
Co be c o go es green – Written by Sh a rina Singeling
Over the years sustainability has become a hot topic among
consumers. The recently added David Attenborough’s A Life On Our
Planet documentary on Netflix confronted us with how the worldwide
consumption is affecting our planet. Consumers are acknowledging
the consequences their decisions have on the environment, causing
them to start reevaluating their lifestyle and improve where possible.
This results in a growing demand for environment-friendly products.

Sharina Singeling, Marketing,
Cobeco Pharma

2

T

he plastic we consume and
produce every day plays a
big role in the global pollution. Yearly over 8 million
tons of plastic end up in the
sea, breaking down to microplastics and
killing millions of animals. Today, numerous organizations raise awareness with
campaigns to decrease the worldwide
plastic use. Research has shown packaging is the biggest industry accountable
for just over 40% of the total plastic
use. In response to this, companies are
changing their strategies to obtain more
sustainability through packaging and
other components. “More large retail
chains and governments are setting future
goals to reduce plastic use. But we also
see more of our clients taking interest in
sustainable packaging over the years. The
value we can create together by choosing sustainable packaging is important
and necessary. Adding recycled and
recyclable materials to our range was a
needed, yet easy decision. It may not be
the solution to everything, but every small
effort should count.”
Besides plastic waste, another much-discussed risk for the environment is the extensive use of animal-derived ingredients.
Veganism has gained massive popularity
over the years, with the purpose to stop
animal-cruelty and -exploitation and protect the environment. Vegan consumers
use none animal-derived ingredients in
food, cosmetics, clothing and everything
thinkable. Besides the benefit for animals
and the environment, it also should be
beneficial for your health. “Various vegan
indie brands are popping up in all indusw w w. e a n - o n l i n e . c o m • 0 1 / 2 0 2 1

tries. Supermarkets are adding vegan products
to their shelves. You can’t ignore veganism
is becoming a popular lifestyle. It’s not only
food, but vegan cosmetics are gaining massive
popularity as well. Even non-vegans choose
vegan cosmetic brands more and more. This
pushes brands to add vegan product in their
assortment”
Start making a change with Cobeco Pharma’s newest Private Label Bio collection. The
Cobeco Private Label Bio collection contains
vegan formulas and packaging of recycled and
recyclable materials. The available formulas;
a natural lubricant, plant-based massage oil
and organic toy cleaner. Create your own bio
product-packaging combination to your taste
with the different possibilities.
Choose rPET to prevent
excessive plastic production
Choosing a strong plastic that does not transfer
any toxins into the contents is important when
working with cosmetic products. “For cosmetic
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To keep rPET
bottles recyclable
Cobeco offers
a special
three-layer label

packaging it is important to use the right materials. We selected rPET bottles that are safe
and strong enough to use with cosmetics. The
rPET is recycled and recyclable, this helps us
moving to a circular economy with less plastic
production, yet affordable”
The 100% rPET bottles are completely made
from recycled PET bottles (rPET) and can be
recycled again. The rPET bottles have foodgrade so they can keep the product safe
inside. The bottles are available in a transparent and tinted rPET and are compatible with
the specially designed wood-look pump and
spray. Besides the rPET bottles, the Cobeco
Private Label Bio collection also offers tubes
and bottles of sugarcane material. Sugarcane
is a biodegradable and renewable source, that
can be recycled. “The material is made of the
sugarcane by-product Bagasse. The leftover
from the sugarcane plant after the juices and
sugars are removed. This material is a perfect
alternative for companies who want to minimize
plastic-use even more. To minimize the used
plastic even more, the external tamper-evident
plastic ring can be replaced by a seal inside
the cap. This option allows you to make more
sustainable choices in your plastic use.
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To complete
the Cobeco Bio
collection, three
vegan formulas
are included

Keep your rPET recyclable with
water-soluble adhesive labels
“Choosing recyclable plastic is a first step, but
the label you choose is more important than
you think. Companies tend to forget this. To
keep rPET bottles recyclable, it is important to
use a water-soluble adhesive. Without a soluble
adhesive the label will remain on the PET
bottles during the recycling process. This can
discolor the recycled PET, making the material
unusable and all your effort pointless” Cobeco
Pharma offers a special three-layer label that
will keep rPET bottles recyclable. The top layer
is a white top-coated polypropylene film that
can be printed with your preferred design.
Polypropylene (PP) is a recyclable plastic and is
more environmentally friendly than other plastics as it is recyclable and doesn’t release as
many toxins as other plastics. This label uses
WHS1000, which is a permanent acrylic adhesive. The adhesive is designed to deactivate
during the recycling process and will dissolve
without any adhesive residue. During the recycling process, the label will come off easily and
can be separated from the rPET. The third layer
is a 100% recyclable clear transparent liner. The
liner is made of up to 30% recycled post-consumer waste.
Vegan-friendly formulas
To complete the Cobeco Bio collection, three
vegan formulas are included; a natural lubri76

cant, a plant-based massage oil and organic
toy cleaner. With these vegan-friendly formulas,
you can complete your own bio collection to
the extent customers expect. Natural Lubricant
- The natural lubricant formula is an intimate
water-based lubricant, with 100% natural and
vegan ingredients. This lubricant contains no
synthetic fragrances, colors and flavors and
is pH-optimized. It has been certified by the
BDiH as 100% natural according to the ‘Natural Product Standard’. The lubricant is also
suitable in combination with latex condoms.
Natural Massage Oil - The natural massage oil
contains natural and non-animal ingredients,
making it a vegan-friendly product that is gentle
to the skin. The natural massage oil glides easily on the skin thanks to its spreadable texture.
Natural Toy Cleaner - The natural toy cleaner
is a spray, specially developed to clean erotic
toys with more than 97% organic ingredients
and completely vegan. This formula provides
a thorough cleaning and maintains the quality
of erotic toys. By cleaning your toy regularly it
remains in good and hygienic condition.
Combine how you like
Choose between different looks and different
vegan formulas. You can also combine the
recyclable bottles with our non-vegan formulas
or choose a vegan-formula with regular
packaging. The available pump and spray have
a wooden-look that strengthens the bio feeling.
“With the Cobeco Private Label Bio collection
we want to help you move your company to a
green future by starting your own bio and
vegan collection. Together we can contribute
to the battle against global pollution by using
recycled and recyclable packaging and stop
animal cruelty and -exploitation with vegan
formulas.” The Cobeco Private Label Bio
collection is now available at Cobeco Pharma.
For more information go to our website
https://cobeco.nl/ or send an e-mail to
sales@cobeco-privatelabel.nl
w w w. e a n - o n l i n e . c o m • 0 1 / 2 0 2 1

EROS WISHES A HAPPY BIRTHDAY …
and give you a 20% discount * on all
EROS articles!

*Only on selected items in the promotional period and only while stocks last! More information in the shop or in the newsletter!

Schneider & Tiburtius Rubber Vertriebsgesellschaft mbH
D-66787 Wadgassen · T +49 6834 4006-0 . F +49 6834 4006-11
info@st-rubber.de

STRUBBI.COM

F E A T U R E

pjur love – gives you more commitment
Ong o i ng so c i a l c o m m i tm e n t

2020 was an emotional
rollercoaster for pjur. If
any company at the start
of this year had tried to
predict what they would
be most grateful for by the
close of 2020, they would
have most likely got it
very wrong. The past year
has taught us to separate
the important from the
unimportant. One of the
important things for the
pjur group is its ongoing social commitment.
The pjur group has been
donating money to an aid
project in Laos since 2012.
And 2020 should not be
an exception: despite and
precisely because of the
many challenges this year.

H

ealthy mothers project to
improve healthcare in Laos
- The ‘Healthy Mothers’
project, that pjur has been
supporting for over nine
years now, improves healthcare, supports the training of midwives and helps
mothers take control of the their and their
children’s health and family planning. Mortality rates for mothers and new-borns are
high in Laos. The aid organisation CARE
is dedicated to tacking this situation. In
the south of the country, the project is
rapidly reducing malnutrition in children,
empowering mothers and girls, reducing their workload and enabling them to
secure their own income. “We’re thrilled
that the money donated to CARE goes to
those who need it most and we are happy
to do our bit here” says Alexander Giebel,
CEO and founder of pjur. About CARE Founded in the US in 1945, CARE
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currently works in 100 countries around
the globe to save lives, defeat poverty and
achieve social justice. We put women and
girls in the centre because we know that
we cannot overcome poverty until all people have equal rights and opportunities.
We place special focus on empowering
women and girls because, equipped with
the proper resources, women have the
power to lift whole families and communities out of poverty. And we are there to
work alongside poor people and communities on long-term programmes to deliver
lasting change.
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WOW Tech Academy 2.0 – Join the Community
Tak e Yo ur S a l e s Ta l e n t to A n o th e r L e v e l

Know the difference
between Smart Silence
and Autopilot? How about
the feature improvements
of Nova 2 vs the original
Nova? The WOW Tech
Academy is the best way
to improve on your existing
expertise.

Learn about our range of products, their
features and what makes them unique.
This knowledge center has been completely redesigned, featuring new interactive video content that aims to sharpen
your sales knowledge. Get to know the key
features and USPs of our top products,
enabling you to promote our range with
more confidence whilst being rewarded.
This update is part of the constant effort to

improve our services for all of our partners
and associates. “We believe that the new
engaging and interactive content from
WOW Tech Academy will help everyone
across our network to improve their sales
expertise.” – Marius Nieland, WOW Tech
Brand Manager.
In order to learn more get in touch
with your WOW Tech representative or
check out the new Academy content
via wowtech-academy.com.

80

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

WWW.EROPARTNER.COM

Cherry Cups

“E T J U S TO D U O D O LO R E S

rianne-s.com

E T E A R E B U M AT V E R O
E O S E T A C C U !“
AUTOR

Bildunterschrift
Bildunterschrift
Bildunterschrift
Bildunterschrift

3
Tomatenmarkt 1 | 1681 PH Zwaagdijk | The Netherlands | T. +31 (0)228 82 00 00 | info@eropartner.com | www.eropartner.com

F E A T U R E

Goodbye media requests,

hello WOW Tech Media Library!
A l l y our b r a n d a s s e ts o n - d e m a n d

Now, you can use the brand new
WOW Tech Media Library to access
all available media assets 24/7.
The Library is an online media hub
that houses our B2B media assets.
All you need to do is register, search
for your assets using keywords and
categories, and download what you
came for. Done. You can even customize
the download format for print or online,
saving you time and making daily
business and product launches much
easier and more convenient. As soon
as new assets are created they will be
added to the Library for immediate
access. The WOW Tech Media Library
forms a key part of the ever-evolving
services for our network: We believe that
the new WOW Tech Media Library will
greatly improve existing media workflows across our entire network and is an
essential part of the WOW Tech partner
services .” – Jan Greuter, WOW Tech
Director of Marketing.

We all know the feeling
of searching for a media
asset for an upcoming
launch. Looking through
countless email threads
and attachments for the
new online banner or
the images needed for
offline print media – only
to find that we don’t have
the version we need. So,
we fire off a last-minute
media request and wait
patiently for the reply.
These times are over –
say goodbye to inefficient
media requests and welcome the new WOW Tech
Media Library.
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WOW Tech Media Library at a glance:
- Customizable media assets –
Download the assets in the format you
require, whether for print or online use.
- Independent access – acquire the assets
you need 24/7 without having to send a
media request.
- User-friendly interface – Use keywords
and categories to intuitively search for
the assets you require and find them
in seconds.
- Immediate access to new assets –
As soon as new media assets have been
uploaded, they are made available for use.
How to sign up for the WOW Tech Media
Library? To get your account set up,
please get in touch with your WOW Tech
representative or go to medialibrary.wowtech.com. To use the WOW Tech Media Library you will need login details. Once you
have registered, you will be able to access
and operate the Library independently.
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A naughty must-have collection
of party games and adult gifts.
18+

H u ge
PENIS

ICE

LUGE

Ice
Luge
Mould

Cum Face is a hilarious two player game is like nothing
else you’ve seen and the perfect party piece for bachelor
and bachelorette parties and other fun-filled events. The
object of the game is to pump the penises as quickly as
possible to be the first player to squirt their opponent in
the face, or mouth, and be declared the fastest w@*ker.
Patent No. 007448097-0001
Product code: PWMCF1 | 6 units, 41x34x29.5cm GW4.00kgs

B GGER
OR

This freeze at home Huge Penis Ice Luge kit fits into most
standard size freezers. Simply fill the mould with water,
freeze overnight and you’re ready for the ultimate
party experience!
Pour your preferred drink
through the hole at the top
for your guests to enjoy.
Add on: Light up multicoloured LEDs with drip tray coming soon
Product code: PWMPIL1 | 4 units, 37x53x33cm , GW 2kgs

R
SMALLE

Includes
26 A5
size cards

The Bigger or Smaller game starts with the dealer flipping
over a card to the player on their right. This player must
then guess if the penis on the next card will be bigger or
smaller. If the player gets it wrong, he/she drinks a shot or
drinks for the number of seconds corresponding to how far
their guess was off; or simply add a truth or dare element,
takes a shot or removes a piece of clothing.

Players stand on their chosen coloured footprints wearing
their matching coloured glasses. Players take it in turns to
spin. That player then has to do what the arrow lands on,
for instance, hand on red bum, left foot on banana, etc. If
a player lands on ‘Fondle’ they have to do a forfeit. Land
on Fondle? Take a shot; Strip; Kiss the person to your left;
Cluck like a chicken; or Moo like a cow.

Product code: PWMBOS1 | 24 units, 32x44x13cm, GW 7kgs

Product code: PWMFON1 | 6 units, 28.5x28.5x29cm, GW3.00kgs

Looking for distribution opportunities? Get in touch!
www.playwivme.com

|

info@playwivme.com

|

sales@playwivme.com
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BRAVE NEW (SEXUAL) WORLD ?
M a r k e ti n g Ma tters
In his monthly column,
Brian Gray from Glasgowbased erotic marketing
agency Lascivious Marketing offers his thoughts
on all things marketing.
This month he’s pondering
what the future holds for
the business of love and
lust in the dystopic future
projected for us.

Welcome to 2021 and here’s hoping you
all had as good a Christmas as possible
and a similarly rambunctious start to the
New Year. Surely this year can’t be as
bad as the one we told to get lost a few
days ago? We’ll soon find out.
Before Christmas, I’d been watching
the new television adaptation of Aldous
Huxley’s classic dystopian story, Brave
New World. Despite there being some
differences between the book and the tv
series (par for the course these days), the
series was a stylish affair with wonderful
acting, directing and design elements.
Set in future New London (part of the
World State), humanity, sexuality and
relationships have changed majorly from
life as we know it now. The population
are assigned into particular castes,
monogamous relationships are verboten,
promiscuity is de rigeur and orgies
are normal occurrences (unsurprising
because “everyone belongs to everyone
else”). To keep the population
under strict control there’s blanket
surveillance with no privacy to speak
of, everyone’s drugged up to their
eyeballs on the happy drug Soma, and
they’ve been conditioned from birth to fit
in with this way of life. Procreation itself
is completely under the control of the
powers that be, to the extent that most
of the females are sterilised.
But things get interesting
with the arrival of John,

a ‘savage’ from the off-grid reservation
where people shun the AI-controlled
World State and its associated social and
sexual conditioning. If you don’t know
what unfolds, I’d urge you to read the
book or watch the series to find out
for yourself.
Leaving aside the ethical, societal,
political, and biological implications of
Huxley’s futuristic society, at first glance
it would appear to represent one hell
of a marketplace for pleasure products
and associated accessories. Orgies
aplenty, promiscuity the norm: hell, it’s
like Christmas has come – as well as the
population – each day. And again, for
good measure.
And while I don’t think we’re going to
reach that stage of sexual behavioural
change anytime soon, it’s not to say that
thought hasn’t been given to the way
we may be living our lives in the not too
distant future. Enter Ida Auken, Danish
Member of Parliament (including a stint
as Environment Minister) and ‘Agenda
Contributor’ to the World Economic
Forum (more commonly known as the
Davos crowd ‘where billionaires go
to lecture millionaires how ordinary
people live’).
Back in 2016 Auken wrote a most
interesting op-ed which you can read on
the WEF website, positing on how life in
her city could change by 2030. Her first
line doesn’t lack impact: “Welcome to
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2030.
I own
nothing, have
no privacy, and life
has never been better.”
Her subsequent ‘vision’ makes for
similarly thought-provoking reading. “I don’t
own anything. I don’t own a car. I don’t own
a house. I don’t own any appliances or any
clothes.” Hmm. There’s more:
“In our city we don’t pay any rent, because
someone else is using our free space whenever
we do not need it. My living room is used for
business meetings when I am not there.”
Still curious, or has it changed to concern?
“Once in a while, I will choose to cook for
myself. It is easy - the necessary kitchen
equipment is delivered at my door within
minutes. Since transport became free, we
stopped having all those things stuffed into our
home. Why keep a pasta-maker and a crepe
cooker crammed into our cupboards? We can
just order them when we need them.”
And then for good measure: “Everything you
considered a product, has now become a
service. We have access to transportation,
accommodation, food and all the things we
need in our daily lives. One by one all these
things became free, so it ended up not making
sense for us to own much.”
So far so utopian, to some people anyway. But
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then
Auken
brings
up something
to which many of
us do care about and
consider sacrosanct: what goes
on in our homes and heads. “Once in a while
I get annoyed about the fact that I have no
real privacy. No where I can go and not be
registered. I know that, somewhere, everything
I do, think and dream of is recorded. I just hope
that nobody will use it against me.” Who’s
getting a bit twitchy now?
So, given that only nine years separates us
from Auken’s potential future, let’s ponder
some of her key notions. Firstly, she suggests
we won’t be owning anything, supported by
her subsequent comment that everything we
currently buy as a product will be part of a
service. Sex toy rental: hot or not? Skimpy
lingerie or bdsm accessory hire: sound good?
There are obvious concerns here. Firstly, as
far as retailers go, adios amigos, it was nice
knowing you. Taking Auken’s words at face
value, nobody will be owning any toys, skimpy
lingerie, or other accoutrements. So for the vast
majority of people reading this you’ve either
gone bust, been regulated out of existence,
given up when you finally saw the writing on the
wall, or you’ve changed from being a retailer
to a rental/hire provider. If the latter, you’ll be
in the business of collecting used dildos and
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butt plugs from your sexual clientele and
cleaning them before the next client requires
them. You’ll be developing a new set of core
competences that have more to do with health
and hygiene than eroticism per se. Methinks
the business of love and lust will have lost
much if not all of its sparkle somehow.
And what about the consumer? Plan ahead for
a special night or weekend to ensure you’ve
got all that’s required. But what if something
spontaneous comes up? Don’t worry, Diala-Dildo to the rescue! Order online (or phone
up if you’re not the bashful type) and the
accoutrements of choice will be speedily
delivered to your front door as if it were your
normal pizza arriving. I’m assuming that we
won’t have teleportation yet (apologies to any
Trekkies) so it will still be some geezer on a
moped handing them over. Only in this case,
he’ll be knowingly smirking when he jokingly
asks, ‘where’s my tip?’ It might get worse, if it
turns out the same guy is also delivering your
pizzas. But remember, Auken reckons that
given there’s no privacy anymore, you’ve had
to embrace the suck anyway.
On a more practical level, there’s the question
of hygiene and convenience. To what extent
would carnally-minded citizens approve? It’s all
very well hiring out suits and ball gowns
for weddings, graduations and
other occasions.
But sex toys and
skimpies may
be a step too
far. How much
confidence would
they have that the
items really have been
cleaned professionally
and thoroughly
compared to owned items
in their sole possession?
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Auken also mentions that by 2030 other
people might be in your house while you’re
out, supposedly having ‘meetings’. Are
those meetings or…ahem…’liaisons’? It
might be more than your lounge that people
are congregating in (either indulging in the
completely respectable vertical sort or of
the more x-rated and perpendicular kneetrembling variety) whether state sanctioned or
otherwise. How easily does this sit with you?
It’s an interesting notion for sure, that of the
state becoming a de facto brothel operator
– using the very bedroom you are normally
sleeping
in. Furthermore, does your living room and
any other rooms ‘occupied’ get cleaned after
each ‘visit’?
I’m not necessarily expecting you to have the
same number of years of studying economics
under your belt as I have, but even so, when
Auken mentions free stuff like rent, transport
and the like, you’ll still be capable of pausing
to ask yourself how exactly this is supposedly
going to be achieved? Yeah, exactly. Be
scared. It sure as hell won’t be without
considerable cost. And history provides us with
enough examples where similar experiments
have gone disastrously pear-shaped.
And as for the total evisceration of one’s
privacy, even in one’s own mind (you gotta’
love all this AI, transhumanism stuff), well,
you can come up with a few of your own
misgivings, I’m sure.
While Auken’s fingers may arguably be
nowhere near the pulse of the general public,
she does at least acknowledge that - shock,
horror - not everyone might be on board with
the idea of opening up their own homes that
have been bought and paid for, while also
parting with their paid for possessions.
Fancy that.
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Gleaming Love
We created a new toy line called Gleaming Love.
The Gleaming Love range features shiny anal plugs with
gem stones in various colours and sizes. Made of smooth
lightweight aluminium and seamless. The jewelled plugs
are beautifully decorated with a delicate heart-shaped or
round gem stone. From tip to base the seamless anal
plugs feature a glimmering sheen that pairs wonderfully
with the sparkle of the matching gem stone. The tapered
bulb shape of the plugs combines ease of use with erotic
backdoor pleasure.
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21625

Available individually and
as a complete set!

info@tongabv.com

GLEAMING LOVE

+31 (0) 115 566 322
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“My biggest concern is all the people who do
not live in our city. Those we lost on the way.
Those who decided that it became too much,
all this technology. Those who felt obsolete
and useless when robots and AI took over big
parts of our jobs. Those who got upset with the
political system and turned against it. They live
different kind of lives outside of the city. Some
have formed little self-supplying communities.
Others just stayed in the empty and abandoned
houses in small 19th century villages.”

Strap yourself in: the 2020’s are going to be a
very, very interesting decade for all of us within
this industry.
Brian can be contacted at
lasciviousmarketing.com, found on Instagram
@lasciviousmarketing or phoned on
+44 (0)141 255 0769 as he prepares for a
life of savagery.

Here’s another opinion Ida. It’s not technology
that will piss people off. It’ll be the state
controlled property and possession grab
(call it what it is: pure and unadulterated
Marxism), combined with the abolition of a
free market economy and genuine competition
among companies of all sizes, with only large
corporations running the show.
And if Ms Auken (or anyone in need of a history
lesson for that matter), isn’t already aware,
the idea of marrying state control with large
corporations has been tried before. Remember
Mussolini? Saying it didn’t go well for Italy is an
understatement. It didn’t end terribly well for Il
Duce either, for that matter. And rightly so.
The more one evaluates Ms Auken’s alternative
society of non-adopters, the more I’m likening
it to the reservation in Huxley’s novel where
John and his fellow ‘savages’ dwell. Which one
takes your fancy more? A future in which you
don’t own anything, can’t run your existing
business, and where privacy is a thing
of the past with your sex life subject to
scrutiny? Or the alternative: a life of
economic, commercial, and personal
‘savagery’ (read ‘freedom’) that lacks
a safety net but still retains such
concepts as initiative, opportunity,
commerce and privacy?
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It’s so important to promote sexual wellness and sexual

empowerment for everyone, it’s not just for females
C ar a De l e v i n gn e r e d e f i n e s s e x u a l i ty f o r m a i n strea m a udiences in new co -f o unding ro le a t Lo ra DiC a rlo

If there’s one sex toy company that isn’t messing around, it’s luxury sextech brand Lora DiCarlo. Founder Lora Haddock DiCarlo beat the critics
and a morality-fueled exhibition ban at the Consumer Electronics Show in
2019, where her techiest of sex-tech products went on to win an award in
robotics. Later, Haddock DiCarlo completely revised her company’s flagship
product, the Ose robotic massager, after a first-round consumer release
warranted a re-design. Now DiCarlo has concluded 2020 with the grand
finale to her business’s carefully orchestrated
firework show. As of last November, DiCarlo
has been joined at the company helm by
Cara Delevingne, an LGBTQIA+ model and
actress, activist and international superstar
of epic proportions. DiCarlo has appointed
Delevingne as co-founder and creative advisor, a new career role for this multi-faceted face of fashion, music and film.
For pleasure trade pros who haven’t yet
peeped Delevingne’s resume, it includes
starring roles in major Hollywood movies
like DC Comics’ Suicide Squad, modeling
contracts with name brands like Puma
Activewear and Christian Dior, and musical appearances alongside major recording artists like Fiona Apple. Delevingne
joins a short but growing list of celebrities that believe it’s time for mainstream
audiences to openly embrace sexuality.
With over 43 million followers on Instagram and over 9 million on Twitter,
Delevingne’s influence is a welcomed
addition to an industry that still can’t
advertise on Facebook. In her
exclusive, first-ever interview with
the European pleasure trade,
Delevingne tells EAN Magazine
why all-inclusive pleasure
is the power move of
the future.

Lora Haddock DiCarlo
and Cara Delevingne
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Cara, congratulations on becoming co-owner
of sex-tech brand Lora DiCarlo! How did you
first become acquainted with the company
and its products? Were you a fan of Lora
DiCarlo pleasure products before meeting with
Lora Haddock DiCarlo?
Cara Delevingne: Thank you! I was introduced to Lora DiCarlo back in 2019, before
the brand officially launched. Lora DiCarlo represents so much of what I stand for, it’s women-led and femme focused. Their award-winning products are really redefining how people
explore, experience and take ownership of
their sexuality and pleasure. I immediately
aligned with the brand’s vision and message
of promoting a positive message surrounding
sexuality, sexual health and wellness, and putting pleasure back into the hands of everyone.
I have all of the products! They’re all individually designed for different needs. At this time,
I’m currently loving the Baci.

As an educated consumer who’s now moved
into the role of pleasure industry professional, what’s your overall take on the sex tech
space? How do you feel about the way the
industry and product offerings have evolved
and grown over the last few years?
Cara Delevingne: The sex tech space has
come a long way. Lora DiCarlo is filling the gap
in the market, creating products that are gender inclusive and destigmatizing sexuality. It’s
so important to promote sexual wellness and
sexual empowerment for everyone, it’s not just
for females. These products we are creating
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are to help people with vaginas help find their
best pleasure. I’m also excited to quite literally
ask our customers (or those interested in
becoming customers) what they feel is missing
or what they want to see and help develop
those products with our amazing engineers.

You’re also an activist with a mission to
de-stigmatize sexuality and pleasure for all.
How do sex tech products play into the politics of your sex-positive mission and contribute to your future goals for the betterment of
society?
Cara Delevingne: People definitely still think
the topic of sex and masturbation is shameful
or taboo to talk about, which is what I’m hoping to change in my new role at Lora DiCarlo.
Women have the same urges and needs as
any other person yet we are ashamed or
embarrassed to talk about how we take care
of our own pleasure. In my new role, I hope
to use my voice and platform to promote and
start conversations about sexual wellness. I
want to hear what people like about the product, what they want us to improve on, what
products they want to see or feel are missing
from the market.

Give us a little behind-the-scenes peek into
the intriguing photos of you and Lora Haddock
DiCarlo perusing DiCarlo’s product line-up.
What went on in that pivotal meeting with
Lora? Did you learn anything new or see a
new side of the pleasure industry that day as a
soon-to-be insider?
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With the pioneering force of tech-based,
inclusive brands like Lora DiCarlo, how do you
envision the sex tech industry over the next 5 to
10 years? Will we finally “go mainstream” and
fully lose the last, clingy taboos that still prevent
manufacturing companies like Lora DiCarlo
from seeking equal business opportunities?

Cara Delevingne: I am constantly impressed
and in awe of the amazing engineers that we
get to work with. The technology behind our
products is truly excellent. So I’m constantly
learning new things about what is possible.

What goals have you set with Lora as her newly
appointed company co-founder? What unique
contributions do you look forward to bringing to
her team?
Cara Delevingne: In my new role as co-owner
and Creative Advisor, I hope to promote and
start conversations about sexual wellness. I
want to hear what people like about the product, what they want us to improve on, what
products they want to see or feel are missing
from the market, so I’m asking people to send
me their feedback.
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Cara Delevingne: I just hope that it becomes
less surprising for people to be interested or
involved. 2020 has taught us that we have to
be open to opportunities that we might not
have been planning for - so I’d like to believe
anything is possible.

Last but not least, it’s the question on every
fan’s mind: Will we catch you with Team DiCarlo at any future industry trade conventions?
Cara Delevingne: Absolutely! While in-person
meetings and events are on pause because of
COVID-19, I will still be a part of panel discussions and brand events.

This interview is
contributed by Colleen
Godin, EAN U.S.
Correspondent
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IF 2020 WAS A PLUG...

... IN FACT IT IS ALREADY !

GANGBANGSTER
BDSM
Pleasure Products
Company 2020
Discover our 600 models of BIG Plugs and Dildos
on gangbangster.com
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There’s fun here for all ages
P l a y Wi v M e are lo o king f o r distributo rs
British company PlayWivMe (www.playwivme.
com) specialises in
adult-oriented games that
add another layer of fun
to hen or stag nights and
spice things up in the
bedroom as well. Due
to the success of the
concept, the PlayWivMe
product range is about
to expand drastically,
and Chris Poole and
Stephen Broughton, the
founders of the company,
are looking for distributors
to introduce PlayWivMe
to new markets.

The founders of PlayWivMe:
Chris Poole (CEO) and Stephen
Broughton (Creative Director)

Would you mind telling us about the
origins of your company?

brand new; you will not see anything like
these from anyone else.

Chris Poole: We started with some ideas
of games that already exist but adding
a naughty twist to them, and from this
we came up with more ideas that do not
exist.

What can you tell us about your products? How many, and which types of
products are there to be found in the
PlayWivMe line?

You carry very specialized products - how
did that come about? Have you perhaps
even discovered a gap in the market?
Chris: Yes, we believe there is a big gap
in the market. It is time for a change with
unique and more games and novelties to
offer to the public. All of our products are

Cum Face - The objective of the game
is to pump the penises as quickly as
possible to be the first player to squirt
their opponent in the face or mouth
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Chris: We currently have four products
in our range, with another 20 to 30 being
developed either at sample stage, ready
to produce or still on paper. We make
funny games for bachelor/bachelorette
parties as well as novelties, and we also
have some products to help spice things
up in the bedroom for couples, threesomes, and more.
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“AL L OF OUR PRODUC TS ARE BRAND NE W; YOU
WIL L NOT SE E ANY THING L IKE THE SE FROM
AN YONE E L SE .”
CHRIS POOLE

The Bigger Or Smaller
card set is perfect for
drinking games and more

What is your inspiration? Where do you get
the ideas for new products?
Chris: Stephen and I, we just bounce ideas off
each other. I’m not really sure where they even
come from, I guess we have a naughty mind
LOL, and creative of course.

What are your criteria for new products?
What do they have to deliver to fit into
your portfolio?

What does a product have to offer in
order to live up the expectations of your
target group?
Chris: It needs to be funny with a naughty
twist. For couples, it needs to be well-thought
out, the gameplay needs to work and it needs
to build sexual tension.

What can you tell us about the prices for
your products?

Chris: They have to be like nothing else on
the market - similar now and again, but ours
have to be the best, otherwise we simply
won’t do them.

Who’s the target audience for your products?
Chris: 18 to any age but I guess mostly 18
to 40. I’m not sure, though. There’s fun here
for all ages.
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Chris: These range from £2.99 to £34.99 –
roundabout 3,30 to 40 EUR - so all within an
affordable price range.

Is there any interest in expanding your
distribution network in Europe with
distributors or retailers?
Chris: This is exactly what we are currently
looking for: either one big player worldwide or
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smaller distributors targeting individual countries. We are open to all enquires!

What qualities are you looking for when
choosing your distribution partners?
Chris: We will be looking for someone who
can see the overall potential in us, as we may
only have four products now, but this time
next year, we will have to market around 20,
and we will have another 20 unique products
waiting to go.
Twister for adults: Fondle
is all about acrobatic/
erotic contortions

Your products are typical crossover products
- they target multiple markets. Which of these
markets are your primary focus?
Chris: Yes, they have crossover appeal, from
adult to fun bachelor/bachelorette party, and
we will target them all.

What are your plans for the future?
Do you want to expand your product line?
Chris: Yes, for sure. We are here now and
telling the world we have edibles and new
games, and we look forward to doing the
trade shows.

For those who want to spice up
the party in a cool way: Alcoholic
beverages can be poured through
penis-shaped ice to deliver chilled
drinks straight into the mouths of
your party guests
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ARCWAVE

Ion

Arcwave Ion was created to
intensify the male orgasm
experience. Research has

shown that pleasure receptors
in the clitoris play a key role in
achieving intense orgasms.
The studies revealed that the
tip of the penis has the same
pleasure receptors {called
Pacinian pleasure receptors)
as the clitoris - traditional
stimulation techniques like
manual stroking, sex or oral
stimulation do not fully
activate these receptors.

The
world's first
Pleasure Air
stroker.

Ion can offer
what manual
stimulation
cannot.
Ion aims to disrupt the market
with its unique technology,
superior design and clever
engineering. Arcwave wants
to attract people from all
backgrounds to increase
their sexual enjoyment
during masturbation.

1'
6

Pleasure Air with 8 intensity settings
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SILEXPAN is a new material that is here

to revolutionise the silicone dildo segment
Spanish c o m p a ny CN E X h a s d e v e l o p e d a n e w ma teria l f o r sex to ys
CNEX has been active in
the market since 2009 and
is probably best known for
the popular sex toy brand
Adrien Lastic. Now, the
team of founder Olivier
Jean Pierre de la Marnierre
have completed their most
challenging project yet:
developing their very own
material for sex toys. The
result of this project bears
the name SILEXPAN, and
EAN was understandably
eager to learn more about
this material, its advantages, and its potential to
change the sex toy industry. So, we asked Olivier
Jean Pierre de la Marnierre
for an interview.

SILEXPAN - that is the name of your
newly developed material for sex toys.
What made you look for an alternative to
the materials commonly used in the sex
toy industry?
Olivier Jean Pierre de la Marnierre:
In a highly competitive industry such
as erotica, it is the responsibility of the
manufacturers to offer quality, safe, and
healthy products. For us, the solution to
this problem is to have a material with
the quality of premium silicone, that is
capable of adapting to all product designs
but does not significantly increase cost. If
we provide an avenue in which the cost
of manufacturing silicone is equal to, or
lower than PVC, who would choose to
create their products with PVC? SILEXPAN reaches out to the adult market to
promote a healthier industry and offer
more affordable silicone products.

What exactly is SILEXPAN? What is your
new material made of?

Olivier Jean Pierre de la Marnierre:
We were working on the development of
the material for almost a year, creating a
selection of the best components for the
material and then doing many tests to
reach the best quality result.

Olivier Jean Pierre de la Marnierre: SILEXPAN is a new material that is here to
revolutionise the silicone dildo segment
of the erotic industry. It is a compound
material with special features that set it
apart from the materials that are traditionally used for dildos (silicone, PVC,
TPE, and TPR), and it offers a high level
of quality that is felt most strongly in its
haptics.

You claim that SILEXPAN will change the
sex toy industry. Why is the material so
revolutionary?

What are the advantages of SILEXPAN
compared to other materials commonly
used for sex toys?

How long did it take to develop SILEXPAN?
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Olivier Jean Pierre de la Marnierre:
The material is revolutionary because it
combines two very important characteristics. It is thermo-reactive, meaning
it can absorb heat or cold, it can be
heated in a microwave or in boiling
water as well as chilled in the freezer,
which means that you can achieve a
much more realistic feeling. On the other
hand, it has the memory foam functionality. What does that mean? Basically, it
means that when the material changes
its shape, it will return to its original state.
For example, you can give your product
the desired shape to achieve more precise stimulation. With these two characteristics, a unique and totally natural
feeling is achieved.
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Olivier Jean Pierre de la Marnierre: The versatility. Thanks to its properties, it adapts perfectly
to any form of toy, providing them with a more
realistic effect for the user. Many times, we get
feedback from our customers who tell us that
they have bought a wonderful toy, however, it
does not feel natural; it is very artificial, and they
want a little more realism to get as close to the
real thing as possible. With SILEXPAN, these
expectations can be met. The applications of
this new, patented material are endless. As with
traditional materials (PVC, Silicone, TPR, and
TPE), you can add a rigid inner core to improve
functionality. Moreover, you can add vibration
motors since SILEXPAN allows for a better
generation of vibration than other materials.

Can SILEXPAN be used for the production of all
sex toys - from dildo to vibrator - or are there
certain restrictions?
Olivier Jean Pierre de la Marnierre: Yes, it
can be used for the production of motorised
toys since this material enhances vibration. It
can be used to make dildos of all shapes and
sizes, masturbators, etc. Of course, size is very
important with these products. When using our
material with special filling, the dimensions of
the toy mustn’t be too small; you need adequate space for the filling or a motor.

Has SILEXPAN been tested to ensure that it is
body-safe?
Olivier Jean Pierre de la Marnierre: SILEXPAN complies with all European CE regulations
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Olivier Jean
Pierre Salle Phelippes
de la Marnierre,
founder of CNEX
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for safe use by human consumers, and it
complies with the US FAD regulations for the
commercialisation of safe products for human
consumption.

Is it true that you have patented SILEXPAN?
Olivier Jean Pierre de la Marnierre: Sure, we
have patented SILEXPAN... with the number
PCT / ES2018 / 07056

Is the plan to only use SILEXPAN for your own
product lines or do you want to make the
material available to other manufacturers and
brands?
Olivier Jean Pierre de la Marnierre: SILEXPAN is an extraordinary material, it meets all
the expectations a manufacturer could have
regarding quality and production costs. The
sex toy industry is very large and new developments are being made all the time. SILEXPAN
can help our friends from other brands achieve
high-quality result.

Is it possible to upgrade existing lines of silicone sex toys with SILEXPAN?
Olivier Jean Pierre de la Marnierre: Absolutely. We have done a product upgrade based
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on a product made from common silicone and
the results have been spectacular. We have
achieved a very notable improvement in quality
and cost reduction during production. Many
of our new orders revolve around transferring
production lines, from the usual silicone to our
SILEXPAN. The impact has been so great that
we had to expand our production plants. Now
we have a much larger industrial capacity, and
we invite all brands that want to send us their
projects to do so as soon as possible. We
know: The sooner you start saving costs, the
sooner you will reap better benefits.

Silicone has dominated the market for many
years - can SILEXPAN break this dominance?
What expectations do you have for your new
material?
Olivier Jean Pierre de la Marnierre: We have
very ambitious goals but keep both feet firmly
on the ground. And now, we begin to see the
results. Demand for products made with SILEXPAN has skyrocketed. This leads us to believe
that if we continue on this path, our material will
secure a very important piece of the pie among
all the materials used to make sex toys. And I
would like to emphasise that this material is not
only suited for the sex toy industry. There is a
lot of potential outside of this field, and interest
from other industries such as safety equipment,
footwear, etc. is huge.
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We have many new releases

planned throughout the year
Ne x u s p r e s ents B ea t, with mo re new p ro ducts a nno unced f o r 2021

With the launch of their new massager
Beat, Nexus takes prostate stimulation
to the next level. But what makes the
product so special? The answer can
be found in our interview with Monique
Carty, Director of Nexus. And while
we’re at it, we also talk about more
new products the British brand has in
store for its fans in the new year.

At the end of the year 2020, Nexus
released a new product called Beat.
What makes Beat so special that you
talk about it taking prostate stimulation
to the next level?
Monique Carty: Beat stimulates the
prostate in a different way to other prostate massagers. It doesn’t massage or
stroke, it pushes against the prostate at
different speeds to create a really intense
feeling.

Who is the intended target group for
Beat?
Monique: Because of the voracity of the
stimulation, we wouldn’t suggest Beat as
a toy for beginners. ‘Beat’ is for consumers who love prostate stimulation and are
looking for the next big thing.

Will Beat’s market entry be accompanied
by sales promotion/ POS materials for the
retail trade?
108
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E T E A R E B U M AT V E R O
E O S E T A C C U !“
AUTOR
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Beat uses
rhythmic
‘thumper’
technology to
stimulate the
prostate

Monique: As always, we offer
individual display stands for stores.
We also have spinner displays
which have removable panels so the
stores can update
them with new
launches. For online
and in-store, we have
a CGI video which
shows the product, its
USPs, and how it works.

How do you view the developments in
the market in 2020? Was Nexus able
to profit from the increased demand
for sex toys that arose from lockdown/
quarantine etc.?
Building on the
success of Fortis,
Nexus will add
more products
to their vibrating
metal range

In response to
customer
demand,
Nexus will
present a
bigger version
of Gyro Vibe
later this year

Monique: It was a mixed bag really.
What we lost on the high street we
made up in web sales. Our predicted
sales were affected though due to new
products not launching when we had
planned. We have definitely felt
the strain on the supply chain side
whether it be through the delays to
manufacturing of new items to the
delays in port due to Covid-19. Freight
charges also substantially increased. What we have seen
though is the market adapt
and that’s been interesting to
see. It’s amazing how resilient
and imaginative we can all be
when the screws are turned.
All in all, I’m happy with this
year’s numbers, we are increasing year on year and our
product range is growing too.
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Now to your plans for the new year: What can
the market expect from Nexus? When will we
see new product releases?
Monique: We have many new releases
planned throughout the year. We are adding
to our vibrating metal range as the reaction to
Fortis was amazing. We pre-sold the first batch
within a week and have been asked for more
SKUs, so that’s a priority. We will be launching
a larger size Gyro vibe, also due to customer
demand. Revo Extreme is already our second-best selling item so it seems that our customers like toys on the larger side. We have a
new Revo planned for the end of the year and
another new range which we are excited to
launch, for that you will have to wait and see.

Will there be a change in your strategy or will
you remain true to the direction you have taken
so far?
Monique: We have a niche in the market, and
it works for us, so for now we will be sticking to
the Nexus people know and love.

What trends will shape the market in 2021?
Monique: Every year, the industry becomes
a little more mainstream. This year, we saw
celebrities such as Lily Allen and Cara
Delevingne entering the industry, so we
may see more of a celebrity trend for 2021.
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Everything changed suddenly with one big blow!
A n e nd -o f- y e a r r e v i e w w i th O s c a r He i j n e n

The fact that the
spigots in the

Let’s start this end-of-year review a
little differently: What do you wish for in
2021?

Do you expect big changes in our market
for 2021? What challenges await SHOTS
and how do you plan to face them?

Oscar Heijnen: Well firstly, I wish the
world can return to its former ‘normal’,
and that we have a safe and successful
vaccine very soon. I have noticed that
people are getting a bit ‘tired’ of Covid,
making it more difficult to follow rules.
Hopefully, we don’t see that reflected in
the damage to society, hospital admissions or, even worse, death rates. It’s
a serious disease and I hope everyone
continues to act accordingly.

Oscar: The market has already changed
considerably, shifting towards online
retail, but personally, I really hope that
the classic brick and mortar stores will
regain some ground. This ‘old’ form of
retail is under considerable pressure,
and that is a something very close to our
hearts. I see customers - friends whom
we have known for over 25 years - who
are experiencing difficult times and low
turnover due to the dearth of customers
and lockdown restrictions. The tourist
areas are also hit hard, which is very sad
to see. However, the growth of the online
market - which was already growing
before Covid - can no longer be stopped,
and it will continue to grow into 2021.
Another development that will continue in
the coming year is American companies
changing their strategy. Some work
exclusively with a single distributor and
others even establish branches in Europe.
Everyone thinks they are better off with
their new strategy. I am very curious to
see how that will turn out, as I am expecting major market share shifts. We are on
the edge of our seats and see interesting
irreversible changes taking place. One
thing is certain; SHOTS will benefit from
these shifts and gain a larger market share.

SHOTS Bar are
gathering dust is a
clear indicator of
how long the
corona pandemic
has been going on,
and how long we
have been waiting
for a return to a
‘normal’ life. In this

What are your goals for the new year?
What is on your agenda for 2021?

interview, EAN and
Oscar Heijnen look

Oscar: My agenda is already pretty full!
Besides the activities going on within
SHOTS Europe and America, we are on
a takeover spree, and we’re looking at
interesting companies within and outside
the industry. This has already resulted in five start-ups that I’m currently
involved with on the side. We are also
busy with permits to double the capacity and square meterage of the SHOTS
‘campus’ in Beneden Leeuwen. Our
next project, Veesteeg number 8, will
almost be a replica of the PharmQuests
building. What the other new buildings
will look like is not yet decided, as they
will be built at a later date. Right now, it’s
important that we create another 2500
extra pallet space to accommodate our
short-term growth.

back at the year
2020, which
obviously means
we’re mainly looking back at the
corona crisis. But
Oscar also explains
why he is optimistic going into the
new year and what
SHOTS has planned
for 2021.
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Speaking of changes: What has the
corona crisis done to our market? Was it
less disruptive than initially feared?
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Oscar Heijnen has
big plans for 2021

Oscar: The crisis shifted much of our sales
to our online customers, and the retailers
that had a good online presence benefited
the most. We were all afraid of the possible
consequences in March, but I think that in
general, the governments in Europe have
coped well with the various situations. In some
countries, the lockdowns were very rigorous,
and that also cost us turnover because our
customers had to close down.

Looking back, when did you go into ‘crisis
mode’? What worried you the most? And how
did you manage to cope throughout these
past months?
Oscar: I think everyone jumped into crisis
mode, and in the beginning, I was especially
concerned about all our employees. At the end
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of the day, you are responsible for a large
number of families with children and mortgages, and on top of everything else, we now
had their health to worry about. I have to say,
even now in this situation, I have the very best
team in the industry. They quickly came up with
smart solutions so that we didn’t actually feel
any negative impact from this Covid crisis. It
just resulted in more work for us as *
people stayed at home looking for forms of
entertainment. Fortunately, our industry plays
a big part in that, and I think it resulted in
flourishing turnovers.

SHOTS is known for maintaining very close and
very personal contact with your customers and suddenly all communication switched to
digital. Have you been able to properly support
your customers during this difficult time?
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“ W E ARE ON A TA KEOVER
S P R E E, A N D WE’RE

LOOK IN G AT IN T ERES TIN G
COMPAN IES WITH IN AN D

OUT SIDE TH E IN DUST RY. ”
OSCAR HEIJNEN

Oscar: I think that the close contact with
our customers actually made the transition
to handling affairs digitally easier. Everything
went smoothly and much better than I could
have hoped for. All in all, I think that the bond
between us, the staff, and our customers
and suppliers, has become tighter. The topic
of discussion was often about each other’s
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health and how we could help one another. I
think the crisis has brought humanity closer together again. Not everything was that
obvious, I mean who would have anticipated
a global pandemic in their business planning?
Everything changed suddenly with one big
blow!

How eager are you to visit your customers
again, participate in trade fairs or just have a
beer with your colleagues on Friday afternoon
in the SHOTS Bar?
Oscar: We cannot wait! That’s perhaps the
saddest thing about all of this: Visiting customers is impossible at the moment, and a
lot of dust has settled on the beer taps in the
SHOTS bar. Of course, we miss our daily life
very much after being locked up at home for
more than six months. We miss the face-toface contact and of course, we miss all the
hugs. Feel free to buy airline shares because
in about six months, we will be flying around
the world again, mark my words!
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Oscar: Well, our sales team has indeed
expanded, with three new people on board.
The focus this year was on new business in
new territories where we weren’t very present
or even active at all. The product range has
grown considerably, and the focus in the second half of the year was on our own products
and new brands. In addition to this, we are
expanding our company portfolio; we want to
start new, or take over existing companies.
This will add more stability our entire group, so
we can take bigger steps than we have in the
past. We have our manpower, expertise, and
finances all in good order, and it’s important
that we utilise them even more effectively. All
these factors have worked better for us in
2020 than in previous years, so the future
is bright!

Even the mainstream media has reported that
demand for sex toys increased rapidly during
the days of lockdown and quarantine. Did
SHOTS benefit from this ‘phenomenon’?
Oscar: Yes, we see double-digit growth in
almost all sectors and genres, and we are very
happy about that. However, it also causes a
little concern, because double digits mean
twice the stock and twice the square meterage to store it. However, when the opportunity
is there, we just have to step up and fast-track
the construction on our new building(s).

Despite the corona crisis, you have released
new products this year, added new faces to
your sales team, and worked hard to expand your field of activity. Can you give us an
update on all the things you have been doing
this year?
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Pretty much everything this year has been
under the cloud of the pandemic. Have you
still been able to identify developments and
trends that have put their stamp on the market
in 2020?
Oscar: Yes. Actually, to be honest, I should
reveal that working online may be more effective than all the travelling we did before, but
in general, we don’t pay attention to trends
or the competition. We are convinced that we
ourselves are the trend; we create new trends
and we have been doing this very successfully
for 25 years. This year, I am especially happy
with the upcoming releases for 2021. They will
be stronger than ever before and continue to
increase our market share.
I would like to wish everyone a very happy
and safe 2021. First and foremost, I wish you
all good health, good business, and a little
extra happiness for all your family, friends, and
colleagues. Let’s all share a little bit of extra
special care and attention for each other this
coming year!
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2020 saw more people than ever

entering our category for the first time
2 0 / 2 0 v isio n w i th J a d e B a w a
If you needed any (further) proof that the lockdowns of 2020 boosted interest in sex toys, Jada Bawa, Sales Executive of Lovehoney,
presents some concrete figures in this interview that underline just
how important sex toys have become in these crazy times of
contact restrictions.
Before we talk about the new year, we
have to look back once more. 2020 was
undoubtedly an extraordinary year - how
did it change the international market for
sex toys?

Jade Bawa,
Lovehoney
Sales Executive

Jade Bawa: The sex toy market has
certainly enjoyed a bumper year of
sales. Lockdown orders and dating
being removed from the equation
has turned us into a society of athome pleasure seekers, looking to feel
connected - intimately and physically.
2020 saw more people than ever
entering our category for the first time.
Lovehoney, for example, saw a 48%
increase year on year in new customer
orders. This sex toy boom, coupled
with the need to go virtual
wherever possible due to
travel restrictions, has
meant that as a category,
we have had to redesign the
way work and adapt as much
as possible.

So, the corona crisis has helped
increase the interest in, and demand
for sex toys, but will that be a
lasting effect or are we talking
more about a temporary boom?

Jade: Even before the pandemic hit, a
rise in self-care culture had seen people
prioritising pleasure as an essential aspect
of their personal wellbeing and sex toys
have been a major growth category for
several years now as a result. However,
the COVID-19 crisis has certainly helped
previously hesitant consumers take the
leap into experimenting with toys for
the first time, supported by the 54%
who admitted becoming more sexually
adventurous in a recent Lovehoney
lockdown survey. This introduction will
have helped these considerers grow an
appetite into exploring more advanced sex
toys in the long run.

The pandemic will probably continue to
plague us in 2021. What impact will this
have on our industry? Are serious changes
to be expected in the new year?
Jade: As this new hunger for our category
becomes increasingly mainstream, we
anticipate demand will continue at the
levels we have experienced in 2020.
We are optimistic that this year has
provided us, as a category, the experience
and knowledge needed to
be in excellent stead for next year, through
maximising virtual events and online
training sessions.

Which trends had the biggest impact on
the market in 2020, and will they continue
to dominate the new year?
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“TH E COVID-1 9 CRIS IS HAS C E RTAINLY HE L PE D
P REVIOUSLY H ESITANT C ONSUME RS TAKE THE

LEA P IN TO EXP ERIME NTING W ITH TOY S FOR THE
F IRS T TIME. ”
J A D E B AWA

Jade: As we all spent more time at home with
housemates and family members, privacy was
hard to come by. This was mirrored in sales
trends, which show that 2020 was indeed the
year of the ‘quiet vibrator’. Products we have
been recommending during this time include
wearable toys, such as knicker vibrators and
love eggs, thanks to their discreet qualities,
as well as products from the whisper-quiet
Happy Rabbit range. This whisper-quiet
technology also comes with an element of
luxury, adding to the sensual experience
from using the toy. Demand for this feature is
definitely here to stay!

Every year has its buzzwords. First, we all
talked about ‚couples toys‘, then it was ‚male
toys‘ and ‚sex tech‘, and ‚sexual wellness‘
is also on everyone’s mind. What was the
buzzword of the year 2020?
Jade: ‘You’re on mute!’ definitely springs to
mind for 2020! Otherwise, ‘sexual wellness’
stands out a recurring buzzword for 2020,
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leading into 2021. Sexual wellness
and pleasure positivity seem to be
even more prominent now that
we are experiencing a ‘new
normal’ brought on by
the COVID-19 pandemic,
a time where we are all
slowing down to take more
care of ourselves, tapping
into personal pleasure and
intimacy.

Over the course of the
past few years, we
have seen the fusion
of modern technologies
and sex toys. Where is the
journey going in 2021 and
beyond?
Jade: We are now
seeing many
high-profile
celebrities

I N T E R V I E W

“WE ARE N OW SE E ING MANY HIGH- PROFIL E

CELEBRITIES , TAL K OPE NLY ABOUT SE X TOY S.”
J A D E B AWA

talk openly about sex toys. 2020
saw Pop superstar Lily Allen
create a limited-edition version
of WOW Tech’s famous Liberty
clitoral vibrator in a signature
pink and orange clitoral
stimulator. This collaboration
has greatly increased
awareness of clitoral suction
toys and we expect to see a
further rise of this tech in 2021.
However, this development
does not go hand in hand
with the end of the era for the
vibrator, as this remains a popular
choice of tech for sex toy users and is only
improving, shown through the rise of silent
vibrators.

Now let’s talk about Lovehoney: What are
your ideas, plans, and goals for 2021?
Jade: With the ten-year anniversary of the
Fifty Shades of Grey trilogy happening this
year, and ripples of Fifty Shades of Grey
conversations being ignited again, the adult
products industry can expect another big year
as shoppers look to recreate their favourite
Christian Grey and Anastasia Steele fantasies.
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The ten-year
anniversary of Fifty
Shades of Grey is
coming up this year

To celebrate a decade of Fifty Shades of
Grey is to celebrate pleasure products
being introduced to the
masses, inspiring people to
incorporate them into their
sex lives. This is something
that Lovehoney does not
take lightly, and we have
been preparing to celebrate
the anniversary in a way that
pays homage. As well as
watching this space for further
surprises, retailers can expect
special 10 year anniversary
branded T-shirts, luxurious gift
bags and retail packs complete
with bunting - so they can
celebrate the anniversary with their
own customers.

What new Lovehoney products can we look
forward to in 2021?
Jade: In celebration of the 10-year anniversary
of Fifty Shades of Grey, we are proud to
announce the launch of the show-stopping
Fifty Shades of Grey 10 Year Anniversary
Rabbit, in an exclusive limited edition
decadent gold colourway. The Greedy Girl
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“ 2020 SAW LOV E HONE Y MAKE SOME MAJOR
BRE AKTHROUGHS INTO THE MAINSTRE AM
MARKE T.”
J A D E B AWA
Lovehoney will celebrate the
Fifty Shades of Grey decennial
with a limited gold version of
the top-selling The Greedy Girl

is often thought of as the ‘holy-grail’ of sex
toys and is a customer firm-favourite from
the range, so it was only natural that we
spotlighted this renowned product. We are
also spotlighting our faux leather Fifty Shades
of Grey bondage collection, and bringing
more gift sets to the market, as well as some
exciting new lingerie launches.

who may not have necessarily considered
using these types of products before and give
them a thirst for more sexual wellness tools
they need to further improve their sex lives.

Will Lovehoney remain true to its current
sales/distribution structure or are there any
changes on the horizon?

Jade: Lovehoney will continue to support
our brands and customers to grow sales
with the aim of spreading the word of
sexual happiness!

Jade: 2020 saw Lovehoney make some major
breakthroughs into the mainstream market,
with our launch into Supermarket giant
Waitrose and leading pharmaceutical
stores Superdrug, Chemist4U and
Lloyds Pharmacy - as they too begin
to recognise the importance of
sexual wellness. This has marked
another positive step towards the
normalisation of sex toys as a positive
category and Lovehoney will look to
continue to spread its mainstream
offering in 2021. These retailers can
act as a fantastic gateway to people
124

Will there be any changes in the way you
support your distributors/wholesalers and
retailers compared to previous years?

Jade Bawa feels that we will see
more celebrities talk openly about
sex toys in 2021 - the way Lily Allen
did in 2020
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In 2021, we will be

celebrating SCALA’s 50th anniversary!

2 0 2 1 m a r k s a big birth da y f o r SC ALA
There are some big events
waiting to be celebrated
this year. First and foremost, SCALA will have
its 50-year anniversary in
2021! And on top of that,
Trudy Pijnacker and Walter
Kroes, who are at the
helm of the company, have
announced some exciting
new products for 2021.
As you can see, there is
a lot to talk about in this
EAN interview, but apart
from discussing upcoming
events and celebrations,
we also a look back at
2020, a year that will not
soon be forgotten.

The leadership of SCALA:
Walter Kroes and Trudy Pijnacker

2020 was an unusual year - what feelings
and emotions do you associate with the
past twelve months?
Trudy Pijnacker: The past year has been
filled with mixed feelings. In this industry,
we always have a close and personal
business relationship with one another,
and this year, we had to do everything remotely. Fortunately, everything went well,
and we were all able to continue our business virtually. We also have a lot of mixed
feelings about the situation our customers
found themselves in. Though we realise
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that many customers experienced big
growth due to corona, we also feel for
our customers who have been hit hard by
the pandemic and are doing everything
in their power to be successful again in
2021. This applies to all our customers:
We are here to help you succeed.

The corona crisis has completely turned
the world on its head, but still, what
were the trends of the last year? Which
developments and trends were the most
impactful for you in 2020?
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Distribution Partners in Europe. What
does this step mean for your company
and your customers?

Gold Dicker
by TOYJOY
and ROMP
stand for high
quality and
affordability

Walter Kroes: The biggest trend in 2020 was
seen in internet sales. On the internet, consumers are more price conscious. Internet sales are
made without personal tips and advice from the
seller, also, they can’t see and feel the product
in real life. So, they are more focused on price.
Consumers are looking for a great price-quality
ratio, just like the Gold Dickers by TOYJOY and
ROMP Pleasure Air items, which are made from
high-quality materials, but sold at favourable
prices. And when they do pick higher priced
items, the consumers expect innovation, like
with the Arcwave and the MyPod by CalExotics.
At SCALA, we think it is important that each
price range offers excellent quality. Our main
focus is to have high-quality products of all price
ranges in our assortment.

Walter: Yes, that was certainly a positive highlight for us! When we took over SCALA three
years ago, we didn’t want to be like the average
distributor, but a partner to the brands and our
customers. All the decisions that have been
made since were made with that goal in mind.
Our SCALA team works extremely hard for the
success of all brands. And Pipedream has rewarded us for that by making us an Elite Partner.
Several brands preceded them, like the (semi-)
exclusive partnerships with CalExotics, We-Vibe,
PRIVATE, Dolce Picante, and Happy Diva.

Now, let’s turn to the new year: Will
there be big changes to the SCALA
strategy?
Trudy: We won’t change anything
that works well. But we will always
strive to improve where necessary.
In 2020, SCALA started focusing on
durability and sustainability, which is
a major point of improvement for the
entire industry. SCALA will definitely
contribute to this by using durable
materials such as 100% silicone or
by using plastic-free packaging.

What are your ideas, plans, and
goals for 2021?
One positive highlight of 2020 was certainly that
SCALA became one of Pipedream’s three Elite
129

Trudy: In 2021, we will be celebrating

I N T E R V I E W

Walter Kroes feels that Arcwave Ion and MyPod by CalExotics are
prime examples of the kind of luxurious high-tech products that
are gaining more and more traction in the market

SCALA’s 50th anniversary! All our customers
will profit from this. For now, we won’t reveal
more. Keep an eye out for more updates on
upcoming surprises!

Do you expect major changes in the market in
2021 - maybe because the world will still have
to struggle with the pandemic for some time to
come?
Walter: We think it will take a while for us to
get back to normal, and we foresee no big
changes for the first 6 months of the year.

What plans does SCALA have for the distribution of third-party brands? Will you seek more
exclusive distribution agreements with brands?
Walter: First of all, we want to do right by the
companies with whom we already have exclusive partnerships. An exclusive partnership
requires a lot more effort and investment than
other partnerships. Both parties have to
profit from the exclusive partnership, and
you don’t want there to be clashes with other
exclusive deals.
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SCALA’s portfolio of private brands has grown
steadily in recent years. What can the market
expect on the private label front going forward?
Trudy: Our portfolio hasn’t grown enormously,
but more in a smart way. We invested in strong
partnerships and focused on their unique brand
identities, like PRIVATE. But we will start the
new year with the launch of a new exclusive
lingerie brand: DARING INTIMATES. We have
also planned other major launches for the first
and second quarter of 2021. So, keep an eye
on our SCALA newsletters and website!

There are no visible gaps in the SCALA catalogue in either area, first-party or third-party,
so will 2021 be more about fine tuning product
ranges?
Trudy: In the past year, we closed gaps in
different product groups. The corona pandemic
saved us a lot of travel time, which gave us the
opportunity to find those gaps. Of course, we
turned that into commercial opportunities. Like
we mentioned earlier, we have plans for some
major launches in 2021.

What trends and developments does SCALA
expect to see this year? Which brands and
products will set the tone in 2021?
Walter: Luxurious items with patented technologies have come to hold an important position
in the market, for instance Arcwave and MyPod
by CalExotics. On the other hand, consumers are more price conscious and looking for
affordable high-quality products, like ROMP
and Gold Dickers by TOYJOY. Another trend
that has been going on for some time now is
durability and sustainability, which will continue
and grow in 2021. Think vegan products or
durable and recyclable materials in products
and packaging.
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During the corona pandemic, there was little
distributors could do to support the retail trade.
What support will your customers get this year?
Are there new ideas or is there hope for a return
to ‘normality’?

volving our boards of directors or our marketing
team for POS solutions. The possibilities are
limitless. That said, we miss meeting with customers in person, of course. Social contact is
key to any working relationship, and SCALA is

“OUR MA IN FOC US IS TO HAV E HIGH- QUAL ITY
P RODUCT S OF AL L PRIC E RANGE S IN
OUR AS SORTME NT.”
WA LT E R K R O E S

Trudy: Due to the COVID-19 outbreak, we were
all forced to find new ways of working together. Though the loss of face-to-face contact is
challenging, it has also opened the door to new
and exciting online possibilities. At SCALA, we
aim to do everything we can to help our customers and maximise their sales potential. For
example, we have developed S8 Hygiene, to
keep our customers and their staff safe. Instead
of visiting customers at their retail locations,
our Account Managers now hosts meetings
and training sessions online. We can always
arrange appointments via Zoom, Teams, Skype,
Facetime, WhatsApp - whatever works for our
customers! Even if you only require 15 minutes
of our time, when working digitally, no meeting is
too short. This brings us to one of the advantages of working online: more time to be efficient.
Our Account Managers no longer spend hours
in their cars driving to customers all over Europe,
meaning there is better availability, and they
can dedicate more attention to each question.
Furthermore, we can even set up meetings with
multiple SCALA departments, for example, in132

invested in finding responsible and safe ways to
set up face-to-face meetings. For example, our
Experience Center and showroom are still open
for visits, though we do require you to make
an appointment to arrange a private showroom viewing. As our showroom has recently
undergone a makeover to offer even more retail
inspiration, including a show-stopping window
display, a visit can be a profitable endeavour.
Don’t feel comfortable making the trip? We fully
understand. That is why we also offer virtual
tours of our showroom, where you can get
inspired from the comfort of your own home,
office or store.
If you want to know more about what SCALA can do for you, don’t hesitate to contact
us! Whether you want information on new
products, schedule a showroom visit, arrange
a digital showroom tour, need more POS materials, or require digital sales training for your
staff - we’ll do our best to accommodate you
in every way possible. Take care, stay safe, and
stay happy!
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Quality products at great prices
S p i c y A f f a i r set th eir sigh ts o n th e E uro p ea n ma rket

Darren: Quality products at great prices.
Customer service is excellent, fast delivery
in discreet packaging.

Darren is at the helm
of Spicy Affair

When and why did you decide to cater
to the B2B market in addition to the B2C
market?
Darren: I went into supplying b2b this
year when I knew the products I am
selling b2c were working. The reason I sell
to businesses is because the orders are
larger, and my products reach the market
quicker.
Spicy Affair already made
a name for itself when the
British company became
the exclusive distributor
of the hi massager in the
European market. But that
was only just the beginning
as can be gleaned from
our interview with Darren,
the head of Spicy Affair. As
it turns out, Darren and his
team have plans to expand
the activities of the company far beyond the borders
of their native British Isles.

When was Spicy Affair founded? What
were your reasons to set foot in the sex
toy market?
Darren: That was in 2019. I had imported
things before from around the world, then
set up a fabrication business. I thought
about doing this a while back, but I didn’t
have the funds till 2018.

Darren: We have over 4000 products
ranging from little vibrators to bondage
equipment (full range of products).

What criteria do you go by when you
select new products and brands?
What did you do before you started Spicy
Affair?
Darren: I am still doing fabrication and
manufacturing of houseboats and pontoons.

How would you describe the Spicy Affair
philosophy?
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Could you give us an overview of your
product range?

Darren: I always get samples which are
tested in the office to see the quality.

What do these products need to offer for
you to include them in your range?
Darren: I am not interested in companies
that supply a huge range, I want quality.
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What kind of service and sales support do you
provide to your customers?
Darren: We supply free postage in discreet
packaging. Delivery is normally within 2-3 days
of placing the order.

The Spicy Affair range
is also available to
customers in the b2b
segment

What trends do you see in the market right
now, based on demand by retailers?

What are the pillars of a successful distribution
company? Service? Logistics? Assortment?
Pricing?
Darren: Great customer service is paramount,
answering questions and dealing with any
problems they have. We are not based on price
but quality; we try not to have many discounts
as the products we sell are all great quality.

Darren: The Anal segment is definitely a growing range.
How will the distribution business in the sex toy
market evolve going forward?
Many distributors are relying more and more on
their own brands/ private labelling. You too?

Darren: This market is getting bigger and bigger year on year.

Darren: Will be next year, already looking into
packaging

To whom do you distribute your products and
brands?
Darren: I have a few in the UK so far, and that
is it.

Do you only work with customers within the
adult market or also with mainstream retailers?
Darren: At present in the adult market.
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What are the big changes you expect to see
in this segment, and how will you respond to
them as a company?
Darren: Not many big changes except hopefully gaining entry into Europe this year.

Which plans and wishes do you have for the
future?
Darren: Looking to expand into Europe in 2021
and then ... the world?
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The room for experimentation is infinite
T he U ssy is a l u x u r y s tr o k e r f o r m e n w h o p r ef er th eir sex to ys with mo dern, distinctive design
Men’s toy design has finally caught up to the massive clitoral-based market, reaching the outer limits of tech
and ultra-futuristic design. However, now penises everywhere can finally indulge in the final frontier of strokers:
the simple and clean yet artistic and modern pleasure product; the kind you can use to openly ‘decorate’ your
dresser. The Ussy company co-founders Michael Landau, an American-born musician, painter and film maker,
and Thomas Laurer, a German prototype engineer, are an unlikely due in sex toy design. Landau and Laurer
shared a flat in 2015, and Laurer captured his pal’s attention when he revealed his idea to create a premium
quality, aesthetically elegant, and non-objectifying masturbator. After running their design past an enthusiastic male friend, they decide to move forward with their innovation. Now all they needed was a name. The guys
felt an urge to deconstruct, as the two describe, ‘an often negatively-used word beginning with p.’ Landau and
Laurer say they believe in the importance of redefining the male sex toy in a pro-feminist way, so they decided
on Ussy as the product’s moniker. The small-biz success of the Ussy has made the brand a boutique exclusive.
Most recently, the Museum of Sex in NYC showed Ussy to millions of window-shopping New Yorkers. Now
Landau and Laurer are ready for their trade industry close-up. All they need now is an investment team that
shares their vision for the highest quality and only the most honest brand ethics. This humorous, optimistic duo
still sees a great future for their flagship product. Laurer and Landau were kind enough to give EAN an exclusive
look into the men behind what’s possibly the world’s first feminist sex toy made exclusively for penises.
Looking back on your brand story, you
started dreaming up the Ussy as the
answer to a less-than-ideal sex toy
market for strokers. What did you and
your co-founder find that the market
was lacking? Were current sex toy
manufacturers really missing the mark?

Thomas Laurer and
Michael Landau, the
inventors of The Ussy

138

Thomas Laurer: The majority of
strokers on the market seem to
be furthering a negative image of
masturbating, putting it in a dirty corner,
or making it a silly joke. Almost all of
them are made out of cheap materials
such as thermoplastic rubber, silicone
blends, various ‘skin’ products, PVC,
jelly, rubber, and latex which all have
various down sides such as being
porous, holding odors, containing
phthalates, toxins, and chemicals
that people can have bad reactions
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“THE MAJORITY OF STROKERS ON THE MARKET SEEM TO BE FURTHERING A NEGATIVE

IMAGE OF MASTURBATING, PUTTING IT IN A DIRTYCORNER, OR MAKING IT A SILLY JOKE.”
TH O M A S L A U R E R

to, hardening, leaking or getting sticky, or
requiring ‘renewing powder.’
Michael Landau: Many toys need time
consuming cleaning afterwards due to cheap
material or having several clunky parts. The
inside design is not the only thing that is
important. Many toys ignore how it feels to
hold the stroker with cheap plastic casing or
blocky, hard edges. Another gaping hole we
noticed is that there are very few toys that
seem to encourage experimentation or have
more than one way to work it,’ haha.

What aspects of the Ussy tackled those
dislikes you mentioned above? How did you
two improve on the current market options on
product design?
Thomas Laurer: The Ussy is made from high
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quality, 100% safe, certified silicone, which
along with having none of the aforementioned
negative issues, feels great, is super easy to
clean because of its non porous, non-stick
surface. It will last a life time if you keep it away
from razor-blades.
Michael Landau: The Ussy’s abstract shape,
on the other hand (pun intended), is seductive
from every angle to see and feel, inside and
out. The soft folds at the entrance massage
with a gentle touch to create a variety of
sensations. The material also allows for easy
squeezing all over to control the tightness,
and its’ breathing hole can be covered with
the reach of a finger to create suction. The
soft, smooth tunnel has small nodes to keep
the moisture inside. The solid weight of the
Ussy allows it to be used hands-free and held
in place anywhere. You can use it sitting in
a chair, experimenting with squeezing and
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“I IMA GIN E A W ORL D W HE RE SE XUAL

EXP LORATION IS C E L E BRATE D AND

MAS T URBATION IS NOT A DIRTY HOBBY.”
MICHAEL LANDAU

suction and rotation or put it between your
belly and the mattress using your body and
rolling into every position you desire, or place
it on the dinning room table where it will stay
in place with or with out holding it. The tunnel

Thomas Laurer: I imagine business men
and sexual education teachers traveling with
it in their suitcases, artists and sophisticated
bourgeois having it on display in their living
rooms, students in their dorms. Punks wearing
it on a chain around their waste.
Michael Landau: I imagine a woman buying
it for her boyfriend when they have to be
apart. I imagine couples adding another gem
to their collection. I imagine Carey Grant and
Marcello Mastroianni types, athletes looking at
themselves in the mirror stroking themselves
with it, art exhibitions and contemporary dance
pieces. I imagine young adults learning how to
move and what feels good and old grampas
going at it with and without aid. Our customers
are from 18 to 85 years old! I imagine a world
where sexual exploration is celebrated and
masturbation is not a dirty hobby.

is slightly curved so every way you turn it will
reveal a new pleasure point. The room for
experimentation is infinite. Every position leads
to a new, exciting sensation and its versatility
encourages play alone, as well as with
a partner.

What kind of person do you imagine buying
the Ussy? Who is your target market for such
a unique version of the classic stroker?
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Who are your biggest cheerleaders in the
pleasure products industry? Are there any
retailers, distributors or sex educators/ and
nfluencers who have really loved the
Ussy so far?
Thomas Laurer: As we are a two person team
who have created every part of the business,
we owe much of our success to our local
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friends including: Other Nature, the first shop
that supported us; The Porn Film Festival Berlin;
Sexclusivtäten and Laura Merrit; Fuck Yeah
Sexshopkollektiv; Bishop Black, and the Berlin
Music Video Awards. But we have also been
very fortunate to have the support of some big
names early on, including the Museum of Sex
in NYC, who made the Ussy the product of the
month for the masturbation month of may in
2019; Men’s Health magazine; Süddeutsche
Zeitung and Spiegel; Erica Lust, and Chakrubs.
Sutil and Joydivision have partnered with us to
provide a generous amount of amazing lubricant
for our customers. The Deutsches Hygiene
Museum just added us to their official collection
and GQ is about to publish an article as well.

What’s your business plan for the Ussy as
we move into 2021? Will you be seeking
wholesale orders and promoting heavily to
the sex toy trade?
Michael Landau: We are thinking about making
a complete musical following the success of
our songs! Hahaha! In the moment we are still
happy with our two person team and selling
mainly through our website, as we have yet to
find investors who share our quality standards
and sustainable, environmentally conscious
mentality. We are, however, planning on
expansion so that as many people as possible
can love themselves... with the Ussy!
With the quarantine and isolation there has
been a high demand and we are doing our
best to meet it!

This interview is
contributed by
Colleen Godin,
EAN U.S.
Correspondent
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My wish for the time after the pandemic is to reach

out to customers abroad and expand my customer base
Erod e al s i s r e a d y to l e a v e th e p a n d e m i c i n th e rea r-view mirro r
Jeroen: Ugh... tough one because it is
hard to plan something in these uncertain
times. However, my wish for the time after
the pandemic is to reach out to customers
abroad and expand my customer base.
But again, only after the pandemic.
I don’t think there are a lot of potential
customers waiting for a new distributor
in these times.

What challenges await Erodeals in the new
year? And how will you face them?
Jeroen: Erodeals will have a few minor
challenges ahead of itself next year, the
most urgent one being that we have to find
new storage space soon. As we grow, the
need for more space grows as well.

Do you expect serious changes in our
market in the coming months?
What happens when – or if? we return to normality?
Everybody is yearning for
the normalcy we knew
before the beginning of
the corona epidemic, and
Jeroen Rosier, founder and
manager of Erodeals, is
no exception. Driven by a
healthy dose of optimism,
he is preparing for better
days. EAN had the opportunity to talk with Jeroen
about his plans for the
new year.

Let’s start with the most difficult question:
What do you wish for in 2021?
Jeroen Rosier: Very difficult, indeed! And
it probably sounds cheesy but of course, I
wish for everybody to stay in good health
and move past the corona pandemic. Back
to the old normal sounds good to me!

What plans do you want to realise in the
new year? Have you set special goals for
your company?
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Jeroen: I expect brick and mortar stores
to see an increase in sales in 2021, and
not just because they are doing business
with Erodeals, haha, but we all have been
indoors for so long, it only makes sense
that people will go outside a lot more
once the pandemic is over. And of course,
we will get back to normal to answer the
second part of your question. I always
keep a positive outlook, and how many
pandemics and plagues have there been in
the past? We will get through this!
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When you think back on the year 2020, which
images come to mind first?
Jeroen: It is probably what everyone will think
of: the pandemic. The first image that comes to
mind is when we were in lockdown in spring and
we had to home school my four children at the
dinner table every day and run a business at the
same time. It was nice to spend more time with
the family but also very challenging.

You have a great reputation in the industry
for maintaining close personal relationships
with your customers. What was it like when
those personal relationships were suddenly
cut off?
Jeroen: Out of sight is not out of heart. Sure,
the frequency with which I visited customers
was much lower than normal, but we have more
ways to stay in contact with the customers
these days, and it worked perfectly for me. But
I do have to admit contacting someone from a
distance can never replace a personal visit.

How has the corona crisis affected our market?
Was it disruptive or did it have a positive effect in
some areas?
Jeroen: I think we all know that the lockdowns
and restrictions hurt the brick and mortar stores;
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it’s a fact consumers started to order more stuff
online. But this development is not limited to our
market, it’s like that everywhere.

The balance has shifted in favour of digital
distribution channels - what does that mean for
you as a distributor/wholesaler and the market
in general?
Jeroen: A few of my customers started to
sell online as well. For me, nothing has really
changed so far. I still ship to the same addresses
and do business with the same people.

Our market has been faced with a number of
challenges for years - things such as price wars,
oversupply, product piracy, the disintegration of
the traditional supply chain, etc. Has the corona
crisis intensified these problems? Have new
ones been added to the list?
Jeroen: Most definitely, just take the example of
the special eroFame offers - even though there
was no eroFame this year - or the special Black
Friday offers. I have seen mailings with products
way below the cost price. I was shocked that
some distributors had reached a point where
they had to do that. It made me appreciate
much more that Eropartner is still in a stable
financial position and that I was not forced to
take losses like that.
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We have to create new ideas

and step out of our comfort zone
A n e r o s s h a res th eir secrets f o r a ch ieving success in th e midst o f a p a ndemic

Brent Aldon, Director
of Sales and Marketing
at Aneros

150

Covid 2020 was the year of cutbacks and projects cut short, unless
you were playing with Team Aneros.
Director of Sales and Marketing, Brent
Aldon, is the man with the plan at
Aneros headquarters in Texas. As
other businesses floundered during
Covid, Aldon’s team was so
successful that they even grew their
staff in 2020. Not many can boast
the same after corona, though Aldon
also believes the proliferation of
prostate health lent a helping hand.
Aldon tells us that prostate toys are
now the number-one growing
category in the entire sex toy industry.
Regardless of the potential, Aldon
also admits his team didn’t release
any new products this year, but with
purpose. The Aneros company is
committed to selling the best
prostate tools in the business, and
their R&D process is lengthy and
rigorous. Aldon says they’d rather
wait to debut the right product at
the right time. Instead, Aldon and his
team focused on keeping up online
customer relations, transitioning all
in-person educational trainings to
Zoom, and letting experienced retail
staff close sales with their product
knowledge.
As Aldon’s interview highlights, the
company’s secrets to success aren’t
out of reach. Aldon says it’s all about
leveraging your supporters and
audience to build brand hype while
the world stands on hold.
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What has kept Team Aneros busy in 2020
during all the madness of Covid and
cancellation of all travel?

Which Aneros product is consistently turning
hesitant prostate explorers into customers
for life?

Brent Aldon: This was a tough one for
Aneros, as traveling is a key component
to the success of the brand due to our
extensive training program. Things have
shifted with online Zoom training. There
were a few months that actually surpassed
the number of online training vs in
person training.
Also, the team was very busy planning and
executing different marketing strategies as
people were open to trying ‘new’ things in the
bedroom while quarantined. It was a new gray
area for us, but we have been pretty successful so far.

Brent: Definitely the Helix Syn Trident. Our #1
top-selling product due to its middle ground
design. Technically it is for all levels but many
consider it as a beginner/intermediate device
due to its shape. The head/bulb has a greater
capacity with a deep curvature that provides
a deeper massage to the prostate. The base
(pivoting) area is also a little higher than our
other designs that provide a deeper angle while
contracting the sphincter muscles. It’s rare to
have a product that can appeal to new and
advanced users alike, but such is the magic of
the Helix Syn Trident.

Give us an update on the prostate play market
niche. How is this niche growing and changing
as consumer needs evolve and folks become
more educated on sexual health?
Brent: The category of prostate itself is the
#1 growing segment in our industry, including
anal. Several years ago, there was always
a looming cloud over many people’s heads
about the stigma and taboos of prostate/anal
play. Just like Aneros, our overall message
is about the sexual health and wellness of
our products and the benefits it can provide
in both arenas. Educating staff and
consumers about this helped open up
their minds on trying new things. ‘WHAT?
There are different orgasms we can achieve?’
Yes, yes there is!
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What new products have Aneros launched
in 2020?
Brent: Aneros did not launch any new products
in 2020. Many know that Aneros’ research and
development criteria are very particular/strict in
making sure that the device/new shape is very
effective. It goes under strict testing to get it as
perfect as we can. We here at Aneros want to
make sure that what we have out in the market
and available for consumers is the best of the best.

You’ve brought on some new team members
last year as well. What new people and positions have you added in 2020?
Brent: We added Michael Case to our marketing team as a marketing coordinator to assist
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me within the marketing department.
Michael has been
such an asset creating new marketing
campaigns and taking
over social media and other
important roles and projects.
We also added Rocky Alvarado as our graphic designer in our
creative department. Having Rocky is a
blessing as he is great with his creative mind. The creative juices flow
and he is able to create
amazing graphics and
designs on a whim.

They are the ones providing the education/information they learned from us to the consumer
to close that sale. Lastly, marketing and social
media is another big area. This is very important to get the word out to the masses. Social
media has been a vital part of the success
of any brand. People can research and learn
about the Aneros brand with comfort.

“ANE ROS ALWAY S L IKE TO B E

AT THE FORE FRONT AND A S TE P
AHE AD OF ANY BRAND.”
BRENT ALDON

How are you keeping
up with today’s
educated consumer to
continue offering the most up-to-date
products for prostate play
and health?
Brent: Aneros is very good
at reaching educated
consumers at different
levels. One of the most
important tools we
have is our forum within
our learning center on our website (aneros.
com/community) We have the most active users in our industry (at nearly 90 thousand) that
we continue to engage with our consumers.
Another component that has been successful
is open and constant communication with our
distributors. 2020 has been a different world
for many of us but sales have been tremendous. Keeping our distributors in the loop and
keeping them happy is a key to our success.
Another area has been the continued education
within the retail staff. We have to admit that
retail staff are the ‘face’ of the Aneros brand.
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How will you remain active within the industry
over the new year, especially considering we’re
not out of the Covid dark yet? Is there anything
new coming up that you’d like to share with
the industry?
Brent: Aneros always like to be at the forefront
and a step ahead of any brand. We are trying
new things - it’s a secret - and step out of the
box with ideas that may not be normal. Let’s
face it, nothing is normal anymore and we have
to create new ideas and step out of our comfort zone and try new things/ideas that may or
may not work. You will have to wait and see
what Aneros is up to in the next couple
of months.

This interview is
contributed by Colleen
Godin, EAN U.S.
Correspondent
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This is a universal

toy, a real multivibrator
A l l e y e s o n : SNAIL VIB E
What do you get when
you cross sex toys from
different categories? Well,
a team of talented product
developers decided to pursue this question, and now
they present their answer
in the form of a nifty product named SNAIL VIBE.
But there are more questions for them to answer
– in our EAN interview with
Team SNAIL VIBE.

Where did the idea for SNAIL VIBE
come from?

How did the market respond to
SNAIL VIBE?

Team SNAIL VIBE: From the kid’s joke
‘What do you get if you cross a boa
constrictor with a hippo’, but instead of
animals we crossed sex toys. According
to retailers’ reports, the most popular
toys are dildos, Magic Wands, and
Rabbit Vibrators. We analysed these
data in terms of functionality. Why
dildos? Because vaginal stimulation
increases the production of pleasure
hormones. Why Magic Wands? Because
the clitoris likes a wide surface and
strong vibration. Why Rabbit Vibrators?
Because women have internal and
external genitalia.

Team SNAIL VIBE: From surprise to
delight. Its shape is so unusual that
people showed it to each other with
the question: ‘Guess what it is?’.
Professionals faced the problem of not
being able to pick a category for SNAIL
VIBE. Then we got a lot of rave reviews
from bloggers, which were saying:
‘Absolutely new sensations, something
like the coital alignment technique’,
‘I love SnailVibe, it’s unreal!’, ‘Very
beautiful, the best you can try!’

What makes SNAIL VIBE special?

Team SNAIL VIBE: This is a universal
toy, a real multivibrator. Use it as a Magic
Wand - apply the ball to the clitoris and
enjoy the varied vibrations. Use it as
a dildo - take two balls in one hand or
fixate them with a penis ring (life hack
from subscribers). Use SNAIL VIBE in
the ‘bridge’ technique and build new
neural connections through which clitoral
orgasms can transition into vaginal
orgasms and vice versa. And being
able to control orgasms is one more
bonus for couples since you can have
simultaneous orgasms with a partner.
Moreover, SNAIL VIBE is perfect for anal
stimulation, and strong vibration on the
perineum will massage the prostate in a
wonderful way.

Team SNAIL VIBE: Movability. Sex is
movement, or rather friction. Vibration
is also a type of friction, but with a very
short amplitude. The genitals are tuned
for penis frictions, and the greater the
amplitude, the stronger the sexual
impulses. For example, you can take two
dildos, one moving in the vagina, and the
other perpendicular to it along the labia,
but they will interfere with one another.
But if the second dildo is bent around
a circle and rotated, it will stimulate
the clitoris and won’t interfere with the
movements of the first dildo. Movement
inside. Movement outside. In harmony
with each other. Like dancing Tango.
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How would you define the target
audience for SNAIL VIBE?
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This is how
SNAIL VIBE works

“IT S S H AP E IS SO UNUSUAL THAT PE OPL E

SH OWED IT TO EA CH OTHE R W ITH THE QUE STION:
‘GUESS WH AT IT IS ?’”
TEAM SNAIL VIBE

Are there products that represent direct
competition for SNAIL VIBE?
Team SNAIL VIBE: There is a boom of
self-thrusting sex toys right now. But their
penetration amplitude is still lower than that of
SNAIL VIBE, and the movements are the same,
differing only in speed. Manual penetration
is better with its endless combinations of
movements. It can be quickening, jerky,
stepped by half or a third of the depth - or any
combination thereof, depending on the mood
or response of the partner. Also, self-thrusting
toys make noise. With SNAIL VIBE, you can
get an orgasm in minutes, even without turning
it on - or when the battery runs out. It certainly
stands apart in that regard!

What can we expect from SNAIL VIBE
in the future?
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Team SNAIL VIBE: We’re working on a
version for the penis and plan to integrate
some other methods of stimulation. For retail
stores, we’re working on a kinetic display,
replacing the need to lubricate rubbing surfaces
with rotating rollers. For distributors, we offer
custom packaging and colours, which can be
visualised via our 4D simulator 4d.snailvibe.
com. We continue to promote SNAIL VIBE
in social networks and invite everyone to
collaborate. If you have questions or feedback,
please contact us via e-mail info@snailvibe.com
or Instagram @snailvibe.
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Our goal was to meet people where

they are on their pleasure journeys

Sarah To m c h e s s o n a n d A n n e Ho d d e r - S h i p p co mbined f o rces to debut th e SE X + Summit

One of the founders
of the SEX+ Summit:
Anne Hodder-Shipp
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What do you get when you add sex plus spirituality
and art, education and body positivity, and awareness
of self and the world? The ability to live one’s full,
best and most unapologetic life. Last October, sex
educators and pleasure industry consultants Anne
Hodder-Shipp and Sarah Tomchesson brought this
concept to life with the SEX+ Summit (pronounced
‘sex plus’). According to the event’s impressive web
and social presence, The SEX+ Summit is a one-ofkind immersive digital event that matches panels and
workshops with thought leaders and experts offering
a uniquely fulfilling and connective experience you
can enjoy from the comfort of home. From October
2nd through the 4th, 2020, online audiences could
tune in to panels and workshops lead by the summit’s
30+ speakers and several event hosts. In a rather
unique and progressive twist to this year’s bevy of
online events, Tomchesson and Hodder-Shipp also
allowed participants to save much of the summit’s
live and pre-recorded content to watch at their own
pace up to 30 days after its’ conclusion. Most of the
SEX+ Summit speakers represented an important
yet often unseen demographic: Black, Indigenous,
and People of Color who also identify somewhere
along the LGBTQIA+ spectrum. Hodder-Shipp and
Tomchesson sought to raise marginalized voices,
not only for the empowerment and betterment of
those within said communities, but because they
have powerful, relevant topics to add to the overall
sexual health space. Whether online or in-person, the
SEX+ Summit is already poised to persevere through
whatever Covid may bring in 2021. Both Tomchesson
and Hodder-Shipp agree that being forced to hold
their debut event online led to even greater success
and audience reach than would have been possible
at a local, Los Angeles-based location. EAN nabbed
an industry-first, reflective look at the creation and
launch of the 2020 SEX+ Summit.
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Anne and Sarah, you both run respective, pleasure industry consulting companies and seem
to share the same values and ethics when it
comes to sexual wellness and sex toy manufacturing. How did this meeting of great, alike
minds commence to create the SEX+ Summit?
 arah Tomchesson, sex educator and
S
co-founder of the SEX+ Summit: Anne and
I started in the industry at a similar time in the
early 2000s - Anne specialized in writing and
PR and I ran retail operations for a sex-positive
retailer. We also both have extensive experience as sex educators, and I’ve presented
as part of Anne’s wonderful sex educator
certification at Everyone Deserves Sex Ed
(EDSE). When I made an announcement a year
ago that I was leaving my job of 11 years, we
had a literal ‘meeting of the minds’ cocktail
hour and Anne shared her vision for the SEX+
Summit with me. It was like she was plucking
ideas from my brain and we started working on
bringing it to life soon after that!
Anne Hodder-Shipp, sex educator and
co-founder of the SEX+ Summit: Sarah and
I have always had a kindred connection, even
back when we mostly just saw each other at
adult industry events. (Some have even mistaken us for each other!) Back when I first thought
up the SEX+ Summit, I genuinely didn’t know
how I’d pull it off without a production partner
and as time passed, it sat on the side burner
waiting for the right time. And when Sarah
told me she was moving on from her longtime
operations role, it immediately clicked that we
should work together. After our initial cocktail
hour/business meeting (way before Covid), the
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concept didn’t take long to become an actual
‘thing’ and we had a marketing deck, website,
and event layout in time for the January 2020
ANME show. Our skill sets are genuine complements, and we have each other’s back, which
is an added superpower!

Considering Covid has prevented most
pleasure industry events from taking place in
person last year, how did you organize the
summit to take place completely online? How
were folks able to virtually attend all the workshops and speaking engagements while fitting
in everything they wanted to see?
Tomchesson: First, we had to mourn the loss
of the in-person Summit. We both have over
a decade’s experience producing events and
had originally envisioned SEX+ Summit as a
live event in Los Angeles. Quickly we came
to realize that the speakers we could collaborate with and the reach of the event grew
exponentially if we presented the event digitally. Similarly, the need for meaningful connection
points in a pandemic is much greater and that
helped to motivate us to make it over the digital
learning curve. Attendees were able to attend
live events through our webinar platform and
interact with presenters through chat functions
and even over video for Jeffrey Marsh’s closing
Keynote. Unlike a live in-person event, we also
were able to provide ticket holders with access
to recordings for 30 days following the Summit. It allowed attendees to view the content
at their leisure and at their own pace from the
comfort and privacy of home, which was a real
game changer.
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One of the founders
of the SEX+ Summit:
Sarah Tomchesson

Hodder-Shipp: Once we had moved on from
our mutually disappointed and uncertain feelings following lockdown, Sarah and I immediately researched consultants who could help
us translate our in-person vision into an online
event. With the help of Dawn Serra at Radical
Summits, we found brand-new software that
would allow us to re-create our concept in
a digital format. There were several learning
curves, including recognizing how inaccessible a lot of this software is for folks with visual
and hearing impairment and, as a result, had
to problem-solve and get creative. The end
result let attendees choose which portions they
wanted to view live – like the Opening Night
ceremony and keynotes – and which parts they
wanted to save for when they had the time and
focus. There was a LOT of content to enjoy,
so offering a combination of live events and
recordings made it feel more accessible, especially for folks in non-U.S. time zones.

The slogan for the SEX+ Summit is ‘Where
sexuality, spirituality and healing intersect.’
Why did you choose this unique combination
of themes? Why do you feel these themes are
the holistic key to modern sexual happiness, no
matter one’s identity?
Tomchesson: It was important to us that the
SEX+ Summit addressed topics that are often
left out of mainstream conversations about sexuality. Our industry is inundated with messaging
and education about ‘achieving orgasm’ with
a heavy focus on heterosexual relationships.
We curated an offering of pleasure-centered
workshops to offer our attendees support with
this aspect of sexual exploration and recognize
the importance of access to this kind of education; we also wanted to take the conversation
further than that! We explored pleasure as a
healing tool and the ways that different healing
modalities can increase our access to pleasure;
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their topics so important to your event and the
overall intimate wellness space?

the ways in which our identity impacts our sexuality; we unpacked the pitfalls and challenges
of working towards sexual liberation. Our goal
was to meet people where they are on their
pleasure journeys. For a lot of us, the process
of working towards sexual empowerment and
sexual liberation requires us to explore other
aspects of our identity, spirituality, and overall
well-being.
Hodder-Shipp: I’ve been teaching teens and
adults about sexuality for years now and a
huge part of my curriculum is showing folks
how orgasms and genitals are only a fraction of
what makes up many people’s sexual identity.
Our feelings, value systems, core beliefs, sense
of connection (spiritual or otherwise) – these are
all important parts of having and building a sexual identity but are often left out of mainstream
sexuality programming and conversations. So
Sarah and I built the SEX+ Summit as a sort
of solution (or breath of fresh air) and from the
feedback we’ve received, it seems that we
weren’t the only ones who noticed this need!

How did you decide on your list of speakers?
Why were specific sexuality educators and
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Tomchesson: Our initial list of potential speakers was LONG and includes so many more
practitioners than we were able to program.
We could program five SEX+ Summits with the
speakers we wanted to work with this year! It
was a challenge to narrow down the list to 40,
and first and foremost, we wanted to center
Black, Indigenous, Non-Black POC, Trans,
nonbinary, and queer sexuality professionals –
voices that are not adequately represented in
our industry or in most mainstream sexuality
events but are at the forefront of this important
work. We then looked at areas of expertise
– sex education, activism, yoga and breath
work, healing and trauma work, astrology and
reiki practitioners, etc. – and worked hard
to feature a wide range of perspectives and
modalities. That’s how we ended up with our
incredible lineup!
Hodder-Shipp: Knowing that the SEX+ Summit was going to center conversations about
sexuality that are important but under-represented, we needed to center QTBIPOC from
the healing, spirituality, bodywork, and sexuality
spaces. These folks do incredibly important
work in these fields and Sarah and I were able
to use our position as producers to uplift and
center them at this event. It was really difficult
to narrow our list down, but the bonus is that
as we program our next round of SEX+ events,
we already know which folks we’d love to work
with!

Were there any particular topics that really
resonated with audiences, or that caused postevent ripples in an interesting way?
Tomchesson: The central theme that emerged
from the SEX+ Summit was that we all possess
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personal wisdom. Often what we need most is
support, validation, permission, and reminders
that we can trust ourselves. The Summit really
became a tool for honoring, exploring and
cultivating confidence, presence, and self-love
and attendees expressed a strong feeling of
connection around these themes.
Hodder-Shipp: Absolutely. I noticed a strong
theme of permission – permission to be and
feel exactly how you are on your terms – as well
as liberation, liberating yourself from the rules
and standards that may directly or indirectly
oppress your genuine sense of self. Some of
those rules and standards come from outside
sources but many of them come from within,
internalized belief systems that ultimately steal
our joy and make it difficult to live and love in
our own skin. Attendees were vocal about how
‘seen’ they felt in every panel discussion and
keynote and they appreciated that there were
tangible takeaways they could implement in
their own lives. And the bonus outcome is that
the SEX+ Summit has created a truly engaged
and curious community!

How did you involve the sex toy industry in the
summit? How can more brands get involved for
the 2021 summit?
Tomchesson: We would not have been able
to make the SEX+ Summit happen without our
sponsors! We were so lucky to have an incredible group of sex toy and pleasure product
creators who believed in the themes and offerings of the SEX+ Summit. b-Vibe and Le Wand
signed on early in the production process and
made it so that we could offer our Pleasure
Workshops for free to our nearly 1,300 registrants! Fun Factory supported our ceremonies
and experientials with their sponsorship and
used the SEX+ Summit to launch their newest
product, Sundaze! It was so fun to incorporate
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the product and its technology into the ceremonies, and Fun Factory was a perfect fit for
our opening night Sensual Tarot and Embodied Movement Workshop, as well as our chill
Sunday morning ‘Sundaze Yoga.’ Womanizer
presented a panel called SEX+Authenticity and
Je Joue made it possible for us to have our incredible Keynote speakers, Ev’Yan Whitney and
Jeffrey Marsh, who both do powerful work and
reach a huge audience. We love working with
brands that believe in the power of pleasure
and are interested in increasing access to and
having deeper conversations about sexuality
and healing.
Hodder-Shipp: Now that we’ve cut our teeth
on big digital events like this, Sarah and I are
even more connected to all the unique ways
the Internet can create compelling, engaging,
and interactive programming that also enables
brands to promote and sell their wares to new
audiences. We are building future events that
are smaller-scale to the SEX+ Summit – in
addition to a major multi-day event, offering
smaller hours-long doses of live and recorded
events with more direct opportunities for product placement, launches, and special offers.
Having to adapt to pandemic protocols has
enabled Sarah and I to dig into a totally different
kind of creativity that centers software and
digital capabilities, which ultimately expands
our audience – and our sponsors’ reach –
internationally and into communities that would
never have been able to access SEX+ events
in-person.

This interview is
contributed by Colleen
Godin, EAN U.S.
Correspondent
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Don’t forget that in every crisis,

there is also opportunity!
Ray m ond H o u te n bo s ta l k s a bo u t th e ti m e p ost C o ro na

Raymond: Since the March lockdown,
my experience is that the market has not
changed that much. People have moved
online for the bulk of their shopping, but I
really believe that after the pandemic, they
will be happy to visit bricks and mortar
shops again. Working from home is being
encouraged now, but that’s a temporary
situation for our industry. In-person visits
to customers remain essential to
understanding the specific needs of each
local market.

At the end of this interview,
Raymond Houtenbos
of Evolved Europe
announces his three
wishes for the year 2021,
and most industry
members out there
probably share those
wishes wholeheartedly.
Or do you know anyone
who thinks that we haven’t
been plagued by the
corona epidemic long
enough? The effects of this
crisis on the erotic market
and the outlook for 2021
are among the main topics
of our conversation
with Raymond.
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Raymond, you are a ‘veteran’ of our industry, and you have already seen a lot of ups
and downs in this market. When you think
back on the year 2020, which images and
feelings come to mind?

Bricks and mortar retailers have suffered
and still suffer extremely, e-commerce is
booming and interest in - and demand
for - sex toys is growing and growing.
How would you break down the year 2020
based on these three developments?

Raymond Houtenbos: It won’t be surprising, but the first images and feelings
are related to the Covid-19 pandemic. The
whole world is suffering right now, and
people are reflecting on what’s important
in their lives. My motto has always been
‘live as if it were your last day,’ and this
pandemic underlines the relevance of this
motto once again!

Raymond: In general, these three statements are true. E-commerce has seen
a surge because of the pandemic, and
people stuck at home are buying more
sex toys without leaving their house! This
means physical retail shops are suffering, but let’s not forget that this was a
trend long before we had even heard of
Covid-19. Do I think 2020 will wipe out
stores altogether? No. I think once the
vaccines have been widely distributed,
you’re going to see people excited to walk
into shops without fear again.

Would you say that the market has
changed due to the pandemic?

For many years, we have been discussing
the disintegration of the traditional supply
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chain and the effects that come along with it.
Has the corona crisis accelerated these
developments?
Raymond: In my opinion, no. I see the traditional
supply chain continuing to evolve and change to
meet the requirements of the market. As long as
we are able to successfully predict demand and
flow and exercise some flexibility and imagination
when it comes to problem-solving, the current
model can keep adapting, even with the unexpected challenges of the coronavirus. And now
that it’s been almost a year living with this pandemic, we’re getting used to the ‘new normal.’

What are your expectations for the year 2021?
What challenges will our market have to overcome in the new year? And how will Evolved
Novelties face them?
Raymond: In terms of in-person interactions,
much will depend on the release of the vaccines,
naturally. We’re hoping to get back to business
as usual in terms of physical retail, but of course
we’re monitoring progress and predictions at
store level because there may be surprises there
that we haven’t foreseen. We’re paying close
attention to which stores are struggling and try
to figure out how to help the retail landscape
move forward when the crisis begins to wane. At
Evolved, we’ve always distinguished ourselves
with a personal touch and will continue to do
so. Don’t forget that in every crisis, there is also
opportunity! We see 2021 as a chance to further
expand our market share - safely - and advise
and assist our customers as they adapt to
what’s coming next.
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The fusion of modern technologies and sex toys
has continued throughout 2020. Will this trend
continue to take over product development in
2021 or will there still be room for ‘standard
vibrators’ without app control?
Raymond: There will always be room for traditional vibrators! Our approach is to stay connected at the customer level, and we’ve learned that
there is a steady demand for the classics, just
as there is demand for the latest technology. Is
there a way to rev up an old classic with a modern twist? Let’s re-visit that basic battery bullet
and offer it with something new. People who
haven’t bought a vibe in a long time want to see
toys they recognise, but that doesn’t mean they
don’t appreciate the upgraded technology. And
then on the other side, we’re always developing
for the connoisseurs who have a drawer full of
toys but want the latest innovation – out-of-thebox concepts and app technology. Evolved will
always be on the cutting edge in this department because our development department is
focused on surprising and delighting these seenit-all customers. Basically, that’s a very long way
of saying that I predict ‘old standards’ and new
app-based toys will both continue to be popular
well past 2021.

Can you already give us a little taste of your
plans for 2021? What can the market expect
from Evolved?
Raymond: We’re very excited about 2021!
We’re planning monthly lingerie releases for our
award-winning brand Barely Bare, and we’re
also creating more bondage items for Adam &
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Eve. Our rechargeables will keep rolling out in all
shapes and sizes, and we’re developing a metal
anal plug that’s been long awaited. Last but not
least, our dong and stroker lines are updated
with multiple colours, which is something people
have been asking for. So, the pandemic is not
slowing us down in terms of rolling out new
products for our customers.

Nowadays, what determines if a product
becomes a success or simply gets lost in the
shuffle. Or, put differently: If all products in the
market are bodysafe, waterproof, etc., how
difficult is it to stand out?
Raymond: As far as we’re concerned, it’s not
just one thing that makes our products stand
out. Of course, the high-quality materials and
motors are essential to grab attention, but it’s
also the full support we provide as a manufacturer. Through training and marketing assistance,
we make sure our customers really know the
products, and that’s what makes the biggest
difference. You can have two body-safe, waterproof toys that look the same on the outside, but
when a sales person speaks confidently (or puts
detailed information on their website) about the
Evolved toy - how it was developed and created
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with the customer in mind, not to mention our
five year warranty - which one would you buy?

Back to the topic of distribution: You work with
several distributors and wholesalers in Europe.
However, we also see more and more exclusive
distribution agreements in the market. So, the
question arises: Will you stick to your present
strategy?
Raymond: We’re happy with our current
distribution strategy, but we’re always open to
changes that can lead to greater success. Our
priority is getting the products out successfully
in the most efficient way, and for us, that means
partnering with the right distributors to cater to
each market. We monitor our operations carefully and will make changes if we need to, but our
priority is to keep our customers happy!

If you had a magic lamp granting you three
wishes for 2021, what are the three wishes that
come to mind first?
Raymond: 1. Let Covid-19 disappear.
2. Let Covid-19 disappear.
3. Let Covid-19 disappear.
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Logistical diligence
G e tti n g to kno w th e PLAYRO O Ms lo gistics tea m
Logistics are important for any large company. Browsing through numerous
definitions of the term, the one which best reflects the operations of a logistics
team is this one: Logistics represent ‘a concept of managing processes,
coordinating the movement of goods within a company as well as connecting to
its market partners’ (quote from the German scientists S. Kummer and J. Weber).
Therefore, logisticians deal with planning, facilitating, and monitoring a smooth
and economically efficient flow of goods to satisfy customers. But on top of that,
they are also responsible for customer service, demand forecasting, inventory
control, fulfilment of orders, return service, waste management, transportation,
and storage. Logistics is often compared to the cogs of a clockwork or to a
properly oiled and efficient machine. But sometimes, people forget that there
are human beings behind all these definitions and comparisons – human beings
such as Kinga Nowak, Marek Cieślak, Weronika Frankowska, and Martyna
Goździejewicz. They work for Polish distribution company PLAYROOM where
they are in charge of logistics and customer service.

How long have you been dealing with
logistics and how do you define your role
in the logistics process?

Kinga Nowak, logistics
coordinator at PLAYROOM’s
Logistics Operations Department

Kinga Nowak, logistics coordinator
at PLAYROOM’s Logistics Operations
Department: I’ve been dealing with
logistics in trade companies for over
10 years. My role is to stock up brickand-mortar stores and wholesale
outlets – making sure they maintain
a proper level of inventory, allowing
for smooth and easy operation of the
company. My work is also related
to searching for the best and least
favourable modes of transporting
goods we purchase.

A logistics coordinator is someone who
… how would you finish this statement?
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Kinga: A logistics coordinator is someone
whose work is concerned with keeping
track of and analysing processes in the
company. My task is to act for the benefit
of the company in a way that is most
effective and saves the company money.
This requires comprehensive analysis of
the issue of warehouse management.
Another prerequisite is being personable
and having the ability to communicate with
co-workers at all levels of the company as
well as our business partners.

When you mention logisticians, people
usually imagine workers in the field. What
about you? Which area do you operate in?
Kinga: I am a typical office worker and I
operate in the head office of the company
or, given the current pandemic, at home
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“ HANDL ING C OMPRE HE NSIV E LOGISTIC S

OPE RATIONS IS L IKE BE ING AN OPE RATOR

C OMMUNIC ATING W ITH SE V E RAL V E SSE L S.”
MAREK CIEŚLAK

Marek Cieślak, logistics
coordinator at PLAYROOM’s
Logistics Operations Department

– however, that it is exceptional. My main work
instruments are a PC with specialist software
and my mobile phone. At work, I draw up
reports, analyse indicators, and propose specific
purchasing solutions to the company owners.
You could say it is a boring and painstaking
job in which you need to analyse numbers and
diagrams, but that is only partly true. Even if
we do the same thing repeatedly, we are never
doing things exactly the same way. At work,
logisticians need to deal with several challenges
at once and react creatively to come up with the
best solutions, often on the fly.

In your opinion, which logistics processes are
the most important for PLAYROOM and why?
Marek Cieślak, logistics coordinator
at PLAYROOM’s Logistics Operations
Department: There is no doubt that the top
priorities are assuring continuous product
availability and the smooth processing of orders
to get them ready for shipping. Only when these
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two processes are properly optimised, we move
on to the last step, which is delivery of products
to the customer. Developing a suitable standard
for each of these stages is key in providing
customers with top-quality service, and that is
something we aim to achieve every day.

How do logistics coordinators start
their day? Coffee?
Marek: Unfortunately, that is a luxury we don’t
usually have the time for in the morning. The
beginning of the day is the most important
phase. That is when all the tasks are categorised
and assigned to the relevant employees. Thanks
to this, we always have an action plan ready,
which is necessary to properly assign priorities
for various processes. After that is usually when
we enjoy a coffee and take a break to relax.

What are the most important qualities of
a logistician?
Marek: It is difficult to give a definitive answer
to that question. Handling comprehensive
logistics operations is like being an operator
communicating with several vessels. If you leave
one vessel unattended - in our case one of the
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delivery stages or a shipment of products
- it would cause the entire system to stop
working. Every day, we encounter several
variables at work, so every logistician should
be kind of a jack of
all trades to assure
smooth operations.
If I had to choose
preferable qualities,
the unquestionable
must-have is good
organisational skills
and flexibility in
adapting to variables
– chaos is deadly in
our profession.

Weronika
Marek Cieślak,
Frankowska,
logistics
customer
service
coordinator
specialist
at PLAYROOM’s
at PLAYROOM’s
Customer
Logistics Operations
Service Center
Department

People say the
customer is always
right. How does a
customer service
specialist feel
about that?

Weronika
Frankowska,
customer service specialist at
PLAYROOM’s Customer Service Center:
Getting along well with customers and their
satisfaction are our priorities – were it not for
them, we would not be here. So, we try to find
a happy medium and balance in our relations.
Satisfied buyers are important, and so is
having a good atmosphere at the company
and among the employees. Companies that
think the customer is always right and say the
customer comes first no matter what have
a weakness, same as those companies that
do not take proper care of their relations with
business partners. Sometimes, customers’
requests and claims can be groundless and
may lead to losses for the company if you
heeded them all. In such cases, we try to be
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assertive and remain calm and respectful while
presenting our point of
view and explaining why we cannot act on
these requests.

When you contact a business partner on
behalf of your company, what is your priority?
Weronika: My priority is to remain professional
and be on good terms with all business
partners. I always address them with
respect, treat them as partners, and I am at
their disposal whenever they need help or
information. I do my best to impress them by
attending to all issues as quickly as possible
and to the best of my abilities. When a
problem comes up, I look for a solution that
would satisfy both parties. If we happen to
make a mistake, I am not afraid of admitting
it. I apologise to the business partner and
suggest compensation. This is how you
build a long-term relationships based on
mutual trust.

What are the dos and don’ts of being a
customer service specialist?
Weronika: As a customer service specialist,
you are obligated to be well-mannered in
any situation and represent your company
properly. You cannot disregard the requests,
needs, questions, and problems of your
customers – even if they are problematic and
complicated. However, not all people who
contact us are existing or potential customers.
Thanks to my work experience, I can easily
detect if people are not actually interested in
our offer. If someone tries to cross the line,
does not treat us seriously or confuses our hot
line with a phone sex line, we can afford
to terminate such calls instantly and block
the caller.
w w w. e a n - o n l i n e . c o m • 0 1 / 2 0 2 1

COLLECTION

Some products are appreciated for their every aspect. They have it all: a good
price-quality ratio, great looks, colours that many customers find attractive
and above all they perform well. When lots of customers like, order and
restock these well performing items, we consider them popular items and
call them all-time favorites.

dual density realistic dildo

dual density realistic dildo

nipple teaser

set of 3 cock rings

up & down
butterfly vibe

rotating rabbit vibe

info@tongabv.com

g spot vibrator

+31 (0) 115 566 322

I N T E R V I E W

“ I C AN SAY THAT W E BUIL D RE L ATIONSHIP A ND

E ITHE R TURN THE M INTO LONG- TE RM, FRUI TFU L
C OL L ABORATIONS OR KE E P THE M SHORT,
DE PE NDING ON OUR OPE RATIONS.”
MARTYNA GOŹDZIEJEWICZ

Martyna Goździejewicz, customer
service specialist at PLAYROOM’s
Customer Service Center

There is always something to do at a customer
service centre. What do you pay attention to
the most?
Martyna Goździejewicz, customer service
specialist at PLAYROOM’s Customer
Service Center: Aside from customer
service itself, we also have a number of other
duties. Contrary to appearances, these side
obligations are the most time-consuming. One
of the most important tasks is order monitoring.
Sometimes, one order includes products from
three different warehouses. In such cases, we
do our best to complete the package as soon
as possible. We always inform our customers
and business partners about potential
inconveniences, delays, and try to tackle such
problems as soon as possible.

Every relationship has its hiccups, including
relationships with business partners and
customers. What do you do when tempers
flare up?
176

Martyna: When dealing with business
partners and customers, I always remain
professional. I use commonly known polite
words and phrases to show my respect
for the recipient, I try to be empathetic
and respond the way I’d like to be spoken to
myself. In most cases, the messages
we receive are positive or neutral, but yes,
every now and then, we come across claims
and unkind customers. When that happens, I
try to explain that we always do our best and
we suggest all potential solutions so that
they can choose the one that is most suitable
for them.

What kind of impact does customer service
have on the image of a company?
Martyna: I believe our work is very important.
We are the only people who keep in
touch with customers and business
partners. It is us who determine if and
how future co-operations will happen.
I can say that we build relationships and
either turn the them into long-term, fruitful
collaborations or keep the short, depending
on our operations.
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I think the trigger for finally tackling

this project was the Covid-19 restrictions
A d r i e n Las ti c p r e s e n ts I NS P I R ATI O N
Vibration, suction, and app-controls - is
INSPIRATION what people generally call
the ‘total package’?
Olivier Jean Pierre de la Marnierre:
When we thought about the concept of
this product, our main objective was to
meet all the expectations that users have
regarding total satisfaction and multiple
options of use. We combined vaginal and
clitoral stimulation in a single product,
making these stimulations controllable
through either a remote control or an
app that is downloaded directly to your
mobile phone, opening up the possibility
of playing alone or as a couple regardless
of the distance between you, with multiple
available options thanks to the app. You
can configure the type of vibration, intensity, synchronise it with songs, melodies,
interact with chats, video calls, etc.

When did you come up with the idea
to develop a product that has the three
aforementioned features? And how long
did you work developing it?

In our EAN interview, Olivier Jean Pierre de la Marnierre, founder of
the Adrien Lastic brand, tells us about INSPIRATION, a brand-new
sex toy that combines clitoral stimulation via suction and vaginal
stimulation via vibration. Among other things, we learn why
INSPIRATION is made up of two individual toys, and Olivier also
explains why the corona epidemic did not slow down the
development of the new product, but actually sped it up instead.
178

Olivier Jean Pierre de la Marnierre: We
had already been thinking about the conception of this product for some years because we basically had the feedback from
our users, and we knew that there was a
need for a product like this in the market.
I think the trigger for finally tackling this
project was the Covid-19 restrictions.
During that period, we saw that there
was a need among users to explore their
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sexuality more deeply, and for couples to find a
way to connect across distances and unleash
their imagination with the tools provided by
state-of-the-art apps.

Could you provide some details about the
product? What functions does it have? What
material is it made of? Is it waterproof? Rechargeable?
Olivier Jean Pierre de la Marnierre: This toy
is made up of two parts that are also individual toys. On the one hand, we have a clitoral
suction stimulator with nine suctions modes;
the power of suction and wave stimulation is
extremely effective if you want to achieve the
best orgasms. On the other hand, we have a
vibrating egg with nine vibration modes. It is inserted into the vagina to make contact with the
G-spot and stimulate it to climax. In addition to
this, the suction toy serves as a remote control
to control the vibrating egg. The whole package
is rechargeable via USB charger.
The outer surface is mostly premium silicone,
and a small part is ABS. It is waterproof, certified IPX7. The app controls include different
rhythms and connection options to interact
with your partner or join some community
games. The mobile phone connects with the
toy via Bluetooth, and you can programme
various types of vibration, combine it with your
favourite songs or - another very special option
- your partner can connect from anywhere in
the world and send you the vibrations that they
want you to feel. All they have to do is connect
to the app and link to you. This is a highly appreciated option in these times of lockdowns.
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Basically, INSPIRATION consists of two
products - why did you choose to go this way
instead of combining vibration and suction in
one product?
Olivier Jean Pierre de la Marnierre: For the
precision of the stimulation. We found that,
when you use a single device that includes
vaginal vibration and clitoral suction, you can’t
effectively stimulate both points. To stimulate
the G-spot, the product needs to be repositioning and moved inside the vagina constantly,
and the same is true when the clitoris is stimulated. So, if you go for the G-spot, the sucker
is not in the right position to act on the clitoris,
and conversely, if you have the toy in position
to stimulate the clitoris, the exact positioning
to stimulate the G-spot is lost. However, if you
have two toys that are synchronised but can be
manipulated separately, then you can stimulate
both pleasure points at the same time, in a way
that is not possible with just one toy. The result
is incredible. Don’t be surprised if a clitoral and
vaginal orgasm occurs at the same time. With
INSPIRATION, this is a definite possibility.

What consumer type is the is the target audience for INSPIRATION?
Olivier Jean Pierre de la Marnierre: We do
not have a specific target audience for
INSPIRATION. Our product is made for all
women and couples interested in experiencing full sexual satisfaction. It does not matter
what age you are, what your sexual background is, what your income level is. Even
though the final price is not low-cost, having
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“ W E INV E ST A LOT OF

TIME AND E FFORT TO GE T

AS MUC H FE E DBAC K FRO M
OUR E ND C USTOME RS
AS POSSIBL E ..”

OLIVIER JEAN PIERRE DE LA MARNIERRE

two toys in one - and supported by an app really makes for a very sensible investment.

What will INSPIRATION cost in retail?
Olivier Jean Pierre de la Marnierre: The retail
price is between € 129 and € 139, depending
on the country. Considering that you get two
toys in one, with a remote control and app support with multiple functions, this is an extremely
competitive price. Another very important aspect is the margin for the retailers. Surely, many
will be very happy when they learn about it.

What do today’s consumers want when they
buy sex toys? Which factors influence their
purchasing decision? And how does Adrien
Lastic respond to changing consumer habits
and demands?
Olivier Jean Pierre de la Marnierre: In recent
years, access to erotic toys has increased
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notably. You can find thousands of toys of different qualities, colours, functionalities, etc, but
we have to separate the wheat from the chaff.
Customers are looking for something that really
works, something with a friendly design that is
compatible with the latest technology as much
as possible. We know that the mobile phone is
a gadget people today simply can’t do without.
So, why not use them to make it easier for
customers to enjoy sex toys?

How difficult is it to be successful with a new
product in today’s marketplace? The market
seems close to saturation ... how is it possible
to stand out from this mass of products?
Olivier Jean Pierre de la Marnierre: It is
true that the market for sex toys seems to
be saturated with products of all kinds, and
competition is extreme. I think the key to being
successful when launching a new product is
to know what your customers really need. We
invest a lot of time and effort to get as much
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“ DON’ T BE SURPRISE D IF A

C L ITORAL AND VAGINAL ORGASM
OC C URS AT THE SAME TIME .

W ITH INSPIRATION, THIS IS A
DE FINITE POSSIBIL ITY.”

OLIVIER JEAN PIERRE DE LA MARNIERRE

feedback from our end customers as possible.
In the end, we design our products for our customers and never the other way around.

When will INSPIRATION be introduced in
Europe, and where can retailers get it?
Olivier Jean Pierre de la Marnierre: We are in
the first stage of product introduction. We have
rolled out our first batch to different retailers
throughout Europe, and the response has been
very positive. Our first batch has been sold via
pre-order. Soon, we will close agreements with
the big distributors in Europe, so we will have
more information on this shortly.

What are your plans for the coming months?
Where is Adrien Lastic heading in 2021 and
beyond?
Olivier Jean Pierre de la Marnierre: We
are a Spanish company with a global mindset.
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We have a young and very competitive
team, and we want to to continue growing
in this very competitive industry by offering
unique products that embody our idea of
making our customers happy. We have
many projects that will see the light soon,
and they will surely be trending topics in
the industry.

What challenges do you see for the industry
going forward, and how will Adrien Lastic
prepare for them?
Olivier Jean Pierre de la Marnierre: We
have to anticipate trends. We see that the
use of sex toys will become commonplace
in the near future, but customers need more
innovation. We are constantly researching
and developing new concepts. Direct contact
with our clients is vital for us. We are going
to use this great flow of information that we
have to develop the right products for the
right times.
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Sex education goes hand-in-hand with toy sales
Dr. Sad ie Al l i s o n br i n gs th e p l e a s u r e i n d u s try up -to -da te o n th e mo dern sta te o f sex ed in reta il

Dr. Sadie Allison is a sex educator, author
of multiple sex-ed books, and owner of
pleasure product retail brands like Tickle
Kitty and GoLove CBD Naturals

No matter how wildly techy or trendy the future of sex toys
may become, one thing is certain: good, old-fashioned
learning isn’t just a passing fad. In today’s market, it’s a
major no-no to be caught selling pleasure products without
sex education outreach to consumers. Take your pick of
savvy shop staff, attentive customer service specialists
via email, phone or online chat, or the ever-popular
books, blogs and informative Instagram accounts.
It doesn’t matter how you do it; just make sure
you’ve got something to increase your customers’ sex and anatomy know-how, and make sure
it’s accurate and inclusive. Dr. Sadie Allison - a
sex educator, author of multiple sex-ed books,
and owner of pleasure product retail brands
like Tickle Kitty and GoLove CBD Naturals confirms that sex education is just as relevant
now as it was when this whole industry revolution began. When Dr. Allison began authoring
sex books like ‘Tickle His Pickle’ and ‘Toygasms’
back in 2011, she was one of the few known
names in sex-ed that reached beyond academia
to mainstream audiences. Now a quick scroll
through social media turns up hundreds or
would-be and established writers, speakers and
influencers, all operating under the ‘sex educator’ title. The good news is that these enthusiastic folks are a one-way ticket to sex toy consumers. They follow them, they Tweet at them, and
many even hope to become them someday. Consumers also trust these folks to endorse quality
pleasure accessories that are worth the bang
for your buck. EAN caught up with Dr. Sadie
to bring the industry up-to-speed on how to
leverage the current sex education space to
the advantage of your sales and consumer
satisfaction. As Dr. Sadie concludes, it might
even inspire some industry vets to add ‘sex
educator’ to their own resume.
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How is consumer interest in sexual health
and sex education evolving, as the genre has
become much more popular outside of the
industry niche over the last decade?
Dr. Sadie Allison: Sexuality has been
gradually losing its’ mainstream taboo over the
last decade, largely due to the media taking a
big leap into sex topics. From the popularity
of movies like Fifty Shades, to regular sex
toy features in magazines like Cosmo and
Glamour, to sex educators being quoted in
Men’s Health - sex-ed is everywhere, and
people are eager to get their hands on it!
Before sex educators and sex toys exploded
onto the mainstream scene, most
consumers were shy about seeking out
sex-ed and considered it something to be
done quietly in private.
Once sexual desires and fetishes began
appearing on movie screens, in best-selling
books, and in consumers’ favorite magazines,
it gave people permission to be more open
with their partners, friends, and themselves
about what an incredible change sex
education can make in their lives.

Where are consumers finding their sex
education these days, and how do they prefer
to consume it?
Dr. Sadie Allison: Today, I think it depends
on each consumer’s internet savvy. If you
don’t mind a good, long browse and a little
fact checking, there is a lot of fantastic
information online covering just about every
sex-related topic.
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Before the days of sex-ed blogs and articles
being readily available on major mainstream
websites, there were, and still are, tons of great
books from some of the most celebrated sex
educators like Dr. Ava Cadell, Dr. Ian Kerner
and Charlie Glickman. Like much of the sex-ed
category, sex-ed books were often hidden away
in a bedroom dresser, but now they’re just as
hip to chat about with your friends as the
latest vibrators.
Many adult retailers have always carried a good
selection of sex-ed books, which have since
become the modern go-to resources for sexually
curious consumers. Adult boutiques continue to
expanding their reading materials in response to
excited demand from their customers. Leave it
to sex to get people reading!
Since 2001 I’ve self-published sex-ed books,
taught workshops, shared advice on TV and
Radio and have ran the popular TickleKitty.com
Boutique. In more recent years as blogs became
a popular resource for sex-ed, I branched out to
share sex-positive, accurate sexual knowledge
in my Tickle Kitty Blog.
I authored a collection of 6 illustrated how-to
books in the Tickle Kitty family spanning a broad
range of topics, from frisky oral sex advice in
Tickle His Pickle to women’s self-pleasure in
Tickle Your Fancy. They’ve stood the test of time
and have been a key resource for adult retailers,
providing the fundamental sex education to
customers that got little to no sex-ed in school
or at home. And with 2 million books sold, it’s
clear that advice was well needed.

Is there a particular demographic that’s most
interested in learning about sex?
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Dr. Sadie Allison: The demographic for my
audience on the Tickle Kitty website ranges
from Millennials in their late 20s through their
30s to middle-aged men and women in their
40s and 50s. The 20-something set of younger
Millennials has grown up with sex-ed being
more readily available and popular. Reading
sex articles and blogs is commonplace. Later
Millennials in their 30s are old enough to
remember when sexuality was extremely taboo
and degraded by the media, so they’re more
excited with the access of sex-ed content as
they pursue their own desires that would have
been forbidden in their parents’ generation.
I find it even more heart-warming and optimistic
to see middle-aged couples recapturing their
spark and bringing new sexual knowledge
into the bedroom. There is so much potential
to make sex even better as age. It just takes
curiosity and a bit of learning and exploring. I
think the 45-55+ set might even be the most
ecstatic to gain easy access to sex tips and toys
because much of this generation was repressed
sexually. Now they can comfortably explore their
true pleasure potential.

As an educator yourself, what environment
or delivery method do you find to be the best
or most preferred method for teaching sex
education?
Dr. Sadie Allison: It’s best to meet your
consumer audience where they’re comfortable
learning. So whether you’re writing books,
giving workshops or posting blogs and social
media content, you’ll eventually see what strikes
a chord with your target market. Books have
been a huge focus for me ever since my debut
on female self-pleasure, Tickle Your Fancy,
which sold over 1 million copies. Since then,
I’ve focused on written material, both in book
form and online in my Tickle Kitty Blog, as my
audience prefers to soak in their sex-ed with a
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good read. Even without the societal taboos,
some people are still a bit shy about publicly
professing their pleasure journey and would
prefer curling up with a book or their smart
phone rather than attending a workshop. I’ve
also learned that the visual illustrations I offer
help guide the way and makes their learning
process even easier.

What sex topics is your audience the most
curious about? Do you find yourself specializing
in any particular topics due to demand from
your readers?
Dr. Sadie Allison: You can hardly log onto
Facebook or even browse news media websites
without stumbling over more and more sex toy
topics. Everyone wants to know the best toys
for every body part, pleasure preference, and
sex act. Consumers are always asking about the
latest sex toys online and in retail boutiques, and
how to find the hottest ways to get creative in
using them. I think it’s important to include takeaways for your audience when you talk about
sex toys. Instead of a sales pitch with product
specs, steer them to the right toys based on
their specific desires and benefits they wish to
achieve. I’m flattered when retailers tell me that
my book Toygasms!, on navigating the world of
sex toys, is a staff favorite and helps their sales
associates answers customer questions, and
that’s its been part of new employee orientation
trainings.

What are some of the most rewarding and,
by contrast, most challenging parts of being a
modern sex educator?
Dr. Sadie Allison: With education, people are
more empowered. And when there’s knowledge
and confidence, consumers will purchase and
enjoy more sex toys. There’s nothing more
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rewarding than knowing you helped in fostering
an empowered, confident, and sex-savvy
person, and that their entire life has gone in a
more positive direction because of it. Whether
in an email, in-person, or even a comment on
social media, every single ounce of praise from
a “student” of my teaching is appreciated and
a reminder of why I’m so lucky to have the
privilege to teach. It was more challenging when
I started teaching as people weren’t as open to
the idea of seeking pleasure, and the adult toy
industry was still in its’ infancy in many ways.
The real rewards we reap as a collective of sex
educators all over the world comes in the form
of happier, more accepting, loving people. It
really did take a whole village of us to create the
more open-minded environment we enjoy today.

Is sex education still providing major benefits
when offered in conjunction with sex toy retail?
Dr. Sadie Allison: Sex education goes hand-inhand with toy sales. Retailers have discovered
that a knowledgeable consumer will wind up
coming back for another purchase. Growing
your sales numbers is necessary for any
business to thrive, but there’s something special
about the intrinsic rewards of going the extra
mile for every customer – and it’ll result in repeat
purchases down the line. Even if someone
doesn’t walk away with a new toy on every visit,
they can still gain so much from interacting with
enthusiastic and knowledgeable retail staff. Any
type of sex education a retail clerk can provide,
whether it be about a G-spot toy, or how to find
the G-spot, is building the customer knowledge
base and confidence, and therefore a happy and
most likely, repeat customer.

As more young adults aspire to become sex
educators, what advice would you recommend
on starting a career in the sexual health space?
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Dr. Sadie Allison: Immerse yourself in reading
material that challenges you and gives you
insight into the myriad schools of thought on
human sexuality. Devour as many different
perspectives as possible so you can gain the
broadest view of how people think about and
react to sex. The more you learn, the better you
can serve your audience, no matter what sexual
quest they’re on.
As you start your own sexual education, you
might find there’s a niche that really speaks to
your passion. Use that to set yourself apart
and you might wind up as the industry’s next
expert in anal sex, BDSM, sex for seniors - the
sky is the limit. You can also get great insight
from seasoned sex educators, as many now
offer courses and workshops to aid the next
generation of budding sex-perts. Colleges and
universities now offer degrees and certifications
in sex-ed too, which can give you a strong
understanding of human anatomy and sex
science. The best sex-ed is a combination of
your passion to educate, a great understanding
in your expertise, and having the patience
and empathy to really connect with people.
It’s a delicate balance and your audience is
going to be hugely impacted, both emotionally
and physically, by your advice – so hold that
responsibility close to your heart.

This interview is contributed by Colleen
Godin, EAN U.S.
Correspondent
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Our goal is to create self-sustaining cultures

that are completely free from harassment
A m and a R u e s tr i k e s ba c k a t s e x u a l h a r r a s s ment in th e wo rkp la ce with a surp rising new study

In an industry where NSFW (read: Not Safe For Work) is the daily standard, how can adult media and product
companies draw a line between what’s business and what’s (often grossly) inappropriate? Amanda K. Rue found
out the hard way (and through no fault of her own) when she worked for Vice Media Group, the company behind
‘Vice Magazine,’ one of the world’s most popular alternative culture publications. If you’ve been in the adult space
since the mid-1990s – and even if you haven’t – you’re probably familiar with ‘Vice’. Anyone who’s ever identified
as punk-rock, goth, hipster, bohemian, or any number of alternative, adults-only, artsy-type identities has likely run
across this Montreal-based media brand. The formerly niche magazine has long been a corporate giant in the publication world. With their rise to fame came serious, constant allegations of sexual harrassment for the young women who vied for a highly-regarded ‘Vice’ resume credit, and the promised career boost that came with it. While
employed with ‘Vice’, Rue’s chief digital officer felt it necessary to tell her that he had initially balked at hiring her
because he would have preferred to sleep with her. Many years later, Amanda Rue is now the CEO and Founder
of ‘The Shift Work Shop’, a human-resource consultancy offering consent-forward sexual harassment prevention
and training. After experiencing this traumatic incident while working at ‘Vice’ in 2012, Rue was later inspired to
undertake and publish the ‘2020 Sex (and Sexual Harassment) in the Workplace Study’, which can be read in full at
Rue’s website at TheShiftWorkShop.com. If the idea of potential underreported (or completely unreported) sexual
harrassment in your office scares you, Rue thinks it should. But that doesn’t mean that adult companies need fear
their inherent environments. Rue says that building mutual respect, honest communication, and
willing accountability go a long way for any business concerned with taking sexual
harrassment seriously. Rue tells EAN how the numbers stack up when it comes to workplace harassment stats, and how we can use the ‘2020 Sex (and Sexual Harassment) in
the Workplace Study’ to create a better standard for staff everywhere.

What initially caught your interest about
sexual harassment in the workplace?
Amanda Rue: I did not wake up with
a desire to end sexual harassment in
the workplace. It is the result of my
training, integrity and life experiences.
As a driven woman, I was told I could
do and be whatever I wanted, and
yet, in my professional career I
quickly found the glass ceiling,
and realized that men are
often the ones who hold
most of the power in
the workplace. After
Amanda Rue, CEO and founder of ‘The Shift
Work Shop’, a human-resource consultancy
offering consent-forward sexual harassment
prevention and training

speaking out about my own experience
in the NY Times, I knew that if I was
going to be a part of the problem, that I
also wanted to be a part of the solution.

Why did you decide to undertake a study
on such a sensitive subject?
Amanda: Shortly after I spoke out, I
attended the Time’s Up Advertising
community meeting where they made
a commitment to ‘Adopt progressive
agency training and education that
brings this discussion and its solution
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out into the open with our agencies.’ Three
months later I founded ‘The Shift Work Shop’
with the mission to completely eradicate
sexual harassment in the workplace. Most
recently I launched the ‘2020 Sex (and
Sexual Harassment) in the Workplace study’
because, despite all the current research,
nothing seemed to look deeper into human
relationships (of all kinds) in the workplace.
The ambition of this is to help understand the
current effectiveness of prevention training
so that training can be improved to help
build company cultures completely free from
harassment of any kind.

In a nutshell for our readers, how would you
describe the overall results of the study?
Amanda: Overall, we’re seeing that sexual
harassment continues to be a problem facing
many workers, and that it has a negative
effect on job performance. We’re also seeing
that despite new legal mandates for training
and prevention, that current training efforts
are minimal in actually helping to prevent
sexual harassment in the workplace - only
46% of respondents had sexual harassment
prevention training in the last 12 months,
with only 44% of those noting that the
training was actually effective in preventing
harassment. In fact, 28% noted that sexual
harassment is a current problem with their
employer. What we are currently doing is
not working, and we need a new solution
that bridges the gap and understands the
nuance of human relationships, power
dynamics and consent.
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What outcomes most
surprised you about
the study? Were there any
participant answers or figures
that you found shocking, even
considering the nature of the topic?
Amanda: It is very common to have a
romantic or sexual relationship in the workplace.
We saw 47% have dated co-workers and 56%
have had a sexual relationship with co-workers.
It is not innate that these relationships can create
harm in the workplace, but we find potentially
problematic situations when these relationships
happen with a supervisor or subordinate as
there are inherent power dynamics present.
19% of those who had a sexual relationship with
a boss or coworker are potentially problematic
due to these imbalances. 71% of women,
24% of men, and 100% of non-binary humans
have experienced sexual harassment in the
workplace. The sample size for non-binary is
only 10, but reflects a rather jarring observation
regarding gender identity in the workplace. The
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The ‘2020 Sex (and Sexual Harassment)
in the Workplace Study’ can be read in
full at TheShiftWorkShop.com

most common types of harassment are gender
based harassment, hostile work environment
and unwelcome sexual advances. Regarding
states with legal mandates, we do see higher
adoption (71% of in New York received
training), and noted higher effectiveness with
47% signifying training was very or somewhat
effective in preventing harassment. Compared
to states with no legal mandates, only 32%
agree that training is very or somewhat effective
in prevention.

work, job, status, or salary. As I’ve continued
to develop my spiritual practice through reiki
and the erotic arts, including bondage, this
supports in a reclaiming of the narrative to
one of personal power and value. In sharing
this practice with others, we can consciously
develop an awareness of self, our desires, and
how we can confidently and clearly express
these desires with others. When we develop
these vital skills for ourselves, we can more
earnestly and honestly engage in relationships
of all kinds from the bedroom to the boardroom
and beyond.

Since your experience of sexual harassment at
Vice, you’ve started a career as a Reiki Bondage
teacher, healer and sex educator/coach. Has
this transformation of self and career aided in
reclaiming your sensuality since dealing with the
trauma of sexual harassment?

How can companies do better in terms
of preventing and, when unfortunately
necessary, addressing cases of sexual
harassment at work?

Amanda: The experience of sexual harassment
or an abuse of power often can create
sensations of pain, regret and shame for all
involved. When we are able to reclaim this power
through personal agency, communication,
and healthy boundaries, we can transform
this pain into healing, progress, and wisdom.
This requires the radical thought that we are
innately of value, and are not a reflection of our

Amanda: The goal of this study is to become
a benchmark, so that we can understand
the unique situation and culture of each
organization or group that we work with. We
recommend conducting this same survey to
identify key areas of opportunity and growth
so that training can be tailored to the needs of
the organization. As sexual harassment is so
pervasive, and experienced by most women
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and some men at some point in their career,
we recommend acting as if sexual harassment
is a current problem, and not something that
can simply check a box in annual training. Bad
training can actually be more harmful, and
create an environment where people are more
disrespectful and not less (some noted the
training was a ‘total joke,’). We recommend
human training that understands the
nuance of human relationship, power
dynamics, and the role of consent in the
workplace to help in fostering a company
culture founded on respect.

How can we evolve the working world to
be able to include women in the sexuality
field in mainstream, corporate-style
settings; such that women no longer have
to choose between chasing a serious,
traditional business career and also
working in the sex work or sex education
fields, similarly to your current career in
Reiki and bondage therapy?
Amanda: Our society conditions women
that they cannot have it all, and often tries to
punish and suppress those who seek sexual
liberation and empowerment. The ownership
of sexuality becomes a threat to the patriarchal
systems that aim to inhibit and control the rise
of equality. As we expand our understanding,
and grow in our sexual literacy, we can also
become more discerning regarding how we
can become more responsible and respectful
in our relating to others. As we all can aim
to dismantle our personal shame and guilt
around sexual expression, I hope that we are
able to speak more openly regarding issues
of sex and relationships in the workplace. I
believe it is only through this openness and
radical transparency, that we will truly evolve
the conversation and completely eradicate
sexual harassment of all kinds.
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What can companies learn from this study, and
how can they use it to their advantage for the
betterment of the work environment?
Amanda: There are always going to be gray
areas, and employees need tools to navigate the
workplace. It’s not a matter of if it will happen,
but rather when it will happen. Employees that

“ W E ’ RE SE E ING THAT SE XUAL HARASSME NT

C ONTINUE S TO BE A PROBL E M FAC ING MANY

W ORKE RS, AND THAT IT HAS A NE GATIV E EFFE CT
ON JOB PE RFORMANC E .”
AMANDA RUE

have better communication and tools available
can proactively advocate for themselves and
each other to create a safer culture collectively.
Ultimately, our goal is to create self-sustaining
cultures that are completely free from
harassment. We do this by building mutual
respect, honest communication, and willing
accountability should any transgressions or
harm occur in the workplace.

This interview is contributed
by Colleen Godin, EAN U.S.
Correspondent
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You work as Head of Purchasing at
SHOTS. Which product was the strangest that has ever been offered to you?
Ard van den Brandhof: I have to say
that I found a model of a horse’s dick
very surprising and I had to kindly say no
to that ‚opportunity‘.

What was your childhood ambition?
Ard van den Brandhof: My main goal as
a child was to have a lot of fun and enjoy
life to the fullest! I didn’t really have any
particular job that I wanted to do, but it
soon became apparent that I could always
exploit my gift of the gab and enthusiasm.

It is hardly a surprise that Ard
van den Brandhof has come
across many strange products
in his job as Head of Purchasing
at SHOTS, but there are definitely surprises in this edition of
Monthly Mayhem. For instance,
Ard is the first interviewee who
didn’t have a real career wish
when he was a kid. Also, no Donald Trump this time. Instead, we
meet John Travolta and Samuel
L. Jackson, and there’s wine. A
lot of wine.

How did you get into the industry?
Ard van den Brandhof: It was actually
by sheer coincidence that I came to
meet Oscar, and we immediately hit it
off. He was looking for someone to build
and expand the purchasing department. I had just quit my previous job and
promised myself a 6-month break, but
that obviously didn‘t go to plan because
two weeks after we met, I was already
working at SHOTS.

If you weren‘t in this industry, what would
you be doing now?
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Ard van den Brandhof: Something in
trading, buying and selling, probably in
the wine business. Although the motto
‚never get high on your own supply,‘
would be quite difficult in that case.

What was the biggest step in your
career?
Ard van den Brandhof: In my previous
job, I went from assistant store manager
to co-owner of a chain of fashion/streetwear stores. That was a very interesting
and educational adventure.

Where do you see yourself in 10 years‘
time?
Ard van den Brandhof: Well I‘m not
a ‚job hopper‘, so I think I’ll be here at
SHOTS where the future looks bright,
especially with such a great team behind
me. We still have so many amazing things
to do and experience together!

How do you envision the future of the
industry?
Ard van den Brandhof: We all work in
a growing market that is becoming more
and more accepted and mainstream.
The industry is still developing, and new
markets are constantly being added.
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Ard van den Brandhof
Que sti ons & A nsw e r s
Therefore, it will grow much bigger and more
professional. However, I do hope that we keep
the personal touch which makes our industry
so unique.

Imagine you have been asked to award a medal to someone. Who‘s the lucky winner?
Ard van den Brandhof: My wife! She has to
put up with me for the rest of her life! Triple
gold for her!

What is your idea of a
 perfect working day?
Ard van den Brandhof: It is usually the energy flow of the day that tells you if things are
going well or not. If the atmosphere is good,
then the day is perfect for me. This could be
a perfect day in the office with my team or a
Zoom meeting. Although I have to say that I do
miss the travelling and the shows. It‘s a nice
part of my job to travel the world and meet a
lot of amazing and crazy people.

How do you relax after work?
Ard van den Brandhof: I love to cook and do
wine pairing, where I look for the most ideal
combination of wine and food dishes. That’s
my passion. To stay fit, I love to go mountain
biking, cycling or playing squash and to clear
my head, I go for a walk with my dog at the
nearby national park.

Which personal success are you proud of?
Ard van den Brandhof: It’s not something I’ve
thought about often but actually, I am really
proud of where I am in my life right now, both
privately as well as in business.

What do you particularly like about yourself?
Ard van den Brandhof: It’s difficult to say
things like this about myself but I think my enthusiasm and energy, although others may see
that differently sometimes, hahaha.

Which vice could you never live without?
Ard van den Brandhof: I don‘t consider it a
‚vice‘, but I’ll never say no to a good glass of
wine.

Who would you consider your role model and
why?

What song do you sing in the shower?

Ard van den Brandhof: My dad! He taught
me to work hard, have fun, and most importantly, always be humble!

Ard van den Brandhof: I babble a bit and
usually make up my own songs that don‘t
make any sense at all.
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Ard van den Brandhof: My wife, food, and of
course wine. I think that would be all I’d need.

“ S I N G , F I G H T, C RY, P R AY,
LAUGH, WORK, AND ADMIRE!”

If you could swap lives with somebody for a
day, who would it be?
Ard van den Brandhof: The owner of Tenuta
San Guido, they make one of the best wines in
the world. It‘s a winery in Bolgheri, Tuscany. I
would taste the entire vintage collection of their
best wine, called Sassicaia.

Ard van den Brandhof

Who would you never ever like to see naked?

Is there anything you would never do again?

Ard van den Brandhof: What a shitty question that is, hahaha, because now I see that
person naked in my mind… thanks for that!

Ard van den Brandhof: So many things! But
stupidly enough one keeps on doing them
again and again…

With whom would you like to go to the cinema
and what film would you watch?

Do you have some good advice you want to
share with our readers?

Ard van den Brandhof: I would love to watch
‚Pulp Fiction‘ again and share some popcorn
with John Travolta and Samuel L. Jackson.
Most epic movie ever.

Ard van den Brandhof: Sing, fight, cry, pray,
laugh, work, and admire! Don‘t know if it
translates that well into English but it‘s from a
famous Dutch songwriter, and it pretty much
sums up life for me…

You have a month‘s holiday. Where do you go?
Ard van den Brandhof: A tour of Asia; Japan,
Cambodia, and Vietnam are still on my bucket
list.

Which three things would you take with you to
a deserted island?
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