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Sportsheets founder

letter from the editor

Dear Ladies and Gentlemen

Due to events such as
ANME Founders Show,
the XBIZ Retreat or the
AVN Show, January is a
big month for the erotic industry. This year, there was
another event: For the first
time, sex toy companies
were ‚officially‘ admitted to
the Consumer Electronics
Show. At the moment, we
still have to add quotation
marks to the ‚official‘ part,
unfortunately. While there
are companies such as
OhMiBod that have been
presenting their products
at CES for a decade, there
are also innovations such
as Autoblow A.I. which
have been given short shrift
because the organisers
didn’t feel comfortable. The
companies that did get to
showcase their products,
however, were rewarded
with all the media attention
they could have hoped for.
Numerous platforms added
articles about the exhibiting
sex tech companies to
their coverage and helped
to expand the reach of
the industry in a significant
way. It is still too early to
praise CES as the gateway
for erotic products into the
mainstream. The organisers
have been too restrictive in
the past, and they reserve
the right to change the rules of the show. That said,
it would not be surprising
if we saw even more sex
tech at the event next year.

and CEO retires after 27 Years
Tom Stewart
Huntington Beach, USA - 27 years in business is a long time; in fact it’s 9,855 days, 408
weeks, 324 months of dedication, innovation, projects, product education, tradeshows and
life-long relationships.

W

ith all those years
of contributions
behind him, Tom Stewart,
Sportsheets founder, and
CEO is retiring and taking
his gifts to the non-profit
sector. “Retirement is not
unfamiliar to me since I
retired as a Commander
from the Naval Reserves
in 2007, but one of the
most exciting things
about this retirement is
that I’m able to leave the
company in the capable hands of my sister, Julie Stewart, who’s been my partner
for over two decades and the President
of Sportsheets since 2012. As the sole
owner of Sportsheets, Julie will be taking
the company into the next decade and
beyond,” said Tom. This doesn’t mean
Tom won’t be as busy as ever. Five years
ago he started a non-profit organization
focusing on sourcing, refurbishing and
donating drum sets into underfunded
schools. As in the past, creativity will
forever be at the forefront of Tom’s heart,
and by solely concentrating on D4D

That‘s it for this month!
Randolph Heil
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(Drums For Drummers), he
is now able to help other
creative people thrive. Tom
adds, “I’ll be concentrating
my efforts on Carl Stewart’s
Drums For Drummers,
which for the past five years I’ve been dedicated to
placing donated drum sets
into underfunded schools
with music programs. You
might, however, see me on
the road now and then and
maybe even at tradeshows;
I look forward to seeing our friends and
customers again wherever we may cross
paths. I am beyond grateful to the industry and the friends I have made along the
way that allowed for so many wonderful
memories, experiences, and successes.
I wish you all the best!” Julie Stewart
adds, “Tom’s innovative vision and inspiration has built our great company, and
I’m beyond thankful to carry his mission
forward with the phenomenal team we’ve
built together. We all look forward to
continued success and exciting new
paths in this coming decade.”

N E W S

R.C.C. Wholesale offers

365 day money-back guarantee
Money-back guarantee’s a ‚safety net‘ in uncertain trading conditions

Geneva, Switzerland - R.C.C. Wholesale Ltd., providers of supplements and private label
products, announced today their commitment to transparency and customer satisfaction,
by extending their 365 day money-back guarantee to their entire suite of products.

T

his comprehensive guarantee ensures
a quibble free return within one year of
purchase. It is a universally acknowledged
truth that the business world is fraught
with risk. Researchers at global professional services firm Alvarez & Marsal, have
revealed that during the past five years,
companies have had to spend on average
10.8% more on things such as business
rates, increasing wages and rents.
At the same time, retailers are trying to
adapt to rapidly changing shopping
habits. Consumers now spend one in
every five pounds online and, if b
usinesses are seeing 20% fewer sales on
the shop floor as well as rising fixed costs,
then profits will be squeezed. Fortunately,
the age-old practice of the money-back
guarantee remains a risk-free venture.
Offering customers insurance against
the perceived risk of their purchase is a
cornerstone of R.C.C. Wholesale’s sales

strategy. “We hear constantly from
retailers that, often the deciding factor
when making a sale is whether or not
the product or service comes with a
money-back guarantee,” says
Judith Smith, Sales Ambassador for
R.C.C. Wholesale. “Fortunately, this isn’t
something our clients have to worry
about, as our money-back guarantee
applies to our full range of products.
R.C.C. Wholesale’s 365 day money-back
guarantee gives our clients the security of
knowing that if their purchase does not
meet expectations, a full refund can be
had within one year of the date of
purchase. This generous timeframe
makes availing of the guarantee virtually
hassle-free. We have seen time and
time again that retailers think of the
money-back guarantee as a safety net,
making it a very attractive proposition in
an increasingly turbulent marketplace.”

Dreamlove presents Secret Room Kits
Seville, Spain - The new Secret Room
kits from Dreamlove are designed for
couples who want to make a romantic
getaway, a passionate weekend trip or a
night out of the city. They are available as
Bronze, Silver and Gold versions
08

with two different levels each.
According to Dreamlove the customer
will find ‚everything you need to spend
a perfect night‘ within the kits. The kits
are discreetly sized to be carried in a
bag or suitcase. 
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Wand by We-Vibe

RABBIT VIBE
0590924 0000

Now available at SCALA
Wijchen, The Nteherlands - New and ready to

7

order at SCALA: Wand by We-Vibe.

his powerful
cordless
design combines
the classic thrill
of a massage
wand, with innovative and state-of-the-art features and
functions, making it the ultimate must-have for
consumers that want the more pleasure, more
versatility, and more mind-blowing satisfaction!
The new Wand by We-Vibe is a high-end
choice in intimate massage pleasure. The
design is completely waterproof, wireless
and rechargeable. The wand features
‘integrated responsive technologies’
including seamless intensity control,
Smart Silence, touchscreen controls and
long-distance connectivity. According to
We-Vibe, ‘Wand comes ready to play with
two attachments so you can explore a range
of sensations. The attachments, ergonomic
design, flexible head, and We-Connect app all
make this the perfect fit for couples looking to
add something new to their collection.’ This
powerful cordless body massager is also
compatible with the We-Connect™ App,
allowing consumers to control it remotely
via their smartphone and/or create custom
vibration patterns.
Packaged in sleek, modern packaging,
the new Wand by We-Vibe is a fantastic
eye-catcher in any in-store display, luring
design-loving consumers in with its sleek
silhouette and high-end appeal.
09
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Pipedream shipping

innovative remote-control ‘3Some’
Clever shapes, simultaneous stimulation & powerful motors offer next-level experience
Chatsworth, USA – Pipedream Products is now shipping 3Some,
the latest innovation from the award-winning pleasure product designer.

T

his line includes unique remote-control
vibrators equipped with multiple pleasure points, multiple powerful motors, and
one-of-a-kind silicone shapes. The collection is powered with 7 functions and 3
speeds and includes: Holey Trinity, a handheld massager featuring three tongue-like
extensions: a curved center tongue for
G-spot stimulation, a smaller oscillating
tongue for clitoral stimulation, and a petite
curved tongue for anal stimulation. Double
Ecstasy, a two-in-one massager featuring
a smooth tapered vaginal or anal plug and
a leaf-like external stimulator curved for
easy access. Total Ecstasy, a three-in-one
remote-controlled massager for triple titillation boasting a curved G-spot insertable,
an external clitoral stimulator, and a smooth anal plug with a tapered tip. Wall Banger
Deluxe, an ample vibrating insertable with
a twisty texture, a removable super-strong

suction cup base, a convenient positioning
strap and a magnetic removable remote.
Wall Banger G, a curved vibrating insertable with a slightly bulbous head and bowed
shape for effortless G-spot stimulation,
a super-strong removable suction cup
base, a convenient positioning strap and a
magnetic removable remote. Wall Banger
Rabbit, a rabbit shape with a bulbous
head, flexible external ears, a super-strong
removable suction cup base, a convenient
positioning strap, and a magnetic removable remote. Rock N’ Grind, a curved
insertable for G-spot massage, pleasure
ribs for clitoral stimulation, a convenient
positioning strap for optimal placement,
and a remote control.Rock N’ Ride, a
bulbous insertable, an external massager
for clitoral massage, a beaded anal plug, a
convenient positioning strap, and a remote
control for easy use.

Tonga offers new products of the brand Mai Toys
Axel, The Netherlands - Tonga BV is the
exclusive distributor for Mai Toys in Europe and is happy to announce that lots of
Mai toys have been added to the collection. Mai Toys have numbers instead of names, and the ones that are now available
in the New section of the Tonga web store
are the numbers 76 till 88. This includes
massagers, vibrating plugs, remote con10

trol eggs, vibrating penis rings, vibrators,
anal stimulators, and rabbit vibrators.
They are all available in two colours, either
pink and purple, or black and purple. With
their sleek and fresh look they will appeal
to young, modern customers and the Mai
boxes in black with the typical red Mai dot
allow a stylish and attractive presentation
in any store. 
w w w. e a n - o n l i n e . c o m • 0 2 / 2 0 2 0

Liberator presents the

BONDI Portable Playscape
For beginners and hardcore bondage lovers
Atlanta, USA - Liberator debuted their new
weighted, portable erotic restraint playscape at
ANME Founders trade show in Los Angeles.

T
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he BONDI Portable
Playscape is a padded
tri-fold hinged restraint
platform featuring 16
reinforced female clips
and D-ring attachment
points that offers more
versatility and functionality during bondage play.
Constructed with a solid Baltic Birchwood base
and covered with premium faux leather, the
BONDI includes high-density foam inserts that
provide both comfort and support for extended
play sessions. When fully extended, the BONDI
measures in at 24” wide by 48” long by 3” tall
and gives users a host of applications, postures
and position possibilities. When folded back
together, the 24” wide x 16” long x 9” high
platform instantly becomes a low profile
bondage bench for sitting or kneeling positions.
With its unique tri-fold feature, the BONDI
can also be used against a wall and easily
integrated with Liberator Shapes such as the
Ramp, Wedge, and Hipster for even more
versatility. The BONDI will come with a
sturdy nylon carrying/storage case with handle,
making it easy for transporting to parties or
vacations and kept safe from prying eyes.
Available in black or gray faux leather, the
BONDI Portable Playscape has the option of
coming with or without cuffs. It will also be
packaged in an easy to carry-out box and will
come with video, poster and position guide for
in-store displays. 
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Innovative Hands Free Masturbation

with the Suck-O-Mat 2.0
New at ORION Wholesale

Flensburg, Germany - The prototype was one of the highlights at the ORION Wholesale
trade fair stand at last year’s eroFame – and it’s now finally available: the Suck-O-Mat 2.0.

T

he development of the masturbator
Suck-O-Mat also stands out with its
hands-free blowjob technology that is
now even more precise, powerful and
quieter thanks to the piston drive. This innovative toy has received the EAN Award
for ‚Best New Male Product‘ at this year’s
eroFame. The predecessors of the SuckO-Mat have already let a man’s heart beat
faster – not just because of their design
and technology, but most importantly
because of their incredible blowjob skills.
There is now a more powerful model available: the Suck-O-Mat 2.0 - that is sporty
and elegant designed like a cockpit with
LED speedometer display. It is mains-powered and includes a car adapter and a
remote control with 3 meters of range.
The new model is 100% more powerful than its predecessor and the motor,
with a power of 60 W, now offers up to

200 suction impulses per minute. The
Suck-O-Mat 2.0 also stands out because
of its realistic and one-of-a-kind blowjob
simulation. It can be enjoyed hands-free
and – similar to a car – in 8 +1 different
gears: Gear 1: manually operated suction
mode in 6 speeds. Gear 2-9: 8 fully-automatic suction modes with unpredictable
interval patterns for a completely random
and realistic blowjob feeling. The user can
interfere with the preset patterns at any
time to adjust the speed individually. The
Suck-O-Mat 2.0 then automatically changes to the first (manual) gear and keeps
the desired speed until the happy ending.
The sleeve has also been optimised for
the Suck-O-Mat 2.0: It now has stimulating nubs on the inside and can be combined with the included Tight Fit cover to
increase the grip around the penis and to
let the stimulation reach new heights.

Shiatsu launched in South Africa
Vöcklabruck, Austria - In October HOT
presented the new Shiatsu line at the
eroFame in Hanover. After the products
immediately became a bestseller in the
European retail according to HOT, the
line was now also launched in South
Africa. “Together with our partner in
South Africa, Patrick Meyer, Director of
14

Luvland, we have put up huge billboards
at all strategic points in Johannesburg
and Pretoria to draw attention to the
fact that Shiatsu is now available in all
Luvland shops,” Michael Sonner,
General Sales Manager at HOT, explains.
“Shiatsu will now bring a smile to the
faces of South Africans”. 
w w w. e a n - o n l i n e . c o m • 0 2 / 2 0 2 0

Pipedream introduces

‘King Cock Plus’

A triple density construction
Chatsworth, USA - Pipedream Products presents
its latest pleasure product advancement: King
Cock Plus, lifelike dildos featuring one-of-a-kind
triple-density construction.

Built using a proprietary
three-part process, King
Cock Plus triple-density
products are equipped
with a firm core, soft and
supple exterior, and one
of the strongest suction
cup bases available in
the industry. King Cock Plus is among the very
first to feature triple-density construction and
has set a new precedent for a lifelike look,
feel and function. Featuring the popular “hard
inside, soft outside” sensation of dual density,
King Cock Plus is enhanced by a third density
that allows its suction cup base to hold the
product’s full weight with no hands required.
This superior suction capability is what sets
triple-density construction apart from the rest
and puts King Cock Plus in a new category all
on its own. “Triple density is the future of hyper-realistic dildos and we are proud to lead the
way with King Cock Plus,” Pipedream Products
Chief Design Officer Kristian Broms said. “Each
piece is intricately detailed and features the firm
core and supple outside our customers expect,
plus superior functionality thanks to their super
suction cup bases. With so many unique shapes, sizes and styles to choose from, there’s
nothing else quite like them on the market.
We expect King Cock Plus to be a big hit and
offer customers something new and exciting to
promote and celebrate in the New Year.” 
15
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Nice ‘n’ Naughty opens

new luxury boutique
From back street to high street

Warrington, England - Eighteen years ago, when Nice ‘n’ Naughty first opened on Crown
Street in Warrington it was the very first licensed adult store in the Borough.

O

n the 10th February 2020 Nice ‘n‘
Naughty brought adult retail into
a modern retail environment when they
opened the doors to their new luxurious Boutique store on Sankey Street.
The location of the new store, in a retail
shopping area, surrounded by specialised
businesses, licensed bars and eateries,
is not only keeping with the new boutique image they have launched, but was
selected due to the ever-changing face
of UK retail in general. “The Crown Street
store that opened in 2002, has become
a victim of its own success, with the
modern-day customer demanding a more
intimate, sophisticated shopping experience that a store in a railway arch just
cannot provide,” stated NNN in a press
release about the new boutique. “The
new boutique store has given us the
opportunity to consult with interior

The new Nice 'n‘ Naughty
Boutique in Sankey
Street, Warrington

designers to create a shopping experience deserved of this new era in retail.”
Nice ‘n’ Naughty has in conjunction with
the designers and Warrington based
shop fitters, created a boutique store
that will ensure they continue to cater for
their core market, which over the last 5
years has seen an increase in females
and couples of all genres. Trish Murray, a
Warrington lady herself and a driving force
behind the new store shared her thoughts
“We are proud to be part of the Warrington community and share the vision of
equality and diversity. We have spent 20
years working to change the stigma and
preconceived ideas of the ‚Adult Retail
Store‘, and have always preferred this
label, but in this new era the customer
demands a ‚Boutique‘, which is more in
line with 2020 and the female and
couples’ market that we attract”.

MINDS of LOVE presents new love balls
Wadgassen, The Netherlands - The
TrainBalls Vibro Remote Duo Egg by
MINDS of LOVE in purple and pink are
now available at ST RUBBER. The vibrating stimulation balls with radio remote
control (maximum range 10 metres) are
ideal for training the pelvic floor muscles
and for simulating the most sensitive
areas of the woman. They have two
52

powerful motors, each with 7 functions,
and their smooth and round design
makes them easy to insert and easy
to remove with the return strap. They
are rechargeable via USB. For orders
or further questions regarding MINDS
of LOVE, please contact ST RUBBER’s
customer service on +49 6834 4006-0
or send an e-mail to info@st-rubber.de.
w w w. e a n - o n l i n e . c o m • 0 2 / 2 0 2 0

Opus Mica now ready to order at SCALA
Mystim
Wijchen, The Netherlands - The new Opus Mica by Mystim – now available at SCALA - is a sexy male masturbator toy with a
realistic vaginal orifice and pleasurable textured interior canal, based on the popular German model Micaela Schäfer.

M

ystim describes the new release as: “You
have never seen Germany‘s most famous
erotic model like this before! With the Mystim
Opus Mica, you can feel first-hand how
incredibly good Micaela Schäfer feels.
Because this sex toy is a real-life impression
of her delightful intimate area. Unveiled she
shows that she truly has it in her. A real
revelation for your deep love - again and again.

After all, Micaela Schäfer is not only Germany‘s
best known, but also the most versatile erotic
model. The 35-year-old is also a successful
singer, actress, DJane, entertainer, and presenter. Micaela can be found at erotic fairs, at wild
parties, on mainstream TV (Germany’s Next Top
Model, I‘m a Celebrity…Get Me Out of Here!),
and on the celebrity pages of the popular
magazines. In German-speaking countries.” 
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EDC Wholesale announced winner of

‚show your Christmas shop‘ contest
Kazanova shop

Veendam, The Netherlands - EDC Wholesale announced Kazanova shop to be the winner of
the ‘show your Christmas shop’ contest.

C

ustomers were challenged to
showcase house brands from the
Dutch wholesaler in their Christmas
presentation and to share the images
on social media. Many retailers showed their creativity for which they were
automatically in the run for the big prize.
Kazanova shop from Russia created the
best Christmas hotspot, according to the
wholesaler, which contained products
from the EDC Wholesale house brand
collection. “With the idea to inspire each
other, we have introduced the ‘Show
your Shop’ contest,” said Evertine Visser,
Marketing Manager at EDC Wholesale.
“We have asked customers to post their
shop presentations on Instagram and
share it with us and other retailers. We
were blown away about the amount
of effort everyone has put into their
shop presentation around that time of
year and we are pleased to announce

Happy winner:
The Kazanova shop

that Kazanova shop from Russia is the
lucky winner of the contest.” Nadezhda
Aleksandrova, Marketing Manager at
Kazanova shop responded excited about
winning the prize of € 1.000 to spend at
EDC Wholesale: “We are very glad to
win this prize. After all, we announced
the EDC Wholesale brands as our festive
New Year’s collection. To be winning
this prize will remind us of the New Year
and charge us with the mood of the
holiday season.” The Kazanova sexshop
company has been around for over 26
years, with 15 stores in Siberian cities:
Novosibirsk, Novokuznetsk, and Prokopyevsk. Besides brick and mortar shops,
Kasanova also offers its products online.
The founder of the company is Inna Sosnina, a professional sexologist. Her team
of managers, sellers, sexologists, and
psychologists are united by the desire to
give people joy and sexual health.

MANDY MYSTERY Lingerie
Flensburg, Germany - Naughty, very
erotic lingerie at amazing prices - that’s
what MANDY MYSTERY Lingerie stands
for! A new collection from this top selling
lingerie label is now available at ORION
Wholesale – pure erotic that is suitable
54

for every occasion! The lingerie is made
out of stretchy material so that it fits all
shapes and sizes perfectly and comes in
practical single and dual sizes, therefore
turning every woman into an erotic
goddess. 
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Orgie Bio on the road to success
High in demand
Caldas da Rainha, Portugal - It has been only three months since Orgie Bio line was officially launched at eroFame’s 2019
edition and according to Orgie its products already achieved best-selling status among their customers from whom they get
nothing but positive feedbacks from consumers.

“F

rom what we heard, the combination
of the carefully selected ingredients are
fully approved by consumers with a plus note
for the pump-bottle packaging of Orgie Bio
intimate gels which was considered innovative,
hygienic, safe to transport and easy to use
thanks to its pump and open/close features”, a
company rep says. “Some of our customers

such as Impacto Group, our exclusive
distributor in Ukraine, reported to be sold
out of Orgie Bio in less than 24hs after
receiving their first Orgie Bio orders, sharing
photos of their customer NO TABOO. The
enthusiasm and dedication of all those
carrying Orgie and Orgie Bio products are
significant to keep us innovating and daring.” 

The dark
grey secrets
of passion.
STEAMY SHADES
Spanking Crop

STEAMY SHADES
Rope (2m)

STEAMY SHADES
Inflatable Wedge

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

STRUBBI.COM
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15 % discount on AQUAstick

intimate ouche attachment
For an intensive and effective intimate shower

Hanover, Germany - In February 2020, JOYDIVISION is offering the AQUAstick intimate
shower stick with 15% discount.

F

or all those who want to feel good in
their skin, the AQUAstick intimate shower stick is an indispensable part of the
bathroom. The AQUAstick from
JOYDIVISION not only ensures optimum
hygiene, but also massages with the
intimate shower rod promote sexual wellbeing. The AQUAstick enables particularly
thorough and perfect intimate hygiene

in the vaginal and anal areas. A safety
pressure limiter protects against too hard
a water jet. It can be purchased with or
without shower hose and is suitable for
all conventional shower hoses. The
AQUAstick is available in silver aluminium
and black with anodised surface finish.
The offer is valid for incoming orders
from 01. to 29. February 2020.

Wijchen, The Netherlands - New and
ready to order at SCALA: the Luca male
lingerie collection by Allure. This new
collection is all about highlighting the
sexy male physique. The range includes various enticing briefs with stylish
design-accents, ranging from luxurious
star-printed mesh to floral lace-style
panels. From classic, high-cut briefs

to daring boxers: there’s something for
every fashionable man and style. Made
of premium materials and packaged in
a contemporary, trendy way, Luca by
Allure is the perfect addition to any male
lingerie assortment. The products have a
high-end look and feel but come at very
attractive pricing, offers real-value and
comfortable wear. 

Flensburg, Germany - The 39th issue of
the free, neutral erotic magazine ‚Modern
Emotion‘ is now available with new, erotic
lifestyle topics and great shopping tips
for consumers. The first issue of the new
year starts with tips for intimate massages
and reveals why sex in public places can
provide the ultimate pleasure kick. Also
presented are the love trends for 2020
and the top products of the year that also

make the perfect Valentine’s Day gift.
Retailers can order ‚Modern Emotion‘
(German language) free of charge as
a handy magazine to pass on to their
customers: Modern Emotion / January
/ February 2020 edition / Article number
0913090 0000 / bundle of 50. The new
edition of “Modern Emotion” is now also
available in the download area at
www.orion-grosshandel.de. 

Luca by Allure

The new issue of ‘Modern Emotion’ is available
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CONVENIENT, PLEASURABLE
AND DURABLE
The Private Turbo Stroker features 6 thrilling vibration modes and
3 mind-blowing pulse settings: allowing for endless versatility
during your sessions of play. This innovative automatic stroker
also comes with a special warming function, allowing you to heat
things up if you wish. The design is USB-rechargeable via
a magnetic charging point. Convenient, pleasurable, and durable:
it is the highest standard in masturbation fun.

€ 79 95
RRP

HEATING FUNCTION

PULSE TECHNOLOGY

TURBO BOOST

N E W S

4 new gift bags now available at SCALA
Sensual Love Kit, Kinky Fantasy Kit, Passionate Weekender Kit & Naughty Birthday Kit
Wijchen, The Netherlands - SCALA now stocks 4 new gift-sets, each specifically designed
for a unique occasion. Available now is the Sensual Love Kit, the Kinky Fantasy Kit, the
Passionate Weekender Kit, and the Naughty Birthday Kit.

E

ach new kit may look different from
the outside, but they all contain the
same premium selection of love toys
and accessories, guaranteed to turn
any evening into a feast of pleasure. The
beautifully branded gift bags each contain
handcuffs, a naughty feather tickler, love
dice, a vibrating cock ring, an eye-mask,
faux rose petals, and a powerful vibrator:
all the essentials for a session of playful
pleasure. Each fancy gift bag contains a
short but sweet description, based on the
gifting occasion. For example, the Happy
Birthday Kit reads: “Happy Birthday!

Let’s give you the very best gift of all:
a mind-blowing climax! Forget about
the balloons and cake, it’s much more
fun to celebrate with some pleasurable
intimate play. Get festive and get
naughty with this sexy Happy Birthday
kit. Included are handcuffs, a teasing
feather tickler, playful love dice, faux
rose petals, a vibrating cock ring, an
eye-mask, and a vibrator. Explore your
sensual desires and celebrate this
special occasion with a sensational
orgasm. Happy Birthday to you, and
your sensual hot-spots. Hurray!”

EDC Wholesale team returns
after successful ANME Show

Veendam, The Netherlands - The EDC
Wholesale returns home after yet again
another successful ANME show, held on
January 12-13, 2020 at the Los Angeles Marriot Burbank Airport. The Dutch
wholesaler introduced 6 new lines at
the show, being; Senzi, Rosy Gold, Real
Fantasy, Bloom, Friend with Benefits and
Panty Rebel and showcased new products in the existing collections Boners,
Lil’Vibe, EasyToys Fetish, Naughty&Nice
advent calendar, and Buttr. Rosy Gold was
the highlight of the show and got many
positive feedback from the visitors on the

Andre Visser and
Lennard Honebecke
(EDC Wholesale)
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art deco packaging design and the theme
that takes it back to the ‘roaring twenties’.
“After promoting our brands here at the
ANME show for the last two years, we
now see more and more brands roll out in
the US market.” Said Andre Visser, Sales
Director at EDC Wholesale. “We are thrilled
to see our products in the shops online
and offline and to hear that they are being
sold successfully. We can say that this
was the most successful ANME show so
far. We are pleased to see that visitors are
excited about the brands we develop and
are thankful for their trust in our company.” 
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NEW

OPUS MICA

Featuring Germany’s
most popular erotic model

www.mystim.com

Intern. Erotic Award

Sign Award

EAN Erotic Award

XBIZ Award

Best
Manufacturer
2018

Best
BDSM
Toy

Best
BDSM
Toy

BDSM
Pleasure
Products

VENUS 2018

SIGN MAGAZIN 2018

EroFame 2018

XBIZ European Award

EAN Erotic Award

Mystim OPUS MICA

Best
ElektrostimA realistic and high-quality masturbation toy molded
Product
from the vagina of Micaela Schäfer – a sex toy that looks
EroFame 2017

and feels like Germany‘s most famous erotic model.

N E W S

New Nöje products available at Tonga
Expanding the assortment
Axel, The Netherlands - More power-packed Nöje products can now be found in the Tonga
webshop. The company has added the W4 Lily wand massager that delivers strong, rumbly
vibrations and fits easily into the palm of the hand.

A

part from the wand massager Tonga
also added the B1, B2 and B3 from
the pink Lily range to the collection, as
well as the purple Iris toys B4, B5 and
B6. They all contain a strong bullet with
10 intense vibrations, and a silicone
attachment. The pink B1 attachment and
the pink B2 dual-stimulating attachment
expand the users options, allowing for
intense pleasure both inside and out. The
pink B3 attachment has the shape of a
rabbit and the lined textures can be used
to focus the rumbly vibes in new and
exciting ways. The purple B6 attachment

fits easily between two fingers for more
freedom while playing. The user can hold
the vibes in place without having to grip
the bullet. Hands can run over erogenous
zones, delivering pleasure everywhere
they go. The purple B5 attachment is a
smooth plug with a tapered shape for
easy anal insertion, and the purple B4
attachment is perfect for intense G-spot
pleasure. Each of them is USB magnetic
rechargeable, waterproof, easy to clean,
and a perfect travel companion. Nöje
is the Swedish word for ‘pleasure’ and
these products really live up to that name!

‘What the (Eggplant-to-Taco)?’
Seattle, USA - Kheper Games, Inc. is
proud to release its newest adult party
game, What the (Eggplant-to-Taco)?. It’s
the latest in a long line of very successful
adult humored party games that Kheper
Games, Inc. has been developing recently. It is a fast-paced game of turning emoji
card combinations together to form dirty
text message. To play What the (Eggplant-to-Taco)?, shuffle the cards and lay
out the three top cards. The
first player to come up with a plausible
dirty text message that fits the cards,
wins that card set as a point. For
example, if you have the ‘looking’ eyes,
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a tongue and a hole, an appropriate
answer could be ‘I am looking to lick
a vagina.’ There are 200 emoji cards
included as well as a glossary for any
player who needs to brush up on their
emoji knowledge before game play. “Adult
humored party games are super fun to
create and play.” explains CEO Brian
Pellham. “People want to get together
and have a good time with their friends.
Our adult party games are very simple to
learn and play as well, which keeps party
guests more engaged. Also, people love
to use their adult emojis while texting and
using dating or hookup apps.“ 
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IS DESIGNED TO LET YOU ENJOY YOUR SECRET
NEEDS WHEREVER YOU GO.
VAGINA & ANUS
STIMULATION

0534943 0000
0534951 0000

122 g

kegel balls
inside

flexible
string

weight
122 g

water based
lube only

+ 49 461 5040-210 or -114
wholesale@orion.de

www.orion-wholesale.com

2001-004

soft touch
silicone
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Xgen Products shipping three new

items from Frederick‘s of Hollywood Toys
Two plugs & a vibrator

Horsham, USA – Xgen Products has added three new items to the Frederick’s of Hollywood
Toys collection, and they are now shipping just in time for Valentine’s Day.

T

he new items include a 4” booty
plug, remote-controlled 6” booty
plug, and warming rabbit vibrator.
“The Frederick’s of Hollywood Toys
brand continues to grow,” said Andy
Green, President of Xgen Products.
“These three new items are a stylish,
competitively priced, and a great
addition to the collection.”
Encased in ultra-smooth silicone, the 4”
Booty Plug comes in a beginner-friendly
size with a selection of seven stimulating
vibration settings. Its smooth, tapered tip
allows for easy insertion, with a pleasurable width that provides a delicious
feeling of fullness. The 6” Booty Plug is
made with dual-density silicone techno-

logy and features a wired remote for easy
control by the user or their partner. The 9”
Rabbit Vibrating has ten functions and a
curved shaft encased in smooth silicone
that warms and vibrates for internal stimulation unlike any other, while the rabbit
buzzes against the clit. “With Valentine’s
Day right around the corner, retailers will
certainly want to have these items and
the whole Frederick’s of Hollywood Toys
brand in their stores,” added Green.
Each new item is USB rechargeable,
comes with a satin storage pouch,
charging cable, and like all items in the
collection, is ready for gifting thanks to
the included gift card, wrapping paper,
decorative ribbon and foil sticker.

TOUCHME - a sexy new game from Tease & Please
Wijchen, The Netherlands - TOUCHME,
the newest addition to the ‚XXX-ME‘
series by Tease & Please, is the perfect
way to get playful with a partner, exploring limits in a fun, non-intimidating, and
arousing way…”TOUCHME is aimed at
two romantic partners and offers lots of
fun and erotic adventure. How sensual
are you and your partner? Go on an
erotic journey of discovery together and
experience tantalizing and surprising
challenges to give each other pleasure.
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Surrender and enrich your sex life with a
massage tool, a tickling feather, an eye
mask and the 6 deliciously erotic tasks.
The game contains 6 task booklets in
10 languages: English, Spanish, French,
German, Dutch, Polish, Russian, Italian,
Swedish and Norwegian,” Tease &
Please describes the new product in
its line-up.
TOUCHME by Tease & Please has a big
gift-appeal and makes a great addition to
the Valentine’s Day stock.
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0595403 0000

Can be recharged with the
included USB cable

Flexible

+ 49 461 5040-210 or -114
wholesale@orion.de

www.orion-wholesale.com

2001-004

Soft Touch

0595390 0000
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Keep up with Clean.Play
Cobeco Pharma
Berkel en Rodenrijs, The Netherlands - Clean.Play is the maintenance brand by Cobeco
Pharma. This collection delivers a complete cleaning kit for all toys and dolls.

no. 1 is a gentle washing soap to wash
off all dust before use and all liquids like
body fluids and lubricants after use , no.
2 is a disinfectant spray – registered and
antibacterial – to kill all bacteria that is
still on the product after washing it, and
no. 3 is a protection powder that is very
essential for all masturbators as well as
the sensitive areas of dolls. Beside no. 1,
no. 2 and no. 3 Cobeco Pharma is also

offering a Shining Spray that is suitable for
all latex, leather and rubber garments to
condition these materials or to make them
shine again. With an ever growing sex toy
market Cobeco Pharma is all about using
specialised products to clean and maintain
the quality and the pleasure to all that love
to take of their masturbator cup or sex doll
the correct way. All formulations are available as Private Label as well.

PEGASUS
Wadgassen, Germany - ST RUBBER
has expanded its product range with the
PEGASUS brand. These toys are ideal
for strap-on sex and pegging. They are
compatible with any harness. Of course,
the toys can also be enjoyed solo, as they
have a suction base that can be attached
to any flat surface. A pull tab at the base
makes them easy to remove and the oval
shape ensures stability. Thanks to the

suction foot and the wireless remote control, which has a range of 30 feet (about
10 meters), hands-free self-pleasure is
possible. The user can choose from 15
vibration modes and 6 vibration speeds.
The products are rechargeable via USB.
For orders or further questions regarding
PEGASUS, please contact ST RUBBER’s
customer service on +49 6834 4006-0 or
send an e-mail to info@st-rubber.de. 

Mariska van Reijsen joins Evolved Europe BV
Nijkerk, The Netherlands - Evolved Europe BV is announcing that Mariska van
Reijsen joins their Sales Team. Mariska
will support the Sales Team and maintain
contact with customers. “Although Mariska is still relatively young, she has many
64

years of experience in the industry and
we are very happy that she is willing to
add all her experience and knowledge to
our team”, Raymond Houtenbos (Evolved
Europe BV), says. Mariska can be reached
at Mariska@evolvedeurope.com 
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Xgen Products taps Anthony Pingicer
as Director of Marketing
The Marketing Department is being expanded
Horsham, USA – Looking to continue their growth as they enter their 11th year,
Xgen Products has hired Anthony Pingicer as their new Director of Marketing.

“W

e’re very excited to have Anthony
on the Xgen Products team,”
said Andy Green, President of Xgen Products. “His previous experience within the
industry as well as outside will be a great
asset to us.” Anthony will be responsible
for driving the brand awareness for Xgen
Products as a whole, as well as their
award-winning product lines, like Baci
Lingerie, Bodywand, Rabbit Company,
Envy Menswear and more. He will also be

an integral part of the decision-making on
all digital and traditional print marketing
opportunities, as well as Xgen’s presence
at industry events and their own shows.
“I am thrilled to start working with Andy
and the amazing team over at Xgen,” said
Pingicer. “The company is a leader in the
industry, as shown by their numerous
awards and their multitude of successful brands. I am ready to hit the ground
running and make an impact for 2020.”

MALESATION launches new penis pump
Wadgassen, Germany - New at ST
RUBBER: The MALESATION Penis Pump
Starter One! This is a classic penis pump
that can support a longer lasting and
stronger erection. The transparent cylinder made of ABS plastic is of high-quality
workmanship and has an integrated
measuring scale, so that men can read
their progress directly. The silicone cuff is

soft and stretchy so that it fits perfectly
around the shaft of the penis, creating a
high vacuum level. A practical hand pump
makes it easy to use and the safety valve
allows the user to release the vacuum
quickly. The pump is easy to disassemble and can therefore be cleaned easily.
Total length cylinder: approx. 22 cm/ Ø:
approx. 7 cm/ sleeve Ø: approx. 2 cm. 

Eropartner stocks Svakom’s Alex masturbator
Zwaagdijk, The Netherlands - Alex is
the first masturbator that SVAKOM
has ever designed. It is a powerful
thrusting masturbator specially
developed for men’s pleasure. With its
realistic touch and immersive experience,
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Alex provides the customer an ‘ultimate
pleasure’. It is equipped with ultrasoft TPE material from inside, seven
selected intense auto-thrusting modes
and the company has created five
different scenarios. 
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9 SUCTION GEARS

1 MANUAL AND 8 AUTOMATIC BLOWJOB PROGRAMS

DOTTED SLEEVE

WITH OPTIONAL TIGHT FIT SILICONE COVER

AWARD WINNER
BEST NEW MALE
PRODUCT 2019

ALMOST SILENT*
REMOTE CONTROLLED
WITH 12V CAR ADAPTER

+ 49 461 5040-210 or -114
wholesale@orion.de

www.orion-wholesale.com

2001-004

100% STRONGER* [60 WATT]

* COMPARED TO PREVIOUS VERSION 1.1

THE NEW SUCK-O-MAT® 2.0:

N E W S

Introducing the new

Secret Play collection at SCALA
Naughty and sensual fun
Wijchen, The Netherlands - New at SCALA: Secret Play. This brand is all about naughty,
sensual fun and invites lovers to play solo or together, exploring boundaries in a playful,
non-intimidating way.

F

rom tantalizing erotic games to kinky
bondage kits: Secret Play has got all
your arousing desires covered. The chic
collection even boats a quality line-up
of intimate care formulas, including
kissable lubricants, stimulating oral lip
balms, and luxurious fragrant body lotions
that will leave the skin silky smooth and
delicately scented.

A big selling point of the new Secret
Play collection at SCALA is that this
brand comes in eye-catching, gift-worthy
packaging. With a modern, youthful look
and feel, it’s perfect for alluring in-store
presentations. Catering to all entrylevels, from beginners to experienced
consumers, Secret Play’s branding is
bang-on-trend for all target-audiences.

New Panty Vibe Remote Controlled Vibrator
from Feelztoys available

Zwaagdijk, The Netherlands - The discreet
and stylish panty vibe from Feelztoys is
exciting to wear and takes women on an
adventure. This sex toy is very safe because it is made from 100% bodysafe silicone,
and it is 100% waterproof. The shape is
ergonomically designed so that it is very

pleasant to wear. You don‘t feel it until it
starts to vibrate... And also very important:
the panty vibe is whisper quiet, so only you
and your partner know what‘s going on
inside you. The vibrator lasts up to 8 hours
and the remote control works from up to
15 meters away. 

Asha presents E-Ph + Europharma Lubricant Sterile
Rotterdam, The Netherlands - Asha International launches E-Ph + Europharma
Lubricant Sterile, a new product with CE II
certification. It complies with the new ISO
13485-2016 and the new medical device
regulation. The gel is a medical product
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for vaginal dryness, which is also suitable
for electro sex, sex toys and can also
be used with latex products. The
water-based gel is odourless, tasteless
and transparent. The gel is available in
a 133 g tube with flip-top dispenser. 
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Enjoy orgasms with a new kind of

WWW.EDCWHOLESALE.COM

A BEAUTIFUL COLLECTION
OF FOUR SOPHISTICATED AND
ST YLISH VIBRATORS

EVERY BLOOM COMES WITH
A BEAUTIFUL EXPERIENCE PACK
BECAUSE SELF-LOVE IS A STATE OF MIND

Each box comes with:
• the product of choice • beautifully illustrated box
• a detailed user manual to get started • USB charger for
easy charging anywhere • toy bag for safe and discrete
storage • satin blindfold to sharpen the senses

EDC Wholesale | Phoenixweg 6 | 9641 KS Veendam | the Netherlands
Phone +31 (0) 598 690 453 | sales@edcwholesale.com | www.edcwholesale.com

WWW.EDCWHOLESALE.COM

EDC Wholesale | Phoenixweg 6 | 9641 KS Veendam | the Netherlands
Phone +31 (0) 598 690 453 | sales@edcwholesale.com | www.edcwholesale.com

E V E N T

Where the north-American erotic

Back to the 80s

industry meets: ANME Founders Show
T he Bur b an k - ba s e d tr a d e s h o w u s h e r s i n th e new yea r
ANME Founders Show in Burbank, California, is traditionally the first big trade event of the year for the
international erotic industry, and 2020 has been no exception. On January 12 and 13, numerous renowned
producers presented their latest products to the north-American trade audience, comprised of retailers,
distributors, and wholesalers. Here are some photos, provided by ANME Show, to give you an idea of the
exciting event.

Jade Leon
(Clandestine
Devices) and
Lulu Shwartzer
(Mystim) at the
ANME 80s
party

Sham Galoria and Bruce Elliott (Rocks-Off)

Jay Scheinberg (Liberator)
and Jack Romanski (Gvibe)
visibly enjoyed themselves

Linda Mclean and Manon Vallée (Shunga)
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Kim Faubel and Alicia Sinclair presented three brands:
b-Vibe, The Cowgirl, and Le Wand

XR Brands celebrate 20 years in the industry in 2020

Mr 'Perfect Fit‘: Steve Callow

The Creative Conceptions trio: Casey Doyle,
Chris Bowles, Rachael McCoy

The CalExotics team had a great time in Burbank
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Sabrina Earnshaw and
Kate Hodgson-Egan (Lovehoney)

New on the market: NEO Sensual by Michal Ninn

Desirea Greene, Christian Flores,
and Ryan Fraga (Oxballs)

Lennard Honebecke and
Andre Visser (EDC Wholesale)

F E A T U R E

Neglected by the mainstream
D o s e x to y s f o r men deserve mo re p ublic a ttentio n?

Yes
T

Matthias Poehl,
editor in chief

Have sex toys reached the
mainstream? Many
members of the industry
concur with this statement,
others vehemently disagree. So, would it be more
accurate to say that sex
toys have at least made a
big step towards the
mainstream. Even with this
limitation, there is no real
consensus. Why is that?
Could it be that some toys
have been given a general
thumbs up while others are
still frowned upon? Is there
a double standard when it
comes to certain products?
Toys for men, for instance?
Does the mainstream
media acknowledge them
enough? Or are they
confined to the side lines of
the sex toy revolution?
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he question postulated above is easily
answered. Just take a close, critical
look at the mainstream media, and you will
see that, yes, there are a lot of posts,
news, reviews, etc. about sex toys, but
very few of them are about toys for men.
The overwhelming majority focus exclusively on female-oriented products, toys for
couples, and the latest sex tech innovations boasting state of the art technology.
Admittedly, every now and then, the
mainstream media will also cover topics
such as sex dolls, but this is clearly the
exception to the rule, and also, such topics
are usually presented with a certain bias.
So, why are male toys generally given wide
berth? There are many reasons for this
imbalance, and one of them seems to be
that male toys are artificial representations
of bodily orifices. It is understandable that
some media are hesitant about featuring
such products. A silicone vibrator shaped
like a sunflower? Sure. A flesh-toned
vagina? Not so much. But again, that is
just one aspect. There are many reasons,
and they are as multi-layered as they are
complex. I do not presume to make a
judgment call here. But I will say that, if you
want to promote sexual wellness and
sexual health – and these trends are
drawing the mainstream media to sex toys

– then you can’t simply exclude toys for
men. Categorising masturbation by gender
is the wrong way. You can’t just pretend
that male masturbation doesn’t exist or
that it is wrong or indecent. Everybody
does it, and everybody has the right to do
it! Also, the people that directly or indirectly
contribute to maintaining this status quo
should ask themselves if they really want to
cling to outdated gender roles instead of
embracing the growing trend towards
inclusion.
Maybe the industry could also do more to
drum up awareness for male toys - after
all, getting people to pay attention is part
of the trade. We all know that this is a very
big market, and it continues to grow.
Creating more acceptance for maleoriented toys, maybe even similar to the
level of acceptance toys for women have
achieved - that could ensure continued
momentum for this market.
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No
L

et’s get this out of the way first: It is not like
the market for male sex toys was in dire
straits. We see more and more products vying
for the attention and the wallets of the male
clientele, ranging from cock rings to sex dolls
to sex tech innovations. And these products
can be bought or ordered everywhere you’d
expect to see them, be it boutique-style stores
in the city centre, online retailers or big internet
marketplaces. So, there’s definitely no
problem about the public perception as far as
that aspect is concerned.
The problem seems to be that this
development is not really being reflected in the
media - at least if you compare it to the
coverage that toys for women or couples get.
But just because you read more about female
sexuality and female-oriented sex toys in
magazines and blogs does not mean that toys
for men are completely ignored. In Germany, I
have seen a number of articles about the
topic, published in transregional publications.
And when it comes to social media, there is
an even playing field for toys for men - or
reports and news about them – as they face
the same limitations and the same bias as
vibrators, etc. Again, I am talking about sex
toys here. Things may be different when it
comes to products regarding male sexual
prowess, for instance erection pills.
In my opinion, the real question is this:
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Do sex toys for men need their
own lobby? As mentioned above,
the market continues to grow
even without having a brighter
spotlight shined on it. Additional
media coverage and public
attention would be nice, desirable
even, yes, but they are not really
necessary. Personally, I would
prefer if we didn’t focus on the
alleged contrast between toys for
men and toys for women as public
interest in sexuality and sex toys
increases. Rather, we should focus on
the underlying concept of sex toys, no
matter the target audience, and do our
best to remove all taboos surrounding
these products as they serve the
fulfilment and the enjoyment of our
individual sexuality.

Randolph Heil,
editor

I N T E R V I E W

The market told us to change, so we listened!
N i c e ’n‘ N a u gh ty i n tr o d u c e a n e w r e ta i l c o n cep t

When the Nice ’n’ Naughty store in
Warrington in the northwest of England
moved to a new location, it was much
more than just a change of locale.
As a matter of fact, it was the first
step of a far-reaching effort to
adapt to a new situation in the
market and to new customer
preferences. The transition
from side street erotic
retail store to main street
boutique is the topic
of our interview
with Simon
Prescott, the
Director of
Nice’n’ Naughty.

Simon Prescott,
Director of
Nice 'n‘ Naughty
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Congratulations on the new opening in
Warrington! Are you proud of your brand-new
boutique?
Simon Prescott: Yes we are very proud of
the new boutique as it represents both: the
constant evolution of the Nice ’n‘ Naughty
brand; but even more importantly that we are
embracing the new exciting market conditions
such as female empowerment and the
subsequent shift from niche to mainstream on
this wave of liberalisation/openness. Indeed, I
imagine rarely has a relocation highlighted an
industry shift as our move from the backstreets
to the high streets and to achieve this our
vehicle for delivery was always destined to be a
boutique environment.

Nice ’n‘ Naughty has been present in
Warrington since 2002. Why did you change
the location now?
Simon: As mentioned above the market
told us to change, so we listened! We pride
ourselves on always being on the cutting edge
of the industry with the most knowledge and
best products to deliver. We saw our clientele
changing, the products they were buying also
changing, and it became blatantly apparent
the such dramatic shifts demanded a new
environment. We all know the high street these
days to an extent is do or die, but we also
know that sex, in its varying forms, is as old as
time itself and is never going anywhere! Hence
for us it was about acutely understanding
this, embracing technology not fearing it, and
getting to grips with what it really is that people
want and desire!

What can you tell us about your new location
on Sankey Street? What do consumers find on
Sankey Street
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Simon: Relocating to Sankey Street we all
know is our arrival on to the high street and we
have to both deliver to that new environment
and respect it, so it serves us well and we
serve it well! So we sit there balanced in our
new environment with the correct formula to
thrive. Sanky Street itself is reinventing itself
as it looks to regenerate, with a raft of smaller
more savvy retail units that are more focused
on providing for their niche. For the days of one
size fits all and more general retailing seems to
be somewhat numbered.

What is different about your new store
compared to your other stores?
Simon: Everything! It truly is a new era, based
on cutting edge design, luxury, comfort,
sophistication, intrigue and surprise, to name
but a few differences. We all know in the past
this niche industry was somewhat built on
DVDs, as that was the initial liberalisation of the
early noughties. However, as technology often
does in retail it changed everything, tearing
through the norms and stability like a whirlwind!
In this case it didn’t just move the goal posts it
blew them out of sight!

How difficult is the step from adult retail store
to boutique? What requirements must be met
in terms of the shopping experience, store
interior, location, products, staff, etc?
Simon: Like anything in life the initial realisation
of the need to change can be the hardest
point, as you start to loosen the grip on what
made you successful in the past, choosing to
swim not sink. However once decided the best
decision I made was to go with my gut and
listen to my knowledge and experience to help
me see the market for what it now was. I then
immediately brought in the extra knowledge
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and experience required through consultants
to help us best transition as quickly and
successfully as possible, energising the staff to
see a new exciting future for all.

Do you hope to reach a wider audience with
the new boutique?
Simon: Indeed we do, this is a constant at
present and so much of our company ethos
and focus. As the market is always naturally
delivering this to us. It is up to us to offer the
right store environment inside and out to make
this wider clientele comfortable enough to enter,
then upon entry a great shopping experience.

“ TH I S IS DEF IN IT ELY A P ERMA NE NT

S H I FT TO A N EW SECTOR AN D

TH ER E IS N O GOIN G BA CK ON LY
FORWA RDS. ”
S I M O N P R E S C OT T

Will the new boutique in Warrington serve as a
template for your other stores? Do you plan to
implement this concept in other locations?
Simon: Yes, this is definitely a permanent shift
to a new sector and there is no going back only
forwards. The next store to be considered for
the template is our Brighton store.
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How important are modern retail concepts in any industry - in the face of fierce competition
from e-commerce?
Simon: There is no getting away from
e-commerce and this is our most important
growth sector. However we believe, in our
industry especially, there will always be an
element of retail and the high street that
requires human interaction, whether that be for
knowledge, to touch, to discuss etc and we see
the battle on the high street is to be considered
as the one true expert in your niche and as a
result are designing and planning everything
towards this is what guarantees the survival of
your physical presence alongside a flourishing
e-commerce wing, with ultimately both feeding
off each other.

Let‘s talk about a less pleasant topic:
You had to apply for a license for the new
store on Sankey Street, which was fortunately
granted to you on January 17. The licensing
procedure for adult retail shops is one of the
peculiarities of the British adult market.
Can you tell us more about to this subject?
For example, when do I need a licence?
Where can I get one? What does it cost?
How long does it take to get it?
Simon: You need a license if you want sell
R18 DVDs or if a significant percentage of your
products are considered to be sex articles and
this is also relevant in your turnover. To receive
one, you must first approach your local council.
The cost varies from council to council, but in
Warrington it is a non-refundable application
fee of £ 1553 (roundabout EUR 1850). If
successful there is a further fee to pay which is
an annual licensing fee of £ 383 (roundabout
EUR 450). The length of time to receive one
is approximately two months but can vary
somewhat from case to case.
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What are the requirements to get a license?
Simon: To satisfy the criteria in the UK sex
establishment policy, which we more than
did, and at the same time successfully and
succinctly argue your case to ultimately gain
the councils approval which they vote upon.

Is this procedure the same nationwide or
does each city council or municipal council
act individually?
Simon: The procedure is not nationwide and
is area, council and individual case dependent.

Let‘s talk about the history: When and why
was this licensing system introduced?
Simon: It was introduced in 1982 to control
and regulate any sex establishments in
the UK.

For outsiders, this procedure seems strange,
bureaucratic, harassing and, in view of
society‘s increased acceptance of erotic
products and the vacancy of shops in the
shopping streets, not very up-to-date. Is it
simply that the communities and cities do
not want to do without this additional source
of money?
Simon: British society is fast becoming
more liberal, accepting and understanding.
However, we are further behind on the curve
than a lot of our European counterparts.

Can you take us through the process on the
basis of your new boutique in Warrington? For
example, the license hearing took place on
January 17. What exactly happened there?

Simon Prescott and barrister Leo
Charalambides after the licensing
hearing on January 17
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Simon: It was held in Warrington town hall
and was open to anyone from the public
to attend. We initially were invited to make
our presentation as to why we deserved the
license, which we did through our barrister.
We were then required to answer any of the
council’s questions and concerns, one of which
was the initial shop frontage appearance on the
high street. Which included signage, door entry
and potential window displays.

the past 17 years. Then in regards to our future
we showed them the Boutique re-design for
the high street and how we had considered
every angle of this process to make what we
delivered appropriate, exciting whilst at the
same time acceptable.

How did you convince those responsible of the
licensing procedure?

In the case of your boutique on Sankey
Street, the media quickly found out that Nice
’n‘ Naughty had applied for a license. How
has this case being covered, and how are
the media and public opinion influencing the
licensing process?

Simon: By arguing our position successfully
with the strong case we naturally had based
both on our history and our future. In terms
of our history we highlighted the longstanding
impeccable trading history in the town and our
successful contribution to its economy over

Simon: The media were not at all helpful in
the process sensationalising the story on
limited facts, pictures of the wrong retail unit,
incendiary headlines, with a click-bait mentality.
It was for us to put the story straight, and the
majority of the local public supported that.

“ W E S AW OUR CLIEN T ELE CH AN GING, THE PRODUC TS THE Y W E RE BUY ING AL SO

CH A N G I N G, A N D IT BECAME BLATANTLY APPARE NT THE SUC H DRAMATIC SHIFTS
DEMA N DED A N EW EN VIRON MENT.”
S I M O N P R E S C OT T
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CES did not make women compromise on any

feature that is highly demanded of female sex toys

Why A ut obl o w A .I . w a s n’ t p r e s e n te d a t CE S
In recent years, several sex toy companies were prohibited from presenting their products at the world’s biggest
trade show for consumer electronics, CES. Considering that 10 companies from the industry have participated
in the Las Vegas event this year, it would seem that things have changed. Alas, that is only half-true. Brian Sloan,
CEO of VIECI Inc., would have loved to present his brand Autoblow A.I. at CES, but the organiser turned him
away, claiming that the toy does not comply with the rules of the show due to the realistic mouth opening. EAN
interviewed Brian to learn more about the incident and why he refused to alter the product for presentation at
the trade show.
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Brian, you released an open letter to the CES
– whose latest event was held in Las Vegas in
early January – in which you say that the show
discriminated against you because you were
not allowed to showcase your latest product,
Autoblow A.I. Could you recap what happened
from your perspective?
Brian Sloan: Because of the controversy from
last year, I was aware that 2020 would be the
first year that sex toy companies were welcomed
to display their innovations at CES. I applied in
September 2019 and was told I could display
the Autoblow A.I. at the show but if and only if
I replaced the sleeve with a non-descript hole
because the 2020 rules prohibited “anatomically
correct” products.
I pushed CES to understand the reasons for the
prohibition, but they declined to explain the rule
– they only sent me a copy of the regulations.

Has there been a response by the CES to the
open letter?
Brian: CES has not contacted me regarding
my letter. CES changed its policy primarily
due to media pressure but the current political
climate makes it very difficult for journalists
to express outrage on behalf of men and so
realistically, I do not expect a public response
because I am male.

CES has stated that you can show your products
if the sleeve doesn’t look like a mouth. In your
open letter you explain why you rejected this
offer. But wouldn’t it have been a good
compromise and perhaps a basis from which
you could have moved forward?
Brian: A compromise in this situation would be
an admission that there is weakness in my
position. There is not. The position that purple
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penis shaped tubes are fit for public display while
all actual human orifices are not, is absurd.
Our brand proposition is that the Autoblow A.I.
is the world’s best blowjob machine. That
blowjobs are given by human mouths is an
immutable fact. Our customer base is men and
if there is one thing I understand about selling
sex toys to men (which I’ve been doing for 10
years) it is that they almost all require a human
orifice replica of some kind to achieve a high
level of enjoyment of any sex toy.
CES did not make women compromise on any
feature that is highly demanded of female sex
toys. They admitted that female pleasure is a
part of sexual health and permitted the types of
products preferred by the vast majority of women.
But men are different than women and men
prefer that their products display a human orifice.
A compromise would both damage our brand
image (we sell blowjob machines, not machines
with non-descript holes) and be an admission
that there is something shameful about sex
toys that look like parts of human beings when
there is not.

According to your letter, CES has moved
away from “no sex toys” to “no sex toys that
resemble human body parts”. Do you have any
insights into the reasoning behind this?
Brian: I can only assume the reasons; I do not
have factual insight into their reasoning. Based
on my experience, I believe the decision makers
at CES wanted to narrowly give into the media’s
outrage at the Dicarlo incident without opening
up the floor to products meant for men, which
the decision makers may perceive – or believe
the public perceives – as “dirty” or “vulgar”.

While the exclusion of other companies has led
to a social media outrage in the last years, it
seems that the reaction to the exclusion of
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Autoblow A.I. is more muted.
Do you think this has something to do with the
fact that you cater to a male audience or do
you see other reasons as well?
Brian: A few media outlets including Mashable,
AskMen, Venturebeat, and Geekwire picked up
the story to varying degrees but the reaction
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otherwise was certainly muted.
This has 100 % to do with the fact
that we cater to a male audience,
but it goes deeper. The CES
policy virtually singles out male
pleasure tech and excludes it
from the show as human orifices
are far more important to men
than they are to women when it
comes to masturbation.
That there is discrimination
against males in many aspects
of society is well known only to
a relatively small group of
people. The very idea that
there may be discrimination
against men is considered
“right wing” by most popular
websites whose writers are
primarily from the political left.
If left-leaning web journalists
do not personally identify
with the issue, the issue
does not get reported to the
public; this is our current
reality and is what may have
happened in this instance.

Sex toys that cater to a
mostly female audience have
gathered more and more
public acceptance in recent
years. Is the same true
for male products? What
stands in the way of greater
public acceptance for male-centric sex toys??
Brian: Without patting myself on the back
too much, I think that the way I’ve sold the
Autoblow since 2014, by using myself as the
spokesperson, has done more than any other
company to lessen the stigma of owning a
male sex toy.
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Several other companies have put real efforts
into male sex tech innovations, and I think the
more innovating that happens, the more widely
accepted owning a male sex toy will be.
When men see devices that look like the
Autoblow A.I. or the Lelo F1s, or Hot Ocotpus
and read the marketing language, they start
to understand there is nothing “dirty” about
owning one. But the majority of our industry
(due to the higher profit margins) still makes
rubber butts with names like “FUCK HER ASS
TO DEATH” and that does a lot to maintain the
stigma against ownership.
The men who only have exposure to old style
no-tech sex toys will need more exposure from
popular media to the newer styles of products
and then the public acceptance will increase.
I believe this will be a slow process, specifically
with regard to women accepting men’s sex
toys as normal and healthy, just like men have
been asked to do regarding women’s toys.

A couple of years ago, it was still unusual when
sex toys were shown at consumer shows. This
seems to be changing now. In your opinion:
Which role do mainstream shows like CES play
for erotic companies?
Brian: If CES allows innovative sex toys to be
displayed more openly in the future, it will do a
lot to help the media understand that pleasure
technology is as important as any other new
technology. Online media is what drives
consumer acceptance of new products and so
if our industry’s most innovative products can
appear at CES, it will help make the market
larger for all companies.
I do not expect though that CES is the right
venue for low tech products like common dildos,
vibrators, and manual male masturbators. The
show does have a focus on tech and I would
expect that erotic companies displaying there
must offer new tech to consumers.
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Does this exclusion affect your plans for
Autoblow in 2020?
Brian: No. It’s just something that would
have been nice – something to drive more
awareness to the fact that companies are
innovating in male sextech.

Which other plans do you have for the year?
What are the current trends and how will you
react to them?
Brian: The stuff we’re working on in q1 is not
product based but system based. As our
volumes increased significantly with the new
A.I. launch, we are implementing better
software for inventory management, logistics,
and customer service.
Regarding industry-wide trends, in the US I
believe we will continue to see distributors
cut out by brands selling directly to retailers,
and I believe brands will increasingly
consider selling directly to smaller and
smaller retailers, at least in the US
market. I think the EU markets are well
protected from this trend because of the
complications of languages and VAT
and so the EU distribution model is still
relatively safe.
I do see a consolidation trend in the industry of
larger companies buying smaller ones plus now
there is a bit of private equity money floating
around. If I found the right deal, I’d sell my
company in 2020.

Autoblow A.I. has been in development for
quite some time before its launch last year. Do
you already know when the next iteration will
come to the market?
Brian: We hope to complete this next
development cycle within 1–2 years.
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Every retailer who knows me trusts

that I have their best interest in mind

S te v e S a v t a kes o n a new ch a llenge
Steve, most of our readers know you are a
true industry OG. But for those who don’t
know your backstory, can you give our
readers a brief timeline of your career arc?
Steve Sav: Mentioning all of these
dates makes me feel old, but here we
go: I started out in the late 1980’s as an
assistant buyer for Claire’s Boutiques in
their licensed brands as well as novelty/
jokes/gags and helped open their 1,000th
store. That’s where I met Nick Orlandino
who was working for Forum Novelties in
New York. When I went to Spencer Gifts
in the mid-1990’s, I was the buyer for their
core assortments: Novelty/Gag, T-shirts
and a very small adult novelty section that
consisted of plastic twist on/off vibrators.
Working with Nick, we expanded the
assortment to include Pink, Purple and
Glow In The Dark. The assortment really
started out as a ‚joke‘ but after a few years,
Spencer’s became a mall destination for
quality adult toys. At that time, Over-TheHill party items were very popular. We
developed a great Bachelorette assortment
by adding a plastic penis to everything:
crowns, wands, lanyards, etc. Before
then, you couldn’t find ‚sexy‘ Bachelorette
items in stores.
Steve Sav, Executive
Sales Director

It was the last big news story of the previous year: In mid-December,
Evolved Novelties announced that Steve Sav had joined the company.
Which was more than reason enough for EAN to ask Steve for an
interview about his new job, the new challenges it entails, and his
career in the erotic industry, which began in the late 1980s.
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The pleasure space has changed a lot
since you first got your foot in the door.
What recent events or market trends
drew your attention and thoughts toward
starting a new chapter of your career with
Evolved Novelties?
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establishing the Evolved
brands throughout Europe and we’re looking
forward to an impressive 2020 and beyond.

Steve: First of all, consumers expect quality
and want affordable technology. Evolved’s
5-Year Warranty certainly establishes the
consumer’s confidence in our brands. Second,
in-store trainings of staff and consumers is
relatively new. Third, Evolved has a very liberal
tester programme – testers will always help sell
product. Greg Alves has put together incredible
team members who are constantly on the
road visiting stores and making sure their
energy and knowledge are transferred to the
store personnel. People working in a store can
confidently close a sale on any Evolved toy and
make that customer happy. Customer service
teams in e-commerce can feel confident that
they can answer any question from a consumer
based on the training they’ve received.

Tell us a bit about your new position. What
are your responsibilities, and what parts of the
world will you be serving?
Steve: My new position won’t be much
different. I’ll be working with customers in
North America, the UK, Europe, and Russia
helping to enhance their experience with
Evolved Novelties.

Building on your answer from question
number four – beyond the basics of your
job description, what unique goals, creative
strategies, and career experience are you
excited to add to the team?

How does Evolved fit your current philosophies
on doing business in this industry? Where do
you and the company meet when it comes to
superior product quality and customer relations?
Steve: Evolved met all of the criteria in a
company that offers great products, timing of
new releases, quality assurance, and incredible
fill rates. Our business thrives on new releases
and Evolved has several new releases every
month. Evolved tests all of their items when
received to assure the quality is above standard
and the consumer will be happy. The European
warehouse, run by Raymond Houtenbos, is a
definite plus. We are the only American company
operating our own warehouse in Europe.
Being able to service our European, UK and
Russian partners faster sets us apart from our
competition. Raymond has done a great job
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This interview was
contributed by Colleen
Godin, EAN U.S.
Correspondent

Steve: Every retailer who knows me trusts that
I have their best interest in mind. My goal is to
keep them supplied with quality products and
provide the best customer service. From my
buying and sales experience, retailers can’t
make money from an empty peg or empty shelf
in a warehouse. Take care of them and you’ll
have a customer for life.

Where can the industry find you in the near
future, as you’ll undoubtedly be hitting the
ground running into 2020?
Steve: If it’s not on a plane, train or rental car,
it’ll be at a trade show or store nearby.
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We are motivated by the potential

of tech to increase sexual wellbeing
S e x te c h s tart-up Vibio p resents vibra to r E lla
Sharing experiences is
easier than ever thanks
to social media and the
internet, and to many
people, posting snippets
of their lives has become
perfectly normal. One
aspect of life that has been
exempt from this trend,
however, is sexuality. This is
where start-up Vibio comes
in. The company, launched
by Patricia Cervantes
Santanaand Alma Ramirez
Acosta, has developed a
sex toy that makes intimate
experiences shareable
thanks to an app. The
vibrator is called Ella, and
there is a crowdfunding
campaign for it coming up
in February. EAN had the
opportunity to talk with the
two founders of Vibio about
their new product.

Patricia Cervantes Santanaand and
Alma Ramirez Acosta, founders of Vibio

Ella is the name of the sex toy for which
you will start a crowdfunding campaign
in February. What will be the most
important feature that will make Ella
stand out?
Patricia Cervantes Santana: Ella is an
app-enabled wearable vibrator for
external stimulation. It’s anatomically
designed to fit vulvas, so it is comfortable
to wear even outside the bedroom.
Our main focus is to encourage
exploration and put the emphasis
on an experience which is totally
sharable. Our toys can be
controlled to offer a gamified
element, with pleasure targets
and bigger challenges available to
try out in order to make sex a much
greater priority in people’s lives.

Ella is being developed by Vibio. Could
you tell us a bit more about the company
and the people behind it?
Alma Ramirez Acosta: We founded
Vibio in 2018 after having been friends
since the age of three. We are originally
from Gran Canaria and later moved to
Barcelona to complete our university
studies. We love tech and its potential
to increase sexual wellbeing, a taboo
subject that affects everyone’s lives but
is rarely spoken about. Our mission is to
help society overcome this awkwardness
– presenting sex in a natural way that encourages people to feel comfortable with
themselves. We are both looking forward
to our Kickstarter campaign launching on
4th of February, taking pre-sale orders
of our first product: a wearable vibrator
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we’ve named
Ella. Being a firsttime entrepreneur
at the age of 24
is not easy and operating in such a stigmatised industry makes it a bigger challenge.
However, we wake up every morning feeling
sure that we’re working towards an important,
neglected problem that has long been waiting
for a fresh take.

Did you have any previous experiences in sex
toy development? Why did you decide to start
Vibio in 2018?
Patricia: Alma always had high hopes of
building a business, so she moved to London
just over two years ago out of admiration for
its start-up scene. After gaining business
development experience whilst working for
tech start-ups, Alma’s interest in sex tech was
triggered by an article she read about a sex doll
brothel in Bogotá to combat prostitution.
After researching the sex tech market and
seeing massive opportunities on a global
scale, she decided to pivot to vibrators due
to first-hand experience. I joined soon after,
realising the potential of new tech to
increase and normalise sexual wellbeing, and
the impact that can have in social attitudes
towards female pleasure. After leaving my
corporate tech consulting job in Barcelona,
I moved to London to co-found Vibio.

How would you describe the philosophy behind
your company?
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Patricia: We believe in
tech for good (fun). We
Vibrator Ella can be controlled via app
are motivated by the potential of tech to increase
sexual wellbeing, so we’re all about making
people feel more comfortable and open about
their sexuality. We focus a lot in innovation, so
all of our products are designed to offer a different
or improved experience
“ OUR MAIN FOC US IS TO
to those already in the
E NC OURAGE E XPLORATION market. Sustainability is
important for us, so
AND PUT THE E MPHASIS
one of our missions is
working towards making
ON AN E XPE RIE NC E W HIC H
our products as eco-friendly as possible.
IS TOTAL LY SHARABL E .”
PAT R I C I A C E R VA N T E S S A N TA N A

You state on your website that you “believe
there is no reason intimate pleasure can’t also
be a social experience.” Could you elaborate
on that?
Alma: We all enjoy solo sex, but there is still a
stigma attached to it – especially in the case of
women. Self-pleasure is nothing to be ashamed of, and we should all be able to discuss
it openly with our partners or even our close
friends. Research has found that couples who
communicate their sexual needs and desires in
a natural way report higher satisfaction, which
is why we regret that most people still regard
self-pleasure as a taboo topic. Our approach
is creatively designed toys as a way to break
down that barrier and open up healthy conversations about sex.
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Let’s talk about Ella. Could you tell us a bit
more about the development process?
Alma: When we started this journey, we knew
we wanted to make designs that were unique,
attractive, and functional. We had fallen in love
with the concept of wearable vibrators but
saw there was room for improvement in terms
of design and execution. Looking at other
wearables in the market and based on our
own user experience, we started sketching
out ideas which we then 3D-printed to see
how they performed. This was key to keeping
our costs low, and after many iterations, we
narrowed it down to a version that would fit
comfortably and would distribute vibrations
effectively.

Why did you choose the exterior design we
can see today?
Patricia: We designed it with the anatomy of
the vulva in mind to make sure it was
comfortable to wear. Looking at average sizes
and after extensive user testing, we narrowed
it down to a version that would fit comfortably
and that would distribute vibrations efficiently.

Ella will heavily rely on the app that comes with
the physical product. What will this app be able
to do? Why did you choose to use an
app anyway?
Alma: Having an app allows for easy remote
control and partner play, which is essential in a
wearable. Besides making it easy for couples
to play regardless of location, it can be a great
tool to challenge each other to try new things
and explore intimacy in a different way. Plus,
it opens up lots of possibilities to grow as a
company. We’re moving towards interconnectedness, and apps are a key driver. We have
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lots of ideas, but we want to grow a user base
first to learn what people would like to see from
us and have them be a part of that process.

Did you have a specific target group in mind
when developing Ella?
Alma: Ella is designed for all types of vulvas
and has been tested with people of all ages
and sizes. We see most interest from people
who are curious about the potential of the app,
which is something you see in many different
generations nowadays.

What will be the next steps after your crowdfunding campaign? When can the backers
expect the finished product? When will it be
available to retailers?
Patricia: After our Kickstarter campaign ends
in March, we will start production and development of our app. We expect to ship the finished
Ella in October this year.

Since Ella is a sex tech product: How exactly
would you define sex tech and what do you
expect for the future of this category?
Patricia: Sextech is any technology
applied to enhancing sexuality. Robotics
and VR porn probably are the most
commonly known examples, but it goes
way beyond that. Sextech is a booming
industry with many angles, facilitating the
new diverse intimacies our culture is looking for.
We are seeing great projects - many led
by women - opening up very necessary
conversations around health, education,
assault reporting and intimacy and exploring
how new tech may help to solve some issues
in these categories. 		
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My new role is to grow SHOTS as a company
A n i n te r v i e w with H ein Sch o uten, SH OTS’ new Sa les Directo r
SHOTS is charting a
course for the future, and
as part of their strategy,
they have made Hein
Schouten the company’s
Sales Director. EAN had
the opportunity to pepper
Hein with questions
about his new duties and
responsibilities, his 9-year
career at the company,
and the changes and
opportunities awaiting
in the future of the
erotic market.

Congratulations on your promotion! How
does it feel that you can now call yourself
Sales Director of SHOTS?

expand the team, let them be the best
they can be, maximise collaboration, and
create a happy environment.

Hein Schouten: The time was right, and I
am proud and happy that the word is out
now. And that we can focus on the future
and make our ideas into reality.

What are your expectations and goals
regarding your new position? What ideas
and plans do you want to implement?

What exactly will your new responsibilities
look like and how will they differ from your
previous position?
Hein: Previously, I was only responsible
for my own territory and now my
responsibilities are almost worldwide. My
new role is to grow SHOTS as a company;
to create a larger sales team and work
together with them to prepare SHOTS for
a long and profitable future.

Hein Schouten, the new
SHOTS Sales Director

There hasn’t been a Sales
Director at SHOTS so far. What
was the reason to create this
position now?
Hein: We created this position to
make place for a new generation
of thought and vision and to take
part of the workload from Oscar’s
already very busy schedule. We
need someone in place who
has the time to focus 100 %
on sales, future sales, sales
growth, stability, and profitability.
Someone who is hungry to
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Hein: I have written a 2, 5 and 10year plan to give SHOTS global brand
recognition. Also, we plan to achieve
massive growth in turnover and
profitability in current regions but also in
new ones. And we want to grow the team
and their skills to make sure SHOTS is
ready for the next 50 years.

How many years have you been working
for SHOTS? In your opinion, what are the
biggest strengths of the company?
Hein: I have been working for SHOTS
for 9 years now. We were a small ‚family‘
business back then. Now, 9 years later,
we have grown from 9 to 50+ employees,
and the lines of communication are still
as short as possible. This means we are
flexible and we get things done efficiently.
Also, we are a young and hungry team,
with an ‚Old School‘ mentality and a ‚New
Generation‘ knowledge.

How much has the market changed since
you started out? Where do you think we‘re
headed?
w w w. e a n - o n l i n e . c o m • 0 2 / 2 0 2 0

Hein: The industry has changed massively,
9 years ago, a lot of our business was still
DVD. The artwork for sex toys was still mainly
naked ladies, and sex shops still had curtained
windows. Having said that, not all companies
were the same; even back then, a few
businesses were pushing boundaries to make
sex toys available to the mass market. SHOTS
was one of those few and we still continue
doing the same thing!
We have always looked at toys as a lifestyle
product, not something sleazy. Now, this is all
very normal and our industry is at the highest
acceptance level ever, but we are not there yet.
Many countries still have a long way to go but
we will get there – together, we can change
the world and its opinions one step at a time.
The sexual revolution continues, and the future
looks bright. The industry is also becoming
more and more professional by the day and I
love that.

Hein: As a young kid, I started selling rabbits
(the furry kind not the vibrating kind) from home.
Then at high school, I moved on to selling mobile
phones and scooters. I also organised transport
to parties and did private taxi fares. When I
turned 18, I became a car salesman – this was
all from my home and nothing official. I also did
a few other odd jobs like a newspaper round at
12, picking fruit on a fruit farm at 14, working
at a restaurant at 16, and at 18, I moved to the
north of Holland to get a bachelor’s degree.
While studying at university, I did door to
door sales for an electricity company and an
alarm system company. So, as you can see,
I had sales in my blood from a very early age.
With all of that experience, I went on to sell
measurement systems to hospitals and schools
while studying for my degree in the evening at
night school. That job didn’t actually last very
long because 3 months later, SHOTS happened!
I had sent out my curriculum to all the major
companies in the area, and SHOTS was one of
them – I live 2 km from the office. I went for an
interview and the rest is history!

What motivates you every day on the job?
Hein: Keeping the team motivated and
enthused and seeing them happy and
smiling because they are selling our products
well. Maybe they just landed a deal or they
are just happy with life, that‘s what it is
all about.

What did your professional career look like
before you entered the industry? And what
made you seek your fortune in this market
back then?
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What do we need to know about the private
person Hein Schouten? What do you do when
you‘re not working for SHOTS?
Hein: Well, I am about to become a father in
March, and I am really looking forward to that. I
love going to a good restaurant with my wife and
doing general family stuff. And hang out with
friends and enjoy life. I see so many busy cities
while travelling the world; when I’m home, I prefer
to hang out in my small village of 7000 inhabitants
and surround myself with friends and family.
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We developed an idea for a subscription service

like no other – we like to think of it like a gym subscription
T he Sway i s a n e w s u bs c r i p ti o n box r e ta i l e r th a t p a mp ers yo ur sex li f e like a sp a da y

What do massage candles, lubricants, orgasm-enhancing balms and vibrators have in common? All but one of these
bedroom accessories are top-selling items curated by The Sway, a new e-tailer and subscription box service with a
focus on slowing things down between couples. Did you guess correctly? Believe it or not,
Sinead O‘Hare of The Sway reveals that her online shop sells more sensual fluids for
rubbing and touching than typical sex toys. O‘Hare thinks it‘s all a part of why her clients
adore this sex ed-motivated subscription kit brand. O‘Hare muses that if we can buy
memberships to the gym and spend money on green juices and spa treatments,
there‘s no reason our sex lives don‘t deserve the same luxury treatment. Coupled
with an online sex-ed blog and how-to resources in every box, The Sway delivers
pleasure products on a bi-monthly basis that seek to inspire and pamper. Sinead
O‘Hare tells EAN more about The Sway and why this subscription box service is
unlike any other in the industry.

Why is your online retail shop, The Sway,
‚like a gym membership for your
relationship,‘ as your slogan tells us?
Sinead O‘Hare: Amongst other
revelations, we came to the conclusion
that in the midst of a cultural shift that
sees both physical and mental ‘wellbeing’
as more important than ever, sexual
wellbeing never really entered the
picture. We spend money on our
spin classes and spa days but
not our sex life!
Relationships evolve over time –
often growing deeper and more
profound. However, the same
can’t always be said for the
sex, which often ends up
taking the backseat in our
busy lives. Between the yoga,
facials and green juices we
were purchasing to ‘look
after ourselves’ neither of
us were lifting a finger to

keep our sex lives alive and kicking. That
little shift in our minds that sex was also
something that needed ‘looking after’ was
the idea of The Sway. We developed an
idea for a subscription service like no other
– we like to think of it like a gym membership for your relationship. Bi-monthly
themed pleasure packages of innovative
prompts and products all delivered to your
doorstep with the utmost discretion. Sway
boxes promote exploration, discovery and
communication – all whilst introducing you
to themes, brands and products you may
never have explored otherwise.

Online retail is, rather obviously, enormously trendy and the market is overflowing
with shops. What sets The Sway apart from
every other retailer out there right now?
Sinead O‘Hare: We pride ourselves on
setting ourselves apart by focusing on
3 key points:
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Discretion is key. We’re dealing with a very
personal part of peoples lives – and although
we do want to empower people to speak more
openly about their sex lives – no one needs a
package landing on their doorstep like some
sort of flashing beacon for their sexual activity
with their name stamped on it.
So fear not, when your sway package arrives it
will be as outwardly boring and unrecognisable
as it is inwardly thrilling and entirely life changing.
Education is also vital to what we do. When
looking at competitors we realised the majority
of similar services were sending out packages
of products with no indication whatsoever of
how to use them. For newbies to this world
we found this slightly intimidating and not
very inspiring.
We understand that although we may all like the
idea of ‘mixing things up’ it’s not always as easy
as it may sound. That’s why every Sway box
is accompanied by an element of educational
content to help inspire and initiate – ensuring
no customers are left bewildered by a box of
products they can’t name let alone use.
All of our content, such as prompts and
thought states are cleverly designed in such a
101

way that questions are asked on behalf of both
partners. Teasing out facts about each other
you may never have known – we’re that little
voice that says ‚hey, this could be fun, let’s try
it out...‘
Curation is also important to us in two ways.
Firstly it’s important in the way that we pick
our products. We are always on the lookout
for new innovative products that you won’t be
able to find on the high street. Unlike many
subscription services, Sway boxes aren’t filled
with discontinued stock.
We hand pick every product and work a lot
with small brands, other female founded
companies and companies that are doing
something a little differently.
Most products included are designed to last
the two months, so couples can play around
and discover what really gets them going. And
if they find something they love, they can find
full sized quantities of most products on The
Sway’s online shop.
We realised not everyone knows exactly what
they want in bed ... that’s why every Sway box
is curated around a different theme throughout
the year, whether that be sensual massage or
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light tease every box introduces
you to new sensations you
may otherwise not have dared
to venture into for fear of
the unknown.
Curating out boxes in this way
allows us to be really specific
with the products we choose
and allows our customers the
opportunity to try things out,
experiment and ultimately work
out what they do and don’t enjoy.

Tell us about your pleasure package
subscription. What sort of subscription boxes
do you offer, and what new delights do they
bring to consumers?
Sinead O‘Hare: The Sway realise that you may
not know what you’re into if you haven‘t tried
things out and sometimes ‘trying things out’ is
hard. That’s why every box is created and
curated around a different theme – think
sensual massage or light tease for example.
Each Sway box brings with it a new experience,
helping both partners work out what each other
are into, and what they may not be into.
The premium and partnership boxes launching
in the new year will push these ‘themes’ further
and for more specific audiences, such as a
box created and curated purely around post
natal sex.
In order for customers to get the most out of
each theme, as well as the products included,
every Sway box is accompanied by cleverly
designed prompts, created to do a lot of the
heavy lifting for you.
It’s that little voice that prompts ‚hey, this could
be fun, let’s try it out...‘, ‚are you into it‘, ‚how
does it feel‘. The Sway, is a friendly, helping
hand. It’s time to start looking after our sex
lives, so whenever you’re ready – The Sway’s
got you covered.
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What are your best-selling sex toys or sex toy
brands at the moment, and why do your customers love them?
Sinead O‘Hare: Our subscription box offering is by far our best-selling product and this
changes every two months with a new theme,
products and prompts. Couples seem to really
enjoy the surprise and gifting element of a
curated package just arriving on the doorstep
every two months!
But aside from our subscription offering, surprisingly our online shop best sellers don’t involve
anything vibrating!
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What new brands or toys will you be adding
to your selection in the coming year? Are
you actively seeking new pleasure product
manufacturers to offer on your site, and if so,
how can companies get involved?
Sinead O‘Hare: We are always on the look
out for new and emerging brands to include in
our offering- we tend to want to steer clear of
anything that may be perceived as intimidating
or daunting and opt for lighter fun products.
New companies can email me at
sinead@thesway.club and we can chat more
about getting involved.

Orgasm enhancer balms, massage oils and
good old fashioned lube (in all its variants) are
forever popular, and often bought in bulk. We
have also found rising interest in massage
candles and massage products in general.
This is the perfect example of a product /
theme that helps spice things up, by slowing
things down.
Introducing massage into the bedroom not
only enhances intimacy between partners
but also provides a powerful new way to
communicate affection.
Sensual massage is all about provoking,
stimulating, and teasing the senses – you’re
not there to treat a nagging sports injury –
your goal is to bring every ounce of your
partners attention to their body by building
tension and anticipation. Massage is a great
way to focus your attention on the body –
what feels good and what doesn‘t, where you
want to be touched and how you want to be
touched there.
We have also noticed a trend in pocket size
and non-phallic vibes – we believe this is
because they are seen as less intimidating and
more approachable.
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What is The Sway seeking to improve about the
pleasure industry and the buying experience for
consumers? Where do you foresee your brand
message evolving in the future?

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

Sinead O‘Hare: We are seeking to improve the
pleasure industry by tackling 3 key questions:
1. Why is there no accessible world of sex
for women – that doesn’t feature intimidating
images of 12 inch dildos, purple handwritten
script fonts and coquettish french language?
voulez vous cou… no thanks!
2. How can I inject some serious UMPH into my
sex life without having to outright tell my partner
that maybe I just might WANT to be blindfolded
and lightly teased on a Saturday night?
3. Short of walking into a sex shop and asking
the advice of an overly keen shop assistant
with a voice like a megaphone, how can I get
my hands on the best products in the business
without having to become a sexual aficionado?
We foresee ourselves evolving into the one stop
shop for women‘s sexual wellness, and The
Sway being a shared safe space and community
for women to chat, discuss and learn about all
things pleasure!
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I came onto market with

HighOnLove at the right time

H i gh O n L o v e is rea dy f o r th e nex t step
It is not so long ago that you came on the
market with your brand HighOnLove. How
did you experience the ‚start-up period‘?
Angela Mustone: My previous years of
experience at California Exotic Novelties
has helped me understand the sexual
wellness market and what the consumers
really want. So, when it came to
HighOnLove, I knew my target audiences
and how to market effectively. While the
beginning year was still a build-up period
to progress the HighOnLove brand, this
was an effective time to greatly increase
our brand identity.

Are you satisfied with how your brand has
developed so far?
Angela: HighOnLove has been getting a
great reaction from the media – and our
consumer base has been consistently
growing, too! We now have various
mainstream retailers we are working with
such as askderm and have opened an
Amazon store. With growing attention
from the consumers and media, I am
very satisfied with how HighOnLove has
developed so far.

Angela Mustone,
President of
HighOnLove

HighOnLove had its big debut in Europe at eroFame 2019, marking
the end of the introduction phase for Angela Mustone’s brand. In
our EAN interview, we ask Angela how she experienced this early
phase in the life of the brand and what is next for HighOnLove,
now that the foundation is laid. We also discuss the potential of
products containing CBD and/or THC since these substances are
still prohibited in many countries.
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The competition never sleeps - in retrospect, would you say that you came onto the
market with HighOnLove at the right time?
Angela: Yes – I came onto market
with HighOnLove at the right time. As
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previously noted, my experience in California
Exotic Novelties gave me insight into the types
of adult products that would appeal to women
and the dearth of those types of products
in the market. So I saw an opportunity to
develop high-quality sexual wellness products
that could really help women embrace their
sensual sides.

In October 2019, your brand made its
European debut at the eroFame. How was
the response?
Angela: Retailers at eroFrame really loved
HighOnLove because of the luxurious quality
of the line of products. HighOnLove looks to
provide and perfect every intimate experience
with premium grade ingredients, beautiful
packaging, and superior design and this really
caught the eye of many retailers. We also have
so many Point of Sale material to offer to
the stores.

HighOnLove had its
European premiere
at eroFame 2019

Were you also able to win over many
distributors at eroFame? Where can retailers in
Europe purchase your products?
Angela: HighOnLove was able to sign an
exclusive deal with Ann Summers for the UK
market. It is exciting to see leading retailers
such as Ann Summers to distribute our line of
products.

“ I SAW AN OPPORTUNITY TO

DE V E LOP HIGH- QUAL ITY SE X U A L
W E L L NE SS PRODUC TS THAT

C OUL D RE AL LY HE L P W OME N

E MBRAC E THE IR SE NSUAL S I D E S .”
ANGELA MUSTONE

At launch, HighOnLove had five products
on offer. How has your hemp oil-based line
changed since then?
Angela: HighOnLove has collaborated
with CalExotics to create an exclusive set
of Stimulating Orgasm Oil and Grace Palm
Massager, launched January 2020. We also
have a Lip Gloss for Couples that was launched
in November 2019 to add to our collection. Lip
Gloss for Couples is designed to plump and
hydrate the lips making it feel irresistibly kissable
while enhancing foreplay by increasing sensitivity
and exciting the intimate areas.

For all those who don‘t know your products
yet: What are their unique selling points and
what role does hemp oil play?
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you can have them out for display on your
nightstand as an accessory.
Details such as bottle designs do matter in
order to stand out amongst the competitors.
HighOnLove‘s ability to create a full experience
can really help differentiate itself.

You have also developed a THC/CBD line, but
its breakthrough will probably depend on how
the legislation around cannabis continues
here in Europe. Do you hope to be able to
publish the line in Europe in the next few
years?

Angela: HighOnLove
products are vegan,
chemical-free, and
cruelty-free products made
with premium grade hemp
seed oil and other nutrient-rich
ingredients from the highest quality international
suppliers. These skin-friendly formulas provide
revolutionary intimate experiences and a level of
smoothness only hemp seed oil can provide.

Besides the high-quality ingredients of your
products, the overall appearance of your brand
also stands out. How important is this for the
success of HighOnLove? And how important is
it to be perceived as a brand in order not to get
lost in the flood of new products?
Angela: The opulent bottle designs bring forth
the heightened style and luxury of HighOnLove
products. This helps create an entire experience
for women – the opportunity to enjoy high-end
indulgences while promoting their well-being.
Our beautiful designs also allow for the breaking
down of taboo associated with sexual wellness
products. Instead of hiding the products,
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Angela: Yes! I am hoping to get
HighOnLove’s line of products in various
markets in Europe. It is definitely in my plans
for the next few years – with more details to
come as the legislation around cannabis in
Europe changes.

In the USA, it seems that products containing
THC/CBD are clearly on the rise. How big do
you estimate the market potential of these
products?
Angela: There is a huge market potential of
THC/CBD infused sexual wellness products.
Especially with the passage of the 2018 Farm
Bill, THC/CBD products have become more of a
trend. As it is now, this industry will continue to
grow at an extremely fast pace!

What will happen with HighOnLove this year?
What is your target for 2020?
Angela: This year, HighOnLove will focus on
increasing and growing the brand identity. We
will target for more collaborations and launches
to provide consumers with more variety and to
grow our brand.
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The most visible difference between our

products and the competition is our quality
Bar t o sz G r a c z y k ta l k s a bo u t L i n ge r i e G r o u p
There is strength in numbers. Not
only is this a popular saying, but it
is also one of the reasons why three
lingerie brands, Avanua, Casmir, and
Passion, were combined under the
Lingerie Group name. EAN wanted to
learn more about the Polish company
and the characteristics of each of the
individual brands and their lingerie
products, so we asked Sales Manager
Bartosz Graczyk for an interview.
Lingerie Group is the combination of three
Polish lingerie brands: Avanua, Casmir
und Passion. Before we go turn to the individual brands and their products, could
you introduce us to Lingerie Group first?

Erotic stores are the main distribution
channel for the Avanua brand
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Bartosz Graczyk: As you said, Lingerie
Group is a collaboration of three prolific
Polish erotic Lingerie brands. Each of our
brands is different and has a different
target audience, however, what binds
them together is the fact that the
offered products are of the highest
possible quality. All of our lingerie items
are produced in Europe, mainly in Poland.
We have our own sewing factory where
the most modern technological solutions
are used – for instance the Cutter, a
machine for perfectly cut materials. The
products are also sewn to live up to the
highest standard.
We felt we could reach the greatest
possible number of consumers all over
the world by joining the forces of the three
brands together and creating one strong
company - Lingerie Group.
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How did these three brands come to be united
under one roof?
Bartosz Graczyk: As the owner of a highly
developed manufacturing park, we had sewn
the lingerie for other lingerie brands. Our
decision was to strengthen the cooperation
with selected brands, which resulted in the
creating Lingerie Group. Thanks to that, we
have the opportunity to offer our clients a wide
range of products. All the necessary formalities
to enter a market are done just once. That
reduces the costs and shortens the time that
is needed to implement a project. As a result,
we are more recognisable around the world.
What is more, any client who starts cooperating
with one of our brands has access to all three
brands. Everybody will find something that
matches their needs as they can choose from
the entire range of products that Lingerie Group
has to offer. It is a really convenient way to
enlarge one’s assortment as well as place
orders for the three brands faster.

sales@wowtech.com

As mentioned, there are three lingerie brands
under one roof. What sets Avanua, Casmir and
Passion apart from each other?
Bartosz Graczyk: Each of the brands offers
erotic lingerie. However, the Casmir brand
offers luxurious and elegant lingerie made of
more expensive fabrics. Despite the fact that
Casmir lingerie is erotic, it is very much the
sensual type of lingerie, so-called soft erotic
lingerie. It is sexy, comfortable, and original,
perfect for every woman regardless of her age,
figure, and likes. Casmir Lingerie can be found
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mostly in exclusive boutiques and is suitable for
even the most demanding women.
Avanua is a brand dedicated to every woman,
found mainly in adult shops with erotic toys and
outfits, offered at a reasonable price. Both
men and women are often looking for new
excitement in their bedrooms, so the best
solution here is sexy erotic lingerie.
The Passion brand is the one that has the
widest assortment of products to choose from.
It offers tights, stockings, bodies, corsets,
chemises, garter belts, thongs, peignoirs,
nightdresses, and pajamas.

“ I N T ERES T IN EROTIC

L I N GERIE H A S IN CREAS ED
N OTICEABLY. ”
B A R TO S Z G R A C Z Y K

Passion Lingerie is perfectly matched for every
type of figure, focusing on the alluring shapes
of a woman regardless her size. Passion has
no limits, that is why the Passion brand offers
lingerie all sizes from S to 7XL. The Passion
brand lingerie sets can be more or less
provocative and tempting.
We create lingerie for every type of woman,
ranging from very subtle and sensual to spunky
and strongly erotic sets.

The Casmir brand is all about luxurious fabrics
and designs as proven by the Inoe body

How would you describe your average
customer? Are you aiming at different target
groups with each brand?

mature ones who would like to feel more classy,
chic, and sexy. Honestly, our customers are
women but also men, who buy our products
as gifts for their women to feel sexier and more
sensual at any time. In fact, each of the brands
is slightly different, aiming at a certain group of
customers. But ultimately, it all depends on the
product and the style of the lingerie set. There
are very spunky and lustful sets as well as very
subtle and alluring pieces of lingerie.

Bartosz Graczyk: That is a really hard question
to answer. Our customers are young women
looking for new erotic excitement but also

What sets your lingerie apart from the
competition?
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“ E V E RY BODY W IL L

FIND SOME THING THAT

MATC HE S THE IR NE E DS A S
THE Y C AN C HOOSE FRO M
THE E NTIRE RANGE OF

PRODUC TS THAT L INGE R IE
GROUP HAS TO OFFE R.”
BARTOSZ GRACZYK

Corset Marica can be
found in the Casmir brand

Bartosz Graczyk: The most visible difference
between our products and the competition is
our quality. It is simply the best quality.
Our lingerie is produced in one of the most
modern manufacturing parks. Our team of
seamstresses is highly qualified. We use
top-quality fabrics from Poland, Italy, and
Spain. In order to create a perfectly suited
lingerie set, we focus on every single detail,
from selecting the fabric, type of thread, and
lace all the way to the stylish packaging of the
final product.
Our products have won many awards, for
example Quality Consumer Leader of 2019.
Moreover, the thing that distinguishes us from
others is our plus size lingerie. The other
available lingerie sets usually are produced
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in 2XL sizes. Our company goes further than
others, meeting the needs of all women and
producing lingerie up to size 7XL.
The packaging boxes are very modern and
elegant, including QR codes. Additionally, we
have photos taken with models that can be
watched in 360° format. Also, all the
marketing materials are available to our
clients to make our brand stick out from the
rest of their assortment.

Would you say that general interest in erotic
lingerie has increased in recent years? If so,
what is the reason for this trend?
Bartosz Graczyk: In recent years, interest in
erotic lingerie has increased noticeably. In my
opinion, it is caused by that media since taboo
topics are being discussed more often on radio
and TV. What is more, the internet is the richest
source for that kind of product, and it is anonymous. Sex is not a taboo topic anymore; it is
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“ W E C RE ATE L INGE RIE FOR E V E RY

TY PE OF W OMAN, RANGING FROM VE RY

SUBTL E AND SE NSUAL TO SPUNKY A ND
STRONGLY E ROTIC SE TS.”
BARTOSZ GRACZYK

The Avanua brand includes
the Candy chemise

discussed widely everywhere. People
share their opinions, needs, and fantasies,
they are ready to try something new. The best
example would be the famous ’50 Shades of
Grey’ stories that were turned into films.
People loved it, especially women.
Honestly speaking, erotic lingerie itself started
to appear among daily use underwear on the
shop shelves unnoticeably, and society became
ready to try bold and more exciting ideas in
their bedrooms. These elements had an effect
on the growing demand for erotic textiles.

How do you decide which new lines of lingerie
to add to your portfolio?
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Bartosz Graczyk: We are following the latest
trends and trying to adapt to changing demand
on the erotic lingerie market. Once new fabrics
or laces appear, we check their quality
immediately. We have our own designers who
work on new types, designs, and collections.
What is more, we do market research to check
the wishes of our future customers. It is a
complex implementation process. We try to
create products for everybody. Products that
could fill gaps in the erotic lingerie market
and be accessible to both, consumers and
their partners.

Design is obviously one of the most important
aspects when it comes to lingerie. Could you
describe the process, from idea to product?
Bartosz Graczyk: The whole production process starts with selecting the fabrics and laces.
The next step is to put the designers’ ideas
onto paper and create a specific lingerie model
sketch. Later, the stencil is created to make
the model prototype. Then, the lingerie models
are tested for stretching, colouring etc. After
the lingerie tests are approved, the photoshoot
is done, the packaging boxes are created and
finally, the finished products go on sale.
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PHEROMONE

LONDON
MIAMI
TOKYO

woman

Edle Holzbox mit
erlesenen Düften,
die Sie in den
Spirit der Städte
eintauchen lassen.
Fine wooden box with
exquisite fragrances,
which immerse you
in the spirit of the
great cities.

world-of-hot . com

PHEROMONE BOX
DIE BOX BEINHALTET / THE BOX CONTAINS:
2x HOT Pheromon Parfum LONDON sophisticated woman
2x HOT Pheromon Parfum MIAMI sexy woman
2x HOT Pheromon Parfum TOKYO sensual woman

1x Tester pro Duft/per fragrance
100x Duftstreifen/fragrance strips
6x Pheromone Folder

Art. No. 55110
PHEROMONE BOX woman

LONDON

MIAMI

TOKYO

• raffiniert • stylisch • verführerisch
• sophisticated • stylish • seductive

• heiß • sexy • unwiderstehlich
• hot • sexy • irresistible

• zart • sanft • geheimnisvoll
• tender • gentle • mysterious

sophisticated woman

sexy woman

sensual woman

r
e
l
l
e
s
t
s
e
B

HOT Productions & Vertriebs GmbH /// Wagrainer Str. 35 /// 4840 Voecklabruck /// AUSTRIA
email: office@hot-dl.com /// fon. +43 7672 72009 /// fax. +43 7672 72009-9
Erhältlich bei Ihrem Großhändler /// Available at your wholesaler /// Disponible chez votre grossiste /// Disponible a través de su vendedor mayorista /// Disponibili presso il vostro grossista ///
Verkrijgbaar bij uw groothandel /// Disponível junto do seu comerciante grossista /// Fåes hos din engros forhandler /// Finns hos Din grossist /// Dostpne w panstwa hurtowniach

I N T E R V I E W

What are the current design trends in the
costume and lingerie market?
Bartosz Graczyk: The latest trends and the
upcoming ones are our little secret for the
moment, but I can tell you that the hottest models coming soon are made with wide elastics
straps. You can find them in our new collection.

mentioned before, with the elastic straps.
Together with our body stockings collection,
it could become the flagship line of
Lingerie Group.

Do you have any advice for retailers when it
comes to selling lingerie? For example, how
should your products be presented in a store?
Bartosz Graczyk: 80% of the success is in the
appropriate presentation of the product. The
best way to show the lingerie is to present it
on mannequins or present it on the hanger.
Unfortunately, not all erotic lingerie sets look
attractive on hangers, so the model’s body
is the best way to present it. Obviously, at
the local store, it is impossible to present the
lingerie live on a model, and that is why large
pictures of models and our products videos are
the most effective way of product presentation.
As the producer, we can make 360° lingerie
presentation videos. This way, the customers
are able to imagine how a specific lingerie set
would look like on them or their partners.

Which channels of distribution do you use?
Where can interested retailers turn to if they
want to sell your lingerie in their shops?

Passion is a brand with a wide selection
of products, including Brida Body

Let‘s talk about your latest collections. Is there
a collection that stands out and that would give
a good example of your product portfolio?
Bartosz Graczyk: All our collections are
special, each dedicated to different clients’
needs. The next special collection is the one
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Bartosz Graczyk: We sell our products online,
but we also want direct contacts with the
clients. Our future and existing clients can
easily meet us because we visit different
international lingerie trade shows several times
a year. We are becoming more and more
recognizable, and we are proud of that fact.
Moreover, we have representatives in some
countries and collaborate with many huge
wholesalers. The best way to get in touch with
us is to visit www.lingeriegroup.pl or contact
our Sales Department by sending an
inquiry to sales@lingeriegroup.pl.		
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All we want to do is provide a trade

show where exhibitors get value for money
ETO Sho w 20 2 0 i s f a s t a p p r o a c h i n g

This March, Coventry is
the place to be as ETO
Show will take place in
the British city on the 15th
and 16th of that month,
with 50 exhibitors – 15 of
whom have are new to
the show – presenting a
multitude of new products.
ETO organiser Jonny Kirk is
very happy with this field of
exhibitors which combine
high quality and great
diversity, as he explains
in our EAN interview. Of
course, we also talk about
the event programme
that awaits exhibitors and
visitors in mid-March.

Imagine this scenario: You meet someone
who has never heard of the ETO Show.
What three things would you tell him
about the event?

To what extent did the successful
comeback of your show last year
contribute to the interest of potential
exhibitors?

Jonny Kirk: Great manufacturers! Great
products! Great networking opportunities!

Jonny: Well it was great to comeback
after a couple of years – but that was
mainly down to our regular exhibitors that
wanted to have a show. What I genuinely
feel is that there is a market to be had in
the UK and the ETO Show is the great
way to find it.

How much anticipation is there for
the upcoming ETO show on 15 and
16 March?
Jonny: I’m really excited as we have
a great mix of existing, loyal exhibitors
along with about 15 new exhibitors which
will provide a very interesting product mix.

One of the most important pillars of a
trade fair are the exhibitors. Are you
satisfied with the quality and quantity of
companies that will be exhibiting in
Coventry come March?
Jonny: Absolutely – we have even
more than last year as we have
tweaked the floor plan a little, so
we have about 50 exhibitors.
All of the companies are of high
quality and visitors should expect
a great variety of high-quality
products on show.

Jonny Kirk, organiser
of the ETO Show

Could you say a few words about the
exhibitor field at the upcoming ETO
Show? Can visitors once again expect
a healthy mix of well-known and new
companies and brands?
Jonny: We do have quite a few new
exhibitors this year and all in different
areas including lingerie, toys, sexual
health and bondage. New exhibitors
so far are Ruling Passions, Elawin,
Obsessive, Passion free your senses,
Miss Naughty, Secret Waters, Play Harda,
Slap Leather, ORION and Kandid Toys.

A trade fair is also always a reflection of
the market. How would you describe
the state of the British erotic market?
And to what extent has the uncertainty
surrounding Brexit had an impact on
the market?
Jonny: I think it may have settled down a
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bit now, election and Brexit is done so let’s see
what happens. The UK market seems pretty
good at the moment, so I think it’s a great
opportunity for European companies to come
and sell to the UK market.

‚Less show, more business‘ – that was the
motto of your trade fair last year and it was very
well received. Will you remain true to this motto
this year as well?
Jonny: Yes, absolutely all we want to do is
provide a trade show where exhibitors get value
for money – it’s simple economics.

Also, the location remains the same this year.
So, are satisfied with the Ricoh Arena?
Jonny: Absolutely – I think the Ricoh Arena
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suits the need of the exhibition perfectly and it’s
important to note that under current licensing
laws in the UK we are limited to certain venues
depending on the council allowing us to apply
for a license. But the Ricoh Arena has all the
facilities we need to host the show and make
it as easy as possible for both exhibitors
and visitors.

Looking back, was it more difficult to
keep your event running successfully for
years or to make a comeback after a
two-year break?
Jonny: No, I don’t think it was difficult –
I just think we had to change the game
a little. I think every industry and country needs
an annual trade show – how it works may
change a little but that’s up to the organizer to
work out in collaboration with its loyal exhibitors.
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Our product consistently gets top ratings
Fish Zhang , CE O o f Tr a c y ‘ s D o g, te l l s u s a bo u t h is co mp a ny a nd its p ro ducts
Having one of your products reach the top echelons of the Amazon
bestseller lists is a sign of success if there ever was one. Tracy’s
Dog achieved this feat with their “Clitoral Sucking Vibrator” on the
international site of the online behemoth. But the company, which was
founded in 2015, has much more to offer than just their bestseller. In
our interview, CEO Fish Zhang tells us more about the Tracy’s Dog
product range and the developments Zhang expects to see in the
upcoming years.
CEO Fish Zhang
(centre) and
the team of
Tracy’s Dog

Tracy’s Dog offers a wide variety of sex
toys, most famously your “Clitoral Sucking
Vibrator”. Before we talk more about your
products, could you tell us a bit more
about the company and its history? When
was it founded and how has it developed
since then?
Fish Zhang: We started the company on
the 3rd of July, 2015. The idea of starting
the company had a simple root – engineer
and design discreet adult toys that will
encourage new users to try it out, along
with focusing on individual powerful
features, that won’t send customers into
the indecision trap set by the paradox of
choice. Instead, we would give them their
go-to toy. We’ve had multiple reviews
from sex toys experts, people who have
drawers or baskets full of toys, and yet
TD is in their go-to top 5 of “nightstand
drawer choices”. I say this without any
vanity: With our focus on functionality and
powerful features, it seems that we are on
the right path.

What’s the story behind your – rather
unusual – company name?
Fish Zhang: You see, names are
intended to trigger something in people;
either it’s one that is completely made up
or one that reminds you of something.
Tracy’s Dog came from the idea of being
playful and helping to eliminate the stigma
of using a sex toy. Consumers relate to
it in the same way they would to the girl
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next door. It’s simple, approachable, beginnerfriendly, and enticing curiosity. If you look at
names that mean “nothing”, you
realise that they became
something only through
the value and the
meaning they provide.
That is exactly
what we wanted to
achieve with it.

Who are the people behind the
products? Could you tell us a bit about the
team of Tracy’s Dog?
Fish Zhang: What a great question! The team
behind the TD brand is a cool group of people
who are incredibly creative and talented. They
are dedicated to the mission of the company,
but keep coming with great ideas because
we need to go outside the box when working
towards normalising women’s orgasms and
closing the gap.

On your website, you state as part of your
mission that “when every other thing in your
life gets complicated, orgasms shouldn’t be
one of them.” Would you say this is at the core
of your company: making orgasms easy and
accessible?
Fish Zhang: There was a recent study that
found that 91% of men and 39% of women
always or usually orgasm during sexual
encounters. But when masturbating, The Hite
Report from 2003 and many others following it
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cite “that 95% of women reach orgasm easily.
Why? Because when women masturbate, they
focus on clitoral stimulation 99%.” When having
sex, on the other hand, most women report
that they’re not getting clitoral stimulation. And
THAT is the major reason for the huge orgasm
gap. Our mission is to help women close this
gap once and for all, with a clitoris stimulation
toy that, as research says, gets women off as
close as it gets to 100%.

whether they are having solo fun or as a
couple, we have a lubricant as well, retailing
at $7.89
Our products consistently get top ratings. And
there are several reasons for that: thoughtful
engineering, countless trials, body-safe silicone
with a highly realistic feel, and the toys are
also waterproof, which increases the range
of places where they can be used. But the
primary reason is that it makes our customers,
both male and female, experience orgasms
as some of them never have before in terms
intensity and overall feeling.

What aspects of product design do you attach
particular importance to?

The “Clitoral Sucking
Vibrator“ is Tracy’s
Dog’s current top seller

Could you give us an overview of your current
portfolio? What kind of products are you
offering?
Fish Zhang: Our current portfolio features our
star product – the Clitoral Sucking vibrator,
that reached No 1 in the Sexual Wellness
category on Amazon as the most wished for
vibrator, retailing at $47. Along with it, we
have a male masturbator, that also ranks as
the most popular toy for men, “Tracy’s Dog
Pocket Pussy”, retailing at $24 in our Amazon
shop. And to enhance both partner’s pleasure,
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Fish Zhang: Research is a big part of our
design process. Orgasms are as unique as our
bodies, and to be able to engineer a toy that
will bring you to climax requires thousands of
hours of research. The most attention in our
design team is given to the functionality side
and the features, heavily influencing the other
aspects, like not giving too many colour options
or not including unnecessary design parts
that just fool the eyes. Ultimately, we want our
products to be an eye shutter moment, and if
it does the job well, if it gets you off, then the
colour won’t really matter.

One of your flagship products is the “Clitoral
Sucking Vibrator”, which is definitely worth a
closer look. Would you mind presenting this
product to us?
Fish Zhang: That’s the pride of our brand.
Not only in the number of sales (although for a
business that’s obviously an Important metric)
but also in the number of reviews that top each
other. A lot of women report back and share
their experiences. Given that this is a very
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intimate moment, we feel incredibly proud that
we are able to bring such powerful intimate
moments and strong orgasms to women
worldwide.
The clitoris sucking vibrator has sold over
1 million units now, and it is selling like
hot bread. What makes it so special? The

G-spot while the suction part is adjusted to
each woman’s clitoris, and you can try different
patterns of intensity.
The toy is rechargeable (via USB) and doesn’t
need batteries. A full charge will only take 1.5h
and it will last you a full 60 minutes of pleasure
and fun. And with reports back of only having

“ OUR STRATE GY IS TO KE E P

INC RE ASING THE POPUL ARI TY O F

THE BRAND BY SHOW C ASING THE
V IBRATOR AND E XPL AINING WHY

IT’ S DIFFE RE NT FROM ANY THING
E L SE ON THE MARKE T.”
FISH ZHANG

to use the toy for several minutes at a time to
reach a full blossoming orgasm, it will last you
quite a while.
The toy is made out of body-safe silicon and is
completely waterproof, so you can take the fun
outside of the bedroom, but that also makes
for the perfect “me time” in the shower if your
house is full of (little) people running around.

U-shaped toy offers two options for stimulation:
vibrations or gentle suctioning, each having
10 levels of intensity for both, intensity and
frequency. Your very own superhero game.
It’s highly flexible so as to appeal to
everybody because our bodies, much like our
personalities, are different.
The shaft is inserted vaginally to reach your
132

The year 2020 is still young. Which
developments will dominate the erotic market
this year and how do you intend to respond
to them?
Fish Zhang: Awareness of the sexual wellness
movement is increasing, and it prompts ample
dialogue, making both men and women open
up about their intimacy. Technology is also
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taking a more solid role, developing tools,
form physical products to virtual ones (like
apps, see the mindful masturbation app, Ferly)
or a combination of both. And with that in
mind, with an educated audience and more
advanced technology taking a more inclusive
part in their intimate life, 2020 looks very
exciting. The whole reason why only few men,
and sadly too few women as well, know so little
about the clitoris is because of sex aid classes
that are completely avoiding this part and
instead go onto discussing the internal organs
of a woman’s vagina.
We find it quite peculiar that
it’s been a taboo (and,
frankly, still is) to talk
about your orgasms or
sex, while violence
and murder get
prime time on the
TV without any
restrictions. And
we expect 2020

to feature an increase in sexual education,
having more people open up about their
experiences, moving the subject closer to
normality, the same as going to your therapist
once was. A taboo at the beginning that you
hardly dare whispering about, while now, it’s on
everybody’s lips and accepted wildly.

Are you currently working together with any
distributors or wholesalers? Where can retailers
purchase your products if they want to sell
them in their stores?
Fish Zhang: We have had great success
selling from our Amazon shop. But for 2020,
we’re looking to expand and enter the retail
space because Tracy’s Dog is becoming a
highly recognisable brand. Currently, we have
already established partnership with ABS
HOLDINGS, LUBRY GMBH, ELDORADO,
and MS-ONLINE.CO.JP.

What is Tracy‘s Dog‘s strategy for the future?
Will retail sales play a greater role?
Fish Zhang: Our strategy is to keep
increasing the popularity of the brand by
showcasing the vibrator and explaining
why it’s different from anything else on
the market. We aim to expand our
online reach and we are also working
on some offline events, which will
give us the opportunity to engage
more with the end users, get their
insights, and see how we can be
of more help and value to them.
We will also be working on an art
collaboration that will feature different
artists and their interpretation of how
different women’s clitoris are.
We will provide ongoing education on our
website and social media.
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We feel it’s important to do

our part for as long as we are able
S e x to y f o r a go o d ca use: Do wn U nder Do na tio n Dildo
For months, wildfires have been wreaking havoc on
Australia, taking the lives of numerous people and
countless animals. Many homes have been swallowed
up by the flames, not to mention the devastating toll
the fires have taken on the Australian forests and
nature in general. Australian sex toy manufacture Geeky Sex Toys decided to contribute to
the effort to help and heal their home country, and they are going about it in their own,
unique way: They have created the Down
Under Donation Dildo, and all sales
profits will be donated to aid organisations to help people affected by
the fires. In our interview, Josh
Porter, the head of Geeky Sex
Toys, tells us more about this
laudable project.
Josh, your latest product has
a sad backstory: You created
the “Down Under Donation
Dildo” to help the bushfire
relive efforts. How did you
come up with this idea?

Emma and Josh of Geeky Sex
Toys, want to support various
aid organisations seeking to
alleviate the effects of the wildfires
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Josh Porter: Well, we had
already donated a small amount
personally but after seeing the
situation continue to worsen, we brainstormed ways to raise a larger amount.
We figure we’re pretty damn good at
producing sex toys and we have an
incredible community of customers. We
also thought it was a unique way and
could gather quite a bit of media
attention, so even if people didn’t
purchase a dildo they would still go
and donate directly.
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Would you mind telling us how you are
experiencing the situation in Australia yourself?
Are you directly affected by the fires?
Josh: Currently we are fine and not directly
affected by the fires that are being shown in the
news. We live in a small town called Yeppoon
in central Queensland (Near Rockhampton).
Back in November we actually had fires come
extremely close. Homes in the area were lost
and much of the town had to be evacuated.

How exactly will the money from the dildo sales
be used?
Josh: All the information about where the
money is going can be seen at our website
geekysextoys.com/bushfire-appeal.
But we have basically decided on splitting the
money up to various charities and funds to
ensure the money is going where it needs to.

Why did you choose this design for the Donation
Dildo? Does it have a certain symbolism?
Josh: With the Australian base and the green
and gold colours it just screams Australia. And
obviously the koalas are an iconic Australian
animal. Our aim was to make it as “Aussie”
as possible.

How many Donation Dildos are available
and how much money are you hoping to raise
this way?

The Donation Dildo
retails at 69$, and all
the money goes to
aid organisations
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Josh: As many as people can buy! The climate/
bushfire crisis is an ongoing issue and the
donation dildo will always be available, and the
profits will always be donated to charity. We feel
it’s important to do our part for as long as we are
able. We’ve so far raised over $25,000!
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For us, 2019 was simply bigger and

better than we could have envisioned
T he SC A LA s u c c e s s s to r y c o n ti n u e s
So far, the story of SCALA 2.0 has been defined by expansion and growth. Launched in 2017, the company has
gone from strength to strength, and there were no signs of slowing down in 2019. So, what is the trajectory
for 2020? What can the market expect to see from SCALA this year? Those questions are at the heart
of this interview, and they were answered by various departments of SCALA, including product
development, sales, and marketing.

Before we talk about your plans for
2020, let‘s take a quick look back: Was
2019 a good year for your company?
SCALA Team: From our perspective,
2019 exceeded our expectations in
every way possible. When SCALA 2.0
was launched in 2017, we couldn’t
have dreamt of achieving this much
in such a short amount of time! We
enjoyed superb turnover, saw sales
figures soar, and were able to take our
SCALA assortment to the next level
with hundreds of new, must-have
products. For us, 2019 was simply
bigger and better than we could
have envisioned!

What were SCALA‘s highlights
in 2019?
SCALA Team: The past
year has been filled
with highlights,
both financially
and creatively.
Though our fantastic
turnover and excellent sales figures
are amazing, we’re most proud of the
expansion of our SCALA assortment
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with premium collections and toys.
Offering our customers prime access
to a curated assortment of premium
products has been one of our main goals
since our relaunch, and we’re thrilled at
how much our brand line-up has evolved
in 2019. We saw the introduction of
TOYJOY Silk, Banger Babes, and Secret
Play - and expanded existing collections
such as Mae B and TOYJOY Get Real
with new, innovative products. We’re
already thrilled at the solid partnerships
we have built with A-class brands such
as CalExotics and We-Vibe; ensuring
SCALA customers have exclusive and/
or unrestricted access to the biggest
brands on the market.
Of course, we have to mention the
exclusive release of PRIVATE, the newest
masturbator collection in our assortment.
This range sets a gold standard in male
masturbation, and combines amazing
quality and branding with superior sales
margins for retailers, allowing customers
to profit from the brand’s realistic appeal!

And what is SCALA‘s verdict on the
general developments in the market
in 2019? Which trends have had a
particular influence?
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Available from SCALA since 2019: Secret Play

The TOYJOY Silk line was one of several new
additions to SCALA’s private label range in 2019

SCALA Team: A trend that has been going
strong for a few years, and only grew in
demand in 2019, is quality toys for men.
We’ve noticed that the market for male
toys continues to rapidly grow, which we
attribute to the topic becoming more
mainstream. Though the gay market is still
a large segment of this category, we’ve
noticed that the heterosexual male targetaudience is quickly catching on to the
pleasures of masturbation toys. This is
exactly why we chose to expand our SCALA
assortment with various brands and products,
aimed specifically at this demographic.
We have entered into an exclusive
partnership with PRIVATE, the well-known
adult video platform with millions of worldwide
users. The release of PRIVATE Girls means
male consumers can get up-close and
personal with their favourite PRIVATE
stars, something for which we noticed a big
demand! By keeping the sales margins on this
collection super attractive for retailers, we’re
hoping PRIVATE will make all parties thrive because when our retailers’ profit, we
profit and the brand profits. You don’t have
to compromise and accept unattractive
margins because thanks to PRIVATE, there’s
a rewarding alternative. Another example of
how we used the male masturbation trend to
our advantage is the new Bangers and Banger
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Babes brand. Instead of the sleek
masturbation tubes, as found in PRIVATE,
Bangers is all about a lifelike attraction. From
hand-held strokers to life-sized dolls, all
products feature ultra-realistic detailing for the

“A TRE ND THAT HAS BE E N GOING STRONG
FOR A FE W Y E ARS, AND ONLY GRE W

IN DE MAND IN 2019, IS QUAL ITY TOY S
FOR ME N.”
SCALA TEAM

most ‘natural’ experience imaginable.
Something that we noticed many men
crave, but it often comes at high prices.
Keeping affordability a key priority, Bangers
is accessible to all consumers, even those
on a stricter budget.The same goes for
Hünkyjunk, a new brand that has been in
SCALA’s line-up since January 2020. This
brand is a neutral alternative to Oxballs which has a brand identity often associated
with the gay market. Hünkyjunk is all about
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The next SCALA In-House Experience
Event will take place in April

trendy, sleek design and has a very
approachable appeal to the heterosexual
male demographic, which is exactly in line
with the growing market demand.

And now to the current year: What do your
ideas, plans, and goals for 2020 look like? Will
SCALA remain the ‚one-stopshop for everything erotic‘
and the ‚full-service
provider for B2B
customers‘?
SCALA Team: We’re
confident we have a
winning formula as
a full-service provider
for B2B retail, so no, we’re
not expecting big changes.
We simply plan to improve
and stay our current course
as the one-stop-shop for
everything erotic. For example,
this January, we’ve added
the Hünkyjunk brand to
our curated selection of
products. This premium
brand of male pleasure providers has
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a strong focus on style, function, durability,
and colour. Combining classic silhouettes with
trendy design elements has resulted in contemporary, unique male toys. This brand allows
us to further benefit from the growing male
consumer demographic and caters perfectly
to the increased demand for non-intimidating
male pleasure providers that we’ve already
mentioned earlier.

Will SCALA continue to pursue a balance
between first-party brands and third-party
brands? Or have you considered changing
this balance?
SCALA Team: We’re thrilled at how well
we’ve managed to balance our in-house and
third-party brands in one, curated assortment
of products - and we have no intention of
changing this harmony. Each has its specific
appeal but together they form one comprehensive selection with something for every
kind of target audience.

What are SCALA‘s plans for the private label
sector in 2020? Will more brands be added?
Are new, spectacular product launches in
the pipeline?
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xx Jeeica

“OF F ERING OUR C USTOME RS PRIME AC C E SS TO A C URATE D

AS SORTME NT OF PRE MIUM PRODUC TS HAS BE E N ONE O F O U R
MAIN GOAL S SINC E OUR RE L AUNC H.”
SCALA TEAM

SCALA Team: Yes, most definitely! We
always want to be on-trend and will be
launching various new private label brands,
collections, and products that take
advantage of the latest technologies and
market developments. We can’t reveal all
the details yet, as we want to maintain an
element of surprise, but we can tell you
that these names include TOYJOY Smile,
and TOYJOY Glasworxx, TOYJOY
SeXentials, TOYJOY Anal Play, Mae B,
and Hidden Desire. We’re also currently
developing new, updated packaging for
existing Anal Play and TOYJOY
Classics products, giving some of
the brand’s best-sellers a fresh new
look and feel.

What requirements does SCALA have
regarding its own brands?
What criteria must be met for SCALA
to consider developing and producing
a private label line?
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SCALA Team: That differs for each
private-label line, as every brand has its
own unique selling points. For example,
toys that are added to TOYJOY Designer
Edition need to have a strong focus on
innovation, with a high-end look and feel.
For TOYJOY Basics, affordability is key,
keeping pricing attractive without
compromising on performance.
And TOYJOY Silk is all about feminine,
non-intimidating appeal. That said, every
product that SCALA adds to its private
label collections needs to meet two
important criteria: excellent value for
money for the end-consumer and
excellent margins for the retailer.

Your collaborations with third-party brands
include both, exclusive and non-exclusive
distribution partnerships. Will this
strategy be pursued further, or could you
see yourselves changing it in favour of
more exclusive distribution partnerships?
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he PRIVATE Collection
stands for quality,
branding, and
favourable margins
for the retailers

SCALA Team: SCALA is more than
thrilled with the current exclusive
partnerships we have, and we have no
desire to make changes to the current strategy.

Will your portfolio of third-party brands
change significantly in 2020 or is it more
about fine-tuning at this point?
SCALA Team: It’s all about fine-tuning and
curating the collections that we currently have.
Of course, we’ll be adding new brands to our
line-up, but these products will complement
our current assortment - not duplicate.
For example, we noticed we only had
a limited selection of sex
machines, whilst there is
definitely demand for
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“IN 2 0 2 0, OUR SC AL A BRAND AMBASSADORS W IL L JOIN FO R CE S
WITH A CTUAL BRAND RE PRE SE NTATIV E S TO V ISIT RE TAILE R S

xx Helen

AT TH EIR STORE S FOR SPE C IAL TRAINING SE SSIONS,
WORKSHOPS, AND PRODUC T PRE SE NTATIONS.”
SCALA TEAM

more. That is why we’re adding HiSmith,
a quality line of fuck machines, to our
assortment to fill this void. Our strategy
is not to have all the brands but to have
the best brands. Instead of focussing on
quantity, we’re focusing on quality, while
still ensuring we have something for every
target-audience in our brand line-up.

xx Pamela

What is the requirement profile for
potential new third-party brands in
SCALA‘s portfolio?
SCALA Team: As we just explained, a
new brand needs to complement and
enhance our current brand line-up, not
merely duplicate it.

SCALA supports its retail customers in
many ways. Which ideas and concepts
do you want to implement this year?
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SCALA Team: Our SCALA team will
be focusing a lot of attention on the
creation of new POS items, online brand
planograms, and other supportive sales
materials to help retailers maximise their
potential. In 2020, our SCALA brand
ambassadors will join forces with actual
brand representatives to visit retailers at
their stores for special training sessions,
workshops, and product presentations guiding retailers towards a bigger,
better turnover. In 2020, we’re also
hosting another edition of the SCALA InHouse Experience Event, taking place in
April. During this event, retailers can
attend a full, one-day programme
filled with workshops and training, geared
especially toward their specific needs.
Retailers can tell us prior to the event
which subjects they’re interested in (toys,
drugstore, male assortment, female
assortment, etc.) and they will receive a
personalised programme based on their
w w w. e a n - o n l i n e . c o m • 0 2 / 2 0 2 0
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preferences. Interested in attending? Contact
your Account Manager for more info.

Is the support of the retail trade as important
for a distribution company as product variety or
logistics today?
SCALA Team: All three are part of the winning
formula. You can’t be successful if you neglect
retail support, nor if you ignore the importance
of diversity of your assortment or smooth
logistics. That is why SCALA focuses on all
three of these important aspects!
Winning ‘Best Distributor’ at the EAN Awards
two years in a row (2018, 2019) is testimony
of how successfully this formula works for us,
our suppliers, and our customers. In 2020,
we’ll be launching an online retail support
databank that contains all product information regarding quality and materials, allowing
retailers to find info about all the relevant SKUs
with just a few clicks.

“ E V E RY PRODUC T THAT SC AL A ADDS TO ITS

PRIVATE L ABE L C OL L E C TIONS NE E DS TO M E E T

TW O IMPORTANT C RITE RIA: E XC E L L E NT VA LU E
FOR MONE Y FOR THE E ND- C ONSUME R AND

E XC E L L E NT MARGINS FOR THE RE TAIL E R .”
SCALA TEAM

Which challenges does SCALA expect in our
market this year? Do you see serious changes
on the horizon?
SCALA Team: The influx of budget products
from China is growing, and we expect a
real challenge in maintaining a healthy
balance in pricing. We can’t deny there’s
a difference between Chinese pricing and
US pricing, but we will be dedicated to finding
creative solutions to prevent significant price
changes for our customers. We don’t want
to give in to this price war and aim to achieve
a balance that allows for a healthy, profitable
European market!
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I believe both of us feel we can

contribute to each other’s business

No w a v a i l a b le f ro m O RIO N Wh o lesa le: Ma leE dge & Jes-E x tender
In this interview with Klaus Pedersen (MaleEdge & Jes-Extender) and Björn Radcke (ORION Wholesale), we
learn more about the recent business agreement between their companies that has resulted in MaleEdge &
Jes-Extender products being distributed by ORION. Moreover, we talk about the expectations both parties have
regarding this partnership, and about their plans to promote and advertise the two brands.

Your brands MaleEdge & Jes-Extender
are now available at ORION Wholesale.
How did this cooperation come about?
Klaus Pedersen: It‘s a happy occasion
for us, the opportunity arose after we had
looked towards ORION for some years. I
believe both of us feel we can contribute
to each other’s business, this being the
main reason for the new partnership.
Björn Radcke
(ORION Wholesale)

What made you confident that you had
found the right partner in ORION? What
are the strong points of the company?

Klaus: Of course, we do hope so! We
consider this partnership as an important
step to fully covering the German
retail-market, both with ORION‘s adult
wholesale clients and with ORION‘s own
retail channels, including online
and shops. And we hope to, and plan
for being active in as many parts of the
ORION adult business as possible.

Which strategy will you and ORION use to
promote your brands?

Klaus: We know ORION as a major player
in many European markets, including
Germany and the German-speaking
markets. As such, they are a very relevant
partner for a company like ours. ORION
is a full-range distributor and retailer with
their broad geographical and diverse sales-channel setup, and we believe ORION
will add to our business due to their client
portfolio.

Klaus: Having our leading and
established brands in the male-growth
sector, we offer a range of tried-andtested marketing options which we will
tailor towards both ORION‘s clients and
ORION‘s own consumer sales channels.
In the coming months, the first products
will be rolled out with ORION. We will
focus on both, our online resources
for adult web shops and on our
successful POS shop kits for brick-andmortar clients.

What does this step mean for your
brands? Will MaleEdge & Jes-Extender
now conquer the German market completely?

How will you support ORION and
ORION‘s customers so they can
work with your brands as successfully
as possible?

Klaus Pedersen
(MaleEdge & JesExtender)
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“ MA L E E D GE AN D J ES -EXT EN DER HAV E BE E N

W E L L - K NOWN BRAN DS IN MAN Y C OUNTRIE S FOR
YEA R S , AN D TH AN KS TO OUR LARGE C USTOME R
B A S E , WE CA N H ELP MA KE TH EM E V E N MORE
W E L L - K NOWN AN D MORE P OP ULAR.”
BJÖRN RADCKE

Klaus: Mainly with our ‚how-to-sell‘
pitch-packages, inspiring retailers to use the
knowledge and inspiration we can offer for their
sales-channels, staff-training, etc. This
is of course tailored towards the particular
needs of the ORION clients managed by
ORION‘s wholesale department. Additionally,
we offer 24-hour global end customer
support in +10 languages, also German,
with a support-hub out of Hamburg, allowing
German consumers full access to postpurchase support. This is another strong point
for our brand, we believe.

Is ORION your only distribution partner in
Germany? Why exactly did you choose this
distribution strategy?
Klaus: We work with a range of national or
pan-European distribution partners. The adult
market is very transparent, so we also see
non-German distributors selling and servicing
the German market. But ORION must be
156

considered the market leader in Germany and
therefore, we hope to benefit strongly from this
collaboration.

Which criteria matter most to you when it
comes to picking distribution partners?
Klaus: Quality and credibility, and of course
market reach and competitive focus. We
choose not to work with too many distributors
for exactly these reasons, and we are also
careful not to spread our offer across too many
partners in the market.

How do you make sure your brands are not just
one of many in the assortment of your distribution partners? How do you make sure that your
brand receives sufficient attention?
Klaus: That is obviously a challenge for all
suppliers. We service a specific part of the
‚penis‘ segment, being the only ‚permanent
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“ORION IS A FUL L - RANGE DISTRIBUTOR AND RE TAIL E R WITH

TH EIR BROAD GE OGRAPHIC AL AND DIV E RSE SAL E S- C HANNE L

S ET UP, AND W E BE L IE V E ORION W IL L ADD TO OUR BUSI NE S S
DUE TO THE IR C L IE NT PORTFOL IO.”
KLAUS PEDERSEN

growth‘ solution available, alongside
pumps with ‚intermediate‘ growth and
smaller products such as lotions and
other devices to improve sensation,
fun, etc. And that means that we fill
a necessary slot for male clients
looking for permanent growth. This will
hopefully create sufficient attention for
our brands.

ORION has added two new brands to its
range. Why are MaleEdge & Jes-Extender irresistible picks? What makes these
brands special in your opinion?
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Björn: Obviously, we already have products from this category in our range,
but this is a very special segment, and
MaleEdge & Jes-Extender have a strong
brand presence, so I would say they also
fill a gap in our range.

What are your expectations regarding
your collaboration with MaleEdge and
Jes-Extender? How much potential do
you see for these brands among your
customer base?

Björn Radcke: MaleEdge & Jes-Extender
are well-established brands that have
been around for years, and they are
synonymous with permanent penis
growth. We have known the team for
many years, and we are very happy that
this collaboration finally came to be.

Björn: As a matter of fact, we have high
expectations, and we fully expect this collaboration to improve our position in this
segment. MaleEdge and Jes-Extender
have been well-known brands in many
countries for years, and thanks to our
large customer base, we can help
make them even more well-known
and more popular.

Do these two brands fill a gap in
your portfolio or was the goal to beef
up existing categories within the
ORION range?

Some of your competitors have already
been selling MaleEdge & Jes-Extender
for a while. Doesn’t that dampen the
potential of this brand for ORION?
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Björn: Not at all. We know that we are a strong
partner, for the brand and also for the trade
members.

With all the brands in your range, how
do you make sure they all get the
same attention?

When you look for new brands to add to the
ORION range, which criteria have the greatest
impact on your decision?

Björn: There are certain procedures in place
to make sure that every brand gets the
attention it needs, ranging from technical
systems to having separate teams take care
of different brands.

Björn: Well, ORION is always interested in
working with new brands as long as our sales
and distribution departments see potential for
growth.

What are ORION’s plans for these two brands?
How will you advertise them, how will you promote them, when will they be available to the
trade members?
Björn: We will coordinate all of our promotional
activities with the producers, and we will have
advertisements for the brands as well. As for
availability: The products are already in stock,
meaning you can order them right now!

You said you would coordinate your activities
with the producer. How will they be involved in
the process?
Björn: It is important to work together, especially in the time leading up to and following
the launch. We will also work together to make
sure the ORION team has all the necessary
information down pat.
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With a range as wide as yours, isn’t there a risk
of similar products cannibalising each other?
Could that be a problem facing MaleEdge and
Jes-Extender?
Björn: Well, the two brands are pretty clearly
defined by the producer, and there is also a
clear distinction in terms of the layout and
the pricing.

Private label products seem to be
everywhere nowadays – is the distribution
of third-party products still a priority for
distributors?
Björn: It is definitely a priority for ORION.
Yes, we have successful private label products,
but being a global company, it is very important
for us to carry the top brands on the market.
And MaleEdge & Jes-Extender perfectly fit
that bill. At the end of the day, we consider
ourselves a links between the trade and
the producers, a strong partner for
the industry.
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You have an erotic business or an online
shop and want to receive Modern Emotion
for free to distribute it to your customers?
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Ms Julia Delling on jdelling@orion.de
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Our customers and suppliers

will get more time together
SH OT S m o v e th e i r S a l e s We e k to I bi z a

Considering that SHOTS is celebrating
its 25th anniversary this year, a lot was
to be expected, but this still came as a
surprise: The SHOTS Sales Week and
the SHOTS Party will take place on Ibiza!
When did you come up with this idea?

Oscar Heijnen will
take this year’s SHOTS
Sales Week to Ibiza

Oscar Heijnen: As this will be the
25-year anniversary party for SHOTS,
we were brainstorming to come up with
a new and cool location. When Ibiza was
thrown onto the table, no one disagreed.
I have never had such a short brainstorming session, so we decided on Ibiza!
The location, the Pacha Hotel, makes it
even more desirable. The hotel will light
up with the red Shots colours, and we
will have it all to ourselves.

And who will get to enjoy this event?
Who is invited?
Oscar: We will be inviting our top 50
largest customers to have a one on one
session with our top 15 largest suppliers.

In August of 2019, Oscar Heijnen announced that the SHOTS Sales
Week and the SHOTS Party would not continue in their previous
form. Ever since then, industry members have been wondering what
SHOTS might have planned for the future of their big events. Now we
know that there will be a Sales Week including a big Party in 2020,
however, they will take place in a new location: On March 9 to 13,
the SHOTS team welcome their guests in Ibiza. Oscar provides more
details about the event in our interview.
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What exactly can your guests expect
in Ibiza? A Sales Week in the vein of
previous years, just in a different
location, or do you have other plans?
Oscar: Our customers and suppliers will
get more time together. During the previous years, our showroom was so packed
with clients that brands didn’t always find
the time to pitch their products to our
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customers. This is the most important change,
and besides the beautiful weather in Ibiza,
there will be a Shots Party without 65,000
people marching by. Also, it isn‘t a secret that
we will be replacing the red suits.

Why this new format? What do you expect
from one-on-one conversations between your
customers and your suppliers?
Oscar: Brands get a better understanding of
the customers’ business and vice versa.
This is the most important detail because at
the end of the day, doing good business is all
about communication. The better the communication, the more our customers‘ business
will grow, so that‘s our goal.

Oscar: It’s one of the most famous hotels
Ibiza has to offer, it’s connected to the
famous Pacha Club that is home to some
of the world’s most famous DJs. It’s the
coolest place to be in Ibiza, maybe even in
all of Europe.

Isn‘t it a logistical nightmare to ship your
entire showroom (or at least parts of it)
to Southern Europe?
Oscar: Yes, it could be a little tricky due to it
being an island, but we have an experienced
team and shipping partners ready to do the
job. To us, this is just a minor detail.

Is this a one off or do you plan to keep the
event in Ibiza for the next years?
And there will be a SHOTS party as well?
Oscar: Yes, of course, everybody knows we like
a drink and a good time. SHOTS PARTY IBIZA,
how cool does that sound!!? And the location of
the party is going to be the coolest ever.

Of course, everybody knows Ibiza, but what
can you tell us about your location, the Pacha
Hotel?
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Oscar: I think that question is better
answered once we finish the event.
One thing is for sure, it will be the most
expensive event we’ve ever organised.
We hope to plan more things like this in the
coming years but we’ll see how this one
goes first. If not Ibiza, maybe another
location, but we will see how everyone feels
at the end of the show. This is all new to us
right now.
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It was the right time to launch Sunsplash Media

Group to help people make their products into reality
Sunny R od ge r s go e s s o l o w i th th e l a u n c h o f h er wellness industry co nsulting business

Sunny Rodgers is service with a smile – personified.
It‘s hard to catch this industry pro without a grin
on her face. She‘s been working her dream
career for 20 years, and now she‘s giving back
to the industry that birthed her calling by
giving a hand up to companies in need. Not
long after launching her sex-ed certification
school, the Institute of Intimate Health,
Rodgers announced the opening
Sunsplash Media Group, aka SMG. This
new business serves upcoming and
existing companies with Rodgers‘
constant, step-by-step assistance. SMG
focuses on developing a company‘s
ideas into outstanding products with
real potential to become best sellers.
Rodgers pulls from 2 decades worth
of talented contacts to round out
her team with graphic artists,
videographers and photographers,
and media specialists. Sunsplash
Media Group is set to create the
next wave of innovative, ethical
products for the evolving
health and wellness space.
EAN snagged an early
interview with Rodgers before
her inbox was overflowing
with new clients. Rodgers
gave us the inside scoop on
the state of the pleasure space
and how she predicts the next
Sunny Rodgers, founder of the Sunsplash
Media Group & The Intimate Health Institute
trends will flow.
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“W I TH S M G I WA S H O P I N G TO TA K E M Y T W E N T Y
Y E A R S O F E X P E R I E N C E I N TH E P L E A S U R E

P R O D U C T I N D U S T RY A N D C O M B I N E I T W I TH

TH E L E S S O N S I ’ V E L E A R N E D O W N I N G M Y O W N
B U S I N E S S E S TO O F F E R H E L P TO TH O S E W H O
R E A L LY N E E D I T. “
SUNNY RODGERS

It’s a question that gets thrown around
constantly, but it’s always top of mind for
industry pros. What’s REALLY going on at the
heart of the pleasure products trade at this very
moment, at least from your point of view?
Sunny Rodgers: This is such an interesting
time in the pleasure product industry because
there are so many new players entering this
space. There are creative, unique designs being
introduced, such as Ohnut and Smile Makers.
And now more than ever pleasure products are
becoming more mainstream. The taboo and
judgment of pleasure products are lessening
universally and this, along with the growth of
the mainstream health and wellbeing sector, is
fueling our industry like never before. The way
people view sex is also changing. These
changes are sparking innovations like the nonbinary vibrator Enby created by Wild Flower,
an online retailer where products are sorted by
body part or type of play, not gender. I believe
this is a pivotal time in the pleasure product
industry and there is exciting growth that’s
about to happen. That’s one of the reasons I
felt it was the right time to launch Sunsplash
Media Group (SMG) to help people make their
products into reality and aid businesses wishing
to expand into the wellness market.
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As the idea for Sunsplash Media was building in
your mind, did you find that any unique business
needs were being constantly overlooked that
demanded your one-on-one attention?
Sunny: I’ve been blessed with some wonderful
clients, each of whom have individual needs.
Half of these businesses had an idea with no
expertise or experience to get their products
to market, while the other half are businesses
that knew they needed to expand and needed
the help and direction to make it happen. I’ve
found that many businesses are knee-deep in
making their day-to-day operations a priority
and seldom have the time and energy to plan
for their future. I’ve put together phases that
can determine the best path for business
growth and can walk businesses through the
steps. And, while there are so many creative
people out there who have brilliant product
ideas, there isn’t an experienced service to
provide them with the steps they need to
take to make their dreams into a reality. With
SMG I was hoping to take my twenty years of
experience in the pleasure product industry
and combine it with the lessons I’ve learned
owning my own businesses to offer help to
those who really need it. The payoff for me
has been being able to provide help to some
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of my favorite people and brands. Being able
to work with multiple brands has been a true
blessing. I’ve also been able to partner with
some great talent and resources to provide
to SMG clients. While I’ve already added a
couple people to our SMG team roster, I’m
constantly on the lookout for people who can
provide additional services for my clients, such
as artists, 3-D rendering specialists, sourcing
experts, graphic designers, videographers,
and many more. My personal goal is to
build SMG into a one-stop shop for anyone
wishing to create a new product or expand
their business.

Though you’re obviously a pleasure industry
expert, is Sunsplash Media directed specifically
at pleasure product brands, or will you be
working with businesses from mainstream
fields as well?

Sunny: When working with my clients, I take
them back to their business roots. Many
companies write their mission statements and
never read them again. I’ve created a system
to remind businesses what their goals are
and I craft plans to get them back on track in
a step-by-step manner. Working with people
who have product ideas, I’ve set up a way to
get them to look at their product from multiple
points of view since distributors and consumers
both see items differently. I also educate
clients on how to
concentrate on the
solutions their
products will
provide in
order to

Sunny: Currently, the majority of my clients are
mainstream businesses who want to capitalize
on the fast-growing wellness market. Pleasure
products have become an important piece of
the sexual wellness trend. While the pleasure
product industry is poised to reach $52 billion
in global sales in 2020 according to Market
Watch, I feel the real profits are in the wellness
space that is currently at $4.2 trillion in sales.
As such, I’ve combined my sexual health and
wellness education with my business
and industry knowledge to help
businesses who want to enter this
lucrative market.

What are some of the most
important issues or aspects of
pleasure product business that
companies need to focus on
or refine to meet current
consumer needs?
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“ T H I S I S S U C H A N I N T E R E S TI N G

T I M E I N TH E P L E A S U R E P R O D U C T
I N D U S T RY B E C A U S E TH E R E

A R E S O M A N Y N E W P L AY E R S
E N T E R I N G TH I S S PA C E . “
SUNNY RODGERS

expand on their ideas and how to use data
and analysis to support their direction. Believe
me, just changing a few words on a package
can take an average seller to a bestseller. I’m
grateful to be able to share my expertise with
businesses in so many ways.

How can Sunsplash Media help a company
– especially a newcomer with zero industry
knowledge – take their product or concept from
idea to reality?

Who is ‚doing it right‘ in the pleasure
space right now? Which businesses are
setting a good example for the future of
pleasure commerce?
Sunny: For manufacturers, I feel that folks at
Blush Novelties are definitely ‚doing it right‘
because they are constantly finding ways to
incorporate education and wellness into their
product line. For distributors, I also feel that
the education platform the Williams Trading
Company team has built, WTU, offers
phenomenal information for retailers. I think
that companies can get creative by expanding
their resource offerings with education,
consider how they can provide consumers
with better buying experiences, and try
something new in 2020. Sometimes being
able to view products or services with fresh
eyes can be amazing for companies that
are seemingly stuck. SMG can help
companies wanting to explore new
directions and opportunities.
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This interview is
contributed by
Colleen Godin, EAN
U.S. Correspondent

Sunny: This is where the magic happens. I’ve
been doing product development since 2000
so not only can I connect a newcomer with the
right manufacturers, I can let them know if their
idea has been already tried, if their concept is
an improvement on a bestseller, or how to
navigate patent and trademark options.
Beyond that, I have a talented group of
resources that I can reach out to for PR,
photography, graphic design, marketing, sales,
and more. This means that a newcomer doesn’t
have to search for the best team because
SMG already has everything they need. What
I’ve learned thus far with a few of my clients
who have attempted to start their businesses
themselves is that I can save them money and
help them avoid mistakes – and in one case
a possible lawsuit. So, it can really pay off to
have a valuable resource like Sunsplash Media
Group available to newcomers and established
businesses alike.
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Shopping in brick and mortar stores

seems to be becoming more appealing again
ORI ON Fac h ge s c h ä f te G m bH & Co KG r u n s m ore th a n 160 sto res in Germa ny

It’s probably a bit too soon to talk about a renaissance of the adult brick and mortar trade, but there is
definitely a sense of optimism in our interview with Jens Seipp, the head of marketing and communication at
ORION Fachgeschäfte GmbH & Co KG, Germany’s biggest retail chain for the erotic market. As Jens explains,
consumers seem to show greater interest in shopping at brick and mortar stores again, and they are also
willing to spend more money on erotic products. Apart from the situation in the retail trade, we also talk
about the past year, which was a period of change and expansion for ORION Fachgeschäfte GmbH & Co KG.
Before we talk about the present and the
future, let’s start by taking a look back.
Are you happy with the way 2019 turned
out for ORION Fachgeschäfte GmbH &
Co KG.
Jens Seipp: Exciting and successful I believe these two words best describe
the memories I and the team at ORION
Fachgeschäfte have of 2019.

And what made the year exciting and
successful?
Jens Seipp: The company underwent
some major changes in 2019 as we took
over twelve former Beate Uhse stores and
continued to digitise various processes
and systems. Change is always exciting,
and in this case, it also contributed to
our success.

How much of an advantage is it to be a
market leader with a well-known name?
Is it easier for big ships to weather storms
than for small ones?
Jens Seipp, head of marketing
and communications at ORION
Fachgeschäfte GmbH & Co KG
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Jens Seipp: I think there are advantages
and disadvantages to anything. In many
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cases, it doesn’t really make that much of a
difference whether you implement a project in
150 stores or just in one store. At the end of
the day, we have to pay attention to each and
every location and look at them individually. But
yes, being a big store chain opens up some
exciting options, and the recognition value and
the level of trust in the ORION brand are major
contributors to our success.

Which trends did you see in the retail trade in
2019? What inspired the consumers to visit erotic
stores? Which products flew off the shelves?

Jens Seipp: As far as we can tell, shopping
in brick and mortar stores seems to be
becoming more appealing again. The
customers appreciate the good service, the
advice, the personal contact. Many couples
enjoy shopping for products together; it is an
experience for them, and they spend a long
time in our stores. As for top-sellers, that
list is obviously still topped by sex toys, with
high-quality products being particularly sought
after. The consumers seem to be setting much
greater store by quality now, which is great.
Also, many customers buy couples toys. That
is definitely a trend.

Compared to previous years, have you noticed
any changes in the composition of your
customer base?
Jens Seipp: Well, as mentioned before, we
see more couples in our stores, who want to
enjoy the experience of shopping together.
Aside from that, we get more young people in
our stores. The age average of our customers
has definitely gone down over the course of
the past few years, which is a development we
welcome very much. As a matter of fact, we
are going to focus more on that group in our
upcoming campaigns and promotions.

Up North: the ORION
store in Handewitt,
Schleswig-Holstein

What about the challenges and problems that
faced the market in 2019? Were those largely
the same issues that have plagued the retail
trade in previous years?
Jens Seipp: Brick and mortar retailers largely
face the same challenges they have faced
before. They need a great product range,
motivated and qualified sales personnel,
and the stores need to be appealing from
the outside and on the inside. Standing your
ground against the competition on the internet
174
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Jens Seipp: Well, things have definitely not
become easier. Today, people can order every
erotic product on the internet, and many don’t
even care to check whether the erotic store
down at the corner also has the products they
are looking for. Also, there are still bureaucrats
who like to throw a spanner in the works
whenever they can. In some places, we feel like
we have to fight much harder to get a location
greenlit than was the case in the past.

If you believe the media, Germans seem to be
more willing to spend their disposable income
again. Does that make you optimistic about
2020, or is the erotic retail trade a different
animal than the mainstream market?

Down South: The people of
Ludwigsburg in Baden-Württemberg
also have a store for erotic shopping

is about much more than just prices; to keep
your customers and win over new ones, you
need to be able to offer first-class sales support
and service. Those are the things people can
only get in brick and mortar stores. That’s how
it has been in the past, and that is how it will be
in the future.

Running a successful retail store - let alone a
retail chain - is a demanding task. Were there
any big developments in recent years that
made this task easier or more difficult?
176

Jens Seipp: We are always sceptic when
people make such statements. We prefer
relying on concrete data that we can see and
analyse ourselves. Admittedly, our data also
indicates that the consumers are ready to
spend more money on erotic products than
before. However, this is a trend that has gone
on for several years now, and there are many
reasons for it. The fact that people feel no need
to be parsimonious right now is probably one
of these reasons, but on the other hand, there
are also studies claiming that we Germans are
still obsessed with saving our money, in spite of
years of low interest rates.

You took over five stores of Magic X Retail
GmbH in 2018 and twelve Beate Uhse stores
in 2019, making the ORION chain bigger than
ever. Has the number of locations grown
since then? How many ORION stores are
there today?
Jens Seipp: With 156 ORION stores and
our five MagicX stores, we have a presence
in every part of Germany. 58 years after the
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launch of the company, we are indeed bigger
than ever. Obviously, this also has an impact
on our headquarters. Therefore, we will create
more warehousing space this year to meet the
requirements of running so many stores.

One of your biggest competitors, Beate Uhse,
has now disappeared from the market. Do you
have mixed feelings about the death of this
legendary company?

Jens Seipp: As a matter of fact, I do! We
would have wished for a happy ending for this
long-standing company. But it is what it is, and
obviously, we are also happy that we could
incorporate a dozen former Beate Uhse stores
into our network, and that most of the sales
staff of these stores got to keep their jobs.
Now, we seem to be the last big adult store
chain in many areas.

What is next for Orion Fachgeschäfte GmbH?
Will you continue to expand in 2020? Are
there new store openings or takeovers of other
stores on the horizon?

“ YOU NE E D TO BE ABL E TO O FFE R

FIRST- C L ASS SAL E S SUPPO R T A ND
SE RV IC E . THOSE ARE THE THING S
PE OPL E C AN ONLY GE T IN BR ICK
AND MORTAR STORE S.“
JENS SEIPP
At present, there are156 ORION Stores and
five Magic X stores across Germany - here:
the store in Augsburg, Bavaria

Jens Seipp: This year, we will add to our
warehousing space, and while we are at it,
we are also going to change a few other
things in our headquarters, which is definitely
something we are all excited about. The first
half of 2020 will see a new store launch in a
shopping mall in Jena, Thuringia, and we
are in negotiations regarding a handful of
other locations. 2019 was largely about the
takeover of the Beate Uhse stores; this year,
we will focus on revamping and updating
existing locations.
178
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While the toy is quiet, we can’t guarantee

that you will be once you experience OhMyG
Mart in C i r i l l o - S c h m i d t p r e s e n ts G - s p o t s ti m u la to r O h MyG
Vibrators create oscillations, and oscillations create sound. There’s simply no helping it. Therefore,
when Francesca Cirillo-Schmidt and her husband, Martin, set out to create a quieter type of sex toy, they
opted for a different mode of stimulation. The fruit of their labour is called OhMyG, and apart from being
super-quiet, it also offers a unique user experience. Martin Cirillo-Schmidt tells us more about the
G-spot massager in our EAN interview.
notable influencers like Drea & Ronnie (@
drea.ronnie), have also given us an A+
on their Instagram videos! A common
claim that we hear across the board is
how OhMyG is unlike any other sex toy
on the market. Users love what we call
‘The Pearl,’ the ‘come hither’ manoeuvre
our toy offers that targets and massages
the g-spot perfectly. It’s the main factor
that helps the OhMyG stand out - but we
encourage you to test it out for yourself!
Martin and Francesca
Cirillo-Schmidt, the
inventors of the OhMyG

On your website, you prominently feature
a video in which sex vlogger Nadia
Bokody describes your OhMyG G-spot
Massager as “The best Sex Toy of 2019.”
Why is this verdict justified?
Martin Cirillo-Schmidt: We are so proud
of this YouTube review from renowned sex
vlogger Nadia Bokody, because it’s the
truth! The thing about the collaboration
with Nadia is that she approached ioba.
toys to work together (not the other way
around). After she tested it out, she could
not have described the product better
than she did.
But OhMyG hasn’t just received awesome acclamation from Nadia; many other
180

Even though it looks like a traditional
vibrator, the OhMyG does not vibrate.
How does it actually work?
Martin: While the shaft of the vibrator
does not vibrate, the circular part at
the top of the shaft, otherwise known
as ‘The Pearl,’ is our biggest x-factor.
As Nadia explained it: “The only thing
I can really compare it to is if someone
was able to deliver really great oral sex
to your g-spot.” It flicks back and forth,
mimicking a pulsing ‘come hither’ motion.
The OhMyG is meant to be inserted into
the vaginal opening until the c-shape
design fits comfortably and the Pearl is
positioned on the g-spot. The button at
the base of OhMyG allows you to choose
between three pulse levels of varied
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“ USE RS LOV E W HAT W E C AL L ‘ THE PE ARL ,’
THE ‘ C OME HITHE R’ MANOE UV RE OUR TOY
OFFE RS THAT TARGE TS AND MASSAGE S
THE G- SPOT PE RFE C TLY.”
M A R T I N C I R I L LO - S C H M I DT

intensity. Now, allow the magic to happen as
the Pearl gently pulsates against the g-spot,
helping women to achieve the ultimate orgasm.
If you have never achieved a blended or
squirting orgasm, this toy will do the trick!

Each woman is unique in her anatomy. Does
your product work for everybody?
Martin: As we all know, many women cannot
orgasm from simple penetration alone, but
instead achieve orgasm through clitoral or
g-spot stimulation. The shape of the toy really
helps ensure that it moulds to each women’s
body and hits the g-spot, every time. Although
there are other toys on the market with a
curved tip, many do not have the addition of
the Pearl. In our opinion, this truly makes the
difference when it comes to mind-blowing
orgasms. While the toy is quiet, we can’t
guarantee that you will be once you
experience OhMyG.

children, ‘me’ time is sacred and shouldn’t be
spoiled by the loud rumble of a vibrator. We
founded Ioba Toys knowing that there was a
gap in the market that we needed to address,
and here we are today with OhMyG on
the market!

You promote OhMyG as “super silent”, a claim
made by many toys. How silent is it really?
Martin: When we say that our toy is super
silent, we’re not kidding. In fact, our influencers
can vouch for this! Since OhMyG does not
actually vibrate itself (it pulses through the Pearl
functionality), there is only the slightest murmur
if turned on outside of the vagina. If OhMyG
is turned on when placed inside and on the
g-spot, it really is truly silent.

Is there a certain target group you want to
cater to with OhMyG?
Martin: The OhMyG is for all women who want
to achieve the ultimate g-spot orgasm. This toy
can also be used for couples at play. We don’t
discriminate!

How did you come up with the idea for
OhMyG?
Martin: My wife Francesca and I came up with
OhMyG after being frustrated with the toys on
the market that were just too loud. With many
of us living with partners, roommates, and
3
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What were the biggest challenges ioba.toys
had to overcome before launching OhMyG?
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The OhMyG
stimulates the user
via the so-called
“Pearl” at the tip
of the toy

Martin: The toy industry is booming and there
are many successful competitors on the
market, so it was important for ioba.toys to
take the time to really devise a high-quality
product that stands out. There was a lot of
trial-and-error and a stringent testing, but we
finally unveiled the product of our dreams and
we couldn’t be happier.

Do you also offer your product for retailers
in Europe? Are there any plans to work with
wholesalers here?
Martin: Ioba Toys had an extremely successful
market launch in the United States in 2019 and
is excited to focus on the European market
in 2020. While Ioba ships worldwide, we are
currently focusing on eCommerce. We hope to
offer products in retail stores everywhere in the
near future.

000
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What will you focus on in 2020?
More products, marketing, expansion?
Martin: Since we just launched OhMyG, ioba.
toys will likely spend most of the upcoming
year ensuring the g-spot revolutionizer is
the best on the market. We will continue
collaborating with sex-positive influencers
and listening to feedback from customers to
make any improvements necessary as well
as marketing the product to reach a wide
audience worldwide.

ioba.toys just entered the market. What
are your long-term hopes and plans for
the company?
Martin: ioba.toys hopes that the OhMyG will
become the best known g-spot vibrator in
the world.
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Lectures and presentations are part and
parcel of the INTIMI Expo programme

Companies know that INTIMI EXPO
is synonymous with good business

S u s i G u e d e s o n INTIMI E X PO in Sa o Pa ulo , B ra z il

When the very first INTIMI EXPO took place in 2015,
ten exhibitors presented their products to the Brazilian
trade audience. On March 27, 2020, INTIMI EXPO will
take place for the sixth time, and within this short period
of time, the number of exhibitors has quintupled. Now,
that’s what you call growth. Moreover, the event is
expected to draw an audience of up to 10,000 visitors
from all over the world, as Susi Guedes tells us. In our
interview with the founder and organiser of the show, she
also brings us up to date on the current developments in
the Brazilian market.
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are of worldwide relevance, participating with
their own booths or through their local
representatives – companies such as: Satisfyer,
Fun Factory, WeVibe, Tenga, Adrien Lastic,
Pretty Love, Zalo, Sense Max, and many others
who have participated in previous editions, or
who have confirmed participation in 2020.

INTIMI Expo will open its gates to the south
American erotic market for the sixth time in
2020. Before we talk about this latest instalment,
could you tell us how it all started? Why did
you decide to launch an erotic fair in Sao Paulo
back then?
Susi Guedes: In 2020, we will have the 6th
INTIMI EXPO, and it is very interesting to look
at the event‘s trajectory because it makes you
realise how much we have grown and evolved.
In addition to my event company, I‘m also a
fashion journalist, and I have a publisher; and
one of my publications was a lingerie magazine.
Because of the magazine, we came to be
sought after by erotic companies that wanted
to advertise; as they had great success with
these ads, a bond of credibility and friendship
was created, and then these same companies
came to us suggesting that we do an Intimate
and Sensual Business Fair, as there were none
in Brazil and Latin America (B2C fairs only).
I spent about one year researching the market
and in view of the good prospects, I decided to
create INTIMI EXPO.
Since we didn’t want to be just another fair, I
analysed every detail and used my feminine
sensibilities to make sure this would be a different
kind of show with regard to the aesthetics of
booths and the pavilion, the service and
atmosphere. These details were fundamental
to the success of INTIMI.
From the first edition in 2015 to the upcoming
edition in 2020, there have been six years of
hard work and growth. We doubled in size and
increased the number of exhibitors by three.
In addition to Brazilian companies, we also
have participants from around the world who
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“W E A R E TH E M A R K E T W I TH TH E G R E AT E S T
G R O W TH P OT E N TI A L , A N D O N E O F TH E

L A R G E S T P O P U L ATI O N S I N TH E W O R L D . TO

B E PA R T O F TH I S G R O W TH I S A V E RY S M A R T
B U S I N E S S S T R AT E G Y. “
SUSI GUEDES

In the first year, we had just over 10 exhibitors,
and around 2,000 visitors, in 2019 there were
7,200 visitors and 35 exhibitors, and the
forecast for 2020 is 10,000 buyers and 50
exhibitors. On these three days of the event,
4 to 6 months’ worth of production or imports
will be sold.

Could you explain the concept of the show
to us? What can visitors and exhibitors look
forward to when attending Intimi Expo?
Susi: Companies know that INTIMI EXPO is
synonymous with good business. Manufacturers
and importers are preparing all year round
to serve customers from all over the country,
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training, legislation, customer loyalty, financial
management, and several others that help
participants develop their business.
In addition, we have parades, exhibitions,
dance classes, collaborations with health
NGOs, and many activities that are attractive
to the audience. INTIMI is created and realised by me, a woman. My team is also almost
exclusively made up of women; this makes us
a little different from most other fairs, as there
is always a feminine viewpoint, and there is no
vulgarity, no explicit attractions. We even have
a place to address social problems such as
violence against women, information on STD
prevention, and we encourage female entrepreneurship (which often takes women out of
risk situations). These and other elements make
INTIMI a unique fair. Our exhibitors invest a lot
of time and effort in creating beautiful, functional and cosy spaces where they receive their
clients, and as a result we have one of the most
beautiful and pleasant fairs in the world.

How many exhibitors do you expect next
March in Sao Paulo?
Susi: We will have around 50 exhibitors, with
booths ranging from 12 to 200 m², and over
120 brands represented.

Which segments of the market make up the
majority of your exhibitors and visitors?
Sex toy use in Brazil has grown considerably in recent years

and also from neighbouring countries in Latin
America who visit the Fair to update and renew
their stocks.
We are not a common fair, we innovate in offering
an extensive programme of lectures, with themes
focusing on business, social networking,
customer service, sexuality, relationships,
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Susi: Companies from the fields of Sensual
Cosmetics, Sex Toys, Lingerie, Health and
Wellness, receive distributors, shopkeepers and
door to door dealers at their booths. In Brazil,
we have a large volume of independent retailers
who visit people at home; among the Brazilian
public, there is still has a bit of a taboo about
visiting sex shops, and many prefer this kind
of personalised service. These dealers (mostly
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“FO R TH O S E W H O WA N T TO

S E L L H E R E , LO O K I N G FO R A
G O O D PA R TN E R I N B R A Z I L
I S E S S E N TI A L . “
SUSI GUEDES

women) help a lot in moving the market and
need to be understood and serviced differently.

Is INTIMI Expo predominantly a Brazilian affair,
or are there lots of international participants?
Susi: There is still a predominance of Brazilian
companies, but we are moving towards a
balance between Brazilian and foreign brands.
Many foreign brands have already participated
with their own booths, or as part of the booth
of their representatives in Brazil.

INTIMI takes place in Sao Paulo, which is not
only the biggest city in Brazil, but also the
country’s most important centre for finance and
business. Why did you choose this city as the
base for the show?
Susi: Sao Paulo is really the most important
city in Latin America when it comes to business
and given my experience of over 20 years as
director of an events company, I understand
the city well. Location, infrastructure, and
manpower were also important criteria, besides
Sao Paolo offers great tourism options for
those visiting the city during the Fair.
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What does the city have to offer besides the
INTIMI Expo?
Susi: Sao Paulo is one of the largest cities in
the world. We have culture, gastronomy, parties,
parks, and many leisure options.
The Brazilians in general are a warm and kind
people; and all who come to INTIMI, will have
the opportunity to – on top of doing good
business – visit a city that blends history with
avant-garde, tradition with modernity. They are
all welcome!

What are the advantages of presenting products
at INTIMI? Why should no manufacturer miss
out on this show?
Susi: Brazil and Latin America in general, despite
having a very liberal image, still carry many taboos
regarding sexuality, and the consumption of
erotic products is still very limited in relation to
population size.
We are the market with the greatest growth
potential, and one of the largest populations
in the world. To be part of this growth is a very
smart business strategy.
But we must warn anyone who wants to
conquer the Brazilian Market, for unfortunately
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exist, so I always warn everyone; but historically,
only the companies that face challenges grow,
and those that have faced the challenge of
conquering the erotic market in Brazil and in
Latin America, have had good results.
For those who want to sell here, looking for a
good partner in Brazil is essential and as we
are a still young market, Brazilian companies
are also adapting to these changes, finding
partners and finding solutions depending on
demand.
Generally speaking, in any segment, participation
in fairs is an opportunity for brand growth and
brand-building. In this sense, INTIMI is the best
option for companies in the sensual market.

What can you tell us about the prices for the
booths at the show?
Susi: The average investment is similar to other
fairs in this segment worldwide, but with extra
benefits related to the growing market, and
the exchange rate is also favourable to foreign
currencies.

Is there a programme structuring the show
or is the focus of the event exclusively on
exhibitor-visitor interaction?

The organisers expect to welcome up to 10,000 visitors at the 2020 event

we are a country with very strict laws regarding
product certification, our taxes are very high,
and as yet, there is not really a tradition of using
erotic products. You must be prepared to
understand and find solutions to these questions.
Many companies do not even try to come to
Brazil because they focus only on the problems
they will face. And those problems definitely
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Susi: There is extensive parallel programming
within the fair itself in order to promote
knowledge, training, and networking.

How would you sum up the current situation of
the erotic market in Brazil? Which trends and
developments have the greatest effect on the
marketplace right now?
Susi: The Brazilian erotic market is different
from other countries in several ways, some
beneficial, others not so much.
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Taxes and legislation make it difficult for
companies to act. But those willing to invest
and commit to the market have had great
results. Growth has been constant, progressive
and intense.
The widespread use of erotic products in
Brazil is still a recent development, with most
of the growth having taken place in the past
two decades, and in the last 6 or 7 years, this
consumption has increased greatly, due to
information, the erosion of taboos, and movies
and successful series linked to the subject,
which have piqued the curiosity of the general
public and helped in this growth.
The stigma of shady shops, associated with
pornography and poor service, is fading, as
is this kind of store itself. Now, sex shops are
getting more sophisticated, some are themed,
some retailers also have events in their stores.
Younger audiences like to consume erotic
products, older people are opening up to new
possibilities, and understand that erotic products
can be great allies for sex and well-being.
In addition, door-to-door dealers are an
impressive phenomenon – there are thousands
of them. Some work exclusively by meeting
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with friends, via social networks, YouTube
channels, and groups on Whatsapp; others use
the sale of erotic products as an income
supplement, and with the high unemployment
rate in the country, many women have found a
great job and income option in this segment.
There are no official figures, but we have been
doing some informal research at our event, and
we have seen increasing numbers of independent
visitors, retailers, and retailers.
Final consumption is mostly female, but things
are beginning to balance out, and men are less
embarrassed to buy erotic products.
BDSM-related products still have achieved a
limited level of acceptance, and consumption
among LGBT audiences has also evolved.
Cosmetics have long been the best-selling
products, but sex toys have been catching up,
and the growth in vibrator sales has
grown exponentially.

Keeping the show going for so long isn‘t easy.
How will you celebrate this event?
Susi: Organising and hosting such an event
is really very difficult, but it is also enjoyable.
We have established ourselves as the largest
and most important fair for this segment in
Latin America, and companies recognise this
status, investing in well-designed booths,
bringing content and information to the
visitors, and launching modern and engaging
products at each edition of INTIMI. The fair
is a year-round event, visitors are looking
forward to going to INTIMI and that makes us
happy and proud as we feel we make a
difference. We will not have any special
celebration, my team and I are dedicated
to make a fair that brings results and joy to
all, and so far, it has worked out great. But I
promise to think of a very special celebration
for when we turn 10, and you and the EAN
readers are all invited!
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Black is usually a love toy colour that sells well,
especially when they have chrome coloured accents
giving them a sophisticated appearance. That is
exactly what the new Midnight Magic collection by
Dream Toys looks like.

The powerful motor offers 3 levels of steady vibration
and 9 different rhythms. The rotating beads in the top
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has an escalating mode.
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The actual cost to our bottom line and

planet goes down and peace of mind goes up
De b o r ah Se m e r p r e s e n ts th e n e w J o y bo x x p a cka ging design
On average, every citizen of the European Union produces more than 160 kilogrammes of packaging waste,
with half of that waste being the result of private consumption (data for 2016.) The most problematic part of
this waste is plastic packaging since way too much of it still ends up in waste disposal sites or incineration
plants instead of being recycled. What does that have to do with Joyboxx? Well, as company founder Deborah
Semer explains, reducing packaging waste was one of the main reasons for her to overhaul the design of her
sex toy storage cases. In this interview, we find out what the new Joyboxx looks like and which other factors
are reflected in its creation and design.
Deborah Semer, CEO of Joyboxx,
hopes the erotic market will pay
more attention to ecological issues

Using the slogan „HOLEistic Design
= Peace of Mind”, Joyboxx recently
presented a new packaging concept
for its adult toy storage system.
What sets this packaging apart?
Deborah Semer: The engineering
design of the package is now as
multi-functional as Joyboxx. It’s
nearly impossible to develop one
sustainable package that is “all things
for all sales channels” but this is close.
First, the amount of product packaging
was reduced from three pieces to
one by combining the printed paper
wrap, the marketing letter, and the
protective shipping box together into
one educational, full-colour printed
corrugated wrap. The new
wrap provides strength
and protection for the
product within the
master shipping case
of eight for wholesalers
and for individual
sales to withstand
harsh e-commerce
channels like
Amazon. Most
printing on corrugate

can take three separate factories and
weeks to get the printing done. The raw
materials are shipped from overseas,
the printing options are only one or two
colours, not photographic quality.
Our packaging partner not only makes
corrugate in-house, but also has the
latest direct-to-corrugate digital
printing machine, so you can quickly
create beautiful full colour artwork with

Important information about Joyobxx
can be found on the bottom side of the box

plant-based inks. It’s an all-in-one shop,
three times faster production and better
for the environment. Coincidentally as I
received the first printed wrap sample, we
had an order from Australia, and I noticed
the customer’s address was at a printing
company! I asked him for feedback, and
he said, “It shipped great and he loved
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the spot varnish on the wrap.” I replied there
wasn’t any spot varnish used. The colourful
plant-based inks are LED cured and meet
OCC certification for 100% recyclability and
repulpability. He was amazed and I knew this
packaging had achieved what I had been told
wasn’t possible. The other functions that were
important to achieve with this wrap were:
•
•

•

•
•

An easy to grab handle that demonstrates
the Joyboxx’s hidden handle.
A flat stackable top for retail shelves
that also eliminates the need for extra
packaging in master cases because
Joyboxx has a curved top.
Full colour product features that educate
the consumer without additional display
materials.
Reveals the beautiful finish and colour of
the product.
Is made without glues and removable to
Build-a-Boxx with Joyboxx. Build-a-Boxx
allows us to unwrap the packaging and
ship other products inside to reduce the
carbon footprint further.

The actual cost to our bottom line and planet
goes down and peace of mind goes up.

Shouldn`t environmental friendliness be a major
priority for most sex toy manufacturers?
Deborah: The adult industry is not beholden
to many law-making bodies so it must
self-regulate. I’m part of a new wave of
inventors and consumers that are leading the
way and taking health and wellness seriously
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and that includes what goes into our bodies
AND the environment. The slogan ‘HOLEistic
Design = Peace of Mind’ playfully captures the
patented design of Joyboxx and conveys our
systemic mind-body and maker-planet
consciousness. I founded Passionate
Playground and invented Joyboxx + Playtray
to help people and the planet because there
was a need, not because I thought about
making money at any cost. It bothers me
deeply to think of how many times something
as “simple” as paper packaging travels around
the world, or a box in a box in a box that will
all be thrown away. Joyboxx is a reusable and
recyclable storage system that provides sexual
wellness and other types of protection and
reduces items going to the landfill.
The new packaging – a single printed, corrugated wrap
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“ IT’ S NE ARLY IMPOSSIBL E
TO DE V E LOP ONE

SUSTAINABL E PAC KAGE

THAT IS “AL L THINGS FOR
AL L SAL E S C HANNE L S”
BUT THIS IS C LOSE .”
DEBORAH SEMER

The new packaging –
a single printed,
corrugated wrap

In a press release you state that it took quite
some time to find the right partner for your
new design. What were the challenges in
this respect?

The second major factor are the fast-changing
technologies, global-political climate, trade
wars, tariffs, terrorism, etc.

Deborah: There are so many challenges to
finding the right supply chain partners. For this
particular story, it boils down my dissatisfaction
of accepting the status quo and being told it’s
impossible and always looking around me to
find a company with the capacity, vision, talent,
speed, technology and caring about people
and the planet. It’s a little like falling in love, you
know it in a few seconds.

What are your plans for 2020? Will we see new
variants or sizes of the Joyboxx design?

The year is still young. Which developments will
dominate the market in 2020?

Deborah: I had big plans for 2020 and that
did include new variants and sizes of Joyboxx
and Playtray along with more partnerships with
other eco-conscious companies.
However, moving the manufacturing from
China to the US, literally in my own backyard,
has been terribly difficult and disappointing
to our growth and the future is unknown at
this moment.

Deborah: I sincerely hope it’s the environment.
The catastrophic environmental changes such
as Australia being on fire, are telling us that no
one can afford to continue business as usual.
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Tadas, you are living in Moscow right
now. What are your tips for surviving the
cold season?
Tadas Baliutavicius: These last winters
were cold! I remember my very first time
when I arrived in Moscow and it was
-32°C. I was wearing my clothes from
London – a trench coat and office shoes!
That was a real survival experience! My
tips? Probably, wear a good coat, winter
shoes, and a warm sweater, that should
do the job!! Plus, gloves and a hat :)

What was your childhood ambition?
Tadas: I was always keen to be number
one! Some things took longer than others,
but I was still getting to the goal I wanted
to achieve! I have by that philosophy over
the years!

The path that ultimately led
Tadas Baliutavicius’ to run
his own lingerie company
wasn’t always clearly laid
out before him, but nothing
could discourage him, and
today, he is the head of TET
Lingerie. In this edition of
Monthly Mayhem, he talks
about his motivation and
the things that are dear to
his heart when he is not
busy at work.

What was the biggest step in
your career?
Tadas: The biggest step was becoming
a main man in a company and making all
decisions. It does take a lot of effort, but I
really enjoy doing it! I really like doing stuff
myself as I think I know the right way, and
I have decided to take people on board
and give them the possibility to show
what they can do as well. Now, we are
putting all of our ideas together to achieve
better results.

Where do you see yourself in
10 years’ time?
Tadas: I would like to say that in 10 years,
I will spend more time with my family,
but businesswise, I see myself managing
our company and expanding in new
directions!

How did you get into the sex toy industry?
Tadas: To be more correct, the lingerie
industry. I was a passionate photographer
and did many shoots for famous
magazines. And I had a great time
working with lingerie collections. So, I got
inspired and I started my own business!
Many people told me that there was no
way I could be successful as there is too
much competition! But should we listen to
people who have achieved nothing?
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How do you envision the future of the
erotic industry?
Tadas: Toys and Lingerie are very
important in our business, and in
satisfying human nature - people want
to look sexy and enjoy life! So, those
things will still be successful in a
future! Maybe they will become a bit
different, but the results will stay
the same.
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Tadas Baliutavicius
Fragen & Antworten
they really gave me much of the information
and solutions that got me to where I am now!

What is your idea of a perfect working day?
Tadas: 9-5 with a to do list of the most
important tasks. The perfect work day is a day
at an event at a holiday location! After some
time, you want to become an investor, not a
businessman!

How do you relax after work?
Tadas: I really enjoy reading books. I could
suggest some for your readers to get more
confident if they are business owners or
managers or just people who wish to improve
their way of life!
1. Think and Grow Rich by Napoleon Hill
2. The Wealth of Nations by Adam Smith
3. The Worldly Philosophers by
Robert Heilbroner
4. Emotional Intelligence by Daniel Goleman

Which personal success are you proud of?
Tadas: My proudest success is that I
helped organise a charity for kids in need of
expensive surgery, making it possible for me
to raise more money than ever before because
of the business I now have. In business, I
follow this great idea and I am moving ahead
step by step to achieve an even better and
stronger position that will encourage others
to join this movement. But my personal
satisfaction is tied to my support of
charitable causes!

What do you particularly like about yourself?
Tadas: I like my ambition, my passion, and my
ability to be where I want to be!

Who would you consider your role model
and why?
Which vice could you never forgive?
Tadas: As my role model, I nominate my
mentor because of the way they led by
example, their selflessness, and the way they
imprinted good, solid values on me.

Tadas: I have my opinions, but I do not share
or talk about politics! Same with religion!

What song do you sing in the shower?
Imagine you have been asked to award a
medal to someone. Who’s the lucky winner?
Tadas: The medal would go to my mentors;
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Tadas: I rather listen than sing. I love Andrea
Bocelli and Luciano Pavarotti, I’m more a fan of
classical music.
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Who would you never ever like to see naked?
Tadas: I wasn’t even thinking about who I
would like to see naked :)

With whom would you like to go to the cinema
and what film would you watch?
Tadas: If I have two tickets, the second one
would be for my wife, she is a great inspiration
and a wonderful woman. The movie would be
The Game, a 1997 American mystery thriller
directed by David Fincher.

If you could swap lives with somebody for a
day, who would it be?
Tadas: That would be a president of…

Is there anything you would never do again?
Tadas: Probably not, because what I am is
a reflection of what I did in the past, and it’s
all about the learning experiences and piling
knowledge.

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

“ YOUR MIN D WILL

CR EAT E WH AT YOU ARE
TH I NKIN G. ”

TA D A S B A L I U TAV I C I U S

Tadas: Just yesterday, I mentioned something
to my mentor because I wanted to know his
reaction: Fear for your survival sometimes
pushes away the passion of pursuing your goal.
His Answer was: Never, ever think about it!
Forget it! Don’t give these kinds of thoughts
any power. Your mind will create what you
are thinking.

You have a month’s holiday. Where do you go?
Tadas: Gather all my family and go to the
seaside, to a nice warm location!

Which three things would you take with you to
a deserted island?
Tadas: I would say, survival is the most
important thing in such a situation! So it would
be a knife, a fishing net, and a huge suitcase of
matches! Am I going anytime soon? :)

200

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

The GARDEN
of LOVE
Fragen & Antworten

2 in 1

Extrem hochwertiges Massage- & Gleitgel, das sich durch seine

längere und geschmeidige Massage- und Gleitfähigkeit auszeichnet.
Macht die Haut samtig weich und spendet Feuchtigkeit.
Klebt nicht und hinterlässt keine Rückstände. Durch Feuchtigkeit
wird die Massage- und Gleitfähigkeit noch verstärkt.
Extremely high quality massage- & glide gel, which is distinguished by
its longer and slinky massage and lubricating properties. Makes the skin
velvety soft and moisturises. Not sticky and leaves no residues. Moisture
increases the massage and lubricating properties even more.

new
MASSAGE- & GLIDE GEL 2 in 1

Art. No. 67071

waterbased lubricant 200ml / 6.8 fl.oz

Art. No. 67073

SHIATSU-EROTIC.COM • WORLD-OF-HOT.COM

Art. No. 67072
Art. No. 67070

Love is the highest level of choice

SHIATSU

HOT Productions & Vertriebs GmbH /// Wagrainer Str. 35 /// 4840 Voecklabruck /// AUSTRIA
email: office@hot-dl.com /// fon. +43 57672 72009 /// fax. +43 7672 72009-9
Erhältlich bei Ihrem Großhändler /// Available at your wholesaler /// Disponible chez votre grossiste /// Disponible a través de su vendedor mayorista /// Disponibili presso il vostro grossista ///
Verkrijgbaar bij uw groothandel /// Disponível junto do seu comerciante grossista /// Fåes hos din engros forhandler /// Finns hos Din grossist /// Dostpne w panstwa hurtowniach

Aufregendes INTIMGEL mit anregenden Essenzen. Wirkt stimulierend und macht die
Haut sensibler für Berührungen. Zum Auftragen auf die Klitoris und Schamlippen.
Exciting INTIMATE GEL with stimulating essences. Stimulates and makes the skin
more sensitive to touch. To be applied to the clitoris and labia.

WORLD-OF-HOT.COM
SHIATSU-EROTIC.COM

The beauty of love

The GARDEN
of LOVE

SHIATSU

new

Art.No.

67210

“Pomegranate & Nutmeg“

Art.No.

STIMULATION GEL 30ml/1.0fl.oz

67212

“Ginger & Cinnamon“

Art.No.

67211

“Mint“

Erhältlich bei Ihrem Großhändler /// Available at your
wholesaler /// Disponible chez votre grossiste /// Disponible a través de su vendedor mayorista /// Disponibili presso il vostro grossista /// Verkrijgbaar bij uw
groothandel /// Disponível junto do seu comerciante
grossista /// Fåes hos din engros forhandler /// Finns
hos Din grossist /// Dostpne w panstwa hurtowniach

HOT Productions & Vertriebs GmbH /// Wagrainer Str. 35 /// 4840 Voecklabruck /// AUSTRIA

office@hot-dl.com /// fon. +43 7672 72009 /// fax. +43 7672 72009-9

BIO
HOT BIO MASSAGE OIL

BIO MASSAGEÖL für gepflegte, seidige Haut.
Erlesene Düfte verwöhnen die Sinne
und wecken erotische Stimmungen.
Biologische & vegane MASSAGEÖLE aus
80% kontrollierten biologischem Anbau.
Eco-Bottle aus nachwachsendem Rohstoff.

HOT BIO MASSAGE OIL
BIO MASSAGE OIL for a beautiful nourished,
silky skin. Exquisite fragrances pamper
your senses und arouse erotic moods.
Biologic and vegan MASSAGE OILS
from 80% controlled organic farming.
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Sportsheets founder

letter from the editor

Dear Ladies and Gentlemen

Due to events such as
ANME Founders Show,
the XBIZ Retreat or the
AVN Show, January is a
big month for the erotic industry. This year, there was
another event: For the first
time, sex toy companies
were ‚officially‘ admitted to
the Consumer Electronics
Show. At the moment, we
still have to add quotation
marks to the ‚official‘ part,
unfortunately. While there
are companies such as
OhMiBod that have been
presenting their products
at CES for a decade, there
are also innovations such
as Autoblow A.I. which
have been given short shrift
because the organisers
didn’t feel comfortable. The
companies that did get to
showcase their products,
however, were rewarded
with all the media attention
they could have hoped for.
Numerous platforms added
articles about the exhibiting
sex tech companies to
their coverage and helped
to expand the reach of
the industry in a significant
way. It is still too early to
praise CES as the gateway
for erotic products into the
mainstream. The organisers
have been too restrictive in
the past, and they reserve
the right to change the rules of the show. That said,
it would not be surprising
if we saw even more sex
tech at the event next year.

and CEO retires after 27 Years
Tom Stewart
Huntington Beach, USA - 27 years in business is a long time; in fact it’s 9,855 days, 408
weeks, 324 months of dedication, innovation, projects, product education, tradeshows and
life-long relationships.

W

ith all those years
of contributions
behind him, Tom Stewart,
Sportsheets founder, and
CEO is retiring and taking
his gifts to the non-profit
sector. “Retirement is not
unfamiliar to me since I
retired as a Commander
from the Naval Reserves
in 2007, but one of the
most exciting things
about this retirement is
that I’m able to leave the
company in the capable hands of my sister, Julie Stewart, who’s been my partner
for over two decades and the President
of Sportsheets since 2012. As the sole
owner of Sportsheets, Julie will be taking
the company into the next decade and
beyond,” said Tom. This doesn’t mean
Tom won’t be as busy as ever. Five years
ago he started a non-profit organization
focusing on sourcing, refurbishing and
donating drum sets into underfunded
schools. As in the past, creativity will
forever be at the forefront of Tom’s heart,
and by solely concentrating on D4D

That‘s it for this month!
Randolph Heil
03

(Drums For Drummers), he
is now able to help other
creative people thrive. Tom
adds, “I’ll be concentrating
my efforts on Carl Stewart’s
Drums For Drummers,
which for the past five years I’ve been dedicated to
placing donated drum sets
into underfunded schools
with music programs. You
might, however, see me on
the road now and then and
maybe even at tradeshows;
I look forward to seeing our friends and
customers again wherever we may cross
paths. I am beyond grateful to the industry and the friends I have made along the
way that allowed for so many wonderful
memories, experiences, and successes.
I wish you all the best!” Julie Stewart
adds, “Tom’s innovative vision and inspiration has built our great company, and
I’m beyond thankful to carry his mission
forward with the phenomenal team we’ve
built together. We all look forward to
continued success and exciting new
paths in this coming decade.”

N E W S

R.C.C. Wholesale offers

365 day money-back guarantee
Money-back guarantee’s a ‚safety net‘ in uncertain trading conditions

Geneva, Switzerland - R.C.C. Wholesale Ltd., providers of supplements and private label
products, announced today their commitment to transparency and customer satisfaction,
by extending their 365 day money-back guarantee to their entire suite of products.

T

his comprehensive guarantee ensures
a quibble free return within one year of
purchase. It is a universally acknowledged
truth that the business world is fraught
with risk. Researchers at global professional services firm Alvarez & Marsal, have
revealed that during the past five years,
companies have had to spend on average
10.8% more on things such as business
rates, increasing wages and rents.
At the same time, retailers are trying to
adapt to rapidly changing shopping
habits. Consumers now spend one in
every five pounds online and, if b
usinesses are seeing 20% fewer sales on
the shop floor as well as rising fixed costs,
then profits will be squeezed. Fortunately,
the age-old practice of the money-back
guarantee remains a risk-free venture.
Offering customers insurance against
the perceived risk of their purchase is a
cornerstone of R.C.C. Wholesale’s sales

strategy. “We hear constantly from
retailers that, often the deciding factor
when making a sale is whether or not
the product or service comes with a
money-back guarantee,” says
Judith Smith, Sales Ambassador for
R.C.C. Wholesale. “Fortunately, this isn’t
something our clients have to worry
about, as our money-back guarantee
applies to our full range of products.
R.C.C. Wholesale’s 365 day money-back
guarantee gives our clients the security of
knowing that if their purchase does not
meet expectations, a full refund can be
had within one year of the date of
purchase. This generous timeframe
makes availing of the guarantee virtually
hassle-free. We have seen time and
time again that retailers think of the
money-back guarantee as a safety net,
making it a very attractive proposition in
an increasingly turbulent marketplace.”

Dreamlove presents Secret Room Kits
Seville, Spain - The new Secret Room
kits from Dreamlove are designed for
couples who want to make a romantic
getaway, a passionate weekend trip or a
night out of the city. They are available as
Bronze, Silver and Gold versions
08

with two different levels each.
According to Dreamlove the customer
will find ‚everything you need to spend
a perfect night‘ within the kits. The kits
are discreetly sized to be carried in a
bag or suitcase.
w w w. e a n - o n l i n e . c o m • 0 2 / 2 0 2 0

Wand by We-Vibe

RABBIT VIBE
0590924 0000

Now available at SCALA
Wijchen, The Nteherlands - New and ready to

7

order at SCALA: Wand by We-Vibe.

his powerful
cordless
design combines
the classic thrill
of a massage
wand, with innovative and state-of-the-art features and
functions, making it the ultimate must-have for
consumers that want the more pleasure, more
versatility, and more mind-blowing satisfaction!
The new Wand by We-Vibe is a high-end
choice in intimate massage pleasure. The
design is completely waterproof, wireless
and rechargeable. The wand features
‘integrated responsive technologies’
including seamless intensity control,
Smart Silence, touchscreen controls and
long-distance connectivity. According to
We-Vibe, ‘Wand comes ready to play with
two attachments so you can explore a range
of sensations. The attachments, ergonomic
design, flexible head, and We-Connect app all
make this the perfect fit for couples looking to
add something new to their collection.’ This
powerful cordless body massager is also
compatible with the We-Connect™ App,
allowing consumers to control it remotely
via their smartphone and/or create custom
vibration patterns.
Packaged in sleek, modern packaging,
the new Wand by We-Vibe is a fantastic
eye-catcher in any in-store display, luring
design-loving consumers in with its sleek
silhouette and high-end appeal.
09
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Pipedream shipping

innovative remote-control ‘3Some’
Clever shapes, simultaneous stimulation & powerful motors offer next-level experience
Chatsworth, USA – Pipedream Products is now shipping 3Some,
the latest innovation from the award-winning pleasure product designer.

T

his line includes unique remote-control
vibrators equipped with multiple pleasure points, multiple powerful motors, and
one-of-a-kind silicone shapes. The collection is powered with 7 functions and 3
speeds and includes: Holey Trinity, a handheld massager featuring three tongue-like
extensions: a curved center tongue for
G-spot stimulation, a smaller oscillating
tongue for clitoral stimulation, and a petite
curved tongue for anal stimulation. Double
Ecstasy, a two-in-one massager featuring
a smooth tapered vaginal or anal plug and
a leaf-like external stimulator curved for
easy access. Total Ecstasy, a three-in-one
remote-controlled massager for triple titillation boasting a curved G-spot insertable,
an external clitoral stimulator, and a smooth anal plug with a tapered tip. Wall Banger
Deluxe, an ample vibrating insertable with
a twisty texture, a removable super-strong

suction cup base, a convenient positioning
strap and a magnetic removable remote.
Wall Banger G, a curved vibrating insertable with a slightly bulbous head and bowed
shape for effortless G-spot stimulation,
a super-strong removable suction cup
base, a convenient positioning strap and a
magnetic removable remote. Wall Banger
Rabbit, a rabbit shape with a bulbous
head, flexible external ears, a super-strong
removable suction cup base, a convenient
positioning strap, and a magnetic removable remote. Rock N’ Grind, a curved
insertable for G-spot massage, pleasure
ribs for clitoral stimulation, a convenient
positioning strap for optimal placement,
and a remote control.Rock N’ Ride, a
bulbous insertable, an external massager
for clitoral massage, a beaded anal plug, a
convenient positioning strap, and a remote
control for easy use.

Tonga offers new products of the brand Mai Toys
Axel, The Netherlands - Tonga BV is the
exclusive distributor for Mai Toys in Europe and is happy to announce that lots of
Mai toys have been added to the collection. Mai Toys have numbers instead of names, and the ones that are now available
in the New section of the Tonga web store
are the numbers 76 till 88. This includes
massagers, vibrating plugs, remote con10

trol eggs, vibrating penis rings, vibrators,
anal stimulators, and rabbit vibrators.
They are all available in two colours, either
pink and purple, or black and purple. With
their sleek and fresh look they will appeal
to young, modern customers and the Mai
boxes in black with the typical red Mai dot
allow a stylish and attractive presentation
in any store.
w w w. e a n - o n l i n e . c o m • 0 2 / 2 0 2 0

Liberator presents the

BONDI Portable Playscape
For beginners and hardcore bondage lovers
Atlanta, USA - Liberator debuted their new
weighted, portable erotic restraint playscape at
ANME Founders trade show in Los Angeles.

T
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he BONDI Portable
Playscape is a padded
tri-fold hinged restraint
platform featuring 16
reinforced female clips
and D-ring attachment
points that offers more
versatility and functionality during bondage play.
Constructed with a solid Baltic Birchwood base
and covered with premium faux leather, the
BONDI includes high-density foam inserts that
provide both comfort and support for extended
play sessions. When fully extended, the BONDI
measures in at 24” wide by 48” long by 3” tall
and gives users a host of applications, postures
and position possibilities. When folded back
together, the 24” wide x 16” long x 9” high
platform instantly becomes a low profile
bondage bench for sitting or kneeling positions.
With its unique tri-fold feature, the BONDI
can also be used against a wall and easily
integrated with Liberator Shapes such as the
Ramp, Wedge, and Hipster for even more
versatility. The BONDI will come with a
sturdy nylon carrying/storage case with handle,
making it easy for transporting to parties or
vacations and kept safe from prying eyes.
Available in black or gray faux leather, the
BONDI Portable Playscape has the option of
coming with or without cuffs. It will also be
packaged in an easy to carry-out box and will
come with video, poster and position guide for
in-store displays.
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Innovative Hands Free Masturbation

with the Suck-O-Mat 2.0
New at ORION Wholesale

Flensburg, Germany - The prototype was one of the highlights at the ORION Wholesale
trade fair stand at last year’s eroFame – and it’s now finally available: the Suck-O-Mat 2.0.

T

he development of the masturbator
Suck-O-Mat also stands out with its
hands-free blowjob technology that is
now even more precise, powerful and
quieter thanks to the piston drive. This innovative toy has received the EAN Award
for ‚Best New Male Product‘ at this year’s
eroFame. The predecessors of the SuckO-Mat have already let a man’s heart beat
faster – not just because of their design
and technology, but most importantly
because of their incredible blowjob skills.
There is now a more powerful model available: the Suck-O-Mat 2.0 - that is sporty
and elegant designed like a cockpit with
LED speedometer display. It is mains-powered and includes a car adapter and a
remote control with 3 meters of range.
The new model is 100% more powerful than its predecessor and the motor,
with a power of 60 W, now offers up to

200 suction impulses per minute. The
Suck-O-Mat 2.0 also stands out because
of its realistic and one-of-a-kind blowjob
simulation. It can be enjoyed hands-free
and – similar to a car – in 8 +1 different
gears: Gear 1: manually operated suction
mode in 6 speeds. Gear 2-9: 8 fully-automatic suction modes with unpredictable
interval patterns for a completely random
and realistic blowjob feeling. The user can
interfere with the preset patterns at any
time to adjust the speed individually. The
Suck-O-Mat 2.0 then automatically changes to the first (manual) gear and keeps
the desired speed until the happy ending.
The sleeve has also been optimised for
the Suck-O-Mat 2.0: It now has stimulating nubs on the inside and can be combined with the included Tight Fit cover to
increase the grip around the penis and to
let the stimulation reach new heights.

Shiatsu launched in South Africa
Vöcklabruck, Austria - In October HOT
presented the new Shiatsu line at the
eroFame in Hanover. After the products
immediately became a bestseller in the
European retail according to HOT, the
line was now also launched in South
Africa. “Together with our partner in
South Africa, Patrick Meyer, Director of
14

Luvland, we have put up huge billboards
at all strategic points in Johannesburg
and Pretoria to draw attention to the
fact that Shiatsu is now available in all
Luvland shops,” Michael Sonner,
General Sales Manager at HOT, explains.
“Shiatsu will now bring a smile to the
faces of South Africans”.
w w w. e a n - o n l i n e . c o m • 0 2 / 2 0 2 0

Pipedream introduces

‘King Cock Plus’

A triple density construction
Chatsworth, USA - Pipedream Products presents
its latest pleasure product advancement: King
Cock Plus, lifelike dildos featuring one-of-a-kind
triple-density construction.

Built using a proprietary
three-part process, King
Cock Plus triple-density
products are equipped
with a firm core, soft and
supple exterior, and one
of the strongest suction
cup bases available in
the industry. King Cock Plus is among the very
first to feature triple-density construction and
has set a new precedent for a lifelike look,
feel and function. Featuring the popular “hard
inside, soft outside” sensation of dual density,
King Cock Plus is enhanced by a third density
that allows its suction cup base to hold the
product’s full weight with no hands required.
This superior suction capability is what sets
triple-density construction apart from the rest
and puts King Cock Plus in a new category all
on its own. “Triple density is the future of hyper-realistic dildos and we are proud to lead the
way with King Cock Plus,” Pipedream Products
Chief Design Officer Kristian Broms said. “Each
piece is intricately detailed and features the firm
core and supple outside our customers expect,
plus superior functionality thanks to their super
suction cup bases. With so many unique shapes, sizes and styles to choose from, there’s
nothing else quite like them on the market.
We expect King Cock Plus to be a big hit and
offer customers something new and exciting to
promote and celebrate in the New Year.”
15
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Nice ‘n’ Naughty opens

new luxury boutique
From back street to high street

Warrington, England - Eighteen years ago, when Nice ‘n’ Naughty first opened on Crown
Street in Warrington it was the very first licensed adult store in the Borough.

O

n the 10th February 2020 Nice ‘n‘
Naughty brought adult retail into
a modern retail environment when they
opened the doors to their new luxurious Boutique store on Sankey Street.
The location of the new store, in a retail
shopping area, surrounded by specialised
businesses, licensed bars and eateries,
is not only keeping with the new boutique image they have launched, but was
selected due to the ever-changing face
of UK retail in general. “The Crown Street
store that opened in 2002, has become
a victim of its own success, with the
modern-day customer demanding a more
intimate, sophisticated shopping experience that a store in a railway arch just
cannot provide,” stated NNN in a press
release about the new boutique. “The
new boutique store has given us the
opportunity to consult with interior

The new Nice 'n‘ Naughty
Boutique in Sankey
Street, Warrington

designers to create a shopping experience deserved of this new era in retail.”
Nice ‘n’ Naughty has in conjunction with
the designers and Warrington based
shop fitters, created a boutique store
that will ensure they continue to cater for
their core market, which over the last 5
years has seen an increase in females
and couples of all genres. Trish Murray, a
Warrington lady herself and a driving force
behind the new store shared her thoughts
“We are proud to be part of the Warrington community and share the vision of
equality and diversity. We have spent 20
years working to change the stigma and
preconceived ideas of the ‚Adult Retail
Store‘, and have always preferred this
label, but in this new era the customer
demands a ‚Boutique‘, which is more in
line with 2020 and the female and
couples’ market that we attract”.

MINDS of LOVE presents new love balls
Wadgassen, The Netherlands - The
TrainBalls Vibro Remote Duo Egg by
MINDS of LOVE in purple and pink are
now available at ST RUBBER. The vibrating stimulation balls with radio remote
control (maximum range 10 metres) are
ideal for training the pelvic floor muscles
and for simulating the most sensitive
areas of the woman. They have two
52

powerful motors, each with 7 functions,
and their smooth and round design
makes them easy to insert and easy
to remove with the return strap. They
are rechargeable via USB. For orders
or further questions regarding MINDS
of LOVE, please contact ST RUBBER’s
customer service on +49 6834 4006-0
or send an e-mail to info@st-rubber.de.
w w w. e a n - o n l i n e . c o m • 0 2 / 2 0 2 0

Opus Mica now ready to order at SCALA
Mystim
Wijchen, The Netherlands - The new Opus Mica by Mystim – now available at SCALA - is a sexy male masturbator toy with a
realistic vaginal orifice and pleasurable textured interior canal, based on the popular German model Micaela Schäfer.

M

ystim describes the new release as: “You
have never seen Germany‘s most famous
erotic model like this before! With the Mystim
Opus Mica, you can feel first-hand how
incredibly good Micaela Schäfer feels.
Because this sex toy is a real-life impression
of her delightful intimate area. Unveiled she
shows that she truly has it in her. A real
revelation for your deep love - again and again.

After all, Micaela Schäfer is not only Germany‘s
best known, but also the most versatile erotic
model. The 35-year-old is also a successful
singer, actress, DJane, entertainer, and presenter. Micaela can be found at erotic fairs, at wild
parties, on mainstream TV (Germany’s Next Top
Model, I‘m a Celebrity…Get Me Out of Here!),
and on the celebrity pages of the popular
magazines. In German-speaking countries.”

Everything You Order From Us Is Covered By Our No-Risk …

… 365 Day Sell it-or-return it
MONEY-BACK GUARANTEE
We want you to make large, long-term
profits from our products or we want to
give you 100% of your money back.
GoldMAX Blue | GoldMAX Pink | Red Stallion | FIVE
Hard Man | Red Stallion | Horny Little Devil
Hurry And Get Stocked Up Your Customers Are Waiting……
Simply contact us on trade@rcc-wholesale.com
Or visit our www.rcc-wholesale.com
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EDC Wholesale announced winner of

‚show your Christmas shop‘ contest
Kazanova shop

Veendam, The Netherlands - EDC Wholesale announced Kazanova shop to be the winner of
the ‘show your Christmas shop’ contest.

C

ustomers were challenged to
showcase house brands from the
Dutch wholesaler in their Christmas
presentation and to share the images
on social media. Many retailers showed their creativity for which they were
automatically in the run for the big prize.
Kazanova shop from Russia created the
best Christmas hotspot, according to the
wholesaler, which contained products
from the EDC Wholesale house brand
collection. “With the idea to inspire each
other, we have introduced the ‘Show
your Shop’ contest,” said Evertine Visser,
Marketing Manager at EDC Wholesale.
“We have asked customers to post their
shop presentations on Instagram and
share it with us and other retailers. We
were blown away about the amount
of effort everyone has put into their
shop presentation around that time of
year and we are pleased to announce

Happy winner:
The Kazanova shop

that Kazanova shop from Russia is the
lucky winner of the contest.” Nadezhda
Aleksandrova, Marketing Manager at
Kazanova shop responded excited about
winning the prize of 1.000 to spend at
EDC Wholesale: “We are very glad to
win this prize. After all, we announced
the EDC Wholesale brands as our festive
New Year’s collection. To be winning
this prize will remind us of the New Year
and charge us with the mood of the
holiday season.” The Kazanova sexshop
company has been around for over 26
years, with 15 stores in Siberian cities:
Novosibirsk, Novokuznetsk, and Prokopyevsk. Besides brick and mortar shops,
Kasanova also offers its products online.
The founder of the company is Inna Sosnina, a professional sexologist. Her team
of managers, sellers, sexologists, and
psychologists are united by the desire to
give people joy and sexual health.

MANDY MYSTERY Lingerie
Flensburg, Germany - Naughty, very
erotic lingerie at amazing prices - that’s
what MANDY MYSTERY Lingerie stands
for! A new collection from this top selling
lingerie label is now available at ORION
Wholesale – pure erotic that is suitable
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for every occasion! The lingerie is made
out of stretchy material so that it fits all
shapes and sizes perfectly and comes in
practical single and dual sizes, therefore
turning every woman into an erotic
goddess.
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Orgie Bio on the road to success
High in demand
Caldas da Rainha, Portugal - It has been only three months since Orgie Bio line was officially launched at eroFame’s 2019
edition and according to Orgie its products already achieved best-selling status among their customers from whom they get
nothing but positive feedbacks from consumers.

“F

rom what we heard, the combination
of the carefully selected ingredients are
fully approved by consumers with a plus note
for the pump-bottle packaging of Orgie Bio
intimate gels which was considered innovative,
hygienic, safe to transport and easy to use
thanks to its pump and open/close features”, a
company rep says. “Some of our customers

such as Impacto Group, our exclusive
distributor in Ukraine, reported to be sold
out of Orgie Bio in less than 24hs after
receiving their first Orgie Bio orders, sharing
photos of their customer NO TABOO. The
enthusiasm and dedication of all those
carrying Orgie and Orgie Bio products are
significant to keep us innovating and daring.”

The dark
grey secrets
of passion.
STEAMY SHADES
Spanking Crop

STEAMY SHADES
Rope (2m)

STEAMY SHADES
Inflatable Wedge

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

STRUBBI.COM
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15 % discount on AQUAstick

intimate ouche attachment
For an intensive and effective intimate shower

Hanover, Germany - In February 2020, JOYDIVISION is offering the AQUAstick intimate
shower stick with 15% discount.

F

or all those who want to feel good in
their skin, the AQUAstick intimate shower stick is an indispensable part of the
bathroom. The AQUAstick from
JOYDIVISION not only ensures optimum
hygiene, but also massages with the
intimate shower rod promote sexual wellbeing. The AQUAstick enables particularly
thorough and perfect intimate hygiene

in the vaginal and anal areas. A safety
pressure limiter protects against too hard
a water jet. It can be purchased with or
without shower hose and is suitable for
all conventional shower hoses. The
AQUAstick is available in silver aluminium
and black with anodised surface finish.
The offer is valid for incoming orders
from 01. to 29. February 2020.

Wijchen, The Netherlands - New and
ready to order at SCALA: the Luca male
lingerie collection by Allure. This new
collection is all about highlighting the
sexy male physique. The range includes various enticing briefs with stylish
design-accents, ranging from luxurious
star-printed mesh to floral lace-style
panels. From classic, high-cut briefs

to daring boxers: there’s something for
every fashionable man and style. Made
of premium materials and packaged in
a contemporary, trendy way, Luca by
Allure is the perfect addition to any male
lingerie assortment. The products have a
high-end look and feel but come at very
attractive pricing, offers real-value and
comfortable wear.

Flensburg, Germany - The 39th issue of
the free, neutral erotic magazine ‚Modern
Emotion‘ is now available with new, erotic
lifestyle topics and great shopping tips
for consumers. The first issue of the new
year starts with tips for intimate massages
and reveals why sex in public places can
provide the ultimate pleasure kick. Also
presented are the love trends for 2020
and the top products of the year that also

make the perfect Valentine’s Day gift.
Retailers can order ‚Modern Emotion‘
(German language) free of charge as
a handy magazine to pass on to their
customers: Modern Emotion / January
/ February 2020 edition / Article number
0913090 0000 / bundle of 50. The new
edition of “Modern Emotion” is now also
available in the download area at
www.orion-grosshandel.de.

Luca by Allure

The new issue of ‘Modern Emotion’ is available
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CONVENIENT, PLEASURABLE
AND DURABLE
The Private Turbo Stroker features 6 thrilling vibration modes and
3 mind-blowing pulse settings: allowing for endless versatility
during your sessions of play. This innovative automatic stroker
also comes with a special warming function, allowing you to heat
things up if you wish. The design is USB-rechargeable via
a magnetic charging point. Convenient, pleasurable, and durable:
it is the highest standard in masturbation fun.

€ 79 95
RRP

HEATING FUNCTION

PULSE TECHNOLOGY

TURBO BOOST

N E W S

4 new gift bags now available at SCALA
Sensual Love Kit, Kinky Fantasy Kit, Passionate Weekender Kit & Naughty Birthday Kit
Wijchen, The Netherlands - SCALA now stocks 4 new gift-sets, each specifically designed
for a unique occasion. Available now is the Sensual Love Kit, the Kinky Fantasy Kit, the
Passionate Weekender Kit, and the Naughty Birthday Kit.

E

ach new kit may look different from
the outside, but they all contain the
same premium selection of love toys
and accessories, guaranteed to turn
any evening into a feast of pleasure. The
beautifully branded gift bags each contain
handcuffs, a naughty feather tickler, love
dice, a vibrating cock ring, an eye-mask,
faux rose petals, and a powerful vibrator:
all the essentials for a session of playful
pleasure. Each fancy gift bag contains a
short but sweet description, based on the
gifting occasion. For example, the Happy
Birthday Kit reads: “Happy Birthday!

Let’s give you the very best gift of all:
a mind-blowing climax! Forget about
the balloons and cake, it’s much more
fun to celebrate with some pleasurable
intimate play. Get festive and get
naughty with this sexy Happy Birthday
kit. Included are handcuffs, a teasing
feather tickler, playful love dice, faux
rose petals, a vibrating cock ring, an
eye-mask, and a vibrator. Explore your
sensual desires and celebrate this
special occasion with a sensational
orgasm. Happy Birthday to you, and
your sensual hot-spots. Hurray!”

EDC Wholesale team returns
after successful ANME Show

Veendam, The Netherlands - The EDC
Wholesale returns home after yet again
another successful ANME show, held on
January 12-13, 2020 at the Los Angeles Marriot Burbank Airport. The Dutch
wholesaler introduced 6 new lines at
the show, being; Senzi, Rosy Gold, Real
Fantasy, Bloom, Friend with Benefits and
Panty Rebel and showcased new products in the existing collections Boners,
Lil’Vibe, EasyToys Fetish, Naughty&Nice
advent calendar, and Buttr. Rosy Gold was
the highlight of the show and got many
positive feedback from the visitors on the

Andre Visser and
Lennard Honebecke
(EDC Wholesale)
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art deco packaging design and the theme
that takes it back to the ‘roaring twenties’.
“After promoting our brands here at the
ANME show for the last two years, we
now see more and more brands roll out in
the US market.” Said Andre Visser, Sales
Director at EDC Wholesale. “We are thrilled
to see our products in the shops online
and offline and to hear that they are being
sold successfully. We can say that this
was the most successful ANME show so
far. We are pleased to see that visitors are
excited about the brands we develop and
are thankful for their trust in our company.”
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NEW

OPUS MICA

Featuring Germany’s
most popular erotic model

www.mystim.com

Intern. Erotic Award

Sign Award

EAN Erotic Award

XBIZ Award

Best
Manufacturer
2018

Best
BDSM
Toy

Best
BDSM
Toy

BDSM
Pleasure
Products

VENUS 2018

SIGN MAGAZIN 2018

EroFame 2018

XBIZ European Award

EAN Erotic Award

Mystim OPUS MICA

Best
ElektrostimA realistic and high-quality masturbation toy molded
Product
from the vagina of Micaela Schäfer – a sex toy that looks
EroFame 2017

and feels like Germany‘s most famous erotic model.

N E W S

New Nöje products available at Tonga
Expanding the assortment
Axel, The Netherlands - More power-packed Nöje products can now be found in the Tonga
webshop. The company has added the W4 Lily wand massager that delivers strong, rumbly
vibrations and fits easily into the palm of the hand.

A

part from the wand massager Tonga
also added the B1, B2 and B3 from
the pink Lily range to the collection, as
well as the purple Iris toys B4, B5 and
B6. They all contain a strong bullet with
10 intense vibrations, and a silicone
attachment. The pink B1 attachment and
the pink B2 dual-stimulating attachment
expand the users options, allowing for
intense pleasure both inside and out. The
pink B3 attachment has the shape of a
rabbit and the lined textures can be used
to focus the rumbly vibes in new and
exciting ways. The purple B6 attachment

fits easily between two fingers for more
freedom while playing. The user can hold
the vibes in place without having to grip
the bullet. Hands can run over erogenous
zones, delivering pleasure everywhere
they go. The purple B5 attachment is a
smooth plug with a tapered shape for
easy anal insertion, and the purple B4
attachment is perfect for intense G-spot
pleasure. Each of them is USB magnetic
rechargeable, waterproof, easy to clean,
and a perfect travel companion. Nöje
is the Swedish word for ‘pleasure’ and
these products really live up to that name!

‘What the (Eggplant-to-Taco)?’
Seattle, USA - Kheper Games, Inc. is
proud to release its newest adult party
game, What the (Eggplant-to-Taco)?. It’s
the latest in a long line of very successful
adult humored party games that Kheper
Games, Inc. has been developing recently. It is a fast-paced game of turning emoji
card combinations together to form dirty
text message. To play What the (Eggplant-to-Taco)?, shuffle the cards and lay
out the three top cards. The
first player to come up with a plausible
dirty text message that fits the cards,
wins that card set as a point. For
example, if you have the ‘looking’ eyes,
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a tongue and a hole, an appropriate
answer could be ‘I am looking to lick
a vagina.’ There are 200 emoji cards
included as well as a glossary for any
player who needs to brush up on their
emoji knowledge before game play. “Adult
humored party games are super fun to
create and play.” explains CEO Brian
Pellham. “People want to get together
and have a good time with their friends.
Our adult party games are very simple to
learn and play as well, which keeps party
guests more engaged. Also, people love
to use their adult emojis while texting and
using dating or hookup apps.“
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IS DESIGNED TO LET YOU ENJOY YOUR SECRET
NEEDS WHEREVER YOU GO.
VAGINA & ANUS
STIMULATION

0534943 0000
0534951 0000

122 g

kegel balls
inside

flexible
string

weight
122 g

water based
lube only

+ 49 461 5040-210 or -114
wholesale@orion.de

www.orion-wholesale.com

2001-004

soft touch
silicone
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Xgen Products shipping three new

items from Frederick‘s of Hollywood Toys
Two plugs & a vibrator

Horsham, USA – Xgen Products has added three new items to the Frederick’s of Hollywood
Toys collection, and they are now shipping just in time for Valentine’s Day.

T

he new items include a 4” booty
plug, remote-controlled 6” booty
plug, and warming rabbit vibrator.
“The Frederick’s of Hollywood Toys
brand continues to grow,” said Andy
Green, President of Xgen Products.
“These three new items are a stylish,
competitively priced, and a great
addition to the collection.”
Encased in ultra-smooth silicone, the 4”
Booty Plug comes in a beginner-friendly
size with a selection of seven stimulating
vibration settings. Its smooth, tapered tip
allows for easy insertion, with a pleasurable width that provides a delicious
feeling of fullness. The 6” Booty Plug is
made with dual-density silicone techno-

logy and features a wired remote for easy
control by the user or their partner. The 9”
Rabbit Vibrating has ten functions and a
curved shaft encased in smooth silicone
that warms and vibrates for internal stimulation unlike any other, while the rabbit
buzzes against the clit. “With Valentine’s
Day right around the corner, retailers will
certainly want to have these items and
the whole Frederick’s of Hollywood Toys
brand in their stores,” added Green.
Each new item is USB rechargeable,
comes with a satin storage pouch,
charging cable, and like all items in the
collection, is ready for gifting thanks to
the included gift card, wrapping paper,
decorative ribbon and foil sticker.

TOUCHME - a sexy new game from Tease & Please
Wijchen, The Netherlands - TOUCHME,
the newest addition to the ‚XXX-ME‘
series by Tease & Please, is the perfect
way to get playful with a partner, exploring limits in a fun, non-intimidating, and
arousing way…”TOUCHME is aimed at
two romantic partners and offers lots of
fun and erotic adventure. How sensual
are you and your partner? Go on an
erotic journey of discovery together and
experience tantalizing and surprising
challenges to give each other pleasure.
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Surrender and enrich your sex life with a
massage tool, a tickling feather, an eye
mask and the 6 deliciously erotic tasks.
The game contains 6 task booklets in
10 languages: English, Spanish, French,
German, Dutch, Polish, Russian, Italian,
Swedish and Norwegian,” Tease &
Please describes the new product in
its line-up.
TOUCHME by Tease & Please has a big
gift-appeal and makes a great addition to
the Valentine’s Day stock.
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0595403 0000

Can be recharged with the
included USB cable

Flexible

+ 49 461 5040-210 or -114
wholesale@orion.de

www.orion-wholesale.com

2001-004

Soft Touch

0595390 0000
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Keep up with Clean.Play
Cobeco Pharma
Berkel en Rodenrijs, The Netherlands - Clean.Play is the maintenance brand by Cobeco
Pharma. This collection delivers a complete cleaning kit for all toys and dolls.

no. 1 is a gentle washing soap to wash
off all dust before use and all liquids like
body fluids and lubricants after use , no.
2 is a disinfectant spray – registered and
antibacterial – to kill all bacteria that is
still on the product after washing it, and
no. 3 is a protection powder that is very
essential for all masturbators as well as
the sensitive areas of dolls. Beside no. 1,
no. 2 and no. 3 Cobeco Pharma is also

offering a Shining Spray that is suitable for
all latex, leather and rubber garments to
condition these materials or to make them
shine again. With an ever growing sex toy
market Cobeco Pharma is all about using
specialised products to clean and maintain
the quality and the pleasure to all that love
to take of their masturbator cup or sex doll
the correct way. All formulations are available as Private Label as well.

PEGASUS
Wadgassen, Germany - ST RUBBER
has expanded its product range with the
PEGASUS brand. These toys are ideal
for strap-on sex and pegging. They are
compatible with any harness. Of course,
the toys can also be enjoyed solo, as they
have a suction base that can be attached
to any flat surface. A pull tab at the base
makes them easy to remove and the oval
shape ensures stability. Thanks to the

suction foot and the wireless remote control, which has a range of 30 feet (about
10 meters), hands-free self-pleasure is
possible. The user can choose from 15
vibration modes and 6 vibration speeds.
The products are rechargeable via USB.
For orders or further questions regarding
PEGASUS, please contact ST RUBBER’s
customer service on +49 6834 4006-0 or
send an e-mail to info@st-rubber.de.

Mariska van Reijsen joins Evolved Europe BV
Nijkerk, The Netherlands - Evolved Europe BV is announcing that Mariska van
Reijsen joins their Sales Team. Mariska
will support the Sales Team and maintain
contact with customers. “Although Mariska is still relatively young, she has many
64

years of experience in the industry and
we are very happy that she is willing to
add all her experience and knowledge to
our team”, Raymond Houtenbos (Evolved
Europe BV), says. Mariska can be reached
at Mariska@evolvedeurope.com
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Xgen Products taps Anthony Pingicer
as Director of Marketing
The Marketing Department is being expanded
Horsham, USA – Looking to continue their growth as they enter their 11th year,
Xgen Products has hired Anthony Pingicer as their new Director of Marketing.

“W

e’re very excited to have Anthony
on the Xgen Products team,”
said Andy Green, President of Xgen Products. “His previous experience within the
industry as well as outside will be a great
asset to us.” Anthony will be responsible
for driving the brand awareness for Xgen
Products as a whole, as well as their
award-winning product lines, like Baci
Lingerie, Bodywand, Rabbit Company,
Envy Menswear and more. He will also be

an integral part of the decision-making on
all digital and traditional print marketing
opportunities, as well as Xgen’s presence
at industry events and their own shows.
“I am thrilled to start working with Andy
and the amazing team over at Xgen,” said
Pingicer. “The company is a leader in the
industry, as shown by their numerous
awards and their multitude of successful brands. I am ready to hit the ground
running and make an impact for 2020.”

MALESATION launches new penis pump
Wadgassen, Germany - New at ST
RUBBER: The MALESATION Penis Pump
Starter One! This is a classic penis pump
that can support a longer lasting and
stronger erection. The transparent cylinder made of ABS plastic is of high-quality
workmanship and has an integrated
measuring scale, so that men can read
their progress directly. The silicone cuff is

soft and stretchy so that it fits perfectly
around the shaft of the penis, creating a
high vacuum level. A practical hand pump
makes it easy to use and the safety valve
allows the user to release the vacuum
quickly. The pump is easy to disassemble and can therefore be cleaned easily.
Total length cylinder: approx. 22 cm/ Ø:
approx. 7 cm/ sleeve Ø: approx. 2 cm.

Eropartner stocks Svakom’s Alex masturbator
Zwaagdijk, The Netherlands - Alex is
the first masturbator that SVAKOM
has ever designed. It is a powerful
thrusting masturbator specially
developed for men’s pleasure. With its
realistic touch and immersive experience,
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Alex provides the customer an ‘ultimate
pleasure’. It is equipped with ultrasoft TPE material from inside, seven
selected intense auto-thrusting modes
and the company has created five
different scenarios.
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9 SUCTION GEARS

1 MANUAL AND 8 AUTOMATIC BLOWJOB PROGRAMS

DOTTED SLEEVE

WITH OPTIONAL TIGHT FIT SILICONE COVER

AWARD WINNER
BEST NEW MALE
PRODUCT 2019

ALMOST SILENT*
REMOTE CONTROLLED
WITH 12V CAR ADAPTER

+ 49 461 5040-210 or -114
wholesale@orion.de

www.orion-wholesale.com

2001-004

100% STRONGER* [60 WATT]

* COMPARED TO PREVIOUS VERSION 1.1

THE NEW SUCK-O-MAT® 2.0:
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Introducing the new

Secret Play collection at SCALA
Naughty and sensual fun
Wijchen, The Netherlands - New at SCALA: Secret Play. This brand is all about naughty,
sensual fun and invites lovers to play solo or together, exploring boundaries in a playful,
non-intimidating way.

F

rom tantalizing erotic games to kinky
bondage kits: Secret Play has got all
your arousing desires covered. The chic
collection even boats a quality line-up
of intimate care formulas, including
kissable lubricants, stimulating oral lip
balms, and luxurious fragrant body lotions
that will leave the skin silky smooth and
delicately scented.

A big selling point of the new Secret
Play collection at SCALA is that this
brand comes in eye-catching, gift-worthy
packaging. With a modern, youthful look
and feel, it’s perfect for alluring in-store
presentations. Catering to all entrylevels, from beginners to experienced
consumers, Secret Play’s branding is
bang-on-trend for all target-audiences.

New Panty Vibe Remote Controlled Vibrator
from Feelztoys available

Zwaagdijk, The Netherlands - The discreet
and stylish panty vibe from Feelztoys is
exciting to wear and takes women on an
adventure. This sex toy is very safe because it is made from 100% bodysafe silicone,
and it is 100% waterproof. The shape is
ergonomically designed so that it is very

pleasant to wear. You don‘t feel it until it
starts to vibrate... And also very important:
the panty vibe is whisper quiet, so only you
and your partner know what‘s going on
inside you. The vibrator lasts up to 8 hours
and the remote control works from up to
15 meters away.

Asha presents E-Ph + Europharma Lubricant Sterile
Rotterdam, The Netherlands - Asha International launches E-Ph + Europharma
Lubricant Sterile, a new product with CE II
certification. It complies with the new ISO
13485-2016 and the new medical device
regulation. The gel is a medical product
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for vaginal dryness, which is also suitable
for electro sex, sex toys and can also
be used with latex products. The
water-based gel is odourless, tasteless
and transparent. The gel is available in
a 133 g tube with flip-top dispenser.
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Enjoy orgasms with a new kind of

WWW.EDCWHOLESALE.COM
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Where the north-American erotic

Back to the 80s

industry meets: ANME Founders Show
T he Bur b an k - ba s e d tr a d e s h o w u s h e r s i n th e new yea r
ANME Founders Show in Burbank, California, is traditionally the first big trade event of the year for the
international erotic industry, and 2020 has been no exception. On January 12 and 13, numerous renowned
producers presented their latest products to the north-American trade audience, comprised of retailers,
distributors, and wholesalers. Here are some photos, provided by ANME Show, to give you an idea of the
exciting event.

Jade Leon
(Clandestine
Devices) and
Lulu Shwartzer
(Mystim) at the
ANME 80s
party

Sham Galoria and Bruce Elliott (Rocks-Off)

Jay Scheinberg (Liberator)
and Jack Romanski (Gvibe)
visibly enjoyed themselves

Linda Mclean and Manon Vallée (Shunga)
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Kim Faubel and Alicia Sinclair presented three brands:
b-Vibe, The Cowgirl, and Le Wand

XR Brands celebrate 20 years in the industry in 2020

Mr 'Perfect Fit‘: Steve Callow

The Creative Conceptions trio: Casey Doyle,
Chris Bowles, Rachael McCoy

The CalExotics team had a great time in Burbank
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Sabrina Earnshaw and
Kate Hodgson-Egan (Lovehoney)

New on the market: NEO Sensual by Michal Ninn

Desirea Greene, Christian Flores,
and Ryan Fraga (Oxballs)

Lennard Honebecke and
Andre Visser (EDC Wholesale)

F E A T U R E

Neglected by the mainstream
D o s e x to y s f o r men deserve mo re p ublic a ttentio n?

Yes
T

Matthias Poehl,
editor in chief

Have sex toys reached the
mainstream? Many
members of the industry
concur with this statement,
others vehemently disagree. So, would it be more
accurate to say that sex
toys have at least made a
big step towards the
mainstream. Even with this
limitation, there is no real
consensus. Why is that?
Could it be that some toys
have been given a general
thumbs up while others are
still frowned upon? Is there
a double standard when it
comes to certain products?
Toys for men, for instance?
Does the mainstream
media acknowledge them
enough? Or are they
confined to the side lines of
the sex toy revolution?
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he question postulated above is easily
answered. Just take a close, critical
look at the mainstream media, and you will
see that, yes, there are a lot of posts,
news, reviews, etc. about sex toys, but
very few of them are about toys for men.
The overwhelming majority focus exclusively on female-oriented products, toys for
couples, and the latest sex tech innovations boasting state of the art technology.
Admittedly, every now and then, the
mainstream media will also cover topics
such as sex dolls, but this is clearly the
exception to the rule, and also, such topics
are usually presented with a certain bias.
So, why are male toys generally given wide
berth? There are many reasons for this
imbalance, and one of them seems to be
that male toys are artificial representations
of bodily orifices. It is understandable that
some media are hesitant about featuring
such products. A silicone vibrator shaped
like a sunflower? Sure. A flesh-toned
vagina? Not so much. But again, that is
just one aspect. There are many reasons,
and they are as multi-layered as they are
complex. I do not presume to make a
judgment call here. But I will say that, if you
want to promote sexual wellness and
sexual health – and these trends are
drawing the mainstream media to sex toys

– then you can’t simply exclude toys for
men. Categorising masturbation by gender
is the wrong way. You can’t just pretend
that male masturbation doesn’t exist or
that it is wrong or indecent. Everybody
does it, and everybody has the right to do
it! Also, the people that directly or indirectly
contribute to maintaining this status quo
should ask themselves if they really want to
cling to outdated gender roles instead of
embracing the growing trend towards
inclusion.
Maybe the industry could also do more to
drum up awareness for male toys - after
all, getting people to pay attention is part
of the trade. We all know that this is a very
big market, and it continues to grow.
Creating more acceptance for maleoriented toys, maybe even similar to the
level of acceptance toys for women have
achieved - that could ensure continued
momentum for this market.
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No
L

et’s get this out of the way first: It is not like
the market for male sex toys was in dire
straits. We see more and more products vying
for the attention and the wallets of the male
clientele, ranging from cock rings to sex dolls
to sex tech innovations. And these products
can be bought or ordered everywhere you’d
expect to see them, be it boutique-style stores
in the city centre, online retailers or big internet
marketplaces. So, there’s definitely no
problem about the public perception as far as
that aspect is concerned.
The problem seems to be that this
development is not really being reflected in the
media - at least if you compare it to the
coverage that toys for women or couples get.
But just because you read more about female
sexuality and female-oriented sex toys in
magazines and blogs does not mean that toys
for men are completely ignored. In Germany, I
have seen a number of articles about the
topic, published in transregional publications.
And when it comes to social media, there is
an even playing field for toys for men - or
reports and news about them – as they face
the same limitations and the same bias as
vibrators, etc. Again, I am talking about sex
toys here. Things may be different when it
comes to products regarding male sexual
prowess, for instance erection pills.
In my opinion, the real question is this:
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Do sex toys for men need their
own lobby? As mentioned above,
the market continues to grow
even without having a brighter
spotlight shined on it. Additional
media coverage and public
attention would be nice, desirable
even, yes, but they are not really
necessary. Personally, I would
prefer if we didn’t focus on the
alleged contrast between toys for
men and toys for women as public
interest in sexuality and sex toys
increases. Rather, we should focus on
the underlying concept of sex toys, no
matter the target audience, and do our
best to remove all taboos surrounding
these products as they serve the
fulfilment and the enjoyment of our
individual sexuality.

Randolph Heil,
editor
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The market told us to change, so we listened!
N i c e ’n‘ N a u gh ty i n tr o d u c e a n e w r e ta i l c o n cep t

When the Nice ’n’ Naughty store in
Warrington in the northwest of England
moved to a new location, it was much
more than just a change of locale.
As a matter of fact, it was the first
step of a far-reaching effort to
adapt to a new situation in the
market and to new customer
preferences. The transition
from side street erotic
retail store to main street
boutique is the topic
of our interview
with Simon
Prescott, the
Director of
Nice’n’ Naughty.

Simon Prescott,
Director of
Nice 'n‘ Naughty
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Congratulations on the new opening in
Warrington! Are you proud of your brand-new
boutique?
Simon Prescott: Yes we are very proud of
the new boutique as it represents both: the
constant evolution of the Nice ’n‘ Naughty
brand; but even more importantly that we are
embracing the new exciting market conditions
such as female empowerment and the
subsequent shift from niche to mainstream on
this wave of liberalisation/openness. Indeed, I
imagine rarely has a relocation highlighted an
industry shift as our move from the backstreets
to the high streets and to achieve this our
vehicle for delivery was always destined to be a
boutique environment.

Nice ’n‘ Naughty has been present in
Warrington since 2002. Why did you change
the location now?
Simon: As mentioned above the market
told us to change, so we listened! We pride
ourselves on always being on the cutting edge
of the industry with the most knowledge and
best products to deliver. We saw our clientele
changing, the products they were buying also
changing, and it became blatantly apparent
the such dramatic shifts demanded a new
environment. We all know the high street these
days to an extent is do or die, but we also
know that sex, in its varying forms, is as old as
time itself and is never going anywhere! Hence
for us it was about acutely understanding
this, embracing technology not fearing it, and
getting to grips with what it really is that people
want and desire!

What can you tell us about your new location
on Sankey Street? What do consumers find on
Sankey Street
77

Simon: Relocating to Sankey Street we all
know is our arrival on to the high street and we
have to both deliver to that new environment
and respect it, so it serves us well and we
serve it well! So we sit there balanced in our
new environment with the correct formula to
thrive. Sanky Street itself is reinventing itself
as it looks to regenerate, with a raft of smaller
more savvy retail units that are more focused
on providing for their niche. For the days of one
size fits all and more general retailing seems to
be somewhat numbered.

What is different about your new store
compared to your other stores?
Simon: Everything! It truly is a new era, based
on cutting edge design, luxury, comfort,
sophistication, intrigue and surprise, to name
but a few differences. We all know in the past
this niche industry was somewhat built on
DVDs, as that was the initial liberalisation of the
early noughties. However, as technology often
does in retail it changed everything, tearing
through the norms and stability like a whirlwind!
In this case it didn’t just move the goal posts it
blew them out of sight!

How difficult is the step from adult retail store
to boutique? What requirements must be met
in terms of the shopping experience, store
interior, location, products, staff, etc?
Simon: Like anything in life the initial realisation
of the need to change can be the hardest
point, as you start to loosen the grip on what
made you successful in the past, choosing to
swim not sink. However once decided the best
decision I made was to go with my gut and
listen to my knowledge and experience to help
me see the market for what it now was. I then
immediately brought in the extra knowledge
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and experience required through consultants
to help us best transition as quickly and
successfully as possible, energising the staff to
see a new exciting future for all.

Do you hope to reach a wider audience with
the new boutique?
Simon: Indeed we do, this is a constant at
present and so much of our company ethos
and focus. As the market is always naturally
delivering this to us. It is up to us to offer the
right store environment inside and out to make
this wider clientele comfortable enough to enter,
then upon entry a great shopping experience.

“ TH I S IS DEF IN IT ELY A P ERMA NE NT

S H I FT TO A N EW SECTOR AN D

TH ER E IS N O GOIN G BA CK ON LY
FORWA RDS. ”
S I M O N P R E S C OT T

Will the new boutique in Warrington serve as a
template for your other stores? Do you plan to
implement this concept in other locations?
Simon: Yes, this is definitely a permanent shift
to a new sector and there is no going back only
forwards. The next store to be considered for
the template is our Brighton store.
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How important are modern retail concepts in any industry - in the face of fierce competition
from e-commerce?
Simon: There is no getting away from
e-commerce and this is our most important
growth sector. However we believe, in our
industry especially, there will always be an
element of retail and the high street that
requires human interaction, whether that be for
knowledge, to touch, to discuss etc and we see
the battle on the high street is to be considered
as the one true expert in your niche and as a
result are designing and planning everything
towards this is what guarantees the survival of
your physical presence alongside a flourishing
e-commerce wing, with ultimately both feeding
off each other.

Let‘s talk about a less pleasant topic:
You had to apply for a license for the new
store on Sankey Street, which was fortunately
granted to you on January 17. The licensing
procedure for adult retail shops is one of the
peculiarities of the British adult market.
Can you tell us more about to this subject?
For example, when do I need a licence?
Where can I get one? What does it cost?
How long does it take to get it?
Simon: You need a license if you want sell
R18 DVDs or if a significant percentage of your
products are considered to be sex articles and
this is also relevant in your turnover. To receive
one, you must first approach your local council.
The cost varies from council to council, but in
Warrington it is a non-refundable application
fee of £ 1553 (roundabout EUR 1850). If
successful there is a further fee to pay which is
an annual licensing fee of £ 383 (roundabout
EUR 450). The length of time to receive one
is approximately two months but can vary
somewhat from case to case.
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What are the requirements to get a license?
Simon: To satisfy the criteria in the UK sex
establishment policy, which we more than
did, and at the same time successfully and
succinctly argue your case to ultimately gain
the councils approval which they vote upon.

Is this procedure the same nationwide or
does each city council or municipal council
act individually?
Simon: The procedure is not nationwide and
is area, council and individual case dependent.

Let‘s talk about the history: When and why
was this licensing system introduced?
Simon: It was introduced in 1982 to control
and regulate any sex establishments in
the UK.

For outsiders, this procedure seems strange,
bureaucratic, harassing and, in view of
society‘s increased acceptance of erotic
products and the vacancy of shops in the
shopping streets, not very up-to-date. Is it
simply that the communities and cities do
not want to do without this additional source
of money?
Simon: British society is fast becoming
more liberal, accepting and understanding.
However, we are further behind on the curve
than a lot of our European counterparts.

Can you take us through the process on the
basis of your new boutique in Warrington? For
example, the license hearing took place on
January 17. What exactly happened there?

Simon Prescott and barrister Leo
Charalambides after the licensing
hearing on January 17
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Simon: It was held in Warrington town hall
and was open to anyone from the public
to attend. We initially were invited to make
our presentation as to why we deserved the
license, which we did through our barrister.
We were then required to answer any of the
council’s questions and concerns, one of which
was the initial shop frontage appearance on the
high street. Which included signage, door entry
and potential window displays.

the past 17 years. Then in regards to our future
we showed them the Boutique re-design for
the high street and how we had considered
every angle of this process to make what we
delivered appropriate, exciting whilst at the
same time acceptable.

How did you convince those responsible of the
licensing procedure?

In the case of your boutique on Sankey
Street, the media quickly found out that Nice
’n‘ Naughty had applied for a license. How
has this case being covered, and how are
the media and public opinion influencing the
licensing process?

Simon: By arguing our position successfully
with the strong case we naturally had based
both on our history and our future. In terms
of our history we highlighted the longstanding
impeccable trading history in the town and our
successful contribution to its economy over

Simon: The media were not at all helpful in
the process sensationalising the story on
limited facts, pictures of the wrong retail unit,
incendiary headlines, with a click-bait mentality.
It was for us to put the story straight, and the
majority of the local public supported that.

“ W E S AW OUR CLIEN T ELE CH A N GING, THE PRODUC TS THE Y W E RE BUY ING AL SO

CH A N G I N G, A N D IT BECAME BLATANTLY APPARE NT THE SUC H DRAMATIC SHIFTS
DEMA N DED A N EW EN VIRON MENT.”
S I M O N P R E S C OT T
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CES did not make women compromise on any

feature that is highly demanded of female sex toys

Why A ut obl o w A .I . w a s n’ t p r e s e n te d a t CE S
In recent years, several sex toy companies were prohibited from presenting their products at the world’s biggest
trade show for consumer electronics, CES. Considering that 10 companies from the industry have participated
in the Las Vegas event this year, it would seem that things have changed. Alas, that is only half-true. Brian Sloan,
CEO of VIECI Inc., would have loved to present his brand Autoblow A.I. at CES, but the organiser turned him
away, claiming that the toy does not comply with the rules of the show due to the realistic mouth opening. EAN
interviewed Brian to learn more about the incident and why he refused to alter the product for presentation at
the trade show.
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Brian, you released an open letter to the CES
– whose latest event was held in Las Vegas in
early January – in which you say that the show
discriminated against you because you were
not allowed to showcase your latest product,
Autoblow A.I. Could you recap what happened
from your perspective?
Brian Sloan: Because of the controversy from
last year, I was aware that 2020 would be the
first year that sex toy companies were welcomed
to display their innovations at CES. I applied in
September 2019 and was told I could display
the Autoblow A.I. at the show but if and only if
I replaced the sleeve with a non-descript hole
because the 2020 rules prohibited “anatomically
correct” products.
I pushed CES to understand the reasons for the
prohibition, but they declined to explain the rule
– they only sent me a copy of the regulations.

Has there been a response by the CES to the
open letter?
Brian: CES has not contacted me regarding
my letter. CES changed its policy primarily
due to media pressure but the current political
climate makes it very difficult for journalists
to express outrage on behalf of men and so
realistically, I do not expect a public response
because I am male.

CES has stated that you can show your products
if the sleeve doesn’t look like a mouth. In your
open letter you explain why you rejected this
offer. But wouldn’t it have been a good
compromise and perhaps a basis from which
you could have moved forward?
Brian: A compromise in this situation would be
an admission that there is weakness in my
position. There is not. The position that purple
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penis shaped tubes are fit for public display while
all actual human orifices are not, is absurd.
Our brand proposition is that the Autoblow A.I.
is the world’s best blowjob machine. That
blowjobs are given by human mouths is an
immutable fact. Our customer base is men and
if there is one thing I understand about selling
sex toys to men (which I’ve been doing for 10
years) it is that they almost all require a human
orifice replica of some kind to achieve a high
level of enjoyment of any sex toy.
CES did not make women compromise on any
feature that is highly demanded of female sex
toys. They admitted that female pleasure is a
part of sexual health and permitted the types of
products preferred by the vast majority of women.
But men are different than women and men
prefer that their products display a human orifice.
A compromise would both damage our brand
image (we sell blowjob machines, not machines
with non-descript holes) and be an admission
that there is something shameful about sex
toys that look like parts of human beings when
there is not.

According to your letter, CES has moved
away from “no sex toys” to “no sex toys that
resemble human body parts”. Do you have any
insights into the reasoning behind this?
Brian: I can only assume the reasons; I do not
have factual insight into their reasoning. Based
on my experience, I believe the decision makers
at CES wanted to narrowly give into the media’s
outrage at the Dicarlo incident without opening
up the floor to products meant for men, which
the decision makers may perceive – or believe
the public perceives – as “dirty” or “vulgar”.

While the exclusion of other companies has led
to a social media outrage in the last years, it
seems that the reaction to the exclusion of
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Autoblow A.I. is more muted.
Do you think this has something to do with the
fact that you cater to a male audience or do
you see other reasons as well?
Brian: A few media outlets including Mashable,
AskMen, Venturebeat, and Geekwire picked up
the story to varying degrees but the reaction
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otherwise was certainly muted.
This has 100 % to do with the fact
that we cater to a male audience,
but it goes deeper. The CES
policy virtually singles out male
pleasure tech and excludes it
from the show as human orifices
are far more important to men
than they are to women when it
comes to masturbation.
That there is discrimination
against males in many aspects
of society is well known only to
a relatively small group of
people. The very idea that
there may be discrimination
against men is considered
“right wing” by most popular
websites whose writers are
primarily from the political left.
If left-leaning web journalists
do not personally identify
with the issue, the issue
does not get reported to the
public; this is our current
reality and is what may have
happened in this instance.

Sex toys that cater to a
mostly female audience have
gathered more and more
public acceptance in recent
years. Is the same true
for male products? What
stands in the way of greater
public acceptance for male-centric sex toys??
Brian: Without patting myself on the back
too much, I think that the way I’ve sold the
Autoblow since 2014, by using myself as the
spokesperson, has done more than any other
company to lessen the stigma of owning a
male sex toy.
w w w. e a n - o n l i n e . c o m • 0 2 / 2 0 2 0

I N T E R V I E W

Several other companies have put real efforts
into male sex tech innovations, and I think the
more innovating that happens, the more widely
accepted owning a male sex toy will be.
When men see devices that look like the
Autoblow A.I. or the Lelo F1s, or Hot Ocotpus
and read the marketing language, they start
to understand there is nothing “dirty” about
owning one. But the majority of our industry
(due to the higher profit margins) still makes
rubber butts with names like “FUCK HER ASS
TO DEATH” and that does a lot to maintain the
stigma against ownership.
The men who only have exposure to old style
no-tech sex toys will need more exposure from
popular media to the newer styles of products
and then the public acceptance will increase.
I believe this will be a slow process, specifically
with regard to women accepting men’s sex
toys as normal and healthy, just like men have
been asked to do regarding women’s toys.

A couple of years ago, it was still unusual when
sex toys were shown at consumer shows. This
seems to be changing now. In your opinion:
Which role do mainstream shows like CES play
for erotic companies?
Brian: If CES allows innovative sex toys to be
displayed more openly in the future, it will do a
lot to help the media understand that pleasure
technology is as important as any other new
technology. Online media is what drives
consumer acceptance of new products and so
if our industry’s most innovative products can
appear at CES, it will help make the market
larger for all companies.
I do not expect though that CES is the right
venue for low tech products like common dildos,
vibrators, and manual male masturbators. The
show does have a focus on tech and I would
expect that erotic companies displaying there
must offer new tech to consumers.
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Does this exclusion affect your plans for
Autoblow in 2020?
Brian: No. It’s just something that would
have been nice – something to drive more
awareness to the fact that companies are
innovating in male sextech.

Which other plans do you have for the year?
What are the current trends and how will you
react to them?
Brian: The stuff we’re working on in q1 is not
product based but system based. As our
volumes increased significantly with the new
A.I. launch, we are implementing better
software for inventory management, logistics,
and customer service.
Regarding industry-wide trends, in the US I
believe we will continue to see distributors
cut out by brands selling directly to retailers,
and I believe brands will increasingly
consider selling directly to smaller and
smaller retailers, at least in the US
market. I think the EU markets are well
protected from this trend because of the
complications of languages and VAT
and so the EU distribution model is still
relatively safe.
I do see a consolidation trend in the industry of
larger companies buying smaller ones plus now
there is a bit of private equity money floating
around. If I found the right deal, I’d sell my
company in 2020.

Autoblow A.I. has been in development for
quite some time before its launch last year. Do
you already know when the next iteration will
come to the market?
Brian: We hope to complete this next
development cycle within 1–2 years.
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Every retailer who knows me trusts

that I have their best interest in mind

S te v e S a v t a kes o n a new ch a llenge
Steve, most of our readers know you are a
true industry OG. But for those who don’t
know your backstory, can you give our
readers a brief timeline of your career arc?
Steve Sav: Mentioning all of these
dates makes me feel old, but here we
go: I started out in the late 1980’s as an
assistant buyer for Claire’s Boutiques in
their licensed brands as well as novelty/
jokes/gags and helped open their 1,000th
store. That’s where I met Nick Orlandino
who was working for Forum Novelties in
New York. When I went to Spencer Gifts
in the mid-1990’s, I was the buyer for their
core assortments: Novelty/Gag, T-shirts
and a very small adult novelty section that
consisted of plastic twist on/off vibrators.
Working with Nick, we expanded the
assortment to include Pink, Purple and
Glow In The Dark. The assortment really
started out as a ‚joke‘ but after a few years,
Spencer’s became a mall destination for
quality adult toys. At that time, Over-TheHill party items were very popular. We
developed a great Bachelorette assortment
by adding a plastic penis to everything:
crowns, wands, lanyards, etc. Before
then, you couldn’t find ‚sexy‘ Bachelorette
items in stores.
Steve Sav, Executive
Sales Director

It was the last big news story of the previous year: In mid-December,
Evolved Novelties announced that Steve Sav had joined the company.
Which was more than reason enough for EAN to ask Steve for an
interview about his new job, the new challenges it entails, and his
career in the erotic industry, which began in the late 1980s.
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The pleasure space has changed a lot
since you first got your foot in the door.
What recent events or market trends
drew your attention and thoughts toward
starting a new chapter of your career with
Evolved Novelties?
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establishing the Evolved
brands throughout Europe and we’re looking
forward to an impressive 2020 and beyond.

Steve: First of all, consumers expect quality
and want affordable technology. Evolved’s
5-Year Warranty certainly establishes the
consumer’s confidence in our brands. Second,
in-store trainings of staff and consumers is
relatively new. Third, Evolved has a very liberal
tester programme – testers will always help sell
product. Greg Alves has put together incredible
team members who are constantly on the
road visiting stores and making sure their
energy and knowledge are transferred to the
store personnel. People working in a store can
confidently close a sale on any Evolved toy and
make that customer happy. Customer service
teams in e-commerce can feel confident that
they can answer any question from a consumer
based on the training they’ve received.

Tell us a bit about your new position. What
are your responsibilities, and what parts of the
world will you be serving?
Steve: My new position won’t be much
different. I’ll be working with customers in
North America, the UK, Europe, and Russia
helping to enhance their experience with
Evolved Novelties.

Building on your answer from question
number four – beyond the basics of your
job description, what unique goals, creative
strategies, and career experience are you
excited to add to the team?

How does Evolved fit your current philosophies
on doing business in this industry? Where do
you and the company meet when it comes to
superior product quality and customer relations?
Steve: Evolved met all of the criteria in a
company that offers great products, timing of
new releases, quality assurance, and incredible
fill rates. Our business thrives on new releases
and Evolved has several new releases every
month. Evolved tests all of their items when
received to assure the quality is above standard
and the consumer will be happy. The European
warehouse, run by Raymond Houtenbos, is a
definite plus. We are the only American company
operating our own warehouse in Europe.
Being able to service our European, UK and
Russian partners faster sets us apart from our
competition. Raymond has done a great job
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This interview was
contributed by Colleen
Godin, EAN U.S.
Correspondent

Steve: Every retailer who knows me trusts that
I have their best interest in mind. My goal is to
keep them supplied with quality products and
provide the best customer service. From my
buying and sales experience, retailers can’t
make money from an empty peg or empty shelf
in a warehouse. Take care of them and you’ll
have a customer for life.

Where can the industry find you in the near
future, as you’ll undoubtedly be hitting the
ground running into 2020?
Steve: If it’s not on a plane, train or rental car,
it’ll be at a trade show or store nearby.
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We are motivated by the potential

of tech to increase sexual wellbeing
S e x te c h s tart-up Vibio p resents vibra to r E lla
Sharing experiences is
easier than ever thanks
to social media and the
internet, and to many
people, posting snippets
of their lives has become
perfectly normal. One
aspect of life that has been
exempt from this trend,
however, is sexuality. This is
where start-up Vibio comes
in. The company, launched
by Patricia Cervantes
Santanaand Alma Ramirez
Acosta, has developed a
sex toy that makes intimate
experiences shareable
thanks to an app. The
vibrator is called Ella, and
there is a crowdfunding
campaign for it coming up
in February. EAN had the
opportunity to talk with the
two founders of Vibio about
their new product.

Patricia Cervantes Santanaand and
Alma Ramirez Acosta, founders of Vibio

Ella is the name of the sex toy for which
you will start a crowdfunding campaign
in February. What will be the most
important feature that will make Ella
stand out?
Patricia Cervantes Santana: Ella is an
app-enabled wearable vibrator for
external stimulation. It’s anatomically
designed to fit vulvas, so it is comfortable
to wear even outside the bedroom.
Our main focus is to encourage
exploration and put the emphasis
on an experience which is totally
sharable. Our toys can be
controlled to offer a gamified
element, with pleasure targets
and bigger challenges available to
try out in order to make sex a much
greater priority in people’s lives.

Ella is being developed by Vibio. Could
you tell us a bit more about the company
and the people behind it?
Alma Ramirez Acosta: We founded
Vibio in 2018 after having been friends
since the age of three. We are originally
from Gran Canaria and later moved to
Barcelona to complete our university
studies. We love tech and its potential
to increase sexual wellbeing, a taboo
subject that affects everyone’s lives but
is rarely spoken about. Our mission is to
help society overcome this awkwardness
– presenting sex in a natural way that encourages people to feel comfortable with
themselves. We are both looking forward
to our Kickstarter campaign launching on
4th of February, taking pre-sale orders
of our first product: a wearable vibrator
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we’ve named
Ella. Being a firsttime entrepreneur
at the age of 24
is not easy and operating in such a stigmatised industry makes it a bigger challenge.
However, we wake up every morning feeling
sure that we’re working towards an important,
neglected problem that has long been waiting
for a fresh take.

Did you have any previous experiences in sex
toy development? Why did you decide to start
Vibio in 2018?
Patricia: Alma always had high hopes of
building a business, so she moved to London
just over two years ago out of admiration for
its start-up scene. After gaining business
development experience whilst working for
tech start-ups, Alma’s interest in sex tech was
triggered by an article she read about a sex doll
brothel in Bogotá to combat prostitution.
After researching the sex tech market and
seeing massive opportunities on a global
scale, she decided to pivot to vibrators due
to first-hand experience. I joined soon after,
realising the potential of new tech to
increase and normalise sexual wellbeing, and
the impact that can have in social attitudes
towards female pleasure. After leaving my
corporate tech consulting job in Barcelona,
I moved to London to co-found Vibio.

How would you describe the philosophy behind
your company?
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Patricia: We believe in
tech for good (fun). We
Vibrator Ella can be controlled via app
are motivated by the potential of tech to increase
sexual wellbeing, so we’re all about making
people feel more comfortable and open about
their sexuality. We focus a lot in innovation, so
all of our products are designed to offer a different
or improved experience
“ OUR MAIN FOC US IS TO
to those already in the
E NC OURAGE E XPLORATION market. Sustainability is
important for us, so
AND PUT THE E MPHASIS
one of our missions is
working towards making
ON AN E XPE RIE NC E W HIC H
our products as eco-friendly as possible.
IS TOTAL LY SHARABL E .”
PAT R I C I A C E R VA N T E S S A N TA N A

You state on your website that you “believe
there is no reason intimate pleasure can’t also
be a social experience.” Could you elaborate
on that?
Alma: We all enjoy solo sex, but there is still a
stigma attached to it – especially in the case of
women. Self-pleasure is nothing to be ashamed of, and we should all be able to discuss
it openly with our partners or even our close
friends. Research has found that couples who
communicate their sexual needs and desires in
a natural way report higher satisfaction, which
is why we regret that most people still regard
self-pleasure as a taboo topic. Our approach
is creatively designed toys as a way to break
down that barrier and open up healthy conversations about sex.
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Let’s talk about Ella. Could you tell us a bit
more about the development process?
Alma: When we started this journey, we knew
we wanted to make designs that were unique,
attractive, and functional. We had fallen in love
with the concept of wearable vibrators but
saw there was room for improvement in terms
of design and execution. Looking at other
wearables in the market and based on our
own user experience, we started sketching
out ideas which we then 3D-printed to see
how they performed. This was key to keeping
our costs low, and after many iterations, we
narrowed it down to a version that would fit
comfortably and would distribute vibrations
effectively.

Why did you choose the exterior design we
can see today?
Patricia: We designed it with the anatomy of
the vulva in mind to make sure it was
comfortable to wear. Looking at average sizes
and after extensive user testing, we narrowed
it down to a version that would fit comfortably
and that would distribute vibrations efficiently.

Ella will heavily rely on the app that comes with
the physical product. What will this app be able
to do? Why did you choose to use an
app anyway?
Alma: Having an app allows for easy remote
control and partner play, which is essential in a
wearable. Besides making it easy for couples
to play regardless of location, it can be a great
tool to challenge each other to try new things
and explore intimacy in a different way. Plus,
it opens up lots of possibilities to grow as a
company. We’re moving towards interconnectedness, and apps are a key driver. We have
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lots of ideas, but we want to grow a user base
first to learn what people would like to see from
us and have them be a part of that process.

Did you have a specific target group in mind
when developing Ella?
Alma: Ella is designed for all types of vulvas
and has been tested with people of all ages
and sizes. We see most interest from people
who are curious about the potential of the app,
which is something you see in many different
generations nowadays.

What will be the next steps after your crowdfunding campaign? When can the backers
expect the finished product? When will it be
available to retailers?
Patricia: After our Kickstarter campaign ends
in March, we will start production and development of our app. We expect to ship the finished
Ella in October this year.

Since Ella is a sex tech product: How exactly
would you define sex tech and what do you
expect for the future of this category?
Patricia: Sextech is any technology
applied to enhancing sexuality. Robotics
and VR porn probably are the most
commonly known examples, but it goes
way beyond that. Sextech is a booming
industry with many angles, facilitating the
new diverse intimacies our culture is looking for.
We are seeing great projects - many led
by women - opening up very necessary
conversations around health, education,
assault reporting and intimacy and exploring
how new tech may help to solve some issues
in these categories.
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My new role is to grow SHOTS as a company
A n i n te r v i e w with H ein Sch o uten, SH OTS’ new Sa les Directo r
SHOTS is charting a
course for the future, and
as part of their strategy,
they have made Hein
Schouten the company’s
Sales Director. EAN had
the opportunity to pepper
Hein with questions
about his new duties and
responsibilities, his 9-year
career at the company,
and the changes and
opportunities awaiting
in the future of the
erotic market.

Congratulations on your promotion! How
does it feel that you can now call yourself
Sales Director of SHOTS?

expand the team, let them be the best
they can be, maximise collaboration, and
create a happy environment.

Hein Schouten: The time was right, and I
am proud and happy that the word is out
now. And that we can focus on the future
and make our ideas into reality.

What are your expectations and goals
regarding your new position? What ideas
and plans do you want to implement?

What exactly will your new responsibilities
look like and how will they differ from your
previous position?
Hein: Previously, I was only responsible
for my own territory and now my
responsibilities are almost worldwide. My
new role is to grow SHOTS as a company;
to create a larger sales team and work
together with them to prepare SHOTS for
a long and profitable future.

Hein Schouten, the new
SHOTS Sales Director

There hasn’t been a Sales
Director at SHOTS so far. What
was the reason to create this
position now?
Hein: We created this position to
make place for a new generation
of thought and vision and to take
part of the workload from Oscar’s
already very busy schedule. We
need someone in place who
has the time to focus 100 %
on sales, future sales, sales
growth, stability, and profitability.
Someone who is hungry to
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Hein: I have written a 2, 5 and 10year plan to give SHOTS global brand
recognition. Also, we plan to achieve
massive growth in turnover and
profitability in current regions but also in
new ones. And we want to grow the team
and their skills to make sure SHOTS is
ready for the next 50 years.

How many years have you been working
for SHOTS? In your opinion, what are the
biggest strengths of the company?
Hein: I have been working for SHOTS
for 9 years now. We were a small ‚family‘
business back then. Now, 9 years later,
we have grown from 9 to 50+ employees,
and the lines of communication are still
as short as possible. This means we are
flexible and we get things done efficiently.
Also, we are a young and hungry team,
with an ‚Old School‘ mentality and a ‚New
Generation‘ knowledge.

How much has the market changed since
you started out? Where do you think we‘re
headed?
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Hein: The industry has changed massively,
9 years ago, a lot of our business was still
DVD. The artwork for sex toys was still mainly
naked ladies, and sex shops still had curtained
windows. Having said that, not all companies
were the same; even back then, a few
businesses were pushing boundaries to make
sex toys available to the mass market. SHOTS
was one of those few and we still continue
doing the same thing!
We have always looked at toys as a lifestyle
product, not something sleazy. Now, this is all
very normal and our industry is at the highest
acceptance level ever, but we are not there yet.
Many countries still have a long way to go but
we will get there – together, we can change
the world and its opinions one step at a time.
The sexual revolution continues, and the future
looks bright. The industry is also becoming
more and more professional by the day and I
love that.

Hein: As a young kid, I started selling rabbits
(the furry kind not the vibrating kind) from home.
Then at high school, I moved on to selling mobile
phones and scooters. I also organised transport
to parties and did private taxi fares. When I
turned 18, I became a car salesman – this was
all from my home and nothing official. I also did
a few other odd jobs like a newspaper round at
12, picking fruit on a fruit farm at 14, working
at a restaurant at 16, and at 18, I moved to the
north of Holland to get a bachelor’s degree.
While studying at university, I did door to
door sales for an electricity company and an
alarm system company. So, as you can see,
I had sales in my blood from a very early age.
With all of that experience, I went on to sell
measurement systems to hospitals and schools
while studying for my degree in the evening at
night school. That job didn’t actually last very
long because 3 months later, SHOTS happened!
I had sent out my curriculum to all the major
companies in the area, and SHOTS was one of
them – I live 2 km from the office. I went for an
interview and the rest is history!

What motivates you every day on the job?
Hein: Keeping the team motivated and
enthused and seeing them happy and
smiling because they are selling our products
well. Maybe they just landed a deal or they
are just happy with life, that‘s what it is
all about.

What did your professional career look like
before you entered the industry? And what
made you seek your fortune in this market
back then?
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What do we need to know about the private
person Hein Schouten? What do you do when
you‘re not working for SHOTS?
Hein: Well, I am about to become a father in
March, and I am really looking forward to that. I
love going to a good restaurant with my wife and
doing general family stuff. And hang out with
friends and enjoy life. I see so many busy cities
while travelling the world; when I’m home, I prefer
to hang out in my small village of 7000 inhabitants
and surround myself with friends and family.
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We developed an idea for a subscription service

like no other – we like to think of it like a gym
T he Sw ay i s a n e w s u bs c r i p ti o n bo x r e ta i l e r th a t p a mp ers yo ur sex lif e like a sp a da y

What do massage candles, lubricants, orgasm-enhancing balms and vibrators have in common? All but one
of these bedroom accessories are top-selling items curated by The Sway, a new e-tailer and subscription box
service with a focus on slowing things down between couples. Did you guess correctly? Believe it or not,
Sinead O‘Hare of The Sway reveals that her online shop sells more sensual fluids for
rubbing and touching than typical sex toys. O‘Hare thinks it‘s all a part of why her clients
adore this sex ed-motivated subscription kit brand. O‘Hare muses that if we can buy
memberships to the gym and spend money on green juices and spa treatments,
there‘s no reason our sex lives don‘t deserve the same luxury treatment. Coupled
with an online sex-ed blog and how-to resources in every box, The Sway delivers
pleasure products on a bi-monthly basis that seek to inspire and pamper. Sinead
O‘Hare tells EAN more about The Sway and why this subscription box service is
unlike any other in the industry.

Why is your online retail shop, The Sway,
‚like a gym membership for your
relationship,‘ as your slogan tells us?
Sinead O‘Hare: Amongst other
revelations, we came to the conclusion
that in the midst of a cultural shift that
sees both physical and mental ‘wellbeing’
as more important than ever, sexual
wellbeing never really entered the
picture. We spend money on our
spin classes and spa days but
not our sex life!
Relationships evolve over time –
often growing deeper and more
profound. However, the same
can’t always be said for the
sex, which often ends up
taking the backseat in our
busy lives. Between the yoga,
facials and green juices we
were purchasing to ‘look
after ourselves’ neither of
us were lifting a finger to

keep our sex lives alive and kicking. That
little shift in our minds that sex was also
something that needed ‘looking after’ was
the idea of The Sway. We developed an
idea for a subscription service like no other
– we like to think of it like a gym membership for your relationship. Bi-monthly
themed pleasure packages of innovative
prompts and products all delivered to your
doorstep with the utmost discretion. Sway
boxes promote exploration, discovery and
communication – all whilst introducing you
to themes, brands and products you may
never have explored otherwise.

Online retail is, rather obviously, enormously trendy and the market is overflowing
with shops. What sets The Sway apart from
every other retailer out there right now?
Sinead O‘Hare: We pride ourselves on
setting ourselves apart by focusing on
3 key points:
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light tease every box introduces
you to new sensations you
may otherwise not have dared
to venture into for fear of
the unknown.
Curating out boxes in this way
allows us to be really specific
with the products we choose
and allows our customers the
opportunity to try things out,
experiment and ultimately work
out what they do and don’t enjoy.

Tell us about your pleasure package
subscription. What sort of subscription boxes
do you offer, and what new delights do they
bring to consumers?
Sinead O‘Hare: The Sway realise that you may
not know what you’re into if you haven‘t tried
things out and sometimes ‘trying things out’ is
hard. That’s why every box is created and
curated around a different theme – think
sensual massage or light tease for example.
Each Sway box brings with it a new experience,
helping both partners work out what each other
are into, and what they may not be into.
The premium and partnership boxes launching
in the new year will push these ‘themes’ further
and for more specific audiences, such as a
box created and curated purely around post
natal sex.
In order for customers to get the most out of
each theme, as well as the products included,
every Sway box is accompanied by cleverly
designed prompts, created to do a lot of the
heavy lifting for you.
It’s that little voice that prompts ‚hey, this could
be fun, let’s try it out...‘, ‚are you into it‘, ‚how
does it feel‘. The Sway, is a friendly, helping
hand. It’s time to start looking after our sex
lives, so whenever you’re ready – The Sway’s
got you covered.
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What are your best-selling sex toys or sex toy
brands at the moment, and why do your customers love them?
Sinead O‘Hare: Our subscription box offering is by far our best-selling product and this
changes every two months with a new theme,
products and prompts. Couples seem to really
enjoy the surprise and gifting element of a
curated package just arriving on the doorstep
every two months!
But aside from our subscription offering, surprisingly our online shop best sellers don’t involve
anything vibrating!
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I came onto market with

HighOnLove at the right time

H i gh O n L o v e is rea dy f o r th e nex t step
It is not so long ago that you came on the
market with your brand HighOnLove. How
did you experience the ‚start-up period‘?
Angela Mustone: My previous years of
experience at California Exotic Novelties
has helped me understand the sexual
wellness market and what the consumers
really want. So, when it came to
HighOnLove, I knew my target audiences
and how to market effectively. While the
beginning year was still a build-up period
to progress the HighOnLove brand, this
was an effective time to greatly increase
our brand identity.

Are you satisfied with how your brand has
developed so far?
Angela: HighOnLove has been getting a
great reaction from the media – and our
consumer base has been consistently
growing, too! We now have various
mainstream retailers we are working with
such as askderm and have opened an
Amazon store. With growing attention
from the consumers and media, I am
very satisfied with how HighOnLove has
developed so far.

Angela Mustone,
President of
HighOnLove

HighOnLove had its big debut in Europe at eroFame 2019, marking
the end of the introduction phase for Angela Mustone’s brand. In
our EAN interview, we ask Angela how she experienced this early
phase in the life of the brand and what is next for HighOnLove,
now that the foundation is laid. We also discuss the potential of
products containing CBD and/or THC since these substances are
still prohibited in many countries.
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The competition never sleeps - in retrospect, would you say that you came onto the
market with HighOnLove at the right time?
Angela: Yes – I came onto market
with HighOnLove at the right time. As
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previously noted, my experience in California
Exotic Novelties gave me insight into the types
of adult products that would appeal to women
and the dearth of those types of products
in the market. So I saw an opportunity to
develop high-quality sexual wellness products
that could really help women embrace their
sensual sides.

In October 2019, your brand made its
European debut at the eroFame. How was
the response?
Angela: Retailers at eroFrame really loved
HighOnLove because of the luxurious quality
of the line of products. HighOnLove looks to
provide and perfect every intimate experience
with premium grade ingredients, beautiful
packaging, and superior design and this really
caught the eye of many retailers. We also have
so many Point of Sale material to offer to
the stores.

HighOnLove had its
European premiere
at eroFame 2019

Were you also able to win over many
distributors at eroFame? Where can retailers in
Europe purchase your products?
Angela: HighOnLove was able to sign an
exclusive deal with Ann Summers for the UK
market. It is exciting to see leading retailers
such as Ann Summers to distribute our line of
products.

“ I SAW AN OPPORTUNITY TO

DE V E LOP HIGH- QUAL ITY SE X U A L
W E L L NE SS PRODUC TS THAT

C OUL D RE AL LY HE L P W OME N

E MBRAC E THE IR SE NSUAL S I D E S .”
ANGELA MUSTONE

At launch, HighOnLove had five products
on offer. How has your hemp oil-based line
changed since then?
Angela: HighOnLove has collaborated
with CalExotics to create an exclusive set
of Stimulating Orgasm Oil and Grace Palm
Massager, launched January 2020. We also
have a Lip Gloss for Couples that was launched
in November 2019 to add to our collection. Lip
Gloss for Couples is designed to plump and
hydrate the lips making it feel irresistibly kissable
while enhancing foreplay by increasing sensitivity
and exciting the intimate areas.

For all those who don‘t know your products
yet: What are their unique selling points and
what role does hemp oil play?
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you can have them out for display on your
nightstand as an accessory.
Details such as bottle designs do matter in
order to stand out amongst the competitors.
HighOnLove‘s ability to create a full experience
can really help differentiate itself.

You have also developed a THC/CBD line, but
its breakthrough will probably depend on how
the legislation around cannabis continues
here in Europe. Do you hope to be able to
publish the line in Europe in the next few
years?

Angela: HighOnLove
products are vegan,
chemical-free, and
cruelty-free products made
with premium grade hemp
seed oil and other nutrient-rich
ingredients from the highest quality international
suppliers. These skin-friendly formulas provide
revolutionary intimate experiences and a level of
smoothness only hemp seed oil can provide.

Besides the high-quality ingredients of your
products, the overall appearance of your brand
also stands out. How important is this for the
success of HighOnLove? And how important is
it to be perceived as a brand in order not to get
lost in the flood of new products?
Angela: The opulent bottle designs bring forth
the heightened style and luxury of HighOnLove
products. This helps create an entire experience
for women – the opportunity to enjoy high-end
indulgences while promoting their well-being.
Our beautiful designs also allow for the breaking
down of taboo associated with sexual wellness
products. Instead of hiding the products,
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Angela: Yes! I am hoping to get
HighOnLove’s line of products in various
markets in Europe. It is definitely in my plans
for the next few years – with more details to
come as the legislation around cannabis in
Europe changes.

In the USA, it seems that products containing
THC/CBD are clearly on the rise. How big do
you estimate the market potential of these
products?
Angela: There is a huge market potential of
THC/CBD infused sexual wellness products.
Especially with the passage of the 2018 Farm
Bill, THC/CBD products have become more of a
trend. As it is now, this industry will continue to
grow at an extremely fast pace!

What will happen with HighOnLove this year?
What is your target for 2020?
Angela: This year, HighOnLove will focus on
increasing and growing the brand identity. We
will target for more collaborations and launches
to provide consumers with more variety and to
grow our brand.
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The most visible difference between our

products and the competition is our quality
Bar t o sz G r a c z y k ta l k s a bo u t L i n ge r i e G r o u p
There is strength in numbers. Not
only is this a popular saying, but it
is also one of the reasons why three
lingerie brands, Avanua, Casmir, and
Passion, were combined under the
Lingerie Group name. EAN wanted to
learn more about the Polish company
and the characteristics of each of the
individual brands and their lingerie
products, so we asked Sales Manager
Bartosz Graczyk for an interview.
Lingerie Group is the combination of three
Polish lingerie brands: Avanua, Casmir
und Passion. Before we go turn to the individual brands and their products, could
you introduce us to Lingerie Group first?

Erotic stores are the main distribution
channel for the Avanua brand
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Bartosz Graczyk: As you said, Lingerie
Group is a collaboration of three prolific
Polish erotic Lingerie brands. Each of our
brands is different and has a different
target audience, however, what binds
them together is the fact that the
offered products are of the highest
possible quality. All of our lingerie items
are produced in Europe, mainly in Poland.
We have our own sewing factory where
the most modern technological solutions
are used – for instance the Cutter, a
machine for perfectly cut materials. The
products are also sewn to live up to the
highest standard.
We felt we could reach the greatest
possible number of consumers all over
the world by joining the forces of the three
brands together and creating one strong
company - Lingerie Group.
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How did these three brands come to be united
under one roof?
Bartosz Graczyk: As the owner of a highly
developed manufacturing park, we had sewn
the lingerie for other lingerie brands. Our
decision was to strengthen the cooperation
with selected brands, which resulted in the
creating Lingerie Group. Thanks to that, we
have the opportunity to offer our clients a wide
range of products. All the necessary formalities
to enter a market are done just once. That
reduces the costs and shortens the time that
is needed to implement a project. As a result,
we are more recognisable around the world.
What is more, any client who starts cooperating
with one of our brands has access to all three
brands. Everybody will find something that
matches their needs as they can choose from
the entire range of products that Lingerie Group
has to offer. It is a really convenient way to
enlarge one’s assortment as well as place
orders for the three brands faster.

sales@wowtech.com

As mentioned, there are three lingerie brands
under one roof. What sets Avanua, Casmir and
Passion apart from each other?
Bartosz Graczyk: Each of the brands offers
erotic lingerie. However, the Casmir brand
offers luxurious and elegant lingerie made of
more expensive fabrics. Despite the fact that
Casmir lingerie is erotic, it is very much the
sensual type of lingerie, so-called soft erotic
lingerie. It is sexy, comfortable, and original,
perfect for every woman regardless of her age,
figure, and likes. Casmir Lingerie can be found
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mostly in exclusive boutiques and is suitable for
even the most demanding women.
Avanua is a brand dedicated to every woman,
found mainly in adult shops with erotic toys and
outfits, offered at a reasonable price. Both
men and women are often looking for new
excitement in their bedrooms, so the best
solution here is sexy erotic lingerie.
The Passion brand is the one that has the
widest assortment of products to choose from.
It offers tights, stockings, bodies, corsets,
chemises, garter belts, thongs, peignoirs,
nightdresses, and pajamas.

“ I N T ERES T IN EROTIC

L I N GERIE H A S IN CREAS ED
N OTICEABLY. ”
B A R TO S Z G R A C Z Y K

Passion Lingerie is perfectly matched for every
type of figure, focusing on the alluring shapes
of a woman regardless her size. Passion has
no limits, that is why the Passion brand offers
lingerie all sizes from S to 7XL. The Passion
brand lingerie sets can be more or less
provocative and tempting.
We create lingerie for every type of woman,
ranging from very subtle and sensual to spunky
and strongly erotic sets.

The Casmir brand is all about luxurious fabrics
and designs as proven by the Inoe body

How would you describe your average
customer? Are you aiming at different target
groups with each brand?

mature ones who would like to feel more classy,
chic, and sexy. Honestly, our customers are
women but also men, who buy our products
as gifts for their women to feel sexier and more
sensual at any time. In fact, each of the brands
is slightly different, aiming at a certain group of
customers. But ultimately, it all depends on the
product and the style of the lingerie set. There
are very spunky and lustful sets as well as very
subtle and alluring pieces of lingerie.

Bartosz Graczyk: That is a really hard question
to answer. Our customers are young women
looking for new erotic excitement but also

What sets your lingerie apart from the
competition?
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“ E V E RY BODY W IL L

FIND SOME THING THAT

MATC HE S THE IR NE E DS A S
THE Y C AN C HOOSE FRO M
THE E NTIRE RANGE OF

PRODUC TS THAT L INGE R IE
GROUP HAS TO OFFE R.”
BARTOSZ GRACZYK

Corset Marica can be
found in the Casmir brand

Bartosz Graczyk: The most visible difference
between our products and the competition is
our quality. It is simply the best quality.
Our lingerie is produced in one of the most
modern manufacturing parks. Our team of
seamstresses is highly qualified. We use
top-quality fabrics from Poland, Italy, and
Spain. In order to create a perfectly suited
lingerie set, we focus on every single detail,
from selecting the fabric, type of thread, and
lace all the way to the stylish packaging of the
final product.
Our products have won many awards, for
example Quality Consumer Leader of 2019.
Moreover, the thing that distinguishes us from
others is our plus size lingerie. The other
available lingerie sets usually are produced
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in 2XL sizes. Our company goes further than
others, meeting the needs of all women and
producing lingerie up to size 7XL.
The packaging boxes are very modern and
elegant, including QR codes. Additionally, we
have photos taken with models that can be
watched in 360° format. Also, all the
marketing materials are available to our
clients to make our brand stick out from the
rest of their assortment.

Would you say that general interest in erotic
lingerie has increased in recent years? If so,
what is the reason for this trend?
Bartosz Graczyk: In recent years, interest in
erotic lingerie has increased noticeably. In my
opinion, it is caused by that media since taboo
topics are being discussed more often on radio
and TV. What is more, the internet is the richest
source for that kind of product, and it is anonymous. Sex is not a taboo topic anymore; it is
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“ W E C RE ATE L INGE RIE FOR E V E RY

TY PE OF W OMAN, RANGING FROM VE RY

SUBTL E AND SE NSUAL TO SPUNKY A ND
STRONGLY E ROTIC SE TS.”
BARTOSZ GRACZYK

The Avanua brand includes
the Candy chemise

discussed widely everywhere. People
share their opinions, needs, and fantasies,
they are ready to try something new. The best
example would be the famous ’50 Shades of
Grey’ stories that were turned into films.
People loved it, especially women.
Honestly speaking, erotic lingerie itself started
to appear among daily use underwear on the
shop shelves unnoticeably, and society became
ready to try bold and more exciting ideas in
their bedrooms. These elements had an effect
on the growing demand for erotic textiles.

How do you decide which new lines of lingerie
to add to your portfolio?
122

Bartosz Graczyk: We are following the latest
trends and trying to adapt to changing demand
on the erotic lingerie market. Once new fabrics
or laces appear, we check their quality
immediately. We have our own designers who
work on new types, designs, and collections.
What is more, we do market research to check
the wishes of our future customers. It is a
complex implementation process. We try to
create products for everybody. Products that
could fill gaps in the erotic lingerie market
and be accessible to both, consumers and
their partners.

Design is obviously one of the most important
aspects when it comes to lingerie. Could you
describe the process, from idea to product?
Bartosz Graczyk: The whole production process starts with selecting the fabrics and laces.
The next step is to put the designers’ ideas
onto paper and create a specific lingerie model
sketch. Later, the stencil is created to make
the model prototype. Then, the lingerie models
are tested for stretching, colouring etc. After
the lingerie tests are approved, the photoshoot
is done, the packaging boxes are created and
finally, the finished products go on sale.
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What are the current design trends in the
costume and lingerie market?
Bartosz Graczyk: The latest trends and the
upcoming ones are our little secret for the
moment, but I can tell you that the hottest models coming soon are made with wide elastics
straps. You can find them in our new collection.

mentioned before, with the elastic straps.
Together with our body stockings collection,
it could become the flagship line of
Lingerie Group.

Do you have any advice for retailers when it
comes to selling lingerie? For example, how
should your products be presented in a store?
Bartosz Graczyk: 80% of the success is in the
appropriate presentation of the product. The
best way to show the lingerie is to present it
on mannequins or present it on the hanger.
Unfortunately, not all erotic lingerie sets look
attractive on hangers, so the model’s body
is the best way to present it. Obviously, at
the local store, it is impossible to present the
lingerie live on a model, and that is why large
pictures of models and our products videos are
the most effective way of product presentation.
As the producer, we can make 360° lingerie
presentation videos. This way, the customers
are able to imagine how a specific lingerie set
would look like on them or their partners.

Which channels of distribution do you use?
Where can interested retailers turn to if they
want to sell your lingerie in their shops?

Passion is a brand with a wide selection
of products, including Brida Body

Let‘s talk about your latest collections. Is there
a collection that stands out and that would give
a good example of your product portfolio?
Bartosz Graczyk: All our collections are
special, each dedicated to different clients’
needs. The next special collection is the one
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Bartosz Graczyk: We sell our products online,
but we also want direct contacts with the
clients. Our future and existing clients can
easily meet us because we visit different
international lingerie trade shows several times
a year. We are becoming more and more
recognizable, and we are proud of that fact.
Moreover, we have representatives in some
countries and collaborate with many huge
wholesalers. The best way to get in touch with
us is to visit www.lingeriegroup.pl or contact
our Sales Department by sending an
inquiry to sales@lingeriegroup.pl.
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All we want to do is provide a trade

show where exhibitors get value for money
ETO Sho w 20 2 0 i s f a s t a p p r o a c h i n g

This March, Coventry is
the place to be as ETO
Show will take place in
the British city on the 15th
and 16th of that month,
with 50 exhibitors – 15 of
whom have are new to
the show – presenting a
multitude of new products.
ETO organiser Jonny Kirk is
very happy with this field of
exhibitors which combine
high quality and great
diversity, as he explains
in our EAN interview. Of
course, we also talk about
the event programme
that awaits exhibitors and
visitors in mid-March.

Imagine this scenario: You meet someone
who has never heard of the ETO Show.
What three things would you tell him
about the event?

To what extent did the successful
comeback of your show last year
contribute to the interest of potential
exhibitors?

Jonny Kirk: Great manufacturers! Great
products! Great networking opportunities!

Jonny: Well it was great to comeback
after a couple of years – but that was
mainly down to our regular exhibitors that
wanted to have a show. What I genuinely
feel is that there is a market to be had in
the UK and the ETO Show is the great
way to find it.

How much anticipation is there for
the upcoming ETO show on 15 and
16 March?
Jonny: I’m really excited as we have
a great mix of existing, loyal exhibitors
along with about 15 new exhibitors which
will provide a very interesting product mix.

One of the most important pillars of a
trade fair are the exhibitors. Are you
satisfied with the quality and quantity of
companies that will be exhibiting in
Coventry come March?
Jonny: Absolutely – we have even
more than last year as we have
tweaked the floor plan a little, so
we have about 50 exhibitors.
All of the companies are of high
quality and visitors should expect
a great variety of high-quality
products on show.

Jonny Kirk, organiser
of the ETO Show

Could you say a few words about the
exhibitor field at the upcoming ETO
Show? Can visitors once again expect
a healthy mix of well-known and new
companies and brands?
Jonny: We do have quite a few new
exhibitors this year and all in different
areas including lingerie, toys, sexual
health and bondage. New exhibitors
so far are Ruling Passions, Elawin,
Obsessive, Passion free your senses,
Miss Naughty, Secret Waters, Play Harda,
Slap Leather, ORION and Kandid Toys.

A trade fair is also always a reflection of
the market. How would you describe
the state of the British erotic market?
And to what extent has the uncertainty
surrounding Brexit had an impact on
the market?
Jonny: I think it may have settled down a
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bit now, election and Brexit is done so let’s see
what happens. The UK market seems pretty
good at the moment, so I think it’s a great
opportunity for European companies to come
and sell to the UK market.

‚Less show, more business‘ – that was the
motto of your trade fair last year and it was very
well received. Will you remain true to this motto
this year as well?
Jonny: Yes, absolutely all we want to do is
provide a trade show where exhibitors get value
for money – it’s simple economics.

Also, the location remains the same this year.
So, are satisfied with the Ricoh Arena?
Jonny: Absolutely – I think the Ricoh Arena
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suits the need of the exhibition perfectly and it’s
important to note that under current licensing
laws in the UK we are limited to certain venues
depending on the council allowing us to apply
for a license. But the Ricoh Arena has all the
facilities we need to host the show and make
it as easy as possible for both exhibitors
and visitors.

Looking back, was it more difficult to
keep your event running successfully for
years or to make a comeback after a
two-year break?
Jonny: No, I don’t think it was difficult –
I just think we had to change the game
a little. I think every industry and country needs
an annual trade show – how it works may
change a little but that’s up to the organizer to
work out in collaboration with its loyal exhibitors.
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Our product consistently gets top ratings
Fish Zhang , CE O o f Tr a c y ‘ s D o g, te l l s u s a bo u t h is co mp a ny a nd its p ro ducts
Having one of your products reach the top echelons of the Amazon
bestseller lists is a sign of success if there ever was one. Tracy’s
Dog achieved this feat with their “Clitoral Sucking Vibrator” on the
international site of the online behemoth. But the company, which was
founded in 2015, has much more to offer than just their bestseller. In
our interview, CEO Fish Zhang tells us more about the Tracy’s Dog
product range and the developments Zhang expects to see in the
upcoming years.
CEO Fish Zhang
(centre) and
the team of
Tracy’s Dog

Tracy’s Dog offers a wide variety of sex
toys, most famously your “Clitoral Sucking
Vibrator”. Before we talk more about your
products, could you tell us a bit more
about the company and its history? When
was it founded and how has it developed
since then?
Fish Zhang: We started the company on
the 3rd of July, 2015. The idea of starting
the company had a simple root – engineer
and design discreet adult toys that will
encourage new users to try it out, along
with focusing on individual powerful
features, that won’t send customers into
the indecision trap set by the paradox of
choice. Instead, we would give them their
go-to toy. We’ve had multiple reviews
from sex toys experts, people who have
drawers or baskets full of toys, and yet
TD is in their go-to top 5 of “nightstand
drawer choices”. I say this without any
vanity: With our focus on functionality and
powerful features, it seems that we are on
the right path.

What’s the story behind your – rather
unusual – company name?
Fish Zhang: You see, names are
intended to trigger something in people;
either it’s one that is completely made up
or one that reminds you of something.
Tracy’s Dog came from the idea of being
playful and helping to eliminate the stigma
of using a sex toy. Consumers relate to
it in the same way they would to the girl
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next door. It’s simple, approachable, beginnerfriendly, and enticing curiosity. If you look at
names that mean “nothing”, you
realise that they became
something only through
the value and the
meaning they provide.
That is exactly
what we wanted to
achieve with it.

Who are the people behind the
products? Could you tell us a bit about the
team of Tracy’s Dog?
Fish Zhang: What a great question! The team
behind the TD brand is a cool group of people
who are incredibly creative and talented. They
are dedicated to the mission of the company,
but keep coming with great ideas because
we need to go outside the box when working
towards normalising women’s orgasms and
closing the gap.

On your website, you state as part of your
mission that “when every other thing in your
life gets complicated, orgasms shouldn’t be
one of them.” Would you say this is at the core
of your company: making orgasms easy and
accessible?
Fish Zhang: There was a recent study that
found that 91% of men and 39% of women
always or usually orgasm during sexual
encounters. But when masturbating, The Hite
Report from 2003 and many others following it
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cite “that 95% of women reach orgasm easily.
Why? Because when women masturbate, they
focus on clitoral stimulation 99%.” When having
sex, on the other hand, most women report
that they’re not getting clitoral stimulation. And
THAT is the major reason for the huge orgasm
gap. Our mission is to help women close this
gap once and for all, with a clitoris stimulation
toy that, as research says, gets women off as
close as it gets to 100%.

whether they are having solo fun or as a
couple, we have a lubricant as well, retailing
at $7.89
Our products consistently get top ratings. And
there are several reasons for that: thoughtful
engineering, countless trials, body-safe silicone
with a highly realistic feel, and the toys are
also waterproof, which increases the range
of places where they can be used. But the
primary reason is that it makes our customers,
both male and female, experience orgasms
as some of them never have before in terms
intensity and overall feeling.

What aspects of product design do you attach
particular importance to?

The “Clitoral Sucking
Vibrator“ is Tracy’s
Dog’s current top seller

Could you give us an overview of your current
portfolio? What kind of products are you
offering?
Fish Zhang: Our current portfolio features our
star product – the Clitoral Sucking vibrator,
that reached No 1 in the Sexual Wellness
category on Amazon as the most wished for
vibrator, retailing at $47. Along with it, we
have a male masturbator, that also ranks as
the most popular toy for men, “Tracy’s Dog
Pocket Pussy”, retailing at $24 in our Amazon
shop. And to enhance both partner’s pleasure,
130

Fish Zhang: Research is a big part of our
design process. Orgasms are as unique as our
bodies, and to be able to engineer a toy that
will bring you to climax requires thousands of
hours of research. The most attention in our
design team is given to the functionality side
and the features, heavily influencing the other
aspects, like not giving too many colour options
or not including unnecessary design parts
that just fool the eyes. Ultimately, we want our
products to be an eye shutter moment, and if
it does the job well, if it gets you off, then the
colour won’t really matter.

One of your flagship products is the “Clitoral
Sucking Vibrator”, which is definitely worth a
closer look. Would you mind presenting this
product to us?
Fish Zhang: That’s the pride of our brand.
Not only in the number of sales (although for a
business that’s obviously an Important metric)
but also in the number of reviews that top each
other. A lot of women report back and share
their experiences. Given that this is a very
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intimate moment, we feel incredibly proud that
we are able to bring such powerful intimate
moments and strong orgasms to women
worldwide.
The clitoris sucking vibrator has sold over
1 million units now, and it is selling like
hot bread. What makes it so special? The

G-spot while the suction part is adjusted to
each woman’s clitoris, and you can try different
patterns of intensity.
The toy is rechargeable (via USB) and doesn’t
need batteries. A full charge will only take 1.5h
and it will last you a full 60 minutes of pleasure
and fun. And with reports back of only having

“ OUR STRATE GY IS TO KE E P

INC RE ASING THE POPUL ARI TY O F

THE BRAND BY SHOW C ASING THE
V IBRATOR AND E XPL AINING WHY

IT’ S DIFFE RE NT FROM ANY THING
E L SE ON THE MARKE T.”
FISH ZHANG

to use the toy for several minutes at a time to
reach a full blossoming orgasm, it will last you
quite a while.
The toy is made out of body-safe silicon and is
completely waterproof, so you can take the fun
outside of the bedroom, but that also makes
for the perfect “me time” in the shower if your
house is full of (little) people running around.

U-shaped toy offers two options for stimulation:
vibrations or gentle suctioning, each having
10 levels of intensity for both, intensity and
frequency. Your very own superhero game.
It’s highly flexible so as to appeal to
everybody because our bodies, much like our
personalities, are different.
The shaft is inserted vaginally to reach your
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The year 2020 is still young. Which
developments will dominate the erotic market
this year and how do you intend to respond
to them?
Fish Zhang: Awareness of the sexual wellness
movement is increasing, and it prompts ample
dialogue, making both men and women open
up about their intimacy. Technology is also
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taking a more solid role, developing tools,
form physical products to virtual ones (like
apps, see the mindful masturbation app, Ferly)
or a combination of both. And with that in
mind, with an educated audience and more
advanced technology taking a more inclusive
part in their intimate life, 2020 looks very
exciting. The whole reason why only few men,
and sadly too few women as well, know so little
about the clitoris is because of sex aid classes
that are completely avoiding this part and
instead go onto discussing the internal organs
of a woman’s vagina.
We find it quite peculiar that
it’s been a taboo (and,
frankly, still is) to talk
about your orgasms or
sex, while violence
and murder get
prime time on the
TV without any
restrictions. And
we expect 2020

to feature an increase in sexual education,
having more people open up about their
experiences, moving the subject closer to
normality, the same as going to your therapist
once was. A taboo at the beginning that you
hardly dare whispering about, while now, it’s on
everybody’s lips and accepted wildly.

Are you currently working together with any
distributors or wholesalers? Where can retailers
purchase your products if they want to sell
them in their stores?
Fish Zhang: We have had great success
selling from our Amazon shop. But for 2020,
we’re looking to expand and enter the retail
space because Tracy’s Dog is becoming a
highly recognisable brand. Currently, we have
already established partnership with ABS
HOLDINGS, LUBRY GMBH, ELDORADO,
and MS-ONLINE.CO.JP.

What is Tracy‘s Dog‘s strategy for the future?
Will retail sales play a greater role?
Fish Zhang: Our strategy is to keep
increasing the popularity of the brand by
showcasing the vibrator and explaining
why it’s different from anything else on
the market. We aim to expand our
online reach and we are also working
on some offline events, which will
give us the opportunity to engage
more with the end users, get their
insights, and see how we can be
of more help and value to them.
We will also be working on an art
collaboration that will feature different
artists and their interpretation of how
different women’s clitoris are.
We will provide ongoing education on our
website and social media.
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We feel it’s important to do

our part for as long as we are able
S e x to y f o r a go o d ca use: Do wn U nder Do na tio n Dildo
For months, wildfires have been wreaking havoc on
Australia, taking the lives of numerous people and
countless animals. Many homes have been swallowed
up by the flames, not to mention the devastating toll
the fires have taken on the Australian forests and
nature in general. Australian sex toy manufacture Geeky Sex Toys decided to contribute to
the effort to help and heal their home country, and they are going about it in their own,
unique way: They have created the Down
Under Donation Dildo, and all sales
profits will be donated to aid organisations to help people affected by
the fires. In our interview, Josh
Porter, the head of Geeky Sex
Toys, tells us more about this
laudable project.
Josh, your latest product has
a sad backstory: You created
the “Down Under Donation
Dildo” to help the bushfire
relive efforts. How did you
come up with this idea?

Emma and Josh of Geeky Sex
Toys, want to support various
aid organisations seeking to
alleviate the effects of the wildfires
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Josh Porter: Well, we had
already donated a small amount
personally but after seeing the
situation continue to worsen, we brainstormed ways to raise a larger amount.
We figure we’re pretty damn good at
producing sex toys and we have an
incredible community of customers. We
also thought it was a unique way and
could gather quite a bit of media
attention, so even if people didn’t
purchase a dildo they would still go
and donate directly.
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Would you mind telling us how you are
experiencing the situation in Australia yourself?
Are you directly affected by the fires?
Josh: Currently we are fine and not directly
affected by the fires that are being shown in the
news. We live in a small town called Yeppoon
in central Queensland (Near Rockhampton).
Back in November we actually had fires come
extremely close. Homes in the area were lost
and much of the town had to be evacuated.

How exactly will the money from the dildo sales
be used?
Josh: All the information about where the
money is going can be seen at our website
geekysextoys.com/bushfire-appeal.
But we have basically decided on splitting the
money up to various charities and funds to
ensure the money is going where it needs to.

Why did you choose this design for the Donation
Dildo? Does it have a certain symbolism?
Josh: With the Australian base and the green
and gold colours it just screams Australia. And
obviously the koalas are an iconic Australian
animal. Our aim was to make it as “Aussie”
as possible.

How many Donation Dildos are available
and how much money are you hoping to raise
this way?

The Donation Dildo
retails at 69$, and all
the money goes to
aid organisations
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Josh: As many as people can buy! The climate/
bushfire crisis is an ongoing issue and the
donation dildo will always be available, and the
profits will always be donated to charity. We feel
it’s important to do our part for as long as we are
able. We’ve so far raised over $25,000!
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online shop

• short loading times
• responsive to iPhone & Co.
• GDPR conform
• search engine optimized (onpage)
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For us, 2019 was simply bigger and

better than we could have envisioned
T he SC A LA s u c c e s s s to r y c o n ti n u e s
So far, the story of SCALA 2.0 has been defined by expansion and growth. Launched in 2017, the company has
gone from strength to strength, and there were no signs of slowing down in 2019. So, what is the trajectory
for 2020? What can the market expect to see from SCALA this year? Those questions are at the heart
of this interview, and they were answered by various departments of SCALA, including product
development, sales, and marketing.

Before we talk about your plans for
2020, let‘s take a quick look back: Was
2019 a good year for your company?
SCALA Team: From our perspective,
2019 exceeded our expectations in
every way possible. When SCALA 2.0
was launched in 2017, we couldn’t
have dreamt of achieving this much
in such a short amount of time! We
enjoyed superb turnover, saw sales
figures soar, and were able to take our
SCALA assortment to the next level
with hundreds of new, must-have
products. For us, 2019 was simply
bigger and better than we could
have envisioned!

What were SCALA‘s highlights
in 2019?
SCALA Team: The past
year has been filled
with highlights,
both financially
and creatively.
Though our fantastic
turnover and excellent sales figures
are amazing, we’re most proud of the
expansion of our SCALA assortment
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with premium collections and toys.
Offering our customers prime access
to a curated assortment of premium
products has been one of our main goals
since our relaunch, and we’re thrilled at
how much our brand line-up has evolved
in 2019. We saw the introduction of
TOYJOY Silk, Banger Babes, and Secret
Play - and expanded existing collections
such as Mae B and TOYJOY Get Real
with new, innovative products. We’re
already thrilled at the solid partnerships
we have built with A-class brands such
as CalExotics and We-Vibe; ensuring
SCALA customers have exclusive and/
or unrestricted access to the biggest
brands on the market.
Of course, we have to mention the
exclusive release of PRIVATE, the newest
masturbator collection in our assortment.
This range sets a gold standard in male
masturbation, and combines amazing
quality and branding with superior sales
margins for retailers, allowing customers
to profit from the brand’s realistic appeal!

And what is SCALA‘s verdict on the
general developments in the market
in 2019? Which trends have had a
particular influence?
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Available from SCALA since 2019: Secret Play

The TOYJOY Silk line was one of several new
additions to SCALA’s private label range in 2019

SCALA Team: A trend that has been going
strong for a few years, and only grew in
demand in 2019, is quality toys for men.
We’ve noticed that the market for male
toys continues to rapidly grow, which we
attribute to the topic becoming more
mainstream. Though the gay market is still
a large segment of this category, we’ve
noticed that the heterosexual male targetaudience is quickly catching on to the
pleasures of masturbation toys. This is
exactly why we chose to expand our SCALA
assortment with various brands and products,
aimed specifically at this demographic.
We have entered into an exclusive
partnership with PRIVATE, the well-known
adult video platform with millions of worldwide
users. The release of PRIVATE Girls means
male consumers can get up-close and
personal with their favourite PRIVATE
stars, something for which we noticed a big
demand! By keeping the sales margins on this
collection super attractive for retailers, we’re
hoping PRIVATE will make all parties thrive because when our retailers’ profit, we
profit and the brand profits. You don’t have
to compromise and accept unattractive
margins because thanks to PRIVATE, there’s
a rewarding alternative. Another example of
how we used the male masturbation trend to
our advantage is the new Bangers and Banger
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Babes brand. Instead of the sleek
masturbation tubes, as found in PRIVATE,
Bangers is all about a lifelike attraction. From
hand-held strokers to life-sized dolls, all
products feature ultra-realistic detailing for the

“A TRE ND THAT HAS BE E N GOING STRONG
FOR A FE W Y E ARS, AND ONLY GRE W

IN DE MAND IN 2019, IS QUAL ITY TOY S
FOR ME N.”
SCALA TEAM

most ‘natural’ experience imaginable.
Something that we noticed many men
crave, but it often comes at high prices.
Keeping affordability a key priority, Bangers
is accessible to all consumers, even those
on a stricter budget.The same goes for
Hünkyjunk, a new brand that has been in
SCALA’s line-up since January 2020. This
brand is a neutral alternative to Oxballs which has a brand identity often associated
with the gay market. Hünkyjunk is all about

I N T E R V I E W

The next SCALA In-House Experience
Event will take place in April

trendy, sleek design and has a very
approachable appeal to the heterosexual
male demographic, which is exactly in line
with the growing market demand.

And now to the current year: What do your
ideas, plans, and goals for 2020 look like? Will
SCALA remain the ‚one-stopshop for everything erotic‘
and the ‚full-service
provider for B2B
customers‘?
SCALA Team: We’re
confident we have a
winning formula as
a full-service provider
for B2B retail, so no, we’re
not expecting big changes.
We simply plan to improve
and stay our current course
as the one-stop-shop for
everything erotic. For example,
this January, we’ve added
the Hünkyjunk brand to
our curated selection of
products. This premium
brand of male pleasure providers has
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a strong focus on style, function, durability,
and colour. Combining classic silhouettes with
trendy design elements has resulted in contemporary, unique male toys. This brand allows
us to further benefit from the growing male
consumer demographic and caters perfectly
to the increased demand for non-intimidating
male pleasure providers that we’ve already
mentioned earlier.

Will SCALA continue to pursue a balance
between first-party brands and third-party
brands? Or have you considered changing
this balance?
SCALA Team: We’re thrilled at how well
we’ve managed to balance our in-house and
third-party brands in one, curated assortment
of products - and we have no intention of
changing this harmony. Each has its specific
appeal but together they form one comprehensive selection with something for every
kind of target audience.

What are SCALA‘s plans for the private label
sector in 2020? Will more brands be added?
Are new, spectacular product launches in
the pipeline?
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xx Jeeica

“OF F ERING OUR C USTOME RS PRIME AC C E SS TO A C URATE D

AS SORTME NT OF PRE MIUM PRODUC TS HAS BE E N ONE O F O U R
MAIN GOAL S SINC E OUR RE L AUNC H.”
SCALA TEAM

SCALA Team: Yes, most definitely! We
always want to be on-trend and will be
launching various new private label brands,
collections, and products that take
advantage of the latest technologies and
market developments. We can’t reveal all
the details yet, as we want to maintain an
element of surprise, but we can tell you
that these names include TOYJOY Smile,
and TOYJOY Glasworxx, TOYJOY
SeXentials, TOYJOY Anal Play, Mae B,
and Hidden Desire. We’re also currently
developing new, updated packaging for
existing Anal Play and TOYJOY
Classics products, giving some of
the brand’s best-sellers a fresh new
look and feel.

What requirements does SCALA have
regarding its own brands?
What criteria must be met for SCALA
to consider developing and producing
a private label line?
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SCALA Team: That differs for each
private-label line, as every brand has its
own unique selling points. For example,
toys that are added to TOYJOY Designer
Edition need to have a strong focus on
innovation, with a high-end look and feel.
For TOYJOY Basics, affordability is key,
keeping pricing attractive without
compromising on performance.
And TOYJOY Silk is all about feminine,
non-intimidating appeal. That said, every
product that SCALA adds to its private
label collections needs to meet two
important criteria: excellent value for
money for the end-consumer and
excellent margins for the retailer.

Your collaborations with third-party brands
include both, exclusive and non-exclusive
distribution partnerships. Will this
strategy be pursued further, or could you
see yourselves changing it in favour of
more exclusive distribution partnerships?
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he PRIVATE Collection
stands for quality,
branding, and
favourable margins
for the retailers

SCALA Team: SCALA is more than
thrilled with the current exclusive
partnerships we have, and we have no
desire to make changes to the current strategy.

Will your portfolio of third-party brands
change significantly in 2020 or is it more
about fine-tuning at this point?
SCALA Team: It’s all about fine-tuning and
curating the collections that we currently have.
Of course, we’ll be adding new brands to our
line-up, but these products will complement
our current assortment - not duplicate.
For example, we noticed we only had
a limited selection of sex
machines, whilst there is
definitely demand for
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“IN 2 0 2 0, OUR SC AL A BRAND AMBASSADORS W IL L JOIN FO R CE S
WITH A CTUAL BRAND RE PRE SE NTATIV E S TO V ISIT RE TAIL E R S

xx Helen

AT TH EIR STORE S FOR SPE C IAL TRAINING SE SSIONS,
WORKSHOPS, AND PRODUC T PRE SE NTATIONS.”
SCALA TEAM

more. That is why we’re adding HiSmith,
a quality line of fuck machines, to our
assortment to fill this void. Our strategy
is not to have all the brands but to have
the best brands. Instead of focussing on
quantity, we’re focusing on quality, while
still ensuring we have something for every
target-audience in our brand line-up.

xx Pamela

What is the requirement profile for
potential new third-party brands in
SCALA‘s portfolio?
SCALA Team: As we just explained, a
new brand needs to complement and
enhance our current brand line-up, not
merely duplicate it.

SCALA supports its retail customers in
many ways. Which ideas and concepts
do you want to implement this year?
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SCALA Team: Our SCALA team will
be focusing a lot of attention on the
creation of new POS items, online brand
planograms, and other supportive sales
materials to help retailers maximise their
potential. In 2020, our SCALA brand
ambassadors will join forces with actual
brand representatives to visit retailers at
their stores for special training sessions,
workshops, and product presentations guiding retailers towards a bigger,
better turnover. In 2020, we’re also
hosting another edition of the SCALA InHouse Experience Event, taking place in
April. During this event, retailers can
attend a full, one-day programme
filled with workshops and training, geared
especially toward their specific needs.
Retailers can tell us prior to the event
which subjects they’re interested in (toys,
drugstore, male assortment, female
assortment, etc.) and they will receive a
personalised programme based on their
w w w. e a n - o n l i n e . c o m • 0 2 / 2 0 2 0
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preferences. Interested in attending? Contact
your Account Manager for more info.

Is the support of the retail trade as important
for a distribution company as product variety or
logistics today?
SCALA Team: All three are part of the winning
formula. You can’t be successful if you neglect
retail support, nor if you ignore the importance
of diversity of your assortment or smooth
logistics. That is why SCALA focuses on all
three of these important aspects!
Winning ‘Best Distributor’ at the EAN Awards
two years in a row (2018, 2019) is testimony
of how successfully this formula works for us,
our suppliers, and our customers. In 2020,
we’ll be launching an online retail support
databank that contains all product information regarding quality and materials, allowing
retailers to find info about all the relevant SKUs
with just a few clicks.

“ E V E RY PRODUC T THAT SC AL A ADDS TO ITS

PRIVATE L ABE L C OL L E C TIONS NE E DS TO M E E T

TW O IMPORTANT C RITE RIA: E XC E L L E NT VA LU E
FOR MONE Y FOR THE E ND- C ONSUME R AND

E XC E L L E NT MARGINS FOR THE RE TAIL E R .”
SCALA TEAM

Which challenges does SCALA expect in our
market this year? Do you see serious changes
on the horizon?
SCALA Team: The influx of budget products
from China is growing, and we expect a
real challenge in maintaining a healthy
balance in pricing. We can’t deny there’s
a difference between Chinese pricing and
US pricing, but we will be dedicated to finding
creative solutions to prevent significant price
changes for our customers. We don’t want
to give in to this price war and aim to achieve
a balance that allows for a healthy, profitable
European market!
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Show Sponsor

15th & 16th March

Ricoh Arena I Coventry

THE UK’S ONLY DEDICATED
erotic TRADE SHOW
ETOShowB2B

@etoshow

@etoshow

To register for your f ree entrance badge
and full Show details visit our website etoshow.com
FOR EXHIBITION ENQUIRES PLEASE CONTACT JONATHAN KIRK

T: +44 (0) 7786 925080 E: jonathan@etoshow.com

ETO Show is a trade-only event and strictly no under 18s, students, or consumers will be admitted.
Registration must be completed by every visitor, and proof of trade status (business card, stationery, supplier invoices etc) must be shown at the door.
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I believe both of us feel we can

contribute to each other’s business

No w a v a i l a b le f ro m O RIO N Wh o lesa le: Ma leE dge & Jes-E x tender
In this interview with Klaus Pedersen (MaleEdge & Jes-Extender) and Björn Radcke (ORION Wholesale), we
learn more about the recent business agreement between their companies that has resulted in MaleEdge &
Jes-Extender products being distributed by ORION. Moreover, we talk about the expectations both parties have
regarding this partnership, and about their plans to promote and advertise the two brands.

Your brands MaleEdge & Jes-Extender
are now available at ORION Wholesale.
How did this cooperation come about?
Klaus Pedersen: It‘s a happy occasion
for us, the opportunity arose after we had
looked towards ORION for some years. I
believe both of us feel we can contribute
to each other’s business, this being the
main reason for the new partnership.
Björn Radcke
(ORION Wholesale)

What made you confident that you had
found the right partner in ORION? What
are the strong points of the company?

Klaus: Of course, we do hope so! We
consider this partnership as an important
step to fully covering the German
retail-market, both with ORION‘s adult
wholesale clients and with ORION‘s own
retail channels, including online
and shops. And we hope to, and plan
for being active in as many parts of the
ORION adult business as possible.

Which strategy will you and ORION use to
promote your brands?

Klaus: We know ORION as a major player
in many European markets, including
Germany and the German-speaking
markets. As such, they are a very relevant
partner for a company like ours. ORION
is a full-range distributor and retailer with
their broad geographical and diverse sales-channel setup, and we believe ORION
will add to our business due to their client
portfolio.

Klaus: Having our leading and
established brands in the male-growth
sector, we offer a range of tried-andtested marketing options which we will
tailor towards both ORION‘s clients and
ORION‘s own consumer sales channels.
In the coming months, the first products
will be rolled out with ORION. We will
focus on both, our online resources
for adult web shops and on our
successful POS shop kits for brick-andmortar clients.

What does this step mean for your
brands? Will MaleEdge & Jes-Extender
now conquer the German market completely?

How will you support ORION and
ORION‘s customers so they can
work with your brands as successfully
as possible?

Klaus Pedersen
(MaleEdge & JesExtender)
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“ MA L E E D GE AN D J ES -EXT EN DER HAV E BE E N

W E L L - K NOWN BRAN DS IN MAN Y C OUNTRIE S FOR
YEA R S , AN D TH AN KS TO OUR LA RGE C USTOME R
B A S E , WE CA N H ELP MA KE TH EM E V E N MORE
W E L L - K NOWN AN D MORE P OP ULAR.”
BJÖRN RADCKE

Klaus: Mainly with our ‚how-to-sell‘
pitch-packages, inspiring retailers to use the
knowledge and inspiration we can offer for their
sales-channels, staff-training, etc. This
is of course tailored towards the particular
needs of the ORION clients managed by
ORION‘s wholesale department. Additionally,
we offer 24-hour global end customer
support in +10 languages, also German,
with a support-hub out of Hamburg, allowing
German consumers full access to postpurchase support. This is another strong point
for our brand, we believe.

Is ORION your only distribution partner in
Germany? Why exactly did you choose this
distribution strategy?
Klaus: We work with a range of national or
pan-European distribution partners. The adult
market is very transparent, so we also see
non-German distributors selling and servicing
the German market. But ORION must be
156

considered the market leader in Germany and
therefore, we hope to benefit strongly from this
collaboration.

Which criteria matter most to you when it
comes to picking distribution partners?
Klaus: Quality and credibility, and of course
market reach and competitive focus. We
choose not to work with too many distributors
for exactly these reasons, and we are also
careful not to spread our offer across too many
partners in the market.

How do you make sure your brands are not just
one of many in the assortment of your distribution partners? How do you make sure that your
brand receives sufficient attention?
Klaus: That is obviously a challenge for all
suppliers. We service a specific part of the
‚penis‘ segment, being the only ‚permanent
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“ORION IS A FUL L - RANGE DISTRIBUTOR AND RE TAIL E R WITH

TH EIR BROAD GE OGRAPHIC AL AND DIV E RSE SAL E S- C HANNE L

S ET UP, AND W E BE L IE V E ORION W IL L ADD TO OUR BUSI NE S S
DUE TO THE IR C L IE NT PORTFOL IO.”
KLAUS PEDERSEN

growth‘ solution available, alongside
pumps with ‚intermediate‘ growth and
smaller products such as lotions and
other devices to improve sensation,
fun, etc. And that means that we fill
a necessary slot for male clients
looking for permanent growth. This will
hopefully create sufficient attention for
our brands.

ORION has added two new brands to its
range. Why are MaleEdge & Jes-Extender irresistible picks? What makes these
brands special in your opinion?
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Björn: Obviously, we already have products from this category in our range,
but this is a very special segment, and
MaleEdge & Jes-Extender have a strong
brand presence, so I would say they also
fill a gap in our range.

What are your expectations regarding
your collaboration with MaleEdge and
Jes-Extender? How much potential do
you see for these brands among your
customer base?

Björn Radcke: MaleEdge & Jes-Extender
are well-established brands that have
been around for years, and they are
synonymous with permanent penis
growth. We have known the team for
many years, and we are very happy that
this collaboration finally came to be.

Björn: As a matter of fact, we have high
expectations, and we fully expect this collaboration to improve our position in this
segment. MaleEdge and Jes-Extender
have been well-known brands in many
countries for years, and thanks to our
large customer base, we can help
make them even more well-known
and more popular.

Do these two brands fill a gap in
your portfolio or was the goal to beef
up existing categories within the
ORION range?

Some of your competitors have already
been selling MaleEdge & Jes-Extender
for a while. Doesn’t that dampen the
potential of this brand for ORION?
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Björn: Not at all. We know that we are a strong
partner, for the brand and also for the trade
members.

With all the brands in your range, how
do you make sure they all get the
same attention?

When you look for new brands to add to the
ORION range, which criteria have the greatest
impact on your decision?

Björn: There are certain procedures in place
to make sure that every brand gets the
attention it needs, ranging from technical
systems to having separate teams take care
of different brands.

Björn: Well, ORION is always interested in
working with new brands as long as our sales
and distribution departments see potential for
growth.

What are ORION’s plans for these two brands?
How will you advertise them, how will you promote them, when will they be available to the
trade members?
Björn: We will coordinate all of our promotional
activities with the producers, and we will have
advertisements for the brands as well. As for
availability: The products are already in stock,
meaning you can order them right now!

You said you would coordinate your activities
with the producer. How will they be involved in
the process?
Björn: It is important to work together, especially in the time leading up to and following
the launch. We will also work together to make
sure the ORION team has all the necessary
information down pat.
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With a range as wide as yours, isn’t there a risk
of similar products cannibalising each other?
Could that be a problem facing MaleEdge and
Jes-Extender?
Björn: Well, the two brands are pretty clearly
defined by the producer, and there is also a
clear distinction in terms of the layout and
the pricing.

Private label products seem to be
everywhere nowadays – is the distribution
of third-party products still a priority for
distributors?
Björn: It is definitely a priority for ORION.
Yes, we have successful private label products,
but being a global company, it is very important
for us to carry the top brands on the market.
And MaleEdge & Jes-Extender perfectly fit
that bill. At the end of the day, we consider
ourselves a links between the trade and
the producers, a strong partner for
the industry.
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You have an erotic business or an online
shop and want to receive Modern Emotion
for free to distribute it to your customers?

If so, feel free to contact
Ms Julia Delling on jdelling@orion.de
or by phone on 0461 5040-319
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Our customers and suppliers

will get more time together
SH OT S m o v e th e i r S a l e s We e k to I bi z a

Considering that SHOTS is celebrating
its 25th anniversary this year, a lot was
to be expected, but this still came as a
surprise: The SHOTS Sales Week and
the SHOTS Party will take place on Ibiza!
When did you come up with this idea?

Oscar Heijnen will
take this year’s SHOTS
Sales Week to Ibiza

Oscar Heijnen: As this will be the
25-year anniversary party for SHOTS,
we were brainstorming to come up with
a new and cool location. When Ibiza was
thrown onto the table, no one disagreed.
I have never had such a short brainstorming session, so we decided on Ibiza!
The location, the Pacha Hotel, makes it
even more desirable. The hotel will light
up with the red Shots colours, and we
will have it all to ourselves.

And who will get to enjoy this event?
Who is invited?
Oscar: We will be inviting our top 50
largest customers to have a one on one
session with our top 15 largest suppliers.

In August of 2019, Oscar Heijnen announced that the SHOTS Sales
Week and the SHOTS Party would not continue in their previous
form. Ever since then, industry members have been wondering what
SHOTS might have planned for the future of their big events. Now we
know that there will be a Sales Week including a big Party in 2020,
however, they will take place in a new location: On March 9 to 13,
the SHOTS team welcome their guests in Ibiza. Oscar provides more
details about the event in our interview.
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What exactly can your guests expect
in Ibiza? A Sales Week in the vein of
previous years, just in a different
location, or do you have other plans?
Oscar: Our customers and suppliers will
get more time together. During the previous years, our showroom was so packed
with clients that brands didn’t always find
the time to pitch their products to our
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customers. This is the most important change,
and besides the beautiful weather in Ibiza,
there will be a Shots Party without 65,000
people marching by. Also, it isn‘t a secret that
we will be replacing the red suits.

Why this new format? What do you expect
from one-on-one conversations between your
customers and your suppliers?
Oscar: Brands get a better understanding of
the customers’ business and vice versa.
This is the most important detail because at
the end of the day, doing good business is all
about communication. The better the communication, the more our customers‘ business
will grow, so that‘s our goal.

Oscar: It’s one of the most famous hotels
Ibiza has to offer, it’s connected to the
famous Pacha Club that is home to some
of the world’s most famous DJs. It’s the
coolest place to be in Ibiza, maybe even in
all of Europe.

Isn‘t it a logistical nightmare to ship your
entire showroom (or at least parts of it)
to Southern Europe?
Oscar: Yes, it could be a little tricky due to it
being an island, but we have an experienced
team and shipping partners ready to do the
job. To us, this is just a minor detail.

Is this a one off or do you plan to keep the
event in Ibiza for the next years?
And there will be a SHOTS party as well?
Oscar: Yes, of course, everybody knows we like
a drink and a good time. SHOTS PARTY IBIZA,
how cool does that sound!!? And the location of
the party is going to be the coolest ever.

Of course, everybody knows Ibiza, but what
can you tell us about your location, the Pacha
Hotel?
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Oscar: I think that question is better
answered once we finish the event.
One thing is for sure, it will be the most
expensive event we’ve ever organised.
We hope to plan more things like this in the
coming years but we’ll see how this one
goes first. If not Ibiza, maybe another
location, but we will see how everyone feels
at the end of the show. This is all new to us
right now.
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It was the right time to launch Sunsplash Media

Group to help people make their products into reality
Sunny R od ge r s go e s s o l o w i th th e l a u n c h o f h er wellness industry co nsulting business

Sunny Rodgers is service with a smile – personified.
It‘s hard to catch this industry pro without a grin
on her face. She‘s been working her dream
career for 20 years, and now she‘s giving back
to the industry that birthed her calling by
giving a hand up to companies in need. Not
long after launching her sex-ed certification
school, the Institute of Intimate Health,
Rodgers announced the opening
Sunsplash Media Group, aka SMG. This
new business serves upcoming and
existing companies with Rodgers‘
constant, step-by-step assistance. SMG
focuses on developing a company‘s
ideas into outstanding products with
real potential to become best sellers.
Rodgers pulls from 2 decades worth
of talented contacts to round out
her team with graphic artists,
videographers and photographers,
and media specialists. Sunsplash
Media Group is set to create the
next wave of innovative, ethical
products for the evolving
health and wellness space.
EAN snagged an early
interview with Rodgers before
her inbox was overflowing
with new clients. Rodgers
gave us the inside scoop on
the state of the pleasure space
and how she predicts the next
Sunny Rodgers, founder of the Sunsplash
Media Group & The Intimate Health Institute
trends will flow.
w w w. e a n - o n l i n e . c o m • 0 2 / 2 0 2 0

“W I TH S M G I WA S H O P I N G TO TA K E M Y T W E N T Y
Y E A R S O F E X P E R I E N C E I N TH E P L E A S U R E

P R O D U C T I N D U S T RY A N D C O M B I N E I T W I TH

TH E L E S S O N S I ’ V E L E A R N E D O W N I N G M Y O W N
B U S I N E S S E S TO O F F E R H E L P T O TH O S E W H O
R E A L LY N E E D I T. “
SUNNY RODGERS

It’s a question that gets thrown around
constantly, but it’s always top of mind for
industry pros. What’s REALLY going on at the
heart of the pleasure products trade at this very
moment, at least from your point of view?
Sunny Rodgers: This is such an interesting
time in the pleasure product industry because
there are so many new players entering this
space. There are creative, unique designs being
introduced, such as Ohnut and Smile Makers.
And now more than ever pleasure products are
becoming more mainstream. The taboo and
judgment of pleasure products are lessening
universally and this, along with the growth of
the mainstream health and wellbeing sector, is
fueling our industry like never before. The way
people view sex is also changing. These
changes are sparking innovations like the nonbinary vibrator Enby created by Wild Flower,
an online retailer where products are sorted by
body part or type of play, not gender. I believe
this is a pivotal time in the pleasure product
industry and there is exciting growth that’s
about to happen. That’s one of the reasons I
felt it was the right time to launch Sunsplash
Media Group (SMG) to help people make their
products into reality and aid businesses wishing
to expand into the wellness market.
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As the idea for Sunsplash Media was building in
your mind, did you find that any unique business
needs were being constantly overlooked that
demanded your one-on-one attention?
Sunny: I’ve been blessed with some wonderful
clients, each of whom have individual needs.
Half of these businesses had an idea with no
expertise or experience to get their products
to market, while the other half are businesses
that knew they needed to expand and needed
the help and direction to make it happen. I’ve
found that many businesses are knee-deep in
making their day-to-day operations a priority
and seldom have the time and energy to plan
for their future. I’ve put together phases that
can determine the best path for business
growth and can walk businesses through the
steps. And, while there are so many creative
people out there who have brilliant product
ideas, there isn’t an experienced service to
provide them with the steps they need to
take to make their dreams into a reality. With
SMG I was hoping to take my twenty years of
experience in the pleasure product industry
and combine it with the lessons I’ve learned
owning my own businesses to offer help to
those who really need it. The payoff for me
has been being able to provide help to some
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of my favorite people and brands. Being able
to work with multiple brands has been a true
blessing. I’ve also been able to partner with
some great talent and resources to provide
to SMG clients. While I’ve already added a
couple people to our SMG team roster, I’m
constantly on the lookout for people who can
provide additional services for my clients, such
as artists, 3-D rendering specialists, sourcing
experts, graphic designers, videographers,
and many more. My personal goal is to
build SMG into a one-stop shop for anyone
wishing to create a new product or expand
their business.

Though you’re obviously a pleasure industry
expert, is Sunsplash Media directed specifically
at pleasure product brands, or will you be
working with businesses from mainstream
fields as well?

Sunny: When working with my clients, I take
them back to their business roots. Many
companies write their mission statements and
never read them again. I’ve created a system
to remind businesses what their goals are
and I craft plans to get them back on track in
a step-by-step manner. Working with people
who have product ideas, I’ve set up a way to
get them to look at their product from multiple
points of view since distributors and consumers
both see items differently. I also educate
clients on how to
concentrate on the
solutions their
products will
provide in
order to

Sunny: Currently, the majority of my clients are
mainstream businesses who want to capitalize
on the fast-growing wellness market. Pleasure
products have become an important piece of
the sexual wellness trend. While the pleasure
product industry is poised to reach $52 billion
in global sales in 2020 according to Market
Watch, I feel the real profits are in the wellness
space that is currently at $4.2 trillion in sales.
As such, I’ve combined my sexual health and
wellness education with my business
and industry knowledge to help
businesses who want to enter this
lucrative market.

What are some of the most
important issues or aspects of
pleasure product business that
companies need to focus on
or refine to meet current
consumer needs?
168

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

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

STRUBBI.COM

I N T E R V I E W

“ T H I S I S S U C H A N I N T E R E S TI N G

T I M E I N TH E P L E A S U R E P R O D U C T
I N D U S T RY B E C A U S E TH E R E

A R E S O M A N Y N E W P L AY E R S
E N T E R I N G TH I S S PA C E . “
SUNNY RODGERS

expand on their ideas and how to use data
and analysis to support their direction. Believe
me, just changing a few words on a package
can take an average seller to a bestseller. I’m
grateful to be able to share my expertise with
businesses in so many ways.

How can Sunsplash Media help a company
– especially a newcomer with zero industry
knowledge – take their product or concept from
idea to reality?

Who is ‚doing it right‘ in the pleasure
space right now? Which businesses are
setting a good example for the future of
pleasure commerce?
Sunny: For manufacturers, I feel that folks at
Blush Novelties are definitely ‚doing it right‘
because they are constantly finding ways to
incorporate education and wellness into their
product line. For distributors, I also feel that
the education platform the Williams Trading
Company team has built, WTU, offers
phenomenal information for retailers. I think
that companies can get creative by expanding
their resource offerings with education,
consider how they can provide consumers
with better buying experiences, and try
something new in 2020. Sometimes being
able to view products or services with fresh
eyes can be amazing for companies that
are seemingly stuck. SMG can help
companies wanting to explore new
directions and opportunities.
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This interview is
contributed by
Colleen Godin, EAN
U.S. Correspondent

Sunny: This is where the magic happens. I’ve
been doing product development since 2000
so not only can I connect a newcomer with the
right manufacturers, I can let them know if their
idea has been already tried, if their concept is
an improvement on a bestseller, or how to
navigate patent and trademark options.
Beyond that, I have a talented group of
resources that I can reach out to for PR,
photography, graphic design, marketing, sales,
and more. This means that a newcomer doesn’t
have to search for the best team because
SMG already has everything they need. What
I’ve learned thus far with a few of my clients
who have attempted to start their businesses
themselves is that I can save them money and
help them avoid mistakes – and in one case
a possible lawsuit. So, it can really pay off to
have a valuable resource like Sunsplash Media
Group available to newcomers and established
businesses alike.
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Shopping in brick and mortar stores

seems to be becoming more appealing again
ORI ON Fac h ge s c h ä f te G m bH & Co KG r u n s m ore th a n 160 sto res in Germa ny

It’s probably a bit too soon to talk about a renaissance of the adult brick and mortar trade, but there is
definitely a sense of optimism in our interview with Jens Seipp, the head of marketing and communication at
ORION Fachgeschäfte GmbH & Co KG, Germany’s biggest retail chain for the erotic market. As Jens explains,
consumers seem to show greater interest in shopping at brick and mortar stores again, and they are also
willing to spend more money on erotic products. Apart from the situation in the retail trade, we also talk
about the past year, which was a period of change and expansion for ORION Fachgeschäfte GmbH & Co KG.
Before we talk about the present and the
future, let’s start by taking a look back.
Are you happy with the way 2019 turned
out for ORION Fachgeschäfte GmbH &
Co KG.
Jens Seipp: Exciting and successful I believe these two words best describe
the memories I and the team at ORION
Fachgeschäfte have of 2019.

And what made the year exciting and
successful?
Jens Seipp: The company underwent
some major changes in 2019 as we took
over twelve former Beate Uhse stores and
continued to digitise various processes
and systems. Change is always exciting,
and in this case, it also contributed to
our success.

How much of an advantage is it to be a
market leader with a well-known name?
Is it easier for big ships to weather storms
than for small ones?
Jens Seipp, head of marketing
and communications at ORION
Fachgeschäfte GmbH & Co KG
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Jens Seipp: I think there are advantages
and disadvantages to anything. In many
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cases, it doesn’t really make that much of a
difference whether you implement a project in
150 stores or just in one store. At the end of
the day, we have to pay attention to each and
every location and look at them individually. But
yes, being a big store chain opens up some
exciting options, and the recognition value and
the level of trust in the ORION brand are major
contributors to our success.

Which trends did you see in the retail trade in
2019? What inspired the consumers to visit erotic
stores? Which products flew off the shelves?

Jens Seipp: As far as we can tell, shopping
in brick and mortar stores seems to be
becoming more appealing again. The
customers appreciate the good service, the
advice, the personal contact. Many couples
enjoy shopping for products together; it is an
experience for them, and they spend a long
time in our stores. As for top-sellers, that
list is obviously still topped by sex toys, with
high-quality products being particularly sought
after. The consumers seem to be setting much
greater store by quality now, which is great.
Also, many customers buy couples toys. That
is definitely a trend.

Compared to previous years, have you noticed
any changes in the composition of your
customer base?
Jens Seipp: Well, as mentioned before, we
see more couples in our stores, who want to
enjoy the experience of shopping together.
Aside from that, we get more young people in
our stores. The age average of our customers
has definitely gone down over the course of
the past few years, which is a development we
welcome very much. As a matter of fact, we
are going to focus more on that group in our
upcoming campaigns and promotions.

Up North: the ORION
store in Handewitt,
Schleswig-Holstein

What about the challenges and problems that
faced the market in 2019? Were those largely
the same issues that have plagued the retail
trade in previous years?
Jens Seipp: Brick and mortar retailers largely
face the same challenges they have faced
before. They need a great product range,
motivated and qualified sales personnel,
and the stores need to be appealing from
the outside and on the inside. Standing your
ground against the competition on the internet
174
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Jens Seipp: Well, things have definitely not
become easier. Today, people can order every
erotic product on the internet, and many don’t
even care to check whether the erotic store
down at the corner also has the products they
are looking for. Also, there are still bureaucrats
who like to throw a spanner in the works
whenever they can. In some places, we feel like
we have to fight much harder to get a location
greenlit than was the case in the past.

If you believe the media, Germans seem to be
more willing to spend their disposable income
again. Does that make you optimistic about
2020, or is the erotic retail trade a different
animal than the mainstream market?

Down South: The people of
Ludwigsburg in Baden-Württemberg
also have a store for erotic shopping

is about much more than just prices; to keep
your customers and win over new ones, you
need to be able to offer first-class sales support
and service. Those are the things people can
only get in brick and mortar stores. That’s how
it has been in the past, and that is how it will be
in the future.

Running a successful retail store - let alone a
retail chain - is a demanding task. Were there
any big developments in recent years that
made this task easier or more difficult?
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Jens Seipp: We are always sceptic when
people make such statements. We prefer
relying on concrete data that we can see and
analyse ourselves. Admittedly, our data also
indicates that the consumers are ready to
spend more money on erotic products than
before. However, this is a trend that has gone
on for several years now, and there are many
reasons for it. The fact that people feel no need
to be parsimonious right now is probably one
of these reasons, but on the other hand, there
are also studies claiming that we Germans are
still obsessed with saving our money, in spite of
years of low interest rates.

You took over five stores of Magic X Retail
GmbH in 2018 and twelve Beate Uhse stores
in 2019, making the ORION chain bigger than
ever. Has the number of locations grown
since then? How many ORION stores are
there today?
Jens Seipp: With 156 ORION stores and
our five MagicX stores, we have a presence
in every part of Germany. 58 years after the
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launch of the company, we are indeed bigger
than ever. Obviously, this also has an impact
on our headquarters. Therefore, we will create
more warehousing space this year to meet the
requirements of running so many stores.

One of your biggest competitors, Beate Uhse,
has now disappeared from the market. Do you
have mixed feelings about the death of this
legendary company?

Jens Seipp: As a matter of fact, I do! We
would have wished for a happy ending for this
long-standing company. But it is what it is, and
obviously, we are also happy that we could
incorporate a dozen former Beate Uhse stores
into our network, and that most of the sales
staff of these stores got to keep their jobs.
Now, we seem to be the last big adult store
chain in many areas.

What is next for Orion Fachgeschäfte GmbH?
Will you continue to expand in 2020? Are
there new store openings or takeovers of other
stores on the horizon?

“ YOU NE E D TO BE ABL E TO O FFE R

FIRST- C L ASS SAL E S SUPPO R T A ND
SE RV IC E . THOSE ARE THE THING S
PE OPL E C AN ONLY GE T IN BR ICK
AND MORTAR STORE S.“
JENS SEIPP
At present, there are156 ORION Stores and
five Magic X stores across Germany - here:
the store in Augsburg, Bavaria

Jens Seipp: This year, we will add to our
warehousing space, and while we are at it,
we are also going to change a few other
things in our headquarters, which is definitely
something we are all excited about. The first
half of 2020 will see a new store launch in a
shopping mall in Jena, Thuringia, and we
are in negotiations regarding a handful of
other locations. 2019 was largely about the
takeover of the Beate Uhse stores; this year,
we will focus on revamping and updating
existing locations.
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While the toy is quiet, we can’t guarantee

that you will be once you experience OhMyG
Mart in C i r i l l o - S c h m i d t p r e s e n ts G - s p o t s ti m u la to r O h MyG
Vibrators create oscillations, and oscillations create sound. There’s simply no helping it. Therefore,
when Francesca Cirillo-Schmidt and her husband, Martin, set out to create a quieter type of sex toy, they
opted for a different mode of stimulation. The fruit of their labour is called OhMyG, and apart from being
super-quiet, it also offers a unique user experience. Martin Cirillo-Schmidt tells us more about the
G-spot massager in our EAN interview.
notable influencers like Drea & Ronnie (@
drea.ronnie), have also given us an A+
on their Instagram videos! A common
claim that we hear across the board is
how OhMyG is unlike any other sex toy
on the market. Users love what we call
‘The Pearl,’ the ‘come hither’ manoeuvre
our toy offers that targets and massages
the g-spot perfectly. It’s the main factor
that helps the OhMyG stand out - but we
encourage you to test it out for yourself!
Martin and Francesca
Cirillo-Schmidt, the
inventors of the OhMyG

On your website, you prominently feature
a video in which sex vlogger Nadia
Bokody describes your OhMyG G-spot
Massager as “The best Sex Toy of 2019.”
Why is this verdict justified?
Martin Cirillo-Schmidt: We are so proud
of this YouTube review from renowned sex
vlogger Nadia Bokody, because it’s the
truth! The thing about the collaboration
with Nadia is that she approached ioba.
toys to work together (not the other way
around). After she tested it out, she could
not have described the product better
than she did.
But OhMyG hasn’t just received awesome acclamation from Nadia; many other
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Even though it looks like a traditional
vibrator, the OhMyG does not vibrate.
How does it actually work?
Martin: While the shaft of the vibrator
does not vibrate, the circular part at
the top of the shaft, otherwise known
as ‘The Pearl,’ is our biggest x-factor.
As Nadia explained it: “The only thing
I can really compare it to is if someone
was able to deliver really great oral sex
to your g-spot.” It flicks back and forth,
mimicking a pulsing ‘come hither’ motion.
The OhMyG is meant to be inserted into
the vaginal opening until the c-shape
design fits comfortably and the Pearl is
positioned on the g-spot. The button at
the base of OhMyG allows you to choose
between three pulse levels of varied
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“ USE RS LOV E W HAT W E C AL L ‘ THE PE ARL ,’
THE ‘ C OME HITHE R’ MANOE UV RE OUR TOY
OFFE RS THAT TARGE TS AND MASSAGE S
THE G- SPOT PE RFE C TLY.”
M A R T I N C I R I L LO - S C H M I DT

intensity. Now, allow the magic to happen as
the Pearl gently pulsates against the g-spot,
helping women to achieve the ultimate orgasm.
If you have never achieved a blended or
squirting orgasm, this toy will do the trick!

Each woman is unique in her anatomy. Does
your product work for everybody?
Martin: As we all know, many women cannot
orgasm from simple penetration alone, but
instead achieve orgasm through clitoral or
g-spot stimulation. The shape of the toy really
helps ensure that it moulds to each women’s
body and hits the g-spot, every time. Although
there are other toys on the market with a
curved tip, many do not have the addition of
the Pearl. In our opinion, this truly makes the
difference when it comes to mind-blowing
orgasms. While the toy is quiet, we can’t
guarantee that you will be once you
experience OhMyG.

children, ‘me’ time is sacred and shouldn’t be
spoiled by the loud rumble of a vibrator. We
founded Ioba Toys knowing that there was a
gap in the market that we needed to address,
and here we are today with OhMyG on
the market!

You promote OhMyG as “super silent”, a claim
made by many toys. How silent is it really?
Martin: When we say that our toy is super
silent, we’re not kidding. In fact, our influencers
can vouch for this! Since OhMyG does not
actually vibrate itself (it pulses through the Pearl
functionality), there is only the slightest murmur
if turned on outside of the vagina. If OhMyG
is turned on when placed inside and on the
g-spot, it really is truly silent.

Is there a certain target group you want to
cater to with OhMyG?
Martin: The OhMyG is for all women who want
to achieve the ultimate g-spot orgasm. This toy
can also be used for couples at play. We don’t
discriminate!

How did you come up with the idea for
OhMyG?
Martin: My wife Francesca and I came up with
OhMyG after being frustrated with the toys on
the market that were just too loud. With many
of us living with partners, roommates, and
3
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What were the biggest challenges ioba.toys
had to overcome before launching OhMyG?
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Lectures and presentations are part and
parcel of the INTIMI Expo programme

Companies know that INTIMI EXPO
is synonymous with good business

S u s i G u e d e s o n INTIMI E X PO in Sa o Pa ulo , B ra z il

When the very first INTIMI EXPO took place in 2015,
ten exhibitors presented their products to the Brazilian
trade audience. On March 27, 2020, INTIMI EXPO will
take place for the sixth time, and within this short period
of time, the number of exhibitors has quintupled. Now,
that’s what you call growth. Moreover, the event is
expected to draw an audience of up to 10,000 visitors
from all over the world, as Susi Guedes tells us. In our
interview with the founder and organiser of the show, she
also brings us up to date on the current developments in
the Brazilian market.
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are of worldwide relevance, participating with
their own booths or through their local
representatives – companies such as: Satisfyer,
Fun Factory, WeVibe, Tenga, Adrien Lastic,
Pretty Love, Zalo, Sense Max, and many others
who have participated in previous editions, or
who have confirmed participation in 2020.

INTIMI Expo will open its gates to the south
American erotic market for the sixth time in
2020. Before we talk about this latest instalment,
could you tell us how it all started? Why did
you decide to launch an erotic fair in Sao Paulo
back then?
Susi Guedes: In 2020, we will have the 6th
INTIMI EXPO, and it is very interesting to look
at the event‘s trajectory because it makes you
realise how much we have grown and evolved.
In addition to my event company, I‘m also a
fashion journalist, and I have a publisher; and
one of my publications was a lingerie magazine.
Because of the magazine, we came to be
sought after by erotic companies that wanted
to advertise; as they had great success with
these ads, a bond of credibility and friendship
was created, and then these same companies
came to us suggesting that we do an Intimate
and Sensual Business Fair, as there were none
in Brazil and Latin America (B2C fairs only).
I spent about one year researching the market
and in view of the good prospects, I decided to
create INTIMI EXPO.
Since we didn’t want to be just another fair, I
analysed every detail and used my feminine
sensibilities to make sure this would be a different
kind of show with regard to the aesthetics of
booths and the pavilion, the service and
atmosphere. These details were fundamental
to the success of INTIMI.
From the first edition in 2015 to the upcoming
edition in 2020, there have been six years of
hard work and growth. We doubled in size and
increased the number of exhibitors by three.
In addition to Brazilian companies, we also
have participants from around the world who
185

“W E A R E TH E M A R K E T W I TH TH E G R E AT E S T
G R O W TH P OT E N TI A L , A N D O N E O F TH E

L A R G E S T P O P U L ATI O N S I N TH E W O R L D . TO

B E PA R T O F TH I S G R O W TH I S A V E RY S M A R T
B U S I N E S S S T R AT E G Y. “
SUSI GUEDES

In the first year, we had just over 10 exhibitors,
and around 2,000 visitors, in 2019 there were
7,200 visitors and 35 exhibitors, and the
forecast for 2020 is 10,000 buyers and 50
exhibitors. On these three days of the event,
4 to 6 months’ worth of production or imports
will be sold.

Could you explain the concept of the show
to us? What can visitors and exhibitors look
forward to when attending Intimi Expo?
Susi: Companies know that INTIMI EXPO is
synonymous with good business. Manufacturers
and importers are preparing all year round
to serve customers from all over the country,
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training, legislation, customer loyalty, financial
management, and several others that help
participants develop their business.
In addition, we have parades, exhibitions,
dance classes, collaborations with health
NGOs, and many activities that are attractive
to the audience. INTIMI is created and realised by me, a woman. My team is also almost
exclusively made up of women; this makes us
a little different from most other fairs, as there
is always a feminine viewpoint, and there is no
vulgarity, no explicit attractions. We even have
a place to address social problems such as
violence against women, information on STD
prevention, and we encourage female entrepreneurship (which often takes women out of
risk situations). These and other elements make
INTIMI a unique fair. Our exhibitors invest a lot
of time and effort in creating beautiful, functional and cosy spaces where they receive their
clients, and as a result we have one of the most
beautiful and pleasant fairs in the world.

How many exhibitors do you expect next
March in Sao Paulo?
Susi: We will have around 50 exhibitors, with
booths ranging from 12 to 200 m², and over
120 brands represented.

Which segments of the market make up the
majority of your exhibitors and visitors?
Sex toy use in Brazil has grown considerably in recent years

and also from neighbouring countries in Latin
America who visit the Fair to update and renew
their stocks.
We are not a common fair, we innovate in offering
an extensive programme of lectures, with themes
focusing on business, social networking,
customer service, sexuality, relationships,
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Susi: Companies from the fields of Sensual
Cosmetics, Sex Toys, Lingerie, Health and
Wellness, receive distributors, shopkeepers and
door to door dealers at their booths. In Brazil,
we have a large volume of independent retailers
who visit people at home; among the Brazilian
public, there is still has a bit of a taboo about
visiting sex shops, and many prefer this kind
of personalised service. These dealers (mostly
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women) help a lot in moving the market and
need to be understood and serviced differently.

Is INTIMI Expo predominantly a Brazilian affair,
or are there lots of international participants?
Susi: There is still a predominance of Brazilian
companies, but we are moving towards a
balance between Brazilian and foreign brands.
Many foreign brands have already participated
with their own booths, or as part of the booth
of their representatives in Brazil.

INTIMI takes place in Sao Paulo, which is not
only the biggest city in Brazil, but also the
country’s most important centre for finance and
business. Why did you choose this city as the
base for the show?
Susi: Sao Paulo is really the most important
city in Latin America when it comes to business
and given my experience of over 20 years as
director of an events company, I understand
the city well. Location, infrastructure, and
manpower were also important criteria, besides
Sao Paolo offers great tourism options for
those visiting the city during the Fair.
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What does the city have to offer besides the
INTIMI Expo?
Susi: Sao Paulo is one of the largest cities in
the world. We have culture, gastronomy, parties,
parks, and many leisure options.
The Brazilians in general are a warm and kind
people; and all who come to INTIMI, will have
the opportunity to – on top of doing good
business – visit a city that blends history with
avant-garde, tradition with modernity. They are
all welcome!

What are the advantages of presenting products
at INTIMI? Why should no manufacturer miss
out on this show?
Susi: Brazil and Latin America in general, despite
having a very liberal image, still carry many taboos
regarding sexuality, and the consumption of
erotic products is still very limited in relation to
population size.
We are the market with the greatest growth
potential, and one of the largest populations
in the world. To be part of this growth is a very
smart business strategy.
But we must warn anyone who wants to
conquer the Brazilian Market, for unfortunately
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exist, so I always warn everyone; but historically,
only the companies that face challenges grow,
and those that have faced the challenge of
conquering the erotic market in Brazil and in
Latin America, have had good results.
For those who want to sell here, looking for a
good partner in Brazil is essential and as we
are a still young market, Brazilian companies
are also adapting to these changes, finding
partners and finding solutions depending on
demand.
Generally speaking, in any segment, participation
in fairs is an opportunity for brand growth and
brand-building. In this sense, INTIMI is the best
option for companies in the sensual market.

What can you tell us about the prices for the
booths at the show?
Susi: The average investment is similar to other
fairs in this segment worldwide, but with extra
benefits related to the growing market, and
the exchange rate is also favourable to foreign
currencies.

Is there a programme structuring the show
or is the focus of the event exclusively on
exhibitor-visitor interaction?

The organisers expect to welcome up to 10,000 visitors at the 2020 event

we are a country with very strict laws regarding
product certification, our taxes are very high,
and as yet, there is not really a tradition of using
erotic products. You must be prepared to
understand and find solutions to these questions.
Many companies do not even try to come to
Brazil because they focus only on the problems
they will face. And those problems definitely
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Susi: There is extensive parallel programming
within the fair itself in order to promote
knowledge, training, and networking.

How would you sum up the current situation of
the erotic market in Brazil? Which trends and
developments have the greatest effect on the
marketplace right now?
Susi: The Brazilian erotic market is different
from other countries in several ways, some
beneficial, others not so much.
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Taxes and legislation make it difficult for
companies to act. But those willing to invest
and commit to the market have had great
results. Growth has been constant, progressive
and intense.
The widespread use of erotic products in
Brazil is still a recent development, with most
of the growth having taken place in the past
two decades, and in the last 6 or 7 years, this
consumption has increased greatly, due to
information, the erosion of taboos, and movies
and successful series linked to the subject,
which have piqued the curiosity of the general
public and helped in this growth.
The stigma of shady shops, associated with
pornography and poor service, is fading, as
is this kind of store itself. Now, sex shops are
getting more sophisticated, some are themed,
some retailers also have events in their stores.
Younger audiences like to consume erotic
products, older people are opening up to new
possibilities, and understand that erotic products
can be great allies for sex and well-being.
In addition, door-to-door dealers are an
impressive phenomenon – there are thousands
of them. Some work exclusively by meeting
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with friends, via social networks, YouTube
channels, and groups on Whatsapp; others use
the sale of erotic products as an income
supplement, and with the high unemployment
rate in the country, many women have found a
great job and income option in this segment.
There are no official figures, but we have been
doing some informal research at our event, and
we have seen increasing numbers of independent
visitors, retailers, and retailers.
Final consumption is mostly female, but things
are beginning to balance out, and men are less
embarrassed to buy erotic products.
BDSM-related products still have achieved a
limited level of acceptance, and consumption
among LGBT audiences has also evolved.
Cosmetics have long been the best-selling
products, but sex toys have been catching up,
and the growth in vibrator sales has
grown exponentially.

Keeping the show going for so long isn‘t easy.
How will you celebrate this event?
Susi: Organising and hosting such an event
is really very difficult, but it is also enjoyable.
We have established ourselves as the largest
and most important fair for this segment in
Latin America, and companies recognise this
status, investing in well-designed booths,
bringing content and information to the
visitors, and launching modern and engaging
products at each edition of INTIMI. The fair
is a year-round event, visitors are looking
forward to going to INTIMI and that makes us
happy and proud as we feel we make a
difference. We will not have any special
celebration, my team and I are dedicated
to make a fair that brings results and joy to
all, and so far, it has worked out great. But I
promise to think of a very special celebration
for when we turn 10, and you and the EAN
readers are all invited!
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1 Powerful motor
12 vibration patterns
escalating mode
flexible shaft
phthalate free
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charging time 3 hours
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Black is usually a love toy colour that sells well,
especially when they have chrome coloured accents
giving them a sophisticated appearance. That is
exactly what the new Midnight Magic collection by
Dream Toys looks like.

The powerful motor offers 3 levels of steady vibration
and 9 different rhythms. The rotating beads in the top
will follow the vibration pattern. This vibrator also
has an escalating mode.

NUBBED & DIAMOND THRUSTER
Two thrusters in the Midnight Magic collection: the
Diamond Thruster and the Nubbed Thruster. Both
have a flexible shaft with stimulating texture, and
each of them offers 7 levels of magnetic thrusting
for unique and exciting sensations.
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+31 (0) 115 566 322
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The actual cost to our bottom line and

planet goes down and peace of mind goes up
De b o r ah Se m e r p r e s e n ts th e n e w J o y bo x x p a cka ging design
On average, every citizen of the European Union produces more than 160 kilogrammes of packaging waste,
with half of that waste being the result of private consumption (data for 2016.) The most problematic part of
this waste is plastic packaging since way too much of it still ends up in waste disposal sites or incineration
plants instead of being recycled. What does that have to do with Joyboxx? Well, as company founder Deborah
Semer explains, reducing packaging waste was one of the main reasons for her to overhaul the design of her
sex toy storage cases. In this interview, we find out what the new Joyboxx looks like and which other factors
are reflected in its creation and design.
Deborah Semer, CEO of Joyboxx,
hopes the erotic market will pay
more attention to ecological issues

Using the slogan „HOLEistic Design
= Peace of Mind”, Joyboxx recently
presented a new packaging concept
for its adult toy storage system.
What sets this packaging apart?
Deborah Semer: The engineering
design of the package is now as
multi-functional as Joyboxx. It’s
nearly impossible to develop one
sustainable package that is “all things
for all sales channels” but this is close.
First, the amount of product packaging
was reduced from three pieces to
one by combining the printed paper
wrap, the marketing letter, and the
protective shipping box together into
one educational, full-colour printed
corrugated wrap. The new
wrap provides strength
and protection for the
product within the
master shipping case
of eight for wholesalers
and for individual
sales to withstand
harsh e-commerce
channels like
Amazon. Most
printing on corrugate

can take three separate factories and
weeks to get the printing done. The raw
materials are shipped from overseas,
the printing options are only one or two
colours, not photographic quality.
Our packaging partner not only makes
corrugate in-house, but also has the
latest direct-to-corrugate digital
printing machine, so you can quickly
create beautiful full colour artwork with

Important information about Joyobxx
can be found on the bottom side of the box

plant-based inks. It’s an all-in-one shop,
three times faster production and better
for the environment. Coincidentally as I
received the first printed wrap sample, we
had an order from Australia, and I noticed
the customer’s address was at a printing
company! I asked him for feedback, and
he said, “It shipped great and he loved
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the spot varnish on the wrap.” I replied there
wasn’t any spot varnish used. The colourful
plant-based inks are LED cured and meet
OCC certification for 100% recyclability and
repulpability. He was amazed and I knew this
packaging had achieved what I had been told
wasn’t possible. The other functions that were
important to achieve with this wrap were:
•
•

•

•
•

An easy to grab handle that demonstrates
the Joyboxx’s hidden handle.
A flat stackable top for retail shelves
that also eliminates the need for extra
packaging in master cases because
Joyboxx has a curved top.
Full colour product features that educate
the consumer without additional display
materials.
Reveals the beautiful finish and colour of
the product.
Is made without glues and removable to
Build-a-Boxx with Joyboxx. Build-a-Boxx
allows us to unwrap the packaging and
ship other products inside to reduce the
carbon footprint further.

The actual cost to our bottom line and planet
goes down and peace of mind goes up.

Shouldn`t environmental friendliness be a major
priority for most sex toy manufacturers?
Deborah: The adult industry is not beholden
to many law-making bodies so it must
self-regulate. I’m part of a new wave of
inventors and consumers that are leading the
way and taking health and wellness seriously
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and that includes what goes into our bodies
AND the environment. The slogan ‘HOLEistic
Design = Peace of Mind’ playfully captures the
patented design of Joyboxx and conveys our
systemic mind-body and maker-planet
consciousness. I founded Passionate
Playground and invented Joyboxx + Playtray
to help people and the planet because there
was a need, not because I thought about
making money at any cost. It bothers me
deeply to think of how many times something
as “simple” as paper packaging travels around
the world, or a box in a box in a box that will
all be thrown away. Joyboxx is a reusable and
recyclable storage system that provides sexual
wellness and other types of protection and
reduces items going to the landfill.
The new packaging – a single printed, corrugated wrap

I N T E R V I E W

“ IT’ S NE ARLY IMPOSSIBL E
TO DE V E LOP ONE

SUSTAINABL E PAC KAGE

THAT IS “AL L THINGS FOR
AL L SAL E S C HANNE L S”
BUT THIS IS C LOSE .”
DEBORAH SEMER

The new packaging –
a single printed,
corrugated wrap

In a press release you state that it took quite
some time to find the right partner for your
new design. What were the challenges in
this respect?

The second major factor are the fast-changing
technologies, global-political climate, trade
wars, tariffs, terrorism, etc.

Deborah: There are so many challenges to
finding the right supply chain partners. For this
particular story, it boils down my dissatisfaction
of accepting the status quo and being told it’s
impossible and always looking around me to
find a company with the capacity, vision, talent,
speed, technology and caring about people
and the planet. It’s a little like falling in love, you
know it in a few seconds.

What are your plans for 2020? Will we see new
variants or sizes of the Joyboxx design?

The year is still young. Which developments will
dominate the market in 2020?

Deborah: I had big plans for 2020 and that
did include new variants and sizes of Joyboxx
and Playtray along with more partnerships with
other eco-conscious companies.
However, moving the manufacturing from
China to the US, literally in my own backyard,
has been terribly difficult and disappointing
to our growth and the future is unknown at
this moment.

Deborah: I sincerely hope it’s the environment.
The catastrophic environmental changes such
as Australia being on fire, are telling us that no
one can afford to continue business as usual.
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Tadas, you are living in Moscow right
now. What are your tips for surviving the
cold season?
Tadas Baliutavicius: These last winters
were cold! I remember my very first time
when I arrived in Moscow and it was
-32°C. I was wearing my clothes from
London – a trench coat and office shoes!
That was a real survival experience! My
tips? Probably, wear a good coat, winter
shoes, and a warm sweater, that should
do the job!! Plus, gloves and a hat :)

What was your childhood ambition?
Tadas: I was always keen to be number
one! Some things took longer than others,
but I was still getting to the goal I wanted
to achieve! I have by that philosophy over
the years!

The path that ultimately led
Tadas Baliutavicius’ to run
his own lingerie company
wasn’t always clearly laid
out before him, but nothing
could discourage him, and
today, he is the head of TET
Lingerie. In this edition of
Monthly Mayhem, he talks
about his motivation and
the things that are dear to
his heart when he is not
busy at work.

What was the biggest step in
your career?
Tadas: The biggest step was becoming
a main man in a company and making all
decisions. It does take a lot of effort, but I
really enjoy doing it! I really like doing stuff
myself as I think I know the right way, and
I have decided to take people on board
and give them the possibility to show
what they can do as well. Now, we are
putting all of our ideas together to achieve
better results.

Where do you see yourself in
10 years’ time?
Tadas: I would like to say that in 10 years,
I will spend more time with my family,
but businesswise, I see myself managing
our company and expanding in new
directions!

How did you get into the sex toy industry?
Tadas: To be more correct, the lingerie
industry. I was a passionate photographer
and did many shoots for famous
magazines. And I had a great time
working with lingerie collections. So, I got
inspired and I started my own business!
Many people told me that there was no
way I could be successful as there is too
much competition! But should we listen to
people who have achieved nothing?
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How do you envision the future of the
erotic industry?
Tadas: Toys and Lingerie are very
important in our business, and in
satisfying human nature - people want
to look sexy and enjoy life! So, those
things will still be successful in a
future! Maybe they will become a bit
different, but the results will stay
the same.
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Tadas Baliutavicius
Fragen & Antworten
they really gave me much of the information
and solutions that got me to where I am now!

What is your idea of a perfect working day?
Tadas: 9-5 with a to do list of the most
important tasks. The perfect work day is a day
at an event at a holiday location! After some
time, you want to become an investor, not a
businessman!

How do you relax after work?
Tadas: I really enjoy reading books. I could
suggest some for your readers to get more
confident if they are business owners or
managers or just people who wish to improve
their way of life!
1. Think and Grow Rich by Napoleon Hill
2. The Wealth of Nations by Adam Smith
3. The Worldly Philosophers by
Robert Heilbroner
4. Emotional Intelligence by Daniel Goleman

Which personal success are you proud of?
Tadas: My proudest success is that I
helped organise a charity for kids in need of
expensive surgery, making it possible for me
to raise more money than ever before because
of the business I now have. In business, I
follow this great idea and I am moving ahead
step by step to achieve an even better and
stronger position that will encourage others
to join this movement. But my personal
satisfaction is tied to my support of
charitable causes!

What do you particularly like about yourself?
Tadas: I like my ambition, my passion, and my
ability to be where I want to be!

Who would you consider your role model
and why?
Which vice could you never forgive?
Tadas: As my role model, I nominate my
mentor because of the way they led by
example, their selflessness, and the way they
imprinted good, solid values on me.

Tadas: I have my opinions, but I do not share
or talk about politics! Same with religion!

What song do you sing in the shower?
Imagine you have been asked to award a
medal to someone. Who’s the lucky winner?
Tadas: The medal would go to my mentors;
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Tadas: I rather listen than sing. I love Andrea
Bocelli and Luciano Pavarotti, I’m more a fan of
classical music.
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Who would you never ever like to see naked?
Tadas: I wasn’t even thinking about who I
would like to see naked :)

With whom would you like to go to the cinema
and what film would you watch?
Tadas: If I have two tickets, the second one
would be for my wife, she is a great inspiration
and a wonderful woman. The movie would be
The Game, a 1997 American mystery thriller
directed by David Fincher.

If you could swap lives with somebody for a
day, who would it be?
Tadas: That would be a president of…

Is there anything you would never do again?
Tadas: Probably not, because what I am is
a reflection of what I did in the past, and it’s
all about the learning experiences and piling
knowledge.

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

“ YOUR MIN D WILL

CR EAT E WH AT YOU ARE
TH I NKIN G. ”

TA D A S B A L I U TAV I C I U S

Tadas: Just yesterday, I mentioned something
to my mentor because I wanted to know his
reaction: Fear for your survival sometimes
pushes away the passion of pursuing your goal.
His Answer was: Never, ever think about it!
Forget it! Don’t give these kinds of thoughts
any power. Your mind will create what you
are thinking.

You have a month’s holiday. Where do you go?
Tadas: Gather all my family and go to the
seaside, to a nice warm location!

Which three things would you take with you to
a deserted island?
Tadas: I would say, survival is the most
important thing in such a situation! So it would
be a knife, a fishing net, and a huge suitcase of
matches! Am I going anytime soon? :)
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MASSAGE- & GLIDE GEL 2 in 1

cant 200ml / 6.8 fl.oz

Art. No. 67071
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SHIATSU-EROTIC.COM • WORLD-OF-HOT.COM

Art. No. 67072

oe t e

e t e e o c o ce

new

Art. No. 67070

HOT Productions & Vertriebs GmbH /// Wagrainer Str. 35 /// 4840 Voecklabruck /// AUSTRIA
email: office@hot-dl.com /// fon. +43 57672 72009 /// fax. +43 7672 72009-9
Erhältlich bei Ihrem Großhändler /// Available at your wholesaler /// Disponible chez votre grossiste /// Disponible a través de su vendedor mayorista /// Disponibili presso il vostro grossista ///
Verkrijgbaar bij uw groothandel /// Disponível junto do seu comerciante grossista /// Fåes hos din engros forhandler /// Finns hos Din grossist /// Dostpne w panstwa hurtowniach

Aufregendes INTIMGEL mit anregenden Essenzen. Wirkt stimulierend und macht die
Haut sensibler für Berührungen. Zum Auftragen auf die Klitoris und Schamlippen.
Exciting INTIMATE GEL with stimulating essences. Stimulates and makes the skin
more sensitive to touch. To be applied to the clitoris and labia.
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BIO
HOT BIO MASSAGE OIL

BIO MASSAGEÖL für gepflegte, seidige Haut.
Erlesene Düfte verwöhnen die Sinne
und wecken erotische Stimmungen.
Biologische & vegane MASSAGEÖLE aus
80% kontrollierten biologischem Anbau.
Eco-Bottle aus nachwachsendem Rohstoff.

HOT BIO MASSAGE OIL
BIO MASSAGE OIL for a beautiful nourished,
silky skin. Exquisite fragrances pamper
your senses und arouse erotic moods.
Biologic and vegan MASSAGE OILS
from 80% controlled organic farming.

BIO Massageoil
Ylang Ylang

BIO Massageoil
Bittermandel
100ml 3.4fl.oz
Art. No. 44151

BIO Massageoil
Aloe Vera
100ml 3.4fl.oz
Art. No. 44152

BIO Massageoil
Cayenne Pepper
100ml 3.4fl.oz
Art. No. 44153

BIOLOGISCHE & VEGANE MASSAGE ÖL-SERIE!
ORGANIC & VEGAN MASSAGE OIL-SERIES!

Erhältlich bei Ihrem Großhändler /// Available at your wholesaler /// Disponible chez votre grossiste /// Disponible a través
de su vendedor mayorista /// Disponibili presso il vostro grossista /// Verkrijgbaar bij uw groothandel /// Disponível junto do seu
comerciante grossista /// Fåes hos din engros forhandler /// Finns hos Din grossist /// Dostpne w panstwa hurtowniach

HOT Productions & Vertriebs GmbH /// Wagrainer Str. 35 /// 4840 Voecklabruck /// AUSTRIA
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100ml 3.4fl.oz
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Eco bottle out of renewable raw material.
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