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Knickerbocker Glory

and Ruby Glow Blush

letter from the editor

Dear Ladies and Gentlemen

Rocks Off releases two new products
Kettering, England - There are two exciting new products to look out for from UK manufacturer Rocks Off which are both designed with absolute pleasure in mind. “Glory is a really
lovely feminine remote control panty vibe and C stim vibrator,” says Sales Director Sham
Galoria.

“I

t’s an elegant product that is just perfect for some hidden delight or to tease you and your partners intimate pleasure
zones, as it’s shaped to nestle intimately
to your body with, its curves; lines and
stimulation points and the remote control
only adds to the sensual thrills!“
“We have also been
working closely with Tabitha Rayne to develop
the next version of the
seated vibrator Ruby
Glow,“says Sham. “And
we have achieved, what
we believe, is a first to market ride on
vibrator and wand combination the Ruby
Glow Blush. Not only can Ruby Blush be
used as an external vulva and perineum
ride on massager but when it is removed

from its cradle and docking station it transforms effortlessly into a G-spot penetrating
wand in one easy motion! As expected,
since we launched the first Ruby Glow
with Tabitha, some years ago, there have
been some other sit on vibrators released
into the adult market, so it made perfect
sense that when we
were looking at a new
rechargeable version
of the Ruby Glow, we
made sure that it was
able to offer a whole lot
more to the end user”
Both products are remote controlled, ten
functions with Ruby Glow Blush having
dual independent motors. For further information on both products please contact
sales@rocks-off.com.

TABOOM Luxury Bondage Essentials
Wijchen, The Netherlands
- Great news for BDSM
lovers: TABOOM releases another affordable
bondage collection. The
TABOOM Luxury Bondage Essentials
collection is the perfect beginning of any
sexual and kinky journey. This must-have collection allows to discover BDSM

without spending too much
money for luxury high-quality BDSM products. There
are 16 different BDSM
products to explore all
deepest desires. This collection is characterized by its vegan leather items, silver
coloured details and comfortable velvet
lining. Available at SCALA.
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It is the same across all
markets: Trends coma
and trends go. The sex toy
industry may have certain
quirks that make it unique,
but in this respect, it is no
exception from the rule.
Obviously, not all trends are
the same. Some are fleeting, others leave a mark.
The ones whose effects
are felt for many years
across all social spheres,
as well as in the economy
and in consumption are
called megatrends. And
right now, it seems we are
seeing the emergence of
a megatrend that is also
gaining momentum in our
market. Of course, I am
talking about sustainability.
More and more consumers
base their purchasing
decision on this factor,
and as environmental
awareness spreads across
more areas of our daily
lives, companies are also
starting to make it part of
their strategies. Naturally,
a development such as
this takes time, but the first
steps have been made - as
can be gleaned from our
interviews with brands
and companies that have
decided to do their part for
more sustainability and environmental responsibility.

That‘s it for this month!
Matthias Johnson
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New personal massager & herbal supple-

ment shipping from Bijoux Indiscrets
SEX au naturel

Barcelona, Spain - Bijoux Indiscrets has announced immediate shipping on two items from
the company’s recent SEX au naturel collection: the palm-sized Personal Massager vibrator
and Orgasm Glow edible, herbal supplements.

Orgasm Glow is an herbal-blend dietary
supplement pill containing L-arginine
for better blood flow and immunity,
Damiana to boost libido, zinc to reduce
inflammation, Ashwaganda to reduce
stress, and Tribulus Terrestris to improve
desire. Each Orgasm Glow container is
filled with a 1-month supply of 60 vegan
capsules. Developed in Madrid labs,
Orgasm Glow supplements blend natural
ingredients and herbal extracts to take
your libido for a joy ride. The SEX au
naturek Personal Massager is a single-speed, ergonomic, and palm-sized
external vibrator featuring USB rechargability and a water-resistant, medical-grade silicone exterior. Discreet and silent,
the Personal Massager is made for broad
vulva and clitoral stimulation for solo or

Classic restraints made

couples play. The Personal Massager
includes a canvas pouch and magnetic
charging cable. SEX au naturel is a
brand new, 8-piece collection of all-natural supplements; oils, serums, and
lubricants; and an ergonomic, clitoral vibrator. SEX au naturel focuses on holistic
sensual health without interference from
chemicals like silicone, glycerin and other
sugars, and colors or fragrances. Made
with 98% natural ingredients and 95%
water-based formulas, SEX au naturel
is safe for all bodies with 100% vegan
formulas. All packaging and product
containers for SEX au naturel are crafted
in recyclable glass, paper, aluminum, and
plastic. Each pleasure product is outfitted with minimalist, earth and skin-toned
packaging for gender-neutral appeal.

out of cork from ‚Vegan Fetish‘
Flensburg, Germany - There
are three new fetish products from the
‚Vegan Fetish‘ label now available exclusively at ORION Wholesale. The high-quality, classic restraints are made out of
natural cork and combined with shiny,
gold-coloured metal elements.
These are the new cork items from
‚Vegan Fetish‘: Handcuffs, a gag and
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a collar and leash. All the ‚Vegan Fetish‘ items are 100% free from animal products. They are delivered in environmentally-friendly packaging that has the FSC
seal (the mark of responsible forestry) on
it. There are descriptions of the product in
various languages on the packing as well.
The packaging can also be stood up or
hung up with the hanger in the middle.
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Dreamlove launches the range of AQUA Travel lubricants
The ideal travel companion
Alcalá de Guadaira, Spain - AQUA Travel with its range of water-based lubricants and explosive flavor will now become the
ideal travel companion.

W

ith its delicious flavor, long-lasting lubrication, easy cleaning and compact size
(50ml, but also available in 6ml single-dose
container), it will become an essential in any
travel bag! The neutral, water-based version is ideal for sexual wellness products and
offers long-lasting lubrication. This lubricant
is suitable for both women, men and couples and is the perfect partner for sex toys.

With its formula based on highest quality
ingredients, consumers can focus on the
essentials and enjoy the most sensual
moments. The AQUA Travel gliding gels are
also water-based and have a gel texture
providing greater gliding with a long lasting
effect. Available are also water-based lubes in
the flavours Tropical Fruits, Lollipop,
Raspberry, Strawberry and Cream.

The dark
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Lovehoney unveils new Fifty Shades

of Grey-inspired POS display
Coinciding with the tenth anniversary of FSoG

Bath, England - To coincide with the most romantic occasion of all, Lovehoney B2B has
unveiled a new POS display for global customers, inspired by Fifty Shades of Grey fantasy.

T

he new red-rose-themed display
takes inspiration from Christian
Grey’s infamous red room, where the
scenes of ultimate pleasure take place.
Alongside the deep red colourway, roses
feature in the window and on the posters,
symbolising passion, pleasure, and no
small part danger. In celebration of the
10-year anniversary of Fifty Shades of
Grey, Lovehoney recently launched two
new ranges of products – Sensation and

Sweet Anticipation – both of which are
represented in the store display. As seen
in Harmony’s storefront, the words ‘Succumb to Sensation’ feature on one side of
the store window, with the Fifty Shades of
Grey Sensation Rechargeable G-Spot Rabbit Vibrator teasing passersby with the
phrase. On the other side of the display,
the Fifty Shades of Grey Sweet Anticipation Wrist Cuffs want you to ‘Awaken to
Anticipation’, luring shoppers inside.

JOYDIVISION virtual Week 3
Hanover, Germany - The JOYDIVISION
international AG virtual events were a
great success last year. „We would like
to build on the success of 2021 and
establish the virtual trade fair twice a
year,“ says CEO and company founder
Oliver Redschlag. The last events have
shown that direct contact with customers
and interested parties is very important
and also works very well via the screen as
an eMeeting.“ JOYDIVISION invites you
to participate in the JOYDIVISION virtual
Week free of charge from 21 March to 25
March 2022. Once again, customers and
interested parties can expect a week full
of exciting digital contributions, training,
information, best practice, expert interviews and valuable ideas for online and
10

offline retail. The benefits for participants:
little time required – choose your topics
/ 1:1 eMeeting – with desired date and
time / Interviews – expand knowledge /
Training – optimise the business / Best
practice examples – learning from others /
free JOYDIVISION products – to convince
yourself of the quality of the products.
As a special highlight, all visitors to the
JOYDIVISION virtual Week will have the
chance to win high-quality prizes at the
end of the event. Anyone at www.JOYDIVISION.de/virtualWeek can take part.
JOYDIVISION already wishes everyone
good luck and is looking forward to
the high-quality conversations. Information and registration at JOYDIVISION.de/
en/virtualweek
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Every penis owner

deserves a Happy :-) Ending
New at Tonga
Axel, The Netherlands - Now available at Tonga BV: new items from Global Novelties’
brand Happy Ending, with products like Rinse & Repeat strokers, Just Add Water strokers
( J.A.W.S.) and MSTRB8, which is a brand of masturbation toys.

T

he Happy Ending brand consists of
multi-use masturbators in discreet,
colourful, reusable packaging. The Just Add
Water Shower masturbators are compact
strokers that were designed for intense
pleasure. They deliver deep, pleasure-packed suction, which is intensified by the
closed design. These mouth oral masturbators, vagina pussy masturbators and ass
anal masturbators add an extra layer of fun
to your customers’ solo and partner play.
The JAWS male masturbators are made
from a unique material that becomes super
slick with just a little water. It becomes so
smooth that it can be used without any
lube at all. Just Add Water also features
Whack-Pack strokers: reusable masturbation sleeves, cuffs and eggs. Their stretchy

self-lubricating design makes ‚whacking
off‘ easy, even for customers who have
never used a masturbation sleeve, egg or
cuff before. The Rinse & Repeat strokers
are very much alike the J.A.W.S. strokers,
except that they are not self-lubricating.
The shapes and cups are the same. As
the name says, they can be washed and
reused: add lube, stroke, rinse and repeat.
Other product lines in the Happy :) Ending
collection are Shower Strokers, strokers
in a cup that get slippery from the water
in the shower and that are available with
and without vibration bullet, and MSTRB8,
featuring clear transparent pussy, anus and
mouth sleeves in a canister. MSTRB8 also
offers sets that include a vibrating bullet and
3 penis rings with the masturbator.

New Outfits from ‘Noir Handmade’
Flensburg, Germany - Six new outfits
from the best-selling ‘Noir Handmade’ label are now available from ORION Wholesale. The new collection
from ‘Noir Handmade’ is made up of
gorgeous outfits for stylish women.
They are made out of high-quality power wetlook with a matte black
shine which is combined with noble
velvet flock print. The material is also
extremely stretchy meaning that it’s
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almost crease-free when worn and fits
like a second skin. All outfits are available in S, M, L and XL. ORION Wholesale
has a size chart specifically for the “Noir
Handmade” collection because the outfits are always a bit smaller. The collection
from ‘Noir Handmade’ will be delivered
in a high-quality cardboard box with a
detailed image of the respective product
on it. There is also a description of the
product in various languages on it as well.
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Pjur and Dreamlove form a partnership
Dreamlove expands pjur distribution in Spain
Wasserbillig, Luxembourg / Sevilla, Spain - The pjur group and International Dreamlove S.L.
have announced that they will be collaborating from 1 January 2022.

T

heir partnership aims to step up
distribution of the pjur brand on the
Spanish and Italian market. Dreamlove
will also look to expand pjur brand awareness through targeted marketing activities. International Dreamlove S.L. will
distribute the entire portfolio of the pjur
group, the leading supplier of premium
intimate products. The products will be
marketed under the ‚pjur‘ brand. Mario
Romero, CEO of International Dreamlove
S.L., believes pjur is an asset for their
personal lubricant portfolio: “pjur is a
premium brand with more than 25 years’
experience. The products are registered
as medical devices, which builds trust
with consumers. At Dreamlove we have
high expectations of the products we

distribute, which is why we are delighted
to be working with pjur.” Customers will
benefit from the partnership thanks to
Dreamlove’s many years’ experience in
the Spanish market. The team will be the
first point of contact for customer concerns, and also be responsible for operations. “In Dreamlove we have found a
partner with a wide distribution network
that covers a range of different channels.
As part of their approach, they reach out
to customers where they already shop
and offer excellent service. They are a
strong partner that will drive the distribution of pjur premium intimate products.
Together we will bring pjur products even
closer to consumers,” explains Alexander
Giebel, CEO & founder of pjur.

Fleshlight is keeping its commitment
to support its customers in 2022

Seville, Spain - Fleshlight will maintain
and not raise prices throughout 2022.
“With these strategy, we want to show
our support to our loyal customers after
2 tough years because of the pandemic. Our commitment to our partners
and customers in these difficult times is
16

demonstrated by the fact that we do not
pass on our suppliers’ cost increases to
them,” the company says. “Furthermore,
Fleshlight keeps working internally to improve our efficiency and flexibility in order
to be more competitive without the need
of increasing our prices”
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Peachy! – Powerful mini vibrators

for maximum pleasure
New at ORION Wholesale

Flensburg, Germany - ORION Wholesale is launching a new You2Toys range of powerful
mini vibrators for maximum pleasure.

T

he new You2Toy’s range is called
peachy! The collection is made up of
five sex toys and they are all in a trendy
apricot colour. They have a velvety soft
touch texture and little extras for a special
pleasurable experience. The sex toys
have 10 vibration modes that can be easily controlled with the button on the toy.
The powerful motors can be recharged
with the included USB cable.The ‚Mini
Rabbit Vibrator‘ with its large massage
head and clitoral stimulator in a rabbit
design stimulates the vagina, G-spot and
clitoris at the same time. The ‚Mini G-Spot
Vibrator‘ is perfect for spot-on stimulation
of her G-spot or his P-spot thanks to its
large head. The ‚Mini Ribbed Vibrator‘

has a stimulating grooved design which
means that it’s great for vaginal and anal
fun. The ‚Mini Beads Vibrator‘ is also
perfect for vaginal and anal fun thanks
to its stimulating bead design that gets
smaller towards the tip. The ‚Mini Tickle
Vibrator‘ provides diverse fun, thanks
to its flexible vibro-ears, during vaginal
pleasure, anal pleasure and external
pleasure spot stimulation. The trendy sex
toys from peachy! are delivered in cardboard packaging with a description of the
product in various languages on it as well.
Plastic is not being used for the sake of
the environment. The packaging can also
be stood up or hung up with the hanger
in the middle.

Wow! Strawberry Ice
Caldas da Rainha, Portugal - The icy
sensory sensation is known to be
extremely pleasant in kissing and oral
sex. The temperature play mixing the
warmth and cold builds the anticipation
and excitement resulting in intensified
pleasure. Wow! Bucal Spray original
formula with menthol and eucalyptus is
like adding a flavored ice cube on kissing
and oral sex. Once its functions were
proved and approved by customers and
consumers the calls for a new version
18

of it started to pour in. “We share the
conception of Wow! Strawberry Ice with
all those who suggested the development of a Wow! with another flavor. It’s
not so easy to combine other flavors with
menthol and eucalyptus aiming to actually sense the flavor added, but strawberry
fitted really well in the formula. Better
than developing a new product is to do
it upon suggestion of the market and
consumers”, Raquel Shaw
(Orgie Company) says.
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Introducing Benedict
SVAKOM’s new Perineum Vibrator
Newark, USA - SVAKOM has announced the release of Benedict - described as an intense,
dual ring, perineum stimulator. “Benedict is the latest addition to our penis-oriented toys.

W

ith super elastic rings, Benedict
can easily fit onto any sized tool
it’s used with,” a rep said. Benedict features 5 different perineum vibration modes with a further 5 intensity levels for
each mode with single button control.
“Benedict provides orgasmic stimulation
to the perineum and the balls. Despite
their stretch ability, Benedicts dual rings
still clamp down at a comfortable, yet
pleasurable, pressure. Helping to improve stamina and sensations while the perineum vibrator works its magic,” a rep
explained. “The sleek, all-black, design
of Benedict compliments its sophisticated charm. Being fully waterproof

(thanks to its magnetic charging port),
Benedict lends itself to the possibility
of exploring new scenarios whether
alone or with a partner(s)”. Featuring a
powerful motor, Benedict provides an
electrifying charge of stimulation to the
perineum; giving users the opportunity
to find the style that sends them over
the edge. Despite its power, Benedict
boasts a long-lasting battery life and
super-fast recharge speed – enjoy up
to 4 hours of quivering bliss on only a
single hours charge. Benedict consists
of ultra-soft medical grade silicone
allowing for comfort as well as easy
attachment and removal.

XOCOON must-have couple toys
Wijchen, The Netherlands - XOCOON –
the must-have couple toys brand is now
available at SCALA. Fun fact: Xocoon is
a combination is cocooning and XOXO
(kisses and hugs). Xocoon sex toys are
designed specifically for couples that
want to bring an extra dimension to the
foreplay or sex. The Couples Stimulator
Ring and the Couples Vibrator Ring make
sure men relish in all kinds of thrilling
sensations along the entire length of the
20

penis. Making the penis more sensitive,
delays orgasm and makes erections last
longer. For women, the stimulators give
more pleasure and exhilarating sensations around the vulva and clitoris while
being penetrated. With bringing a thrill of
simultaneous pleasure and the inevitable
climax for couples, Xocoon will easily
persuade any couple to retreat and spend
time together with undisturbed and uninhibited ‚Xocooning’.
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XR Brands introduces new handheld ‚

Milker‘ Auto-Masturbators from LoveBotz
New sex machines offer users one-of-a-kind sensation

Huntington Beach, USA - XR Brands is proud to present two new auto-masturbators from their
popular LoveBotz line: the Auto Milker 15X Sucking Masturbator and the Milker Pro Edition.

T

hese unique masturbators combine
the power of suction and the sensuality of stroking to bring users to orgasm in
a way that is completely unique in the automatic sex toy category. The Auto Milker
features a soft and stretchy stimulating
nubbed interior, 3 speeds and 5 patterns
of vibration, 3 squeezing modes, and an
added heating function for a sensual and
satisfying session. The inner sleeve is
easy to remove and clean with soap and
water after each use. The Auto Milker 15X
Sucking Masturbator is fully USB rechargeable. The Milker Pro Edition boasts 3

vibration speeds and 7 vibration patterns
offered via a small, powerful bullet vibrator
that is connected to the silicone sleeve.
The ball strap on the bottom of the sleeve
keeps it in place as the machine suctions
the head of the penis with an intensity of
up to 3000 RPMs. The long, detachable
tube connects to the powerful motor that
controls the 5 speeds and 5 patterns
of suction, and a liquid chamber in the
center keeps ejaculate from reaching the
motor and makes clean up easy. The
included remote control makes for easy
hands-free use.  

EQOM Group welcomes Nytelse.no
Veendam, The Netherlands - The Dutch
EQOM Group, has acquired Nytelse.no.
The company was founded in 2003 in
Norway and has dedicated the last 19
years to selling sexual wellness products. Their goal is to surprise, delight
and inspire him, her and them with a
beautiful selection. Nytelse values high
quality that gives their customers the
best experience possible, regardless
of their sexual preferences. Nytelse is
the second pleasure product company
in Norway to join the EQOM Group.
22

“Nytelse has many years of experience
and managed to grow the company to
where it is today with a small, yet strong
team,” commented Eric Idema, CEO of
the EQOM Group. “As part of the group
we will help Nytelse achieve their growth
ambitions and structure the company
where we see opportunities. I’m happy
to have them on board and looking forward to a bright future in the Nordics.”
Nytelse will continue to run independently and support all its customers
as before.
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Ashley Barbie announced

as Kiiroo’s newest Feel Star
Keon by Kiiroo
Amsterdam, The Netherlands - Kiiroo announced a new partnership with the vivacious
Ashley Barbie.

A

shley Barbie is the newest Feel Star
to join Kiiroo’s Feel Stars Collection
of personalized strokers designed to be
used with the company’s award-winning interactive product, Keon by Kiiroo.
Ashley’s meticulously designed texturized
sleeve brilliantly recreates her anatomy.
Paired with the Keon, fans of Ashley Barbie
are able to experience a real-life visual and
tactile sensation that makes users feel like
they are really with Ashley.“I’m so excited
to be able to offer my fans, friends and admirers the chance to really feel what it’s like

to be with me. We have worked around
the clock to make sure this is the best
interactive and real experience to give you
maximum pleasure and satisfaction! Let’s
have some fun baby! I can’t wait for us to
connect.” said Ashley Barbie. Helen Zeal,
Director of Kiiroo echoed the same sentiment saying “I am delighted to be adding
the beautiful and fun Ashley Barbie to our
Feel Star line-up just in time for Valentine’s
Day, after many months of collaboration to
create the most authentic product for her
legions of loyal fans.”

Vivre – enjoying the finer things in life
Axel, The Netherlands - The new toy
line from Dream Toys is called Vivre, a
French word that means ‘to live’. The
4 new toys with a soft pink colour have
pink metallic accents and a chic classy
appearance. The Vivre range is meant
for young women and their partners who
appreciate the finer things in life, who
like pastel colours instead of loud flashy
colours, women and men with a sophisticated lifestyle who prefer quality over
quantity. The Vivre range includes a duo
vibrator, a panty vibrator with a wireless
remote control, a wand massager and
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a ring vibrator. All Vivre toys are made
of soft silicone and ABS, and they offer
7 vibration rhythms and 3 speeds. For
ease of use they’re all waterproof and
USB-rechargeable. Vivre toys come in
a classy light green packaging with rose
gold shiny details, showing large clear
images of the toys. Each box has icons
on the side panels that show the functions. On the backside of the boxes, as
usual with Dream Toys products, there’s
a product description in 7 languages.
Tonga expects the Vivre range to be in
stock by mid-March.
w w w. e a n - o n l i n e . c o m • 0 3 / 2 0 2 2

REMOTE CONTROLLED BUTT PLUGS

2201-067

0550752

0550760

WITH VIBRATION & ROTATING PEARLS

ORION-WHOLESALE.com
Tel. +49 461 5040-308 · wholesale@orion.de

N E W S

Cottelli Legwear
Breathtaking stockings for the perfect seductive look
Flensburg, Germany - Sexy stockings are the epitome of pure femininity and that is why
every woman should own at least one pair.

T

he new collection from ‘Cottelli Legwear’ offers breathtaking stockings
that add that sexy finishing touch to any
seductive outfit. Stockings are essential accessories with that little extra that
create the perfect look – they could be
tights or hold-up stockings, or they could
have a classic denier or be in a seductive

net look with a decorative sewn-on seam
at the back and beautiful details. The new
collection is now available from ORION
Wholesale.All the stockings from ‘Cottelli
Legwear’ are delivered in flat packaging
that can be hung up in store. There is
also description of the product in various
languages on it as well.

FUCK GREEN is now also available in pink
Wijchen, The Netherlands - The eco-friendly, best-selling designs of FUCK
GREEN are now available in a new
colour: pink! All FUCK GREEN styles are
made of PLA Plastic, so consumers can
enjoy their favourite toy, without damaging
planet earth. This material is biodegradable
and plant-based. To produce this bioplastic material, there is no petroleum used,

as is the case with other plastics. Petroleum is becoming rarer and causes a lot of
environmental damage during extraction
and processing. In addition, the CO2 emissions from the production of PLA is much
lower than other plastics. Furthermore, the
packaging of all FUCK GREEN items is
made of craft. Craft is a fibre-based material, making it eco-friendly and recyclable.

New products from MASTER SERIES
now available at ST RUBBER

Wadgassen, Germany - From now on
ST RUBBER has new products from
MASTER SERIES in its assortment. From
plugs, nipple accessories, penis extensions to chastity cages, there is something
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for everyone! If you have any further questions, ST RUBBER’s customer service
will be happy to help under the telephone
number: +49 6834 4006-0 or simply visit
the online shop: www.strubbi.com
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Dreamlove launches the

next version of BRILLY GLAM
Now compatible with the WATCHME Remote Control
Alcalá de Guadaira, Spain - The brand BRILLY GLAM from Dreamlove should be well
known, as it has been presented at many international trade shows.

N

ow Dreamlove has released the
next generation of BRILLY GLAM
– this one is equipped with WATCHME
technology. The vibrators are made of
soft silicone, waterproof and rechargeable via USB. Their flexible and elegant
design, sober and thoughtful lines
and curves, soft feel, strong vibration
patterns and LED lighting know how
to convince. But it gets even better,
because now the pleasure can be
enhanced with WATCHME technology.
All it takes is the WATCHME watch,
which controls the sex toys. By means
of the watch, all products equipped
with WATCHME technology can be
controlled. The WATCHME watch has
the following functions: Activate &
deactivate vibration / Change vibration modes / Change intensity in each
vibration mode. “For years we have
known thousands of sex toys that are

controlled by remote control, taking
sexual pleasure to a new level alone or
with a partner. There is no doubt that it
is pleasant to use a remote control, but
with WATCHME we go a step further
in terms of comfort and ease of use,”
says Dreamlove, “when we practice
sex, we focus on giving and receiving
pleasure and enjoyment. When we use
remote-controlled toys, we sometimes
lose control between the sheets. With
WATCHME, that won’t happen; the
watch will always be ready to be found.”
The WATCHME watch is made of soft
silicone and allows the user to vary the
intensity in each vibration mode while
offering endless vibration modes from
gentle to strong. All BRILLY GLAM products with WATCHME technology
are available now and ready to ship.
Each of these products comes with a
sachet of WATERFEEL lubricant.

All-new Viceroy collection available
exclusively at SCALA

Wijchen, The Netherlands - Viceroy by
CalExotics is a collection of premium, Ultra-Soft Silicone rings and probes designed
for a quality experience, available exclusively
from SCALA. Within Viceroy you will find a
variety of enhancers including dual rings,
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reversable styles and an extra stimulating
perineum ring. You will also find firm and
flexible probes that bend and hold any
position. All Viceroy products are made of
Ultra-Soft Silicone, are smooth and virtually
seamless and offer a firm yet flexible design.
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Revolution between the sheets
A re se x t oy s m o r e th a n j u s t p r o d u c ts to th e co nsumers?

Yes
Colleen Godin,
EAN U.S. correspondent

When someone buys a sex
toy, that decision may be
informed by many different
factors. The most obvious
parameters would have to
be the price, the design,
and the brand. Then, there
is the question of what the
consumer expects from a
product, what kind of experience it is supposed to
deliver, and which needs
and desires it can fulfil. Or
at least, that was the traditional reasoning. But is there
maybe more to it, especially
now? Have sex toys become
a symbol of empowerment?
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Since their creation, pleasure products
have paved the way for political
controversy in just about every decade.
But in 2022, is a sex toy finally just a
sex toy? Far from it. Some of the most
popular and on-trend sex toy brands of
today have continued in the footsteps of
original vibrator pioneers. Vibrators have
been creating change for decades, and
they‘re still making waves of social justice.
A few decades back, Susan Colvin
created major manufacturing house Cal
Exotics to bring a woman‘s touch to a
then male-dominated industry. Colvin‘s
original product catalogs showed
depicted realistic couples, and her
product lines focused on knowledge
of female sexual anatomy, rather than
putting on a show for male partners.
Much later, industrial designer Ti Chang
co-founded San Francisco brand Crave,
the first sex toy manufacturer to dare
women to wear their pleasure products
around their necks. As we all know, the
Vesper vibrator necklace went on to
grace the collars of feminist celebrities,
proving that it‘s possible to own your
pleasure in a very public way. Most
recently, feminist industry pioneer Alicia
Sinclair Rosen launched her triple-brand

house, COTR Inc. Sinclair Rosen‘s three
brands brazenly advertise body types
and genders who were previously
deemed unfit to stand in front of a
camera. Photo shoots for the Le Wand
Massager, b-Vibe, and The Cowgirl
brands featured transgender models,
people of color, fat models, and heavily
tattooed, artistic-looking queer folks.
Sinclair Rosen made it clear: her
products are for people who like sex,
and that includes everyone; not just
white, media-perfect runway models.
Retail websites like WildflowerSex.com,
SpectrumBoutique.com, and ShopEnby.
com have also followed in these same
footsteps, promoting and categorizing
products by usage possibilities instead of
gender stereotypes. Such retailers also
take a shine to small business brands
and boutique lines that cater to underserved communities, like manufacturer
New York Toy Collective, a queer-owned
company that creates custom packer
gear, strap-ons, and other gender play
products. No matter where you look,
sex toys are making a statement: we‘re
here, we‘re queer, and claiming our
place in the world of pleasure is an act
of radical, societal defiance.
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No
Admittedly, if you look at the presentation
and conversation around sex toys in social
networks, you might get the impression that
vibrators and dildos are more than just
products for sexual pleasure. Bloggers, sex
toy testers, influencers, sex educators, etc.
from the United States are particularly vocal
about championing sex toys as symbols of
empowerment - which, just to be clear, is
not meant as a snide remark. There’s a
reason for everything. But it is conspicuous
that Europeans don’t seem to consider sex
toys an expression of self-determination and
self-value nearly half as much as their fellow
social media contributors across the great
pond. If you wanted to take it one step
further you might even say that buying,
owning, and using sex toys has been
politicised to a certain degree by that group.
That may seem far-fetched to some, but if
you look closely at the social media conversation, this argument is not entirely without
merit. I think we can all agree on the fact that
sex toys are much more widely accepted,
and that there is a much more open discussion about sexual wellness today than there
was just a few years ago. However, that
does not mean that the majority of sex toy
consumers are now sharing their experiences
with vibrators, dildos, and the like on the
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internet. They don’t. And even
those who partake in this public
conversation - for instance on
social media - seem to be considering these products primarily as
a means to an end. This end may
vary from person to person, and it
shouldn’t be reduced to simply
climaxing. But by the same token,
if someone buys and uses a sex
toy, you should not read things into
it for which there is no proof.

Matthias Johnson,
editor in chief

C O L U M N

The Competitive Advantage:

Collaborative Commerce
A c o l um n by D o m i n n i q u e Ka r e ts o s

Last month we discussed the pitfalls
of an industry-wide lack of regulations.
This month Dominnique Karetsos, CEO
of Healthy Pleasure Group, discusses
how Collaborative Commerce will
have brands vying to work with their
competitors.
Sexual Health & Technology brands
are experiencing a growth paradox.
We all want to believe that as we grow
and invest in resources, dream teams
and revenue streams, things should get
easier. In fact it gets more complicated.
When you overlay businesses‘ growing
pains with the explosion of start-up innovation in our space, I don’t need to tell you
that the world out there is changing and
it requires agility and a clear competitive
advantage to stand out.
In the first month of 2022 we already saw
category expansion with Sephora, the
2,400 door European beauty retailer, offering sexual devices and wellness brands;
Boots offering a sustainability aisle packed
with bamboo period products, organic
lubricants and more; Amazon extending
its healthcare offering to Telehealth and the
iconic retail destination Selfridges offering
in-store sexual therapies. This proliferation in retail real estate is challenging and
shifting the whole market. So how do you
stay ahead of the race when resources,
team and innovation cannot scale at
the same speed as this rapidly growing
market? Well, one way brands can do this
34
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is to direct themselves towards each other and
consider Collaborative Commerce.  

ideas, test merchandising and cross sell products risk free. Partnership potential is limitless.

By definition, Collaborative Commerce is the
optimisation of supply and distribution channels
to capitalise on the global economy by using
new technology efficiently. In collaborative commerce, organisations coordinate with each other
to maximise their efficiency and profitability. For
consumers, it streamlines how they access what
they need. Think McDonald’s pairing up with
Uber Eats as a form of Collaborative Commerce.

In practice, a sexual device brand could add an
existing replenishments product like a lubricant
complimentary to their offering, without having
to manufacture their own label. I’m not sure that
our industry is in need of another lubricant or
condom unless it has a distinct differentiator, so
this is a fantastic solution. Collaborative Commerce means that instead brands can redirect
their budgets into unique innovation and new
product development.

The opportunity that exists within Sexual Health
& Technology lies in the fact that categories
within our industry are fast approaching the
mainstream which means SH&T brands can collaborate with commercial platforms whose core
offerings sit outside of sexual health or wellness.
A great example of one such commercial platform is Get Carro. The platform allows brands to
create their next marketing, sales and acquisition channel, all integrated in Shopify. With over
35,000 brands in the Carro Network, a brand
can add high quality, complimentary brands to
their virtual inventory and customer offering. This
means brands can try out new product offering
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In essence collaborative commerce allows
brands to work together and grow each other‘s
business; unlocking new customers, sales
growth and co-marketing opportunities, all
with  seamless fulfillment . Yes it may involve
working with those who you would have traditionally seen as competitors, but by adopting
this hybrid model and collaborating in this way,
smart brands can reach a broader audience
and redirect their resources towards developing
new products and innovation for their future
customer demands. Ultimately carving space for
their competitive advantage and becoming even
more profitable.

F E A T U R E

This one‘s for you
pj ur WOM A N S e l e c ti o n
at the POS,“ says Michael Bart, Head of
Global and Online Marketing at pjur.
WOMAN Selection goes online - The
special edition was not only able to
succeed in brick-and-mortar retail: The
WOMAN Selection was also well placed
online and thus corresponded to the
trend that consumers are also increasingly
buying intimate products online. Especially for undecided buyers who are looking
for variety and new products online, but
still value quality and safe products, the
gift set was a successful innovation
Attractive, seductive packaging - With
the idea of presenting three lubricant top
sellers of the pjur WOMAN series in an
appealing packaging, pjur has hit the nerve of the times: The set creates curiosity,
brings customers to the shelf and creates
interest in the category of personal lubricants. The decorative packaging attracts
attention in the shops and intends to
appeal to new target groups.
Launched in Autumn 2021,
sold out only six weeks
later, the pjur WOMAN
Selection was a big hit with
wholesalers and distributors. By December, all limited-edition gift sets were
on the way to generate
additional sales during the
holiday season or around
International Women’s Day
(March 8).
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Generating additional revenue - Retailers can leverage cross-selling opportunities with this bundle, selling it next
to (color-matching) toys or in the course
of event-related promotions, for example around Christmas, Valentine‘s Day
or International Women‘s Day. The pjur
WOMAN Selection is the perfect gift for a
special occasion, for example for Valentine‘s Day, birthday or anniversary. Our
customers’ pictures showcase placement
opportunities of the WOMAN Selection

pjur WOMAN products aim to inspire pjur wants to empower women to make
space for their needs and wishes. Exploring your own desires and prioritising your
own pleasure through masturbation, massages, foreplay or different sex positions,
for example, is one way to attain a more
fulfilled sex life. If you know what you like,
what turns you on or what feels good for
you, you can actively use this and take on
more responsibility for your own pleasure.
Personal lubricant helps increase moisture
levels in the intimate area and can relieve
the symptoms of dryness. Everyone
should feel confident to use the personal
lubricant that matches their individual
love life.
The pjur WOMAN Selection at a
glance: Attractive gift packaging / 3 x 30
ml best-selling pjur WOMAN products
(pjur WOMAN, pjur WOMAN Nude, pjur
WOMAN Aloe)
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Why Christian Grey

wouldn’t be a good partner…
… a n d w h y it’s still wo rth o wning so meth ing f ro m h is p la yro o m
It will be exactly seven years since Ana and Christian first flickered across cinema
screens. The darned seventh year makes ORION think: Would Christian and Ana
still be a couple today? Probably not, because by now at the latest Ana would
have realized that Christian is not a good partner. And if she did, then she would
hopefully have learned to stand up to him in the meantime, after he patronized,
stalked and constricted her often enough. Hashtags like #femaleempowerment,
#womenempowerment or even #selfcare have given women a decent boost of
self-confidence not least in the last seven years and conveyed to them: No woman really needs to be treated like Christian Grey. But why is it still worth having a
few of the utensils from Grey’s playroom in your own bedside cabinet?

W

hether at home, at
work or in a partnership – everyone
bears responsibility
in a wide variety of
roles in everyday life. Sometimes more,
sometimes less, but usually so much
that you sometimes wish you could just
hand over a little of it. For example, in
the bedroom, where you don’t have to
feel guilty about giving up responsibility.
The latest ORION Sexreport showed:
Especially women in leading positions
like to hand over the reins in bed to
their counterpart. 32 percent said that
they have a dominant partner in sexual
matters. In contrast, eleven percent of
women in senior positions said they
also like to be dominant in bed. For just
under 60 percent, however, it changes
according to whim and fancy.
But it’s not always just restraints and
whips that are used to dominate the
other person. ORION’s experience
shows that most couples are look-

ing for one thing above all: Variety. Many
ask via social media channels or customer service for a gentle introduction
to the bondage world – then the path
very often leads to lingerie like those
from the „Cottelli Bondage“ collection,
which is designed at ORION by its own
fashion designer. Here sensual lingerie
and bondage are combined: corsages,
bodysuits or dresses were provided
with bondage elements, which can be
used playfully. By the way: The products
from the collection have been available
in sizes up to 4XL, because it should
go without saying that sexiness and the
booster for self-confidence given by
erotic lingerie is not a question of size.
Because the ‚Cottelli Bondage‘ collection was so well received and the
demand for it has been unbroken for
years, ORION‘s fashion designer has
recently also dared to create a collection for men, because: According to the
ORION Sexreport, men also like to be
dominated sometimes – eight percent of
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them according to their own statement even
always. Among other things, they can find
some products under the label ‚Svenjoyment
Bondage‘ with which they can pursue their
weakness.
Many bondage enthusiasts round off their
purchase of bondage lingerie with packages that include several beginner bondage
paraphernalia at once – such as the versatile
sets from Bad Kitty. But for those who want
to make their excursion into the bondage
world a little more true to the original and
inspired by the books and movies, ORION
naturally also offers the original ‚Fifty Shades
of Grey‘ products. ‚Keep still‘, for example, is
an absolute bestseller. And we know: It’s not
just women who are giving up a lot of their
responsibility…			
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Iam going to miss the people!
O s c a r He i j n en h a nds th e reins o f SH OTS o ver to H ein Sch o uten
For 27 years, Oscar Heijnen was at the helm of
SHOTS, guiding the company with steady hand.
Now, he has passed the
baton to Hein Schouten
to dedicate more time to
other projects outside the
industry. Oscar has left a
lasting mark on the European sexual wellness market and will undoubtedly
be missed. His successor
is already infused with the
SHOTS DNA; Hein Schouten has been part of the
company for eleven years,
most recently serving in
the position of Sales Director. EAN interviewed both
Oscar and Hein to learn
more about this surprising change at the top of
SHOTS.

We are used to surprises in this
business, but you handing over management of SHOTS to someone else
blindsided a lot of people. It is hard to
imagine you leaving SHOTS and our
industry …
Oscar Heijnen: Yes, I understand that,
after all I have a very long track record
and I‘ve been in the picture for many
years. I am already used to the idea
because I‘m closely involved in all the
preparations. I‘m also turning 50 this
summer, so I think it‘s time to stop while
at a peak and make more time to work
on other projects.

When did you start thinking about this
step?
Oscar: In recent years, my daily tasks
have slowly changed direction, more
towards the distribution and investment
of assets, away from existing companies and activities. This has resulted
in various active new companies and
investments, and these new start-ups
and projects were taking up a large part
of my daily business, which I enjoyed.
However, SHOTS needed, and still
needs, a lot of attention and during that
time, it was Hein who took the reins,
dealing with many internal and external
matters, which ultimately resulted in
him taking over the highest position at
SHOTS. So, it hasn‘t been so much a
decision but rather a natural transition.
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What was your main motivation?
Oscar: I only have two hands and,
unfortunately, I can‘t clone myself. To
lead SHOTS, you must work more than
full time. A lot of my hours were being
eaten up by new companies and it was
just no longer possible for me to do
everything. To remain the leading company in the industry, you need to go full
throttle and there are only 24 hours in a
day, which is why this is most definitely
the right decision

You want to dedicate yourself to other
projects from now on. Could you tell us
more about them?
Oscar: There are dozens of new projects begging for my attention and I
could talk for hours about them. I have
noticed that I find more challenges in
branches that I have never delved into
before. It excites me, and I am in my
element. I am convinced that I can build
companies as big as SHOTS in other
industries, and with my experience,
I think I can do so in a much shorter
time frame. In addition, after more than
25 years of business, our real estate
portfolio has grown enormously and
requires a lot of care and attention in
an interesting and highly valued market.
I am also involved on a full-time basis
in several startup companies. Initially,
these started as ‚hobby‘ projects, but
are now becoming big companies, like
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our beer brewery „Guilty Monkey“ for example. I thought it was cool to own my own beer
brand but little did I know that, within a year,
we would become so popular! Now it seems
like the whole of the Netherlands has the
same taste as I do and our beer is suddenly
being sold in most supermarkets, liquor stores, restaurants, cafes, and sports associations. This is a bizarrely fast-growing start-up,
and besides ‚Guilty Monkey‘, I am also busy
building a new fitness centre. I also invest in
catering and retail, and I am expanding our
pharmaceutical company. In-between all of
this, I also design furniture. So, as you can
see, I am busy, busy, busy, exactly the way I
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like it. You can‘t lead a company like
SHOTS that has six worldwide locations
and tons of people just on a Monday
morning.Hand on heart: How hard is
it for you to take this step?
What will you miss the most?
Oscar: I am going to miss the people!
In recent years, I have become friends
with a lot of customers and suppliers.
I will obviously drop by and visit the offices
often. There are still lots of points of contact
with the business, so saying goodbye is not
that hard, and I will enjoy watching
Hein‘s future successes.

I N T E R V I E W

“ B E I N G A LEADER MEAN S MA KING
TH E P EOP LE IN YOUR T EA M

B E T T E R EVERY DAY, UN TIL TH EY

R E A CH TH AT LEVEL WH ERE TH EY
B A S I CA LLY DON ’T N EED YOU
A N YMORE. ”
HEIN SCHOUTEN

For 27 years, you have been in charge of
SHOTS and now this time is coming to an
end. If Hollywood were to make a film of your
story, what would the film be called and who
would play you?
Oscar: Matt, your questions have always
been great. I love this question because it
takes me back in time, with hundreds of fun
memories coming to mind. I wouldn‘t have
missed a single moment for the world! I started this company back in the late 90s in the
bedroom of my rented home, and now I‘m
here, saying goodbye to a hugely successful
business. SHOTS is now located in various
countries around the world, we have built
two huge warehouses, and the foundations
are so strong that it will surely hold a leading
position in this industry forever. The SHOTS
brand is one of the top five biggest brands in
the world in our industry today. I am especially proud of the people who took this journey
with me. They were, and are, all superstars
and we share great memories. A title is hard
to come up with, but the tagline would probably be something like this: From a one-man
business in a bedroom to a market-leading
company in the global intimacy industry.
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Back in 1995, the year SHOTS was founded,
could you have imagined that one day you
would have 145 employees, an office in the
USA, and do business in roughly a hundred
countries around the world?
Oscar: The dream was to set up a large
company. The size was just a side issue.
The American side of the business was
born after I spent a lot of time with Ruben in
Australia. It was clear to me that his expertise would be invaluable and seeing how our
US division has grown as big, if not bigger,
than our European market, I was right. The
dream came true. There is now a huge,
healthy, awesome company where - directly
and in-directly - hundreds of people around
the world work with great pleasure! It was
wonderful to be able to start it and it is also
wonderful to do other things.

In 1995, this market was very different.
What were the most important changes in
our industry that you experienced at the helm
of your company, and how did you manage
to overcome all the challenges that arose
due to these changes?
Oscar: The biggest challenge, of course,
was to switch the entire company from VHS/
BETAMAX films to DVDs and then to intimacy
products like vibrators and dildos. That was
quite exciting because a lot of other companies tried it and went bust. Our success
mainly lies with the staff because with a team
like SHOTS, you could also sell snow to
Eskimos. Our sales team sells products in a
natural and personal manner - being honesty
and giving sound advice to the customers
makes all the difference. Ultimately, you don‘t
sell a product, you sell the profit they can
make. The more profit your customer makes,
the more business comes your way.
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“ I S TA R TED TH IS COMPA N Y
B A CK I N TH E LAT E 9 0 S IN

TH E B E D ROOM OF MY REN T ED
H OME, A N D N OW I‘M H ERE,

S AYI N G GOODBYE TO A H UGELY
S UCCES S F UL BUSIN ESS . ”
OSCAR HEIJNEN

Off the top of your head, can you name
five highlights of the last 27 years? Likewise,
what are the things you don’t remember
so fondly?

• The hundreds of fairs, which were accompa
nied by great successes and fun moments
with the SHOTS team and customers.
• 15 years of SHOTS parties during the
Nijmegen Four Days Marches, with the
final highlight: the SHOTS Party in Ibiza.
• Building our first distribution centre in 2007,
quickly running out of money and spending
six months working with friends and family
every night to finish it before the deadline of
the SHOTS Party in July 2007.
• The start of SHOTS America for which I spent
a lot of time in LA. I will never forget how my
family supported me in this, even though I
was on a plane to LA every month.
Not so fondly:

Oscar: Highlights:
• My first trip to Asia, where I bought the
first container of vibrators. It‘s a Dutch
custom to negotiate a lot over the price.
So, I did.
I got a good discount, not knowing that
the supplier processed the discount into
delivering a lower quality product, which
resulted in smoking vibrators that only
just didn‘t explode! LOL
• The many prizes, awards, and the appreci
ati on from the customers and people
around me, for example the ‚Company of
the Year Award‘ 8 years in a row by both
Sign and EAN.
• The ‚Lifetime Achievement Award‘
from Sign.
• The ‚Businessman of the Year Award‘
this year in America. Having been active
in the US market for 5 years and being
hailed as the best is very special.
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• Lying awake at night somewhere in the late
1990s because I had to decide about the first
rental property that cost 400 guilders (about
180 euros per month).
• Smoking behind my desk which might have
been the stupidest thing I‘ve ever done.
• The many lawsuits that I had and still must
litigate to protect our companies. A tall tree
really catches a lot of wind in this industry!
• Missing a part of my sons’ upbringing due
to so much travelling. They probably don’t
remember that sometimes I missed the first
play, or that one important game. I would
have done this differently in retrospect.
• Falling through my office chair because I ate
too many cookies.
• Driving through Paris for five appointments
with a road map on the steering wheel.
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You are handing over the management of
SHOTS to Hein Schouten. What makes him
the right choice for the job?
Oscar: Hein now has more than 10 years of
experience and knows the entire company
inside and out. He has grown from Representative to Sales Manager to Sales Director and has
performed all functions with great success. Hein
is not only talented; his personality and energy
are widely supported within the team and the
industry. It’s not just me - everyone around me
is crazy about him. We don‘t always have the
same opinion and that works perfectly. He is the
best and ultimate choice for this position.

You have always put your team first when
it comes to the success of SHOTS. I take it
this maxim will not change under the new
management?
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Oscar: Certainly not, people are the most
important factor within any company. Things
are going to change within SHOTS as the
company expands, adding more professionals experienced in their fields to help Hein
and his team to ensure growth, now and in
the future. We are also going to take another big step in automation. I‘m going to be
here to supervise that, and then everyone is
invited to my farewell party sometime in the
middle to end of this year.

The challenges facing the market will certainly
not diminish. Do you leave SHOTS knowing
the company is well-equipped for the future?
Oscar: SHOTS has been breaking records
for years and is arguably one of the financially
strongest companies in the industry. That will
always be the case. I will, of course, remain
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“ I ON LY H AVE T WO H AN DS A N D,

UN FOR T U N AT ELY, I CAN ‘T CLON E
MYS EL F. TO LEAD SH OT S , YOU

MUS T W O RK MORE TH AN F ULL
TI ME. “

OSCAR HEIJNEN

the sole shareholder in the background, and I
will probably check things out once a month
or so. SHOTS is a very strong innovative
company. We own the highest number of
moulds and patents, and after the construction of the new building, our headquarters will
be the largest in the industry. Who wouldn‘t
want to lead that? This will be an incredible
and fun journey for Hein and his team!

Congratulations on your promotion! How
does it feel to be the CEO of a market-leading company?
Hein Schouten: At SHOTS, we don’t look
a lot at titles. But of course, when I hear the
word, read it or think about it, it does make
me feel very proud. SHOTS has a great position in our industry and that’s something to
be very proud of. We wouldn’t be at the top if
it wasn’t for our worldwide team, headed by
Oscar. What he has built over the course of
the last 27 years is very special. He built his
empire from scratch and no matter how big
his empire has gotten, he managed to keep
’small family company’ – feeling. A company
where the communication lines are short and
where every person feels appreciated. Oscar
has a special talent for finding the right people. He brings them together and in this way,
50

he is able to build the best team. We have
team members who have been working at
SHOTS for a very long time and that is a great foundation. Oscar believes in young professionals and their potential talent. He gives
them the right environment to grow. Just look
at me. Eleven years ago, he saw a young
and motivated guy who was hungry for sales.
Only 20 years old, no experience and still a
lot to learn. Oscar showed me the ropes. He
showed me every step of the process. He
showed me what SHOTS DNA means and let
me explore every inch of the company. And
now, eleven years later, he made me CEO of
SHOTS Europe. I am so very proud…

What are you looking forward to most as the
new CEO of SHOTS?
Hein: We have been growing so fast and
are still growing. The team has grown. The
people have grown. This means that we have
to perform on a higher level as well. This new
step is exciting for all of us! I already started
preparing the whole team for this next level.
We have built a new company structure, such
as a management team with current employees and new ones. We also brought in more
players who are the top in their fields, and we
will keep adding to the team this year. More
people lead to more fun, but we also need
more space. That’s why we will build more offices and warehouses. A new level also means
educating employees so that they can grow
within this new structure and attain a higher
professional level. I truly believe that this plan
will get the best out of everyone! I’m really
looking forward to roll out this plan and reach
all our goals. And of course, I’m not doing
this alone. We’re all in this together, the whole
SHOTS team. That’s what I’m looking forward
to the most. Helping each other and making
each other even better than we already are!
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After eleven years with SHOTS, do you feel
well-prepared to take charge of the company?
Hein: I’m most certainly ready. SHOTS is in
my DNA. It feels like it is my own. The team
are like family to me. And we are ready to
take it to the next level!

You have already worked in a leading position
as Sales Director at SHOTS. What does leadership mean to you and what characterizes
your leadership style?
Hein: Leadership isn’t something you do
on your own. It’s working together. Being a
leader means making the people in your team

“ I T I S TI ME FOR TH E YOUN G

G E N E R ATION TO TA KE OVER. ”
HEIN SCHOUTEN

better every day, until they reach that level
where they basically don’t need you anymore. This has always been my goal in the Sales
Team, and now, this is my goal for the whole
company.

What are the big projects you will tackle with
SHOTS in the coming years?
Hein: The world has changed a lot. The
same goes for the industry. Because of
Covid, these changes came even faster. At
SHOTS, we like the challenges that come
with change. Our vision is to become a worldwide leader, a one-stop-shop in intimacy
products. We have been building towards
52

this for 27 years already and will continue
to do so. We will add more products to our
existing, well-selling brands. Next to this, we
will also create new brands in completely
new categories where we hadn’t been active
before. These new brands will be released
along with a large marketing package. It’s not
only about the products and a pretty packaging. With this marketing package, we want
to give online shops and bricks-and-mortar
stores everything they need to help them sell
our products. It’s an extra service, from us
to our customers. Next to this, we will focus
more on data and trends so that our assortment remains stable and full of best-sellers in
every category.
We will continue to focus a lot on other
brands as well. Since we are both manufacturer and distributor, we have seen that the
brand story and vision can sometimes get los
when passed from manufacturer to distributor. We have mastered the right mixture of
sales and marketing tools to get across the
message of the brands we distribute. How do
we do this? We train our sales team very well
and our image bank is constantly updated.
Next to this, we are in close contact with
the other brands to develop marketing plans
that convey their message but are also in the
voice of SHOTS.
The combination of our own brands and our
distributed brands is what makes SHOTS
Europe so strong. And both sides of SHOTS
go hand in hand to achieve our vision: to become a one-stop-shop. This means we want
to have every single brand which is worth
stocking in every single category at every
single price point. To stock all these products, we are building two new warehouses
with a total of 22000 m2.

A wise man once said that one should not
follow in the footsteps of others but leave
w w w. e a n - o n l i n e . c o m • 0 3 / 2 0 2 2

0554294

Creamy pleasure with
intense stimulating textures!
The sleeve‘s vagina hole is a
realistic replica of erotic star
Vina Sky‘s vagina.

The vagina, G-spot and clitoris will
be stimulated at the same time.

0554561

5000416

5000440

2201-069

Small, compact, powerful and extremely soft –
it also fits into any bag!

It‘s perfect for people who want to
get the first taste of anal pleasures.

ORION-WHOLESALE.com
Tel. +49 461 5040-308 · wholesale@orion.de

I N T E R V I E W

one‘s own traces - How you will deal
with Oscar‘s legacy?
Oscar: The transition time is one year.
After that year, I will take over completely.
There can be no doubt about Oscar’s legacy.
I would not change much nor would I have
done things any differently. I would be very
proud if I can expand SHOTS the way Oscar
has planned it. It’s not that I will change the
company policy and logo and go in a whole
new direction. In my opinion, the reason why
I’m taking over is that Oscar wants to focus
on his other projects. It is time for the young
generation to take over. And of course, that
comes with slightly new ways of doing things,
with new input and different strategies. But
the vision stays the same. That’s something
Oscar, myself, and the rest of the team have
built for the last year, and we will stay true
to that.
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It’s an important milestone for us as a company
Sw e d i sh se x to y c o m p a ny P u r e f u n w e n t p u bl ic in Februa r

Michael Ahlén, CEO of
Purefun Group AB (publ)

Valentine’s Day probably couldn’t have
gone any better for Michael Ahlén this
year because on that day, shares of
his company Purefun Group AB were
first traded on Nasdaq First North
Growth Market. A sex toy company
going public? Of course, EAN was eager
to learn more about this unusual step, so
we asked Michael Ahlén, CEO of Purefun Group AB (publ), for an interview.

On Valentine’s Day (February 14, 2022),
Purefun Group AB shares began trading
on the Nasdaq First North Growth
Market. Congratulations! How does that
make you feel?
Michael Ahlén: I feel proud of what
we have achieved as a team and in
business. It’s an important milestone
for us as a company. I also think it’s
important to show other adult and
e-commerce companies that it’s
possible; you do not have to be a
huge company to enter the stock
market. Investors will always be
interested if you have an interesting
business proposition with strong
potential for growth.

Is Purefun the first ever company from
the sex toy market to be listed on the
stock exchange?
Michael: No, Beate Uhse was on the
Frankfurt stock exchange. But to my
56
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knowledge, we are the first listed on Nasdaq.
We have Playboy Media and Hims & Hers
Health listed in the USA, but none of these
are strictly sex toy companies. There may be
someone I do not know about, though.

group vision. We did the latter, and to realize
it, we need the financial strength of the stock
market. Last week, we acquired a women’s
activewear brand and closed another deal by
buying an online party store this week.

Before we talk about your IPO, could you
give us some info about your company, Purefun? When was Purefun founded, what is
your field of business, what is your company
philosophy, etc.?

Was it difficult to convince Nasdaq First North
Growth Market to include a company dealing
in sex toys?

Michael: The company was founded in 2005,
even though I started my first online shop
way back in 1997. We are an online retailer
operating the online store ‘Vuxen’ which
means ‘Adult’ in Swedish. We also produce
nearly 1000 products under different house
brands. Our primary market is Sweden, and
we also have local online shops in Norway,
Finland, and Denmark.

There are many reasons for companies to go
public. Could you tell us about your motivation? How important is this step for the future
of your company? What are your plans now
after the IPO?
Michael: Swedish and European private
equity companies have approached us to buy
the company. However, I already had a vision
of building an e-commerce group and expanding into new product categories outside
of the adult category. We had to make a hard
decision to join an equity group and work
only on ‘Vuxen’ or buy into our e-commerce
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Michael: We saw this as a significant risk
before the first meeting, where we presented
the company to Nasdaq Sweden. Therefore, I prepared the presentation carefully to
illustrate how the sexual wellness market has
evolved until today and where it’s headed,
pointing out that it’s no different from selling
other wellness products. It may also have
helped that we did this in Sweden. It might
have been harder to sell to Nasdaq USA. But
that is just an assumption. From my experience, I think Nasdaq is quite progressive;
they look at the company numbers and if it’s
a good investment.

How complicated is an IPO like this? How
long did the preparations take? What are the
requirements to get into Nasdaq First North
Growth Market?
Michael: It’s quite a significant process.
We could not have made it without the
help of our legal firm, who handled the Due
Diligence of the company and the board
members as well as the risk evaluations
for the prospectus.
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Our finance firm helped us with all the
requirements and documents from beginning
to end. It resulted in a 54-page prospectus
that the ministry of finance reviewed to
make sure it complies with the law. It took
several rounds until they were satisfied with
the document, and then it had to be approved
by Nasdaq before we could present the
IPO to the public.
In the middle of the process, it felt a bit overwhelming. But now that we are listed, I can say
the company has never been in better shape.
We had to check all the processes within the
company and we had to do Nasdaq’s training
for listed companies, including regulations
regarding the ‘MAR’, insider trading, information policies, etc. We upgraded to the local
reporting standard ‘K3’ (described as
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‘IFRS ‘Light’). We now have a board with an
external chairman and board members.

Do you consider your IPO a sign that the acceptance of our industry and its products has
changed in recent years?
Michael: Yes. I have been in the adult business
for a little more than 20 years, and comparing
where we started with where the industry is
today, it has advanced so much, both in terms
of products and in terms of outside perception.
I think in the next ten years, we will take another big leap in acceptance, and it will become
completely normal to buy products for your
sexual wellness - just another way to take care
of your body, like exercise or mental health.
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We’re very excited about the quality,

reliability, and innovation in our future launches
Spo r t she e t s c e l e br a te s I n te r n a ti o n a l Wo m e n‘ s Mo nth with a n E AN ex clusive interview with C E O Julie Stewa rt
The pleasure industry is no stranger to celebrating women on all fronts. The women
behind the retail counter, behind the CEO‘s desk, and behind the bedroom doors
of consumers have all become equally important to maintaining a healthy, diverse and ethical business space. This March, Sportsheets CEO Julie Stewart
calls upon our entire industry to recognize and uplift our collective of female
colleagues, friends and consumers for International Women‘s Month.
As Stewart explains on her company‘s website, Sportsheets is a woman-owned, woman-operated company that launched in a time when
women’s pleasure wasn’t centered in most adult product brands. Beginning with her promotion from company president to CEO and owner in
January of 2020, Stewart viewed Sportsheets’ initial creation and success as an opportunity to better promote women’s sexual exploration
and wellness. Since then, Stewart remains focused on the desires and
complete well-being of women and other under-served markets.
Therefore, every March, Stewart is adamant about celebrating the female-focused aspects of her business that she
believes are pertinent to its evolution and growth. In
this EAN exclusive interview, Julie Stewart looks to the
female-lead future of her company, Sportsheets, with
anticipation and faith in the good things to come.

Julie Stewart, CEO
of Sportsheets

How is the Sportsheets team feeling as
we head into 2022? What challenges
has the team overcome these last two,
rather difficult years?
Julie Stewart: The Sportsheets team,
like everyone else, is fatigued from
Covid and all the uncertainty we’ve all
faced in the last two years. However, we
remain excited about the internal improvements we’ve been focusing on and
the growth that we anticipate. We‘ve
been impacted by a business relocation,
supply chain issues, port delays, Covid
affecting our loved ones, and life‘s other
unexpected challenges. However, I find
that our team is still dreaming about a
60
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We’re proud that our packaging is more
representative of our customer base and
that we‘ve been leaders in this way in
the industry.

better future, and this helps keep me
inspired and motivated.

Lots of folks in the industry have taken notice
of Sportsheets more inclusive marketing and
product packaging as of late, which depicts
models of all shapes and sizes, ages, and
skin tones. How did your team undertake
the overhaul of your original marketing and
packaging images? Was this a huge project
for your entire crew?
Julie: We made the shift to be more inclusive in our packaging and marketing a few
years ago. We see it as part of our brand and
therefore not a one-off as we move ahead.
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As we celebrate International Women’s
Month this March, what is your female-led
team most proud of? What accomplishments
has your team made in leading the charge for
women in the pleasure space?
Julie: Our whole commercial team, from the sales
team to creative and marketing is comprised of a
diverse group of women. I know the team is proud of how they’ve all pushed themselves over the
last two years, whether they grew their customer
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base, developed new products, worked on inclusivity, or brought a fresh approach from outside
the industry. I think the team is most proud of the
record year that we had in 2021; each and every
one of them played a part in making the year so
successful.

What are some of Sportsheets newest product
releases? Can you tell us about what you’ll be
selling and promoting in the coming months?
Julie: We are so excited about the upcoming
new product launch in April. We have a series of
kits that are so gorgeous, I think customers will
want to keep them in the packaging and admire
them. We have a new collection in Sincerely that
has bold new packaging and beautiful product
design. I can’t wait to see all these products on
the shelves. We’re working hard on our fall 2022
and spring 2023 releases. Our product development team has grown with some incredible team
additions and we’re very excited about the quality,
reliability, and innovation in our future launches.
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Will Sportsheets be focusing on any particularly
novel markets over the next year or so? How
does your team plan to expand your client and
consumer reach through strategic product design
and marketing campaigns?
Julie: Our focus for the next 12 months is to build
out our existing brands with SKUs that offer the
consumer anything they might need or want in the
brand category. We’re very excited about being
able to enter new product categories in 2023.

Where will Sportsheets be participating in
events for 2022? Can we hope to see you at
the October eroFame show?
Julie: We’ve been very cautious about travel, for
the safety of our team and our customers. We
are so hopeful that we can get back out there
and see our industry family this year. We’re also
really excited to be able to offer our customers
and retailers more services through enhanced
technology and our online tools.
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Sportsheets has also greatly expanded your team
as of late. Can you tell us about your new staff
members and how they contribute?
Julie: I spent the last two years investing in
the company, bringing in new technology, and
hiring new staff. We have new leadership in HR,
accounting, product development, marketing,
and design. Our new Marketing Manager, Kelly
Sofferman, is bringing her extensive experience
from outside the industry to help us improve our
storytelling and brand imagery as well as creating
better tools for our customers to promote our
products.

Lastly, how does Sportsheets hope to continue
to influence both the adult products trade space
and the consumer sexual wellness market? How
will your team show the world what it means to
be inclusive progressive in how you approach
sexual health?
Julie: We’re very excited about the future and
I’m even a little impatient for us to get there and
see the fruits of all the hard work of the last 18
months. We’ve done a lot of internal reinventions
of the company and now our focus will be to
carry that reinvention through our brands to make
sure that we are offering innovation, body focused
design, and products that transform intimacy.

This interview is
contributed by Colleen
Godin, EAN U.S.
Correspondent
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The more we know, the greener we go
A c o nv e rsa ti o n a bo u t s u s ta i n a bi l i ty a n d go i ng green with E lsa Viega s
Environmental awareness and sustainability are clearly on their way to
becoming a societal movement, transcending mere consumer trends or
individual lifestyle choices. Environmental awareness and sustainability
are what science describes as a mega trend – a global phenomenon that
can go on for decades and whose effects permeate all societal spheres,
from economics to consumption. So, obviously, this mega trend is also
going to have a big, lasting effect the erotic market. EAN discussed this
development with Elsa Viegas, the co-founder of Bijoux Indiscrets. In
our interview, she explains the steps her company has taken to become
more sustainable and how that strategy is reflected in the new product
line SEX au naturel.

Are sustainability and environmental
compatibility the big trend that will define
our market in the coming years?
Elsa Viegas: Absolutely. We need to adjust
the use we make of the world’s resources
and be more eco-friendly in all the
production chain steps. By this, I
mean reducing the amount of materials used, choosing materials
that respect the environment
and its living beings and
reducing the carbon footprint of transportation.
Where does
our market
currently
stand

when it comes to meeting this trend? Still
at the very beginning or has it already
taken some steps in the right direction?
Elsa: We are at the very beginning but
taking the right steps. I believe that small
changes have a big impact. It’s impossible to change everything from one day
to the next but we could think ‚greener‘,
reduce the use of plastic, be smart when
choosing the materials of the products
and ingredients in our cosmetics for
example to make sure they are 100%
eco-friendly, choosing ingredients that
do not affect the planet’s health, produce
locally as much as we can, recycle and
reuse (we decided long ago to shred the
carton boxes and use it as protection material for our shipments). Small changes.

When did the rethinking start at Bijoux
Indiscrets? Since when have issues
such as sustainability and environmental
compatibility played a role in your product
development?
Elsa: The more we know, the greener we
go. We were always fierce when it came
to recycling but other key issues like animal skin, became a NO when I decided
to go vegan 10 years ago (once you
change you cannot stop it from affecting
the way you think your company) or the
ingredients we use in our cosmetics (the
more I know, the more I investigate
how certain ingredients
affect us and the
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planet the more strict I am when developing
new products).

Let‘s take a look at your latest product line, SEX
au naturel. How does this line reflect the aforementioned trend?

How have your customers responded to this
change in thinking & acting?

Elsa: This collection is a good example of the
small changes I’m always mentioning. We
reduced the use of plastic to 5%; we reduced the
amount of paper used by going paperless and
using a QR code instead of a leaflet inside each
product; we only used planet and animal-friendly
ingredients, not only the formulas are vegan, but
they also contain zero contaminating ingredients;
we produced locally in Barcelona and Germany
having just a 7% of the packaging components
coming from China (the cosmetic pumps to
name one). And we also reduce the number of
raw materials used in displays and other point of
sale materials. We had very high standards for
this one, after the good results with the previous
collection Slow Sex.

Elsa: I guess it is a decision that people gladly
received as a very positive thing. Even the most
‚invisible‘ details can make a huge difference to
the most educated customer. Making greener
choices is not the cheapest way but I believe it
is the more ethical one.

How do you ensure that the sustainability
and environmental standards you set for your
products are always met? How do you control
your suppliers, production, etc.?
Elsa: We take small steps but we do it in a very
solid way. For example, we produce as much
as we can in Europe so we can be absolutely
sure that everything meets the quality standards we look for.
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How difficult was it to realize your ideas in terms
of sustainability and environmental impact with
SEX au naturel? How complicated was the
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search for suitable ingredients, packaging
materials, etc.?
Elsa: It is difficult and expensive. I use a
‚magnifying glass‘ to check the packaging, the
product formulas, we get external advice from
experts because we are still learning and there
is so much we don’t know because ‚things
were always made like this‘ and changing is a
hard thing for the human being. Besides getting
the right formulas it is also hard to get all components locally and some travel a lot until they
reach our facilities. This is something we work
hard to change and we are getting there.

Is the argument justified that sustainability and
environmental compatibility drive up the price
of products? Or to put it another way: How
willing are consumers to pay a higher price for
a sustainable product?
Elsa: Where there‘s a will there‘s a way, right?
We need to find a way to do business and res70

pect the planet. It is the only way. Maybe
not everyone is willing to pay more BUT we
need to be part of the change, we need to do
things right and if quality stands by the price
people are willing to pay for that. We are getting
to a point where things need to change and
maybe buying less but better is one of them.
It is more expensive to make things
the eco-conscious way!

What will be Bijoux Indiscrets‘ mission in terms
of sustainability and environmental compatibility
in the coming years? Do you see any need for
optimization?
Elsa: We do. We have so many things to learn
and to improve and I’m happy about it, it is
a challenge. It means that we can be better.
Make better. I’ve been working on a zero-waste
idea for a while now and I hope to make it a
reality soon. I want to go as green as possible
every step of the way. Reducing. Reusing. And
of course, recycling.
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I think that the biggest challenge,

as every year, is trying to reinvent yourself

F l e shl ig ht r e a p th e h a r v e s t o f th e i r h a r d w o rk
Miguel Capilla, COO
Fleshlight Europe

In this interview with Miguel Capilla, the COO of Fleshlight Europe
tells us how, over the course of the past year, his company managed to become more flexible and efficient by reworking internal
structures and implementing new ideas. As Miguel explains, these
changes are now beginning to bear fruit, having a positive impact
on product availability and increasing customer satisfaction. Moreover, he gives us a preview of what the market can expect from
Fleshlight in 2022.
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Before we talk about 2022, we would like
to know how Fleshlight did in the past
year? Are you satisfied with the results
you achieved in 2021?
Miguel Capilla: We are really happy
about the results not just because of the
numbers (yearly turnover, sales orders,
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profit, units produced, units packed during
the year, lower defective rate, etc.) but also
because of how the company has grown
internally. Specifically in Spain (but also in the
US),we are now a more efficient company and
also a more flexible one. The whole company
is ready to stop producing and just focus
on packing if we need to, or the other way
around (if we need to increase our production
capacity.) This makes us a more powerful,
more efficient, faster, more flexible company
and reduces errors.

Miguel: I believe so. Still, male masturbators
seem to take second place to women toys
(with respect to sales numbers, I mean) but
men are turning to these products more and
more, and not just to have fun but also to treat
certain problems. This is why we are working
closely with urologists and doctors, using Fleshlight toys to alleviate certain problems.

Which factors contributed most to your success last year, which was once again dominated by Covid?

Miguel: There are definitely several things going on at the same time: automatic toys are
a big trend nowadays (we are working to
offer more options for our own Universal and
Quickshot Launch as the market has been responding great to that product), but customers
are also asking for new designs (that is why we
created the Turbo products with a great, totally
new sensation). Furthermore, customers want
products that they can use with their partners
or that are related to sexual wellness. Fleshlight
is already hard at work to satisfy all of these
different needs!

Miguel: Corona was part of it of course, but
not just that. We have been working internally
for more than a year with consultants to try and
improve our performance in Spain. Now, after a
year of hard work - the redesigning processes,
the training for employees in various tasks,
finding loyal suppliers, and lots of negotiating
(as we manufacture everything in Spain!) – we
are starting to see the results which allows
us to have stock ALWAYS and have a fast
answer if there are any problems, which is really
important for our partners and customers. If
there is something wrong, we can always fix it
super-fast!

Sex toys for men were already considered a
product category with strong growth before the
coronavirus pandemic. Is this category emerging from the crisis stronger than ever?
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How will this product category develop in
2022? What trends will we see with regard to
masturbators, strokers, sleeves etc.?

Can you give us some details about your plans
and goals for 2022? What strategies - new
or adapted - will you use to implement these
plans and achieve your goals?
Miguel: Marketwise, we are working really
close with doctors and urologists (currently conducting medical studies with different
patients but also videos on how to use our
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This year, Miguel
and his team intend
to put a focus on
marketing to better
meet the needs of
individual markets

products correctly in order to help with certain
different problems, not just premature and delayed ejaculation, but also things such as penile
curvature, Peyronie‘s disease, erectile dysfunction, erection rehabilitation after surgery...) We
want to expand the number of men we can
approach beyond just those who want to have
fun or enjoy the toy with their partners. This is
something that we have been working on for
many years now, but it looks like finally, after
certain disappointments, we are moving in
the right direction. We are really excited about
that! Also, we have an incredible project coming up that will shock the industry the same
way we bedazzled people with the Launch,
and it is almost ready to go. I hope to be
sharing more details on that in the next couple
of months … Internally, we keep working to
improve every day as we have increased our
production capacity in Spain by 40% with the
same number of people, manufacturing more
than 60.000 sleeves per month in just one
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shift (8 hours). During the pandemic, we
were working 16 hours, so just doing the maths … WOW! We are also picking and packing
faster (with three tables just focusing on that
process now) and we will start to automate
certain processes, too. Progressing on that
same level in 2022 will be challenging, but
challenges are always good!

Fleshlight surprised everyone when you launched
products for women at the end of 2021. Are similar brand extensions planned for this year?
Miguel: That was something that customers
had demanded for years, and as we always
do, we decided to listen to their feedback and
give them what they want. It is not our core
business but something that we wanted to explore. Let´s wait for more concrete data, then
we will make a decision about more projects
like that!
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Miguel: We wanted to have more control over
what is going on in the market and
that change has been working for us, so
we will stick with that strategy as we are
really happy with our partners and our
cooperation together. It was definitely a
change for the better! Happy with the
results!

our brand. We have been working internally
to become more efficient so we do not have
‚to pass on‘ higher costs from our suppliers
to our customers. That is also an advantage of having our products made 100% in
Europe; we have a close relationship with our
suppliers, and we have no stock problems
whatsoever. Also, if there is an issue, it will be
easy for us to fix it as we manufacture pretty
much everything locally - we only produce the
Launch products in China.

Fleshlight is known for highly professional retail
support. Do you see any need for optimisation
here? What can your customers expect from
you this year?

Looking at our market, what are your expectations for 2022? Do you see any major
changes on the horizon? What challenges will
our market face this year?

Miguel: We are working to be better every
year in every single aspect, from administration to products, updating our catalogue constantly but also discontinuing products that
don´t sell well, all to support our customers, to
expand the business and reach a bigger and
more diverse group of people - everything!
This year we will also focus on marketing
(explaining why Fleshlight is different than
everything else in the market) and also, we
have plans for different promotions in different
countries, adapting to the different needs of
those markets.

Miguel: I think that the biggest challenge, as
every year, is trying to reinvent yourself. We
want to expand our business globally, so we
are working on different aspects to reach more
men. We are missing the feedback from, and
brainstorming with our partners so much, but
we still make it a point to ask them for ideas
on what we should improve in order to be
better. This year is also a big challenge because we achieved record-setting sales number
during the pandemic, so now, we need to
reach a wider portion of society to get the
same numbers. It is very exciting! Let´s go for
it! You will hear the Fleshlight name a lot this
year because of the incredible things we will
be bringing to the market!

Has your distribution strategy for Europe
remained unchanged?

In an official press release from January, you
announced that you would not be raising
prices this year. Given the difficulties with global supply chains, isn‘t that a bit premature?
Miguel: Maybe, but we wanted to show to
our customers and partners that we have
their backs. After a difficult year, we wanted
to show them that we understand how tough
it has been and that we are here to help them
make more profit if they trust us and push
76
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The local brick-and-mortar market

has shrunk by approximately 20%

Yoav El ani d e s c r i be s th e e f f e c ts o f th e p a n d emic o n th e sex ua l wellness ma rket in Isra el
For almost 30 years, Yoav
Elani has been part of the
sexual wellness market in
Israel. During that time, he
has witnessed many changes and developments
in this market, with the
effects of the Covid pandemic clearly ranking among
the most drastic. These
developments are the main
topic of our interview, in
which Yoav also makes
a prediction about the
future of the Israeli sexual
wellness market after the
pandemic.

Yoav Elani, the
owner of distribution
company Import
Master I.L Ltd

There’s really no way around talking about
the past two years and the Covid pandemic. There has been an explosion of demand for sex toys in many countries. Was
there a similar development in Israel?
Yoav Elani: When Covid-19 had only just
begun and the first lockdown was announced, most businesses sent their employees
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home - on leave, to live off the governmental allowance. So did we.
That turned out to be a huge mistake. I
had to recruit friends and family to work
around the clock and help cope with the
huge increase in online sales. Just like all
over the world - couples in lockdown, who
otherwise, in normal times, spent an hour
a day with each other found themselves
w w w. e a n - o n l i n e . c o m • 0 3 / 2 0 2 2

locked up together, having to choose between
heaven and hell. Either fight all day and eventually get divorced or re-live their honeymoon days
and have lots and lots of sex. Most people were
smart enough to choose the latter.

The pandemic is often referred to as a turning
point since the speed at which the sex toy market moved towards the mainstream increased
by quite a bit. Where does the Israeli sex toy
market stand in early 2022 when it comes to
social acceptance?
Yoav: In my previous interview with EAN about
the Israeli market, back in 2013, I had predicted
that in the near future, we would see sexual
pleasure products in the mainstream market.
Back then, my company had already taken its
first baby steps into the pharmaceutical market
with lubes and vibrating rings. The pandemic
was indeed a catalyst speeding up this process.
The biggest change was in the public’s perception of adult products. Once they were labelled
as sexual wellness products and not sex toy, the
whole public attitude changed. Adult toys are
now a category in sexual wellness - considered
healthy and almost ‚medically‘ recommended.

E-commerce is the winner of the pandemic,
bricks and mortar retail is the loser - that‘s the
general consensus. How disruptive has Covid
been in your market? The consumers who
visited retail stores before the corona crisis and
then switched to e-commerce because of the
lockdowns - are they lost forever to bricks and
mortar retail?
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Yoav: The impact of Covid on the brick-andmortar market was very dramatic. Shops that
were on the verge of closing down before the
pandemic were pushed over the edge and had
to throw in the towel. The governmental handout
was not enough for them to stay above water.
Businesses that had a negative cash flow and
problematic credit situation had no chance
to prevail.
The Israeli customers, however, are now back
to the brick-and-mortar shops. They use the
internet to compare prices and are still very keen
on getting service, asking for personal advice,
and being able to touch the products, feel them,
and understand what they do before buying. The
shopping experience is very important, especially if you are not sure what you want to buy for
yourself or your partner.
Having said that - if the price online is much
cheaper than in the store, customers will end up
buying online, using the physical store as a freeof-charge showroom.

Did many Israeli bricks-and-mortar stores have to
close their doors forever because of the pandemic? And what will happen to this business
model in the future?
Yoav: The local brick-and-mortar market has
shrunk by approximately 20%. Quite a few shops
had to close their doors forever while small chains
had to reduce the number of shops they were
operating. The big shops with a strong online presence grew stronger. In a few cases, the increase
in online sales during the pandemic ‚saved‘ some
shops from closing down. The trend is very clear:
A brick-and-mortar shop has to be competitive
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One of Yoav’s
stores: 'SexyShop‘
in Tel Aviv

and offer a unique experience to succeed
in the current market.

What is the consumer climate like? Is it back
to pre-crisis levels? Was there perhaps even
something like pent-up demand?
Yoav: The brick-and-mortar market is far from
recovering from the impact of the pandemic, sales are still lower than they used to be. However,
now that the market is open, and all restrictions
are lifted, we see a constant increase in offline
sales, while online sales are decreasing in comparison to the same time last year.

Which target groups are currently setting the
tone in the Israeli sex toy market?
Yoav: As Israel is a relatively small market,
there is very little international investment in the
market. The big brands don’t spend money on
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promoting their brands locally and expect local
distributors to do all the work. Import Master
I.L Ltd is probably one of the only players in
the local market that makes a real investment
and promotes the brands that are exclusively
distributed by us (Satisfyer, ID Lubricants, Toy
Box Toys, Naughty Toys, etc.). We make sure
that every new product is widely reviewed in the
media (both online and offline), we have a very
generous giveaway policy, and we make sure
that customer service for products sold via any
of our channels is impeccable.

What are the current trends in the market? What
are Israeli customers looking for when they go
shopping for sex toys?
Yoav: Air pulse toys are still extremely popular.
People are also looking for new ways to stimulate their partner. I noticed that every time we
introduced a novelty, the market responded very
positively. Whenever we import products that are
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Yoav: Since international brands hardly invest
in brand awareness in the local market, most
people are not aware of the various brands
(once again, except for the brands promoted
by us). The thing is, most international brands
charge for the brand name (sometimes you
find the exact same product unbranded for less
than half the price) but when it comes to the
Israeli market, they do not channel those funds
into making their brands known.

Your market is dependent on imports. Are the
current problems in global supply chains causing you headaches?

more of the same - our customers
respond very mildly.

In many markets, consumer interest in sustainable and eco-friendly sex toys is growing. Where do
the Israeli consumers stand on this topic? Will this
trend be dominant in the future or will it be just
one of many?
Yoav: I am sorry to say that environment-friendly
products and sustainability are unfortunately not
at the top of the average Israeli customer’s priority
list. Most people prefer a rechargeable product
for comfort reasons - mostly because it saves the
need to replace batteries. We have had very few
customers send us defective toys for recycle purposes (unless still under warranty). On the other
hand, customers are very aware of things such
as material safety. Our customers prefer to buy
silicone products and will definitely refrain from
buying sticky / smelly products.

What about brand loyalty? Do brand names play
a role in people’s purchasing decisions?
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Yoav: Definitely. We are experiencing some
terrible supply problems. We frequently have to
ship goods by air, at extreme costs (needless
to say – zero profit) just to maintain our shelf
slots with the big retail chains. However, on
the bright side, although shipping costs have
increased to the point that they are forcing us
to implement price adjustments, the Israeli Shekel has grown stronger during the pandemic,
so - at least at the moment - there is no need
for price increases (unless when our vendors
raise their prices).

What will the Israeli adult market look like in
five or ten years? Are you optimistic about the
future?
Yoav: I think that being a sex shop will not be
enough to make it through the next decade.
You have to offer more than that. Either you
have your own brand of products, or you find
a way to be unique.
In the short term, having an online presence
is crucial. That will determine who will survive,
and who will go under. Due to accelerated
globalization, profit margins will drop, and those
who will adjust early will prevail.
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We want to create more

awareness for sustainable sex toys
Tr ud y P i j nac k e r o n th e F U CK G R E E N br a n d
SCALA have taken many steps to minimise the company’s CO2 footprint and
operate in a more sustainable fashion.
The FUCK GREEN sex toy brand is a
perfect match for this strategy seeing
how all the products are made from
PLA, a bioplastic. To learn more about
the material and the brand, EAN asked
Trudy Pijnacker for an interview in
which she encourages the industry to
face the challenges of our times and
embrace sustainability.
When and how did SCALA come up with
the idea of launching an environmentally
friendly and sustainable toy line?
Trudy Pijnacker: For a few years now,
sustainability has been a high priority at
SCALA. At first, it was more within the logistic department, but in the last two years,
it has moved up on the list at the purchase
department as well. Without adding extra
costs, we aim to use less plastic in our
packaging. Also, by making packaging
smaller we can save in emissions during
shipping. Carrying the FUCK GREEN brand
is a step that fits perfectly in our strategy.
We want to create more awareness for sustainable sex toys. Besides that, it is a young
and cool brand which we like very much.

Where does our market stand today in
terms of environmental compatibility and
sustainability? And how strongly will these
issues shape the sex toy market in the
future?
84
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Trudy: Our industry is taking baby steps, but it
is a start. Most sustainable alternatives are in the
high-end range, but the bulk of products sold
are low-priced items, so that is where we can
make the biggest change. Factories in China
also need to meet very strict environmental requirements these days. Being more sustainable
can be really challenging but is very important so
we try to make it happen. Reducing our carbon
footprint is possible in so many ways, so every
company can try.

Was it difficult to realize your idea for FUCK
GREEN? What hurdles did you have to overcome to develop sustainable vibrators?
Trudy: A group of millennials started the FUCK
GREEN brand, and we have collaborated with
them by using our contacts in production. The
focus was on the material, which had to be body
safe, environmentally friendly, and still look good.
Furthermore, keeping it affordable is very important, and for that you need mass production.

The FUCK GREEN toys are made of PLA
plastic. Why did you choose this material?
What are its environmental and sustainability
properties?
Trudy: PLA is a bioplastic. The basis of the
material is sugar, found in plants such as corn.
The plant is fermented and distilled to produce
lactic acid. This is then refined, dried, polymerized under high temperature, and turned into
a polymer called PLA (Poly Lactic Acid). In
the next step, talcum powder is added and
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a plant fibre, creating a plastic of high-quality. The material is then processed into the
end-product, in the same way as other plastics. This material is biodegradable and
made of plants. To produce this bioplastic
material, we don’t use petroleum - as is the
case with other plastics. Petroleum is becoming rarer and causes a lot of environmental
damage during extraction and processing. I
n addition, the CO2 emissions from the production of PLA are much lower than with
other plastics.

A material called Craft is used for the packaging. What can you tell us about that?
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Trudy: Craft is unbleached fibre-based paper
material, making the packaging eco-friendly
and recyclable.

What advice does SCALA have for retailers
so they can achieve the greatest possible
success with FUCK GREEN? How should
FUCK GREEN be presented?

It is not uncommon to hear that sustainability
a) drives up the price and b) limits product
development a lot. Is that true?

Trudy: FUCK GREEN took best-selling designs
and made them in PLA plastic. This means the
designs will sell themselves because customers
are already familiar with these types of toys.
But the FUCK GREEN toys do have one very
important big plus compared to the ‘old’
designs: they are biodegradable, and the
carbon footprint is much lower. Also, the look
and feel of the brand is very hip and attractive
for customers of all ages.

Trudy: Yes, both statements are true. The
production of the end-product is more expensive at this moment. Most extra costs are in
the material, PLA plastic. But there is a growing
target-group who are willing to pay a few Euros
extra for it. In the development phase, there are
some challenges but that makes our job even
more interesting!

What feedback have you received from your
customers? How much interest is there in
FUCK GREEN in the retail market?
Trudy: We are very satisfied with the sales
during the first month. We expect to see strong
growth toward summer. FUCK GREEN will be
introducing more styles and colours in the next
months and there is a lot of marketing planned.
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Will there be more FUCK GREEN products?
Or is SCALA perhaps even planning other
product lines that focus on sustainability?
Trudy: FUCK GREEN will be releasing all
kinds of best-selling sex toys designs in
PLA material and in more colours. The R&D
of FUCK GREEN is looking into new, other
materials and styles, which all must fit the
philosophy of the brand: FUCK GREEN and
save planet earth!
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Feel the difference!
K r i s ti a n B r oms p resents King C o ck E lite
Over the course of seven
years, Pipedream’s King
Cock line has amassed a
big fanbase, which is only
going to grow further now
that the new King Cock
Elite is here. To learn more
about this collection and
the individual products
therein, which have been
available since the beginning of March, EAN seized
the opportunity to talk
with Kristian Broms, the
Chief Design Officer at
Pipedream.

Kristian Broms,
Chief Design Officer
at Pipedream

Let‘s go back to 2015, the year King Cock
was born. What was it that made you
decide to shake up the market with
realistic-looking dildos?
Kristian Broms: We had seen a lot of success with our Basix and Real Feel Collections so manufacturing a new realistic PVC
in our in-house facilities was the next obvious step. By making our own super-realistic
moulds and improving the overall quality of

No straps, no snap locks,
no rings - the Body Dock
Universal Harness System
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the design and material, we felt that there
was a big opportunity for us.

Did you expect that the line would be a big
success and that you would still be releasing new products seven years after the first
collection hit the market?
Kristian: Yes. By making our own super
realistic moulds and improving the overall
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quality of the design and material we felt that
there was a big opportunity for success. Dildos
are one of the largest categories in retail stores
around the world and we found a way to produce higher quality dildos more efficiently, by
controlling the production in our own facilities.

What is the quintessence of King Cock? What
is the secret of the line‘s success?
Kristian: Feel the difference!

How big is the demand for this kind of product when everyone is talking about sex tech,
app-controlled vibrators, vibrators with suction
or pressure wave functions, etc.?
Kristian: We still see a high demand for realistic
dildos, the fantasy element that looks and feels
better than the real thing. We have invested a
lot of time and money over the last few years
to improve every aspect of these products. For
example, our PVC is produced by a Fortune
500 company and is formulated using European REACH SVHC and RoHS compliant
materials, including non-phthalate plasticizers.
The non-phthalate plasticizers used are the
very same used to make medical devices such
as cannulas, catheters, and the like.

The latest King Cock collection - King Cock
Elite - includes dildos made of dual density
silicone and a range of accessories. Let’s start
with the material: What is so special about your
dual density Elite Silicone?
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Kristian: Made from
Pipedream’s proprietary
dual-density Elite Silicone
and available in three ‚all-inclusive‘ skin tones, each
King Cock Elite is stiff on
the inside with an incredibly
soft, super-lifelike feel on
the outside. The ultra-hygienic silicone is designed
to mimic the look and
The 20-part King Cock Elite
Dildo collection includes
feel of real skin, and the
vibrating and non-vibrating
body-safe material surpasproducts in various sizes,
available in 3 colours
ses all international health
and safety standards.
Every vein, every shaft,
every head, and every
pore is hand-sculpted and
hand-decorated in stunning detail, creating the
most realistic looking and feeling silicone dildos
on the market.  

What other features make the new dildos
stand out?
Kristian: The power and flexibility of the vibrating dildos are unlike any other vibrators on the
market. The vibrating pieces are all rechargeable via magnetic USB ports, powered by
super-strong 10-function motors, and available
with an optional rechargeable remote control
for amazing couple’s play.

How many dildos have you released in the
King Cock Elite line and in which ways are they
different from one another?
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When did you come up with the idea of working with a suction base and plate to create a
comfortable and functional strap-on? How long
did it take to realize this idea?
Kristian: The Body Dock system has been
in development for a few years to perfect the
Body Dock design. There were many prototypes and iterations along the way to make sure
it not only functioned properly but is comfortable to use. In the end, customer satisfaction is
very important to us, and we wanted to make
sure that something that looks so simple on
the outside, delivers a magical experience
every time!

Is it true that you patented the Body Dock
Universal Harness System?

Soft on the outside, hard on the
inside - King Cock Elite dildos are
made from Pipedream‘s proprietary
dual-density Elite Silicone

Kristian: Yes, it’s true. Part of the lengthy development process was to make sure that we
got approval on the patents we filed in multiple
territories. We spend a lot of time and effort on
design and product development, and we are
very serious about protecting our intellectual
properties.

Kristian: The 20-piece collection is available in non-vibrating and vibrating styles, with
super-strong suction-cups, from 15 cm to 30
cm (6” to 11”), available in 3 colours, light, tan,
and brown.

Does the Body Dock Universal Harness System
have the potential to change the market for
strap-ons and harnesses?

The new collection also includes the new
and very innovative Body Dock Universal Harness System. Could you explain what
this exactly is?

For those who like it even more realistic, the
new King Cock Elite collection includes Crown
Jewels. Are these meant to be an add-on to
the Body Dock Universal Harness System, or
can they be used in other ways?

Kristian: The Body Dock has revolutionized
strap-ons - no straps, no snaps, no rings, no
hassles. It just works so you don’t have to!
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Kristian: Yes, we believe it is a game changer!

Kristian: The Crown Jewels are King Cock
Elite’s premium swinging balls and available in
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Kristian: This line was created for all discerning
customers who want the very best materials,
quality, and realism in luxury life-like dildos.

What about promotional materials for retailers
to help sell your new line as successfully as
possible?
Kristian: We offer an amazing POP Display for
retailers that includes a Body Dock torso with
attached harness, 6” (15 cm) Silicone Dildo,
8” (20 cm) Vibrating Dildo, Vibrating Crown
Jewels, King Cock Elite Poster with QR Code,
Body Dock Poster with QR Code and King
Cock Elite 3D Header Sign.

Given the success of the line, the final question
obviously has to be: What can we expect to
see from King Cock in the future?

The Crown Jewels Kristian
mentions in the interview

Kristian: We’re working on some innovative,
new designs and products for the King Cock
brand and have every reason to be excited
about the future!

vibrating and weighted versions. The squishy,
stretchy testes are made with dual-density
Elite silicone and are soft on the outside and
firm on the inside. With a strategically placed
vibe buzzing in each ball, users get 10 patterns
of pulsation along with the incredible feel of
free-swinging, slapping balls! They are extremely versatile and can be used as a c-ring,
bumper, or turn any vibrator or dildo into rabbit
vibe (with a clitoral stimulator).

Which target group did you focus on with the
new collection? Are loyal King Cock lovers the
target group for King Cock Elite?
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The world is undergoing a social reformation that is

destigmatizing sexual health and women’s health
C arl i Sapir ex p l a i n s A m bo y S tr e e t Ve n tu r e s ‘ investment in C o ntra line
Amboy Street Ventures (ASV) invested more than one million US
dollars in medical technology company Contraline, the creators of
the world’s first hydrogel implant designed to provide long-lasting,
non-permanent contraception for men. In our interview, Carli Sapir,
Founding Partner of Amboy Street Ventures, tells us how and why
ASV made this investment and how Contraline will use the money.

Amboy Street Ventures has already made
its mark, but for those who haven’t heard
the name yet: Who or what is Amboy
Street Ventures and what exactly does
Amboy Street Ventures do?
Carli Sapir: Amboy Street Ventures is the
world’s first venture capital fund currently
in the market focused on sexual health
(for all genders) and women’s health technology start-ups. It’s focused on Seed
and Series A investments in America and
Europe. Businesses in ASV’s portfolio
benefit from the support of the broader
Healthy Pleasure Group ecosystem via its
Value Enhancement Team.

Carli Sapir, Founding
Partner of Amboy
Street Ventures

Amboy Street Ventures has just invested
more than a million dollars in the company
Contraline. What is Contraline‘s business
area?
Carli Sapair: Contraline is a medical device company devoted to providing men
and couples with long-lasting, safe, and
effective male contraception. Currently in
the process of developing ADAM™, the
world’s first hydrogel implant designed
to provide long-lasting, non-permanent
contraception for men.

What was the deciding factor for you to
invest in Contraline?
Carli Sapir: With existing contraceptive
options available today, the large burden
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of pregnancy prevention falls on women. Contraline’s ADAM™ is on track for plans to be a
safe, relatively fast (it’s a 10-minute procedure),
reliable and reversible male contraceptive. 50
million plus men are saying yes! Yes to choice,
yes to controlling when they want to have children, yes to sharing that burden of reproduction
and so much more. And with each successful
yes, there is a colossal impact on our social
and economic motors, leading us ever nearer
to closing the gender pay gap and levelling
equality through opportunity aligning with our
commitment to investing in the democratization
of sexual health for all genders.

Do you agree with the statement that Contraline will rewrite the history of contraception?
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Carli Sapir: Definitely, we believe that the
ADAM™ will become as popular as the
female IUD.

How will Contraline use your investment?
Carli Spair: ASV’s investment will enable Contraline to conduct what is believed to be the first
clinical trial on a non-hormonal male contraceptive device in over 20 years with its innovation
ADAM™

In addition to Contraline, there are three other
companies in your portfolio. What can you tell
us about them and what made you decide to
invest in them?
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Carli Sapir: Additionally, we have invested in
Gennev, a digital health platform for women in
menopause. It’s a unique platform that can solve concerns and challenges surrounding living
through menopause. Through teletherapy and
recommended products, symptoms can be
lessened and challenges solved through medical and nutritional monitoring simultaneously.

sued the MTA which eventually led to Dame
being allowed to display its ads on the New
York Subway.

Our investment in Dipsea, the inclusive audio
erotica platform that lets people pick their
pleasure, was due to its incredible insights
into what customers want from audio erotica
and as a platform there’s ample opportunity
to expand its offering across mental health
as part of sexual wellness. With Dame, the
leading female-focused sexual wellness brand,
we invested to support its ongoing mission
of closing the pleasure gap. The brand has
already seen success with the awareness it
raised about advertising inequality when it

Carli Sapir: The world is undergoing a social
reformation that is destigmatizing sexual health
and women’s health. Each of our portfolio companies are leading the charge in their prospective focus areas.  
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In a press release, you say your portfolio is ‚at
the forefront of social change in the industry‘.
What do you mean by that?

What are your plans for this year? Are there any
other investments coming up?
Carli Sapir: Yes, plenty. One will be announced
in the coming weeks!
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Sales in bricks and mortar shops

have returned to pre-corona levels

T h e Fi n n i s h sex to y reta il tra de in th e p o st-C o vid p h a se - a n interview with Tapio R u ppa
Tapio Ruppa has been a
fixture of the Finnish sexual
wellness market for many
years, running a bricksand-mortar store as well as
an online shop. This makes
him the ideal interviewee
to learn about the current
situation in Finnish sex
toy retailing and about the
ways in which this market
has been affected by the
corona pandemic.

Tapio Ruppa

As we are slowly entering the post-Covid
phase, it is time to draw a conclusion. How
have the past two years treated the bricks
and mortar retail trade in your country?
Tapio Ruppa: The first wave of corona
was sure shock to everyone. People’s
normal course of life came to a halt as nobody knew what this really was. In Finland,
April 2020 was very different, something
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no one had ever experienced before. The
country practically stopped dead in its
tracks. When you look out the window
of our store, we have a view of a park.
Normally, it’s crowded with townspeople.
In April 2020, it was completely empty. The
roadside parking lots are normally full of
cars - now the streets were empty, no cars
and pedestrians in sight. Just like a ghost
town. Business came to a halt for about
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a month in bricks and mortar shops, but then
slowly began to pick up again. Summer 2020
was busier than ever as people thought the
nightmare was over.
Autumn came and the corona infections got
worse again, Still, people continued to shop in
bricks and mortar shops, although e-commerce
activity increased for some people. People
started to get used to corona and acted more
responsibly in public places. Therefore, we never
had a complete ban on doing business in Finland, there were only restrictions for restaurants
and events; those were in place for a long time
as the corona situation changed. Now, it can
be said that the bricks and mortar shops that
survived the last two years are still thriving.

Compared to many other European countries,
Finland has been far less affected by pandemic
containment measures (such as lockdowns forcing bricks and mortar stores to close). So, were
you also spared the phenomenon of legions of
consumers migrating to e-commerce?
Tapio: We were in the lucky position that, thanks
to austerity measures, the pandemic could not
spread so badly that the whole country had to
be shut down completely. At first, e-commerce
sales exploded, but after a while it levelled off.
We discovered that people still want a physical
shopping experience, service, comparing products, etc. That kind of experience will never be
achieved in online shopping.

On the other hand, the aforementioned measures (such as lockdowns) caused interest in
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sex toys to increase in many countries. Has this
development completely bypassed Finland?
Tapio: It didn‘t pass us by. I do not know the
exact sales statistics for Central Europe, but
even though we did not have a full lockdown in
Finland, many people moved to telecommuting
and that alone meant that they were more at
home. And when you are home more, you don‘t
move as much as before, so there is more energy which in turn increases the interest in trying
new sexual things, either alone or with a partner,
and that in turn feeds into buying new toys or
outfits for sensual games at home.

Looking to the future, how does the Finnish retail
trade need to position itself to remain a thriving
business model?
Tapio: I believe that when a sex toy store has a
big enough range of products, both as a bricks
and mortar store and as an online shop, then
people will find that retailer, no matter which
channel they choose to do their shopping. The
big bricks and mortar shops will make do, the
smaller ones will have a hard time competing
against online shopping.

Let‘s move on to the present situation: Has it
returned to normal or is Covid still affecting your
business in one way or another?
Tapio: I think there will be no more ‚normal‘. We
made rapid and radical changes to the business
and made the company more efficient and competitive. We got rid of the old practices, so why
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Tapio: New customers are constantly coming
in, but I don’t think that number is any bigger
than the usual shopping life cycle: Old customers are leaving and new ones are popping up
in the store.
I haven‘t noticed any big changes there.

And what about the preferences of your customers? Have the two years of Covid left any
traces here? What do your customers look for
when they come into your store today?
Tapio: I see an increase in customers’ desire
for sexual experimentation – like trying things
that they haven’t been done before. Let‘s do
new things and learn more. It creates a positive
atmosphere around you.
go back to the old ways? Corona scared a lot of
people, but it also taught us a lot of new things
to make the company more successful.

What is the consumer climate like right now? Is
it at pre-crisis levels? Or is there something like
pent-up demand at the moment?
Tapio: Sales in bricks and mortar shops have
returned to pre-corona levels. There is still a
certain kind of hesitancy in the air. The pandemic
is coming to an end (hopefully) and people are
waiting for the world to open back up again.
People seem to have money to spend at least,
but the global economic situation has deteriorated badly, and this is reflected in rising prices,
delays in the delivery of goods, and so on.

In many countries, Covid opened the door to
new audiences who previously didn‘t have much
interest in sex toys. What are your observations
in that regard? Has your clientele changed?
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You‘ve always put a strong emphasis on advice
and education in your store. Are your customers more willing to use this service today
than they were before the pandemic? Are they
generally more open and adventurous today?
Tapio: Absolutely, yes. Training and counselling
for large groups was, of course, frozen for two
years due to restrictions, but those who shop
at the store continued to receive information
about the products and sexuality in general.
People came to our store to research the
products and of course we told customers
more about them. It seems that many people
found new practices and techniques online that
they decided to throw themselves into. And
them trying new sexual experiences obviously
increased the sale of sex toys and outfits. So
things look very good; people did not just move
to online shopping. We can clearly see that
they need a physical shopping experience and
expert service. That cannot be replaced by any
other sales channel.
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The French consumer is not

necessarily different from others in Europe
A nne M e uni e r e x p l o r e s th e to y s a n d tr e n d s t h a t kep t French co nsumers p la ying th ro ugh o ut 2021
Most Americans assume the French
live every day with the sexual vigor
and vibrancy of a Moulin Rouge
burlesque dancer. (Yes, seriously.
As an American, I know all too well.)
Europeans (and those with a wellstamped passport) know that’s just
a Hollywood fairy tale. In a country
that’s still fairly dedicated to Catholicism and yet over-sexualized in
stereotypical media and marketing,
France appears as a delicate landscape for selling sex toys. Do French
consumers seek ultra-modern,
discreet pleasure products to
bypass their Catholic guilt, or are
they secretly as free-spirited about
sex as the movies would have us
believe? Anne Meunier, who directs
international sales at Lovely Planet,
says the French consumer is actually
a mix of both worlds – and not too
dissimilar to any other European, for
that matter. However, regardless of
age or preferred sexual niche, Lovely
Planet customers prove that at least
one French stereotype is alive and
well: elegance and aesthetics rule
above all. Looking back on the past
year, Meunier reveals the current
state-of-mind for French consumers
and reflects on Lovely Planet’s year
of North American expansion and
brand directives.
Anne Meunier, International Sales Manager
Lovely Plane
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How has Lovely Planet positioned the company
for the future of sex toy marketing? What values
does your brand embrace and promote?
Anne Meunier: Lovely Planet is a French
design company operating within the love
business market since 2004. Our CEO and
Founder of the company is a designer himself.
For the past 17 years, we have been successful worldwide with the Dorcel and Love to
Love brands. We are now present in 55
countries worldwide.
Our mission is to create a universe of playful
pleasure with very aesthetic products whose
design creates an emotional connection, while
ergonomics increase comfort and deliver the
promise of pleasure.
Our purpose is to embody a playful and less
complex universe, to encourage people to take
the time to play, to explore their intimacy and to
expand their sexual lives.
We recently expanded our offerings with the
Strap-on-Me and Manwand line, which are
uniquely ergonomic and bring greater pleasure.

look like at Lovely Planet, and what kind of
products are they seeking?
Anne: Mostly, the consumer is a couple.

Our teams work everyday in search of new,
original products to ensure our customers
experience moments they will remember.
Whether users are couples or singles, our
brand lines promote open-mindedness,
freedom, and adventure.

At Lovely Planet, we cultivate the values of
pleasure and bold seduction, the exploration
of intimate pleasure, and the search of uninhibited and assumed sexuality, enriched with
kinky games and whose goal is to enrich one’s
sexuality and to realize one’s fantasies.

Who is the French sex toy consumer these
days? What does your customer demographic

We have created 6 brands that bring together
the universe of intimate pleasure products: toys,
accessories, lingerie, and intimate cosmetics.
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Our customers are international distributors or
retailers looking for all the bedroom essentials
in one place, and at the same time niche, cutting-edge, innovative products that cannot be
found anywhere else.

What has been your most popular sex toy category or niche these last couple of years? Have
any categories surprised your sales team with
their recent popularity?
Anne: In 2018, we created the Strap-onme brand with the ambition to bring back
elegance and attractiveness to a product that
had been around for a long time : the harness
free strap-on.
When we started at that time to look for
experts and sex educators on the practice
of pegging and to build some marketing tools,
we realized that there were very few of them
and that it was difficult to talk about it
simply and without judgment or bias. It was
an intimate practice that was not yet widespread, in an industry where most brands
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were surfing on wellness values to enter mainstream markets.
Contrary to what all brands in our industry
were doing to enlarge their audience, we chose
to build our growth on a niche with products
dedicated to pegging.
I was the first one surprised of the huge success we encountered. Everywhere we presented the Strap-on-me range of bendable strapless strap-ons, people told us that they had
never seen a product of such quality, combining ergonomic design and minimalist aesthetic.
Strap-on-me has been the key to opening
doors everywhere from Asia to America.

In the ‘for men’ or ‘for penises or prostates’ toy
category, which products or brands have been
your best sellers? What does the male, French
consumer desire in a sex toy?
Anne: The same year in 2018, we created a
brand dedicated to penis toys, Manwand, with
a star product, the Manwand, which offers both
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the promise of a progressive erection and
the discovery of a very intense pleasure thanks
to the vibration underneath the glans. Here,
too, the demand exceeded our forecasts
and we quickly launched the following year
4 other penis toys to vary the pleasures
and sensations.
The French consumer is not necessarily
different from others in Europe in any case.
What they want is for the toy to be brought or
legitimized by their partner in intimate play and
for there to be reciprocity in the exploration of
pleasures and the achievement of orgasm.

In the ‘for women’ or ‘for vulvas and vaginas’
toy category, which products or brands sold
the best?
Anne: There are 2 categories of toys dedicated
to female pleasure:
Those that allow the exploration of one’s
pleasure alone to understand one’s body,
to discover the power of the female orgasm,
and to free oneself from the hetero-normative
patterns of penetration. Specifically, clit suckers. A huge phenomenon in the post #Me
Too era. Among all age groups. All my girlfriends begged me for a clit sucker for their
40th birthday, rather than another lipstick
or shopping trip.
Secondly, vaginal toys for creative couples
play, to expand one’s sex life and realize
one’s fantasies. Our dildos, vibrators and
rabbits by Love to Love and Dorcel are for
us the best sellers.

What types of sexual play or toys were most
popular with your female consumers of Millenial
age or younger?
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But there is also a true audience for very realistic
toys among women, so to make everyone
comfortable, we offer them in a raspberry or
purple color in addition to black and vanilla so
that everyone can relate.

Do you see many differences in sexual attitudes
between your middle-aged and senior consumers when compared to the younger Millennials
and Gen Z customers?
Anne: It may be more a matter of open-mindedness and a mix of culture and belief than age,
really. Realistic toys appeal more to
experienced consumers than to the young.
The first choice of a beginner couple will not be
a prostate stimulator. But it can be an anal toy
on the other hand, since everyone has a butt.
In the end, I don’t think it’s a question of age but
of openness and experience. The older you get,
the more you open yourself to the desire to have
new experiences.

Anne: I don’t think there is one type of toy
that appeals more to young consumers, but
rather a message to be sent: that of a fun,
less complex, exploratory, sensual adventure
towards pleasure.
The minimalist aesthetic is a real success
among young female consumers. Our Eat Me
collection is a good example.
How could you not be enticed by the idea of
playing with cherries and bananas?
The packaging helps to convey this message.
The product visuals and the marketing tools
around the product must embody this message.
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Overall, which sex toy brands do you foresee as
becoming or continuing to be huge sellers into
2022?
Anne: Ours obviously, considering the developments we have made to enlarge and revamp
our lines in the last 2 years. In a bigger picture
outside of Lovely Planet, I would say the brands
that will offer intuitive and effective pleasure objects to guarantee the comfort and safety of their
customers, with an inclusive, benevolent, ethical
and sustainable purpose.

Which countries have seen the best growth for
your company recently, or over the last couple
of years?
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Anne: By economic logic, we have invested in
the opening of the North American market, USA
and Canada. A gateway to a market of 375
million consumers when Europe has 450 million.
We were not present there because the administrative, logistic and customs constraints outside
of the European Union are a real hassle.
We first studied the potential and opportunities
of the market, and we then found the import
solutions to satisfy our future customers
and deliver very quickly.

customers. Everyday we do little things to show
how happy and grateful we are to our customers. Digital has allowed us to see and hear each
other as often as we want, so we use it without
moderation. Thanks to zoom, we travel around
the globe every week.
And of course, we’re going to take part in ALL
trade shows to strengthen our human connections and to convey emotions when showing
our products.. As in any business, the human
adventure is the most rewarding.

Where will Lovely Planet focus your team
efforts this coming year? How will you be
returning to business as travel begins to open
up and trade shows are slowly returning?

Anne: Our efforts and focus are on the constant
attention and personalized relationship with our
112

This interview is
contributed by Colleen
Godin, EAN U.S.
Correspondent
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HOLa, i'm SOFIa.

good To
see you!
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Hey,

I would like to introduce you to my good
friend Sofia. We have known each other
since we were young and I am sure her
temperament and her hot body will drive
you crazy. I can promise you that you‘ll
never get bored of her!
Love Jessy
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I did my best to adapt to this

new world as quickly as possible

Pao l o Dav i d e G r i f f o o n h i s f i r s t f e w m o n th s w ith Ma leE dge & Jes-E x tender

Paolo Davide Griffo,
MaleEdge & JesExtender B2B Key
Account Manager

Paolo, you took over the position of Key
Account Manager at MaleEdge & Jes-Extender in the summer of 2021. How have
the first few months been for you?
Paolo Davide Griffo: Great, so far! I had
some very intense months, and I do really
enjoy the new job. We have an amazing
team, and the working environment is
great.

How quickly did you settle into the world
of penis enlargement?
Paolo: I did my best to adapt to this new
world as quickly as possible. Let’s say
that the playing field is the same one as
the pleasure product industry, but we are
playing a different game. Our products are
patented medical devices, designed for
achieving permanent penis enlargement
by means of traction, and we are not
talking about pleasure but about self-improvement.

What is the motivation for you to work
with this subject matter (and the related
products)?

In the summer of 2021, Paolo Davide Griffo became the B2b Key
Account Manager for the MaleEdge & Jes-Extender brands. In our
interview, he talks about his first successes, such as opening up new
markets in India and Israel, and of course, we also talk about the
plans he intends to realise in 2022.
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Paolo: We are helping people improve themselves, have better sex, better
relationships - with their own body and
with others. So, I see my job as a mission
to promote sex-positivity, sexual wellness,
and boosting the self-confidence of all
penis holders.
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How important is it for you to represent established and well-known brands and products
whose effects are scientifically proven?
Paolo: It is of capital importance. The first thing
I state once I introduce the brands to a new
customer is that our products are CE/FDA-cleared, patented medical devices, designed and
manufactured with love in Denmark, respecting
the highest quality and safety standards. We
have over 25 years of proven sales track records, over 1 million units sold around the world, and we are backed by medical studies form
several third parties. A guarantee of top quality,
the same way Gucci is for the mocassino.

Has the pandemic limited you in your activities
a lot? As we all know, many trade shows were
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cancelled, face-to-face meetings were difficult,
travel was complicated ...
Paolo: Actually, I had the chance to attend the
EroExpo in Moscow in person, together with
our partners of Kazanova. That was a great
success. I was also at SX Tech in Wroclaw,
where I delivered a speech on the benefits of
our method for permanent penis enlargement,
and the (virtual) XBIZ/ANME Show was also
really successful. So, luckily, Covid didn’t affect
our activities too much.

Speaking of the pandemic, interest in and
demand for sex toys has increased significantly
during the pandemic - and the lockdowns in
particular. Have you seen a similar trend when it
comes to penis enlargement?
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correctly). The biggest misconception is certainly
the idea that penis enlargement by traction is not
effective, or even dangerous, but currently we
are working a lot on eradicating this idea, and we
have many reliable medical studies (such as the
one published by the British Journal of Urology),
and over 1 million satisfied customers who can
testify in our favour. The cellular division process
driven by traction has been used in the medical
field for decades, and by humans to elongate
different body parts since the dawn of civilization.

How do you support your retail partners when it
comes to raising awareness for this topic among
the consumers? And what are your plans regarding customer service and POS support in 2022?

Paolo: Yeah, absolutely! More time at home
equals more easy training with a penile extender. And we also saw a surge in demand for
our products in relation to the treatment of ED,
which, apparently, could be a sneaky side effect
of Covid. Luckily, our devices are very effective
when it comes to improving the blood circulation
within the penis shaft, significantly strengthening
the erection.

What are the biggest misconceptions when it
comes to penis enlargement? In your opinion,
how great is the need for more education about
this topic?
Paolo: There is a huge education gap when
it comes to penis enlargement. My mission is
also to educate people about all the benefits of
our method/products, which is 100% safe and
natural, with no reported side effects (if performed
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Paolo: Education on this matter is of paramount
importance, and we provide our retail partners
with all the marketing resources they may need
in order to spread the word about permanent
penile lengthening by means of traction. For
instance, there are our marketing and training
videos, e-books, and links to all the medical
studies and data research. I am also available for
online training sessions.

When you started at MaleEdge & Jes-Extender in the summer of 2021, you told EAN in
an interview that you still saw a lot of growth
opportunities for these brands, pointing out the
Asian market in particular. Have you already had
success there?
Paolo: We recently opened up the Indian market
by starting a successful partnership with IMBesharam. Also, we entered into the Israeli market
with Sexlifeshop, and our goal is to further grow
in China, Japan, and Southeast Asia. We already
have some very good partners within the region,
and we are working with them to boost our
presence in these markets.
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When comparing the different markets where
you sell your products, would you say that the
desire of men to have a bigger penis is equally
strong everywhere?
Paolo: Definitely not. Cultural differences have
a big impact on such topics. For instance, in
the Western world, we accept the idea of using
a penis enlargement device; we want to grow
our penis, the same way we grow our muscles
at the gym. In the Eastern world, this idea is not
accepted so easily. We need to work on levelling
the cultural barriers between our worlds, and it is
certainly a good fight, since it involves the topics
of sex positivity, sexual freedom, and self-esteem. That’s why we recently introduced the
concept of ‘Penis Yoga’ - stretching for
your penis.

Another topic you talked about in the summer
of 2021 was strengthening brand awareness.
How have you been going about this over the
past few months?
120

Paolo: It is going very well. As mentioned before,
we had the chance to attend some b2b trade
shows in the past few months and to spread
the word about our brands, reaching many
new customers within different markets. We are
also working on several b2c marketing initiatives
to raise brand awareness among the end customers as well.

What are your plans for this year? What can the
market expect from MaleEdge & Jes-Extender in
the coming months?
Paolo: We have many exciting new projects in
the pipeline. New packaging for our Jes-Extender
series is on the way; we are developing concepts
for some brand-new products; we are working on
a limited edition of Male Edge together with a new
spokesperson; and we are working with influencers to promote our products in some targeted
markets. But I can’t disclose more at this stage.
Anyway, as we always say, there is big potential
for growth!
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Interactivity and VR will be the important

themes for some time to come

Kii r oo Sal es D i r e c to r Fr a n k Ko k s h i n e s a s p o tligh t o n th e la test sex tech develo p ments

Frank Kok, Sales
Director of Kiiroo

When it comes to sex tech, the wheels
of progress are always in motion, pushing this category further and further.
But how has the coronavirus pandemic affected this product group. Has
demand gone up, much like it did with
traditional sex toys? And what are the
sex tech trends that have emerged during these extraordinary times? Frank
Kok, Sales Director at Kiiroo, answers
these questions and more in our EAN
interview.
The pandemic has caused many changes
in the sex toys market. Above all, demand
has grown significantly. Does this also apply
to the sex tech segment?
Frank Kok: Yes, it definitely does apply
to the sex tech sector! For many people,
the pandemic was the first time they were
alone, separated from loved ones, partners,
and friends. Physical love lives got put on
hold and people started to use old, yet
familiar modes of communication to get intimate with one another. Sexting, phone sex,
skype sex, and then came the next level,
interactive sex using Bluetooth-enabled sex
toys. The demand has definitely grown.

What developments has the pandemic caused or accelerated in the sex tech realm?
Frank: Improved long-distance connectivity. People are willing to experiment with
different products. One of the biggest
booms we have seen though is the search
122
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for anonymous hook-ups from around the world
using our interactive products on platforms such
as Reddit and Discord.

Has the pandemic also been reflected in the new
products you‘ve launched in the last two years?
Frank: Not necessarily. Our product development
cycle can take years, so some of the products we
released during the pandemic were already on
our roadmap for years prior!

Where does sex tech stand as we enter 2022?
Critics say the big breakthrough is still a long
time coming... on the other hand, media platform
FemTech Live predicts that the sex tech industry
is expected to be worth $122 billion by 2024.
Frank: Slowly but surely, it will become more normalized for people (men in particular as sex toys/
tech are more spoken about among women) to
use sex toys. People are more open to experiencing what it’s like to ‚own their pleasure‘.

Is sex tech even a distinct category in its own
right today? More and more ‚traditional‘ sex toys
are using modern technology, while there are products that do without any technology whatsoever
but are still advertised as sex tech...
Frank: Sex tech should be technology included in
sex. Having a sex toy that doesn’t have any technology should not really be considered ‚sex tech‘.
It does seem that sex tech has become a new
trend word. A lot of people would like to jump on
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the trend even though they don’t sell products
with technology or technological capabilities.
Currently, adding Bluetooth and its complexity to
sex toys is still quite expensive, but in a few years,
other brands that don’t have any technology or
Bluetooth in their products are going to add it in
order to become interactive because the price of
Bluetooth will inevitably decrease. This is the case
with many other technological advancements
we’ve seen over the years – Wi-Fi, VR, and more.

What developments will define sex tech this year?
Will virtual reality and interactivity continue to be
the dominating themes?
Frank: Interactivity and VR will be the important
themes for some time to come, especially in the
male market segment. Where premium interactive
content (subtitled to make our products react in
real-time) has been a niche thing, we see content
creators are now shifting in a direction where
making content interactive has become more
standardized. More notably, the type of content
that will be made interactive will not be limited to
‘professionally’ produced content.
Soon, it will become a lot easier for anyone to
create (live) interactive content. Driven by the
latest developments in computer vision and machine learning, we believe the rapid expansion of
content that can be experienced interactively will
mark big step towards the adoption of sex tech
among the larger audience. As it becomes easier
for anyone to create/record interactive content,
we think sex tech will become even more accessible for people in long distance relationships.
When you have a partner at the other side of the
world, time difference will make it hard to connect
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Hot Octopuss and KIIROO
worked together to create
PULSE SOLO INTERACTIVE

mers coming back for more. New strokers to use
in the Keon, accessories like a neck strap, hand
strap, pillow and more. Each time a new product
is developed from now on, it will be compatible
with Keon. It is, however, quite difficult to stay at
the forefront of our industry because we have a
variety of competitors that are undercutting our
premium technology with cheaper technologies
that do not offer the same or comparable services
but appeal to the larger market because of their
price points. So, to get a balance between innovation and cost effectiveness through innovation
has been a challenge.
to one another at the right time. Offering users a
safe and secure way to enjoy personal interactive
experiences at a time they most feel like it will
open up new possibilities and make it an even
more interesting way to connect.
We are keeping a close eye on how VR and the
Metaverse are evolving and how they become
available for the public at large. It will be interesting to see what policies some of the larger
companies are going to take regarding sex tech.
As this is such a big part of (online) life, we expect
VR tools to become more accessible to applications in our industry.

When you released KEON by Kiiroo in late 2020,
the product was announced as the ‚new standard in interactive pleasure‘. How difficult is it to
stay at the forefront of development in a rapidly
changing technological market?
Frank: We anticipated early on that we wanted to
release products as a platform. What this means
is that you can attach different attachments,
different products, and different technological
upgrades to one product.
Our vision for Keon is to keep the technology –
Keon – as the main adapter for other products.
We will keep innovating new ways for our customers to use it. The platform and upgradability of
our products is something that keeps our custo124

You entered into a collaboration with Hot Octopuss at the end of 2021 to jointly launch the PULSE SOLO INTERACTIVE. Is it conceivable that the
market will see more collaborations between sex
toy manufacturers and sex tech companies?
Frank: It is definitely a possibility that this type
of partnership with sex toy manufacturers will
become more prominent. Companies like Hot
Octopuss have some of the best sex toys out
there, backed by research and glowing customer
reviews. Instead of having to create a competing
product with our interactivity, it makes sense to
work with novelty powerhouses as they are the
experts in their field. To incorporate our technology into these already successful products
gives their users a new way to experience their
products.

What are Kiiroo‘s plans for this year? Can you
give us a little taste of what you guys are planning
to release in 2022?
Frank: We have a long list of interactive products,
non-interactive products, and some upgrades to
our software (apps and online platforms) so there
is a lot to come, but we would like to keep it a
surprise for now.
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Couples toys are changing the

attitude that sex toys are for solo play
Tay l or Spark s r e v i e w s a n d p r e d i c ts th e m a r k et f o r co up les-ex clusive p lea sure p ro ducts

Taylor Sparks knows a thing or six
about toys for two (or more). When
Taylor Sparks, sex
educator and retailer
Sparks isn‘t running her full-time
retail business, OrganicLoven.
com, or teaching classes across
the world on better sex for couples, she‘s living the toy-enhanced lifestyle at swingers‘ resorts
and cruises (when she‘s not also
teaching or running those events
herself). Whichever way you slice
it, Taylor Sparks is the go-to gal
when it comes to couples toys.
The product category has soared
ever since COVID took away our
Friday nights at the bar or Saturday brunches with friends. With
nothing else to do, lots of couples
spent their vacation savings on
finding new ways to screw. Sparks
has been watching the numbers
from both a professional and personal angle. For what it‘s worth,
she feels there hasn‘t been much
impressive movement within the
couples category until 5 years ago.
Thus far, her favorite brands for double-pleasure toys are Hot Octopuss, a serious up-and-comer in the couples toy category as of late, and We-Vibe, the original manufacturer that essentially started the entire category.
Sparks also reports that the LGBTQIA+ product market is heating up, leading to better quality products for
consumer pairings who are still (unfortunately) often considered niche. Sparks says that in particular, strap-on
products for couples with vulvas have been a popular play item, especially when shared penetration is involved.
However, keeping sex toy design on its inclusive toes requires an added level of care from manufacturers and
retailers. Sparks adds that hiring LGBTQIA+ folks as core, company team members is the only way forward in
product design. Most importantly, though, is that Sparks finds couples toys to be very affirming to the pleasure
product experience in general. Those who may have shied away from toys while single might find that a vibrator
is actually their best wing man (or wing woman, as Sparks puts it) during partner sex. Looking back on 2021,
Taylor Sparks muses on the for-two toy category and how consumers are choosing to pair up for play.
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In your opinion, how has the couples’ toy niche
evolved over the years? Can you pinpoint when
this niche emerged? How far has couples
product design come since then?
Taylor Sparks: It has only been in the last five
years that I have seen the couples toy market
evolve. It seems as though toy manufacturers
only thought of sex toys as an individual ‘sport;’
something to be enjoyed alone or without your
partner knowing. As the sex-positive and all
inclusive bodies mindsets grew, sex toy makers
took note and began designing something for
couples. We’ve also seen a continued
expansion of toys for LGBTQIA+ couples.

Name some couples products or brands that
your customers have really loved, or even asked
for by name or design, and tell us why they’ve
been so excellent for your customers.
Taylor Sparks: On Organic Loven we have seen
a number of orders for the Hot Octopuss Pulse
Duo Lux, the world‘s first vibrator for men that
includes an additional motor on top so that their
partner can straddle them, or be worn during
penetrative sex for external vulva and clitoral
stimulation. It has two separate wearable remote
controls so each partner can control their own
level of pleasure. A couples toy that isn’t really a
toy had a rise in sales during the height of COVID and has seen some steady sales this year
is the Love Is Art kits. This kit comes with body
safe paint and a canvas for you to get naked,
paint each other‘s bodies and make love on the
canvas making your own...art.
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Similarly, name some products or brands that
you personally stand by or recommend for
superior couples’ play.
Taylor Sparks: The We-Vibe Chorus is
a personal favorite for couples play. We-Vibe
makes great products that never seem to let
me or my clients down. The remote operates
by squeezing it to increase the intensity so
you are not fumbling with buttons and can
stay connected. It’s U shape is to be worn
during penetrative sex and is shaped to
stimulate the G-spot and it’s touch
sensitive so it adjusts as you do.
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Taylor Sparks: As an open/swinging/polyamorous/kinky sex educator and Sex Goddess,
I have seen ways that sex toys can be used
amongst or between our mutual play partners
(me/him/her). Also, products such as the Intimate Earth Defense Lube is one I highly recommend for people with multiple partners, as it is
a lubricant that contains tea tree oil, guava bark
and carrageenan, ingredients shown to prevent
yeast infections, bacterial vaginosis and HPV.

In conclusion, is the couples product niche and
the marketing behind such products improving
the climate for sex education and sex positivity?
How are couples products and sex-positive
couples play changing attitudes on sexuality
for the better?

Where and how can the couples play category
improve? Could product design be better in your
opinion? Furthermore, is the industry overlooking
LGBTQIA+ couples?
Taylor Sparks: The sex toy industry, like many
other industries, are still a bit behind when
seeking to design something specific for LGBTQIA+. If they do not have someone on their staff
who is part of the community, developing ideas
and concepts, I believe they go with what they
know will sell. In recent years the strapless dildo/
vibrator has gained popularity among vulva owners so that both parties enjoy penetration while
being penetrated.

As a member of the swingers community, have
you seen couples-specific products become
common in group play sessions?
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Taylor Sparks: The products are improving
sexual pleasure for couples, though I‘m not sure
if there is much of an educational component
from the sex toy makers as much as it may be
from certain sex educators that either sell or represent a particular brand. The couples toys are
changing the attitude that sex toys are for solo
play and that toys can be your best wing man
(or woman) within the confines of your bedroom
or playroom. Toys can kick things up a notch or
add a variety of options when it comes to sex,
making your sex sessions better and
more versatile.

This interview is
contributed by Colleen
Godin, EAN U.S.
Correspondent
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Nothing is off limits! The podcast is about sex,

pleasure, relationships and everything in between
N ic ol a Re l ph ta l k s ‚T h e E l e c tr i c R o d e o ‘ , th e Adultto ymega sto re p o dca st
Nicola Relph, owner
& operator Adulttoymegastore

New Zealand-based e-commerce
company Adulttoymegastore uses
many different avenues and formats to
spread awareness about sexual health.
One such format is their popular podcast ‚The Electric Rodeo‘ which launched in March of 2020 and recently
entered into its second season. Here to
tell us more about this informative and
highly entertaining audio experience is
Nicola Relph, owner and manager of
Adulttoymegastore.

How long has your podcast been around?
And what inspired you to start
a podcast about sex education?
Nicola Relph: We started the podcast
during the first lockdown in New Zealand in
March 2020. We decided to start it because
everyone was locked down in their houses
with a bit more time on their hands, so we
wanted another way to entertain, educate
and engage with our customers during
such a difficult time of uncertainty and
stress. It was hosted by two members of
our team, including Emma Hewitt who is
the current host of the podcast, and they
recorded it from their own bedrooms, navigating background noise like dogs barking
and lawnmowers.
After launching we quickly realised that
people loved listening in to hear our team
chat about all things to do with sex toys
and sex, and it was a great opportunity to
engage with our community and help liste130
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ners to expand their thinking around sex. So, for
the second season we went all in. We engaged a
producer, hired a studio, and found experts in sex
related topics from all over the world to feature
on the podcast. The result is a podcast that’s
educational, entertaining and provides a fantastic
listening experience.

squirting, butt stuff, STIs and online sex with the
help of some very special international guests, including the current squirting world champion and
record holder Lola Jean, the founder of B-Vibe
Alicia Sinclair Rosen, founder of the STI Project
Jenelle Marie Pierce, and the founder of the social
sex platform Make Love Not Porn, Cindy Gallop.

What are your goals with this podcast?

How would you describe dealing with `sensitive‘
topics? When it comes to sex education, there is
a fine line - you don’t want to be too scientific, but
you don’t want to trivialize things either …

Nicola: Our goal with the podcast is to provide
accurate and pleasure-focused education about
sex in a fun and engaging way. We’re hoping
that by doing this we can open people’s minds to
what they’ve likely considered to be ‘taboo’ and
adopt a more openminded and sex-positive way
of thinking. We want to normalise the discussion
around sex topics and to frame sex and sexuality
as a positive, pleasure focused activity rather than
something that’s shameful, because we’re firm
believers that all sexual activities, so long as they
are legal, consensual, and not causing harm to
yourself or others, are normal and healthy.
Our big goal is to normalise the idea of sex and
pleasure being an important part of our health
and wellness, because not only is that something
we are passionate about and believe in, but it will
increase brand awareness and trust, and ultimately will help grow the market for sex toys.

Nicola: We’ve ensured that the podcast can be
enjoyed by people of all experience levels by talking to experts who are not only thought leaders
and educators, but also really interesting people
who have great stories to tell. This makes it feel
so much more personal and enables the podcast
to maintain a nice balance between education
and fun, and it means listeners will likely finish an
episode seeing things a little bit differently than
before. And that’s what it’s all about. Providing
accessible content that helps to shift people’s perceptions about sex and give them the
knowledge and confidence to improve their sex
lives, one listener at a time.

What topics do you discuss in your podcast?

You were able to get sex educator Emma Hewitt
to host your podcast. Why did you choose her
and why was it so important for you to have an
expert in sex education on your side?

Nicola: Nothing is off limits! The podcast is about
sex, pleasure, relationships and everything in
between. In the first four episodes Emma covers

Nicola: We think education is really important
because it helps people to see things differently
and become open to trying something new, so
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Sex educator Emma
Hewitt is the host
of the 'The Electric
Rodeo‘ podcast

it’s essential that the information we’re putting
out there is accurate so we’re not providing
potentially harmful advice. So not only did our
host need to be an expert, but they also needed
to have charisma and great conversational skills
so the podcast could make listeners feel like they
were chatting about sex with their best friend, not
getting a lecture.
That’s why we chose Emma to host our podcast.
She has been with Adulttoymegastore since 2014
and has grown with the business to become our
full-time sex educator and content creator. She’s
currently studying to become a certified through
the Institute for Sexuality Education & Enlightenment (ISEE), which we’re supporting her with, and
we feel very lucky to have someone so passionate and full of knowledge within the business.

Why did you choose the podcast format to
present sex education? Why not another type of
media, like a blog or social media account?
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Nicola: The podcast is just one of our many
formats for providing education. We have a
YouTube channel, ATMS TV, which is also hosted
by Emma and covers short educational content
about sex toys. Our blog, The Heat, features over
1,000 educational articles around sex topics, and
we use Instagram (@loveatms) and Facebook to
engage with our community, so we do cover all
bases! We believe it’s important to diversify our
content because since our target audience is so
broad the ways in which we reach them need to
be too.

What has the response to your podcast been
like? With the second season being available
now, interest seems to be quite high.
Nicola: We are very happy with the response
so far and the listener numbers have increased
significantly from the first season! We have been
jumping around positions in the top 10 sexual
wellness podcasts in New Zealand and Australia
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Emma Hewitt has been
with Adulttoymegastore
since 2014 and is their
full-time sex educator and
content creator

since launching which is fantastic. We made it
to #36 on the general Spotify charts when we
launched which shows that sexual wellness is
becoming more normalised and accepted. Interestingly, we’ve started making the charts in other
countries, like the Netherlands, Czech Republic
and even Saudi Arabia! That shows us that there’s growing demand for this type of content not
just in our own backyard but also worldwide.

How do you explain the high demand for - and
interest in - sex education?
Nicola: I think people are realising that their
sexual health and wellness is an important part
of their overall wellbeing, and this includes sexual
pleasure. There seem to be more sex educators
than ever before, and more people are talking
openly about sex in person, online, and in the
media in a positive way. It’s not taboo like it used
to be, so people seem to be more comfortable
to seek out more information about how they can
go about enhancing their sex lives. People are
curious about sex, they’re interested in learning
something new, and the best place to start is by
doing their research. That’s where sex education
comes in, and we’re proud to be able to do our
part to help! You can listen to The Electric Rodeo
on any of your favourite podcast platforms.
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Female pleasure potential is limitless
Onna Life st y l e c r e a te s s p a c e f o r f r e e d o m o f ero tic ex p ressio n a nd wo men‘ s self -ca re
Spiritual sexuality is spilling over
the niche of it‘s own creation in the
modern sex toy market. As more
brands tout crystal wands as the
ultimate route to orgasm, it‘s
important to peek through the smoky,
Instagram-filtered haze to find brands
with ethics and products that practice
what they preach. Adela Stoulilova is
the founder of holistic e-tailer Onna
Lifestyle, a web shop that focuses
on turning sexuality into a spiritual,
life-changing experience. Stoulilova presents Onna as created with
intention to inspire women to explore
their eroticism and connect to their
sensuality, encouraging women
to gift themselves permission to
indulge, pamper and enjoy their
bodies.Onna Lifestyle‘s toys are
small works of art crafted in stone,
metal, glass and crystal. The brand
fits perfectly into the niche of slow,
spiritually-focused sex, encouraging
women and their partners to use
mindfulness over harsh vibrations to
learn how their sensual parts create
pleasure. However, don‘t call them a
‚crystal sex toy company.‘ Stoulilova
is clear in her approach: stone yoni
wands can unlock your true sexual
potential, but it‘s dangerous to tell
customers that crystals alone can
solve all their sexual trauma.
Stoulilova sat down with EAN to
discuss the essentials of creating
an honest brand in the era of
holistic sexuality.
138
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What is your background in the sexual health
space, and how were you inspired to change
lives through holistic sexuality?
Adela Stoulilova: The idea had been brewing
for a while, but I got really serious about it about
three years ago. I have always been interested
in wellness and health, and have been working
in the wellness industry for over 15 years. I am
a multifaceted fitness, wellness, and nutrition
professional with a Master‘s Degree in Chinese studies, certifications in Health Coaching,
Nutrition, Pilates, Yoga, Chinese TCM Massage &
Barre Method. For the past 6 years, I have been
working as the creative director and the director
of product development of China‘s very first
cold-pressed juice company Vcleanse.
When working with clients and also during many
health retreats I facilitated, I started seeing that
good nutrition and exercise often aren‘t enough
to guarantee a happy, healthy life. In my intimate
conversations with female clients, we would open
up the topic of sexuality, and I started realizing
how many women don‘t know their bodies,
don‘t experience pleasure and orgasm and
don‘t know how to talk about it due to shame
and stigma attached to the topic. This was a bit
of a shock for me, as I come from a culture that
is very open about sexuality, and where sexuality
is considered to be a natural and pleasurable
part of human life.
I have always approached health and wellbeing in
a very holistic way, and sexuality was something
I felt was missing in most conversations about
health, so it was a very organic step for me to
start looking into the meaning of sexuality, sexual
self-care, healthy relating and deeper connection
with others for our overall health and wellbeing.
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What intentions did you set when building
Onna Lifestyle into a business?
Adela: The initial intention was to create
beautiful products that will inspire women to
explore and connect to their sensuality and
to introduce more beauty and conscious
pleasure into their lives.
I have personally been always a bit disappointed and almost repulsed by most sex
toys on the market. Either the shape or the
material didn‘t do it for me. I believe the overall aesthetics of the toy is essential for such
an intimate experience. I personally want to
use something that‘s visually pleasing and
doesn‘t turn me off. Onna really started as a
concept where beauty meets design meets
pleasure meets mindfulness. A big part of the
branding was also about deliberately moving
away from the superficial and vulgar in the
adult toy industry to the conscious while
bringing beauty and mindfulness into the act
of self-pleasuring.

What is Onna bringing to the table of women‘s sexual pleasure?
Adela: In short, Onna is on a mission to
nourish women, one orgasm at a time connecting heart, body, and mind. Female
pleasure potential is limitless. My intention is
to inspire women (and men) to explore their
eroticism and connect to their sensuality. We
encourage people to gift themselves permission to indulge, pamper, and enjoy their
bodies. Onna originally started as a designer
toy company, but as we grow, we have evol-
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ved more into a very active community and
platform for anything female pleasure. Our
Onna Pleasure Monday Newsletter, where we
share 5 pleasures for the week (which include
anything that inspires us: from sensual/erotic
practices, lingerie, educational articles,
podcasts, music, sensual art), has been
incredibly successful and we are expanding
on that. The Newsletter organically became an advertising space for other brands
we believe in. We want to connect with our
customers more, have them connect and
share their own stories, real stories. It is no
more just a product-centered brand. Onna
hopes to inspire women (and men) to get
acquainted with their (and each other‘s)
bodies and their pleasure possibilities, learn
about the complexities of human sexuality
and relationships and drop the baggage
of shame and stigma attached to sex and
pleasure. It‘s insane if you think about it:
everything is so oversexualized, sex is lurking
behind every corner, yet we are still drowning
in shame and don‘t know how to have an
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open and healthy dialog about our sexuality.
And we want to change that through
beautiful products and educational content,
as well as connecting people and encouraging them to share their experiences. Hearing
experiences of others is very transforming
and healing as it helps people slowly peel
layers and layers of shame and feelings like
they are abnormal, weird, or inadequate.
We want people to celebrate their pleasure
and not feel ashamed of it. Our name
reflects this very well too: I come from
the Czech Republic and in the Czech
language ON means ‚he,‘ ONA means
‚she.‘ The word Onna also means a woman
or female in Japanese. ON and ONA together
are ONNA. Then you have Onan and
onanism. I also secretly adore that ONNA
sounds like ‚honour‘.

Talk a bit about your slogan, ‚The Art of Slow
Pleasure‘. What does this mean in a world full
of motor-powered sex toys?
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Adela: We all live such crazy and fastpaced lives. We go through the day almost
forgetting we have a body. We are very
much out of touch with our own sensations,
and when it comes to pleasure and sexuality,
we chase after fast and hard orgasms.
We force everything because the natural
isn‘t there anymore, or we cant tap into it
because we are way too overstimulated by
everything that‘s happening around us. Our
toys are essentially nonvibrating dildos that
force you to slow down, and really tune in
to all the subtleties of your sensations in
your body. It is a lot about connecting
with yourself and rewiring your brain to
experience pleasure naturally instead of
forcing it with powerful vibrations. Also,
most women take much longer to be really
aroused and ready to be penetrated to
have a pleasurable experience. This is the
number one complaint women have. Their
partners go too hard and too fast and don‘t
take much time to prepare them and tease
the pleasure out of them. Then these men
are surprised their partners are not so keen
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to have sex anymore. Why would they if
they don‘t enjoy it. Unfortunately, not many
women or men for the matter know how to
communicate their sexual needs with their
partners. I wanted to move away from
vibrating toys as they tend to serve as a
quick fix. There is of course nothing wrong
with that but if they are the only way for a
woman to achieve an orgasm, she‘s missing
out on much deeper and complex layers of
pleasure and a partner will never be able to
satisfy her. Many of our customers also have
experience with powerful vibrating toys only
desensitizing them in the long term. Playing
with an Onna toy is like making love with
a great lover - slow, patient, deep and
nurturing. With a non-vibrating dildo,
a woman learns to orgasm ‚naturally‘
as she would with a partner.

Give us a peek into your passionate product
line. Why are they special, and what sets
them apart from other products in the
holistic, self-love sex toy market?
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Adela: First of all, they are stunning, female-friendly and discreet looking. With gemstones, there‘s also an added element of luxury.
Which wouldn‘t be enough, if they didn‘t
do the job. They absolutely do and we get
emails and messages daily from our customers who were able to experience their first
non-clitoral internal orgasms in their lives.
We have two main lines of our toys: toys
for self-care and healing, for yoni mapping,
yoni massage and de-armouring, for women
who experience vaginism, pelvic tension,
pain or numbness. The other line is purely
for pleasure. We work with natural materials,
stones, gemstones, and glass. All materials
that are literally „rock“ hard, perfect for hitting
the right spots during penetration and also
deep tissue vaginal massage. They are super
smooth and glide easily without irritating
the vagina, unlike silicone/plastic toys. We
specifically choose stones that are the least
porous. Another added sensation is temperature. Stones are great heat conductors.
They adjust to body temperature fast and
retain warmth for long, making them soothing
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and comforting to
use. All our wands
are ergonomically
crafted with perfect
curvature and ample
reach to allow for
easy manipulation to
stimulate the g-spot
and cervix. We
do not want to be
known as a crystal
sex toy company.
Crystal healing is
not something we
promote, and it was
the last thing on our
mind when choosing
gemstones as our
main material. In
fact, I personally find the claims of most crystal sex toy brands a bit dangerous. Also, we
use different stones than most of the crystal
toy companies. Our primary focus is on the
physical qualities of the material.

What is your market currently demanding
from a brand like Onna, and how do such
demands shape today‘s consumer market?
Adela: Well, I think our products and concept
are still very niche. I think of the standard
vibrating sex toys as fast-food meals, like it
feels good when you are eating it, provides
a quick fix, but in the long term its not very
satisfactory or healthy. It also isn‘t really teaching you much about your pleasure potential, your body and how to use it. It does the
work for you or your partner. You don‘t need
to drop into your body and use it. You don‘t
need to do any work. And of course, most
people go for what‘s easy. I think in general
our customers want quality over quantity. I
would say that a lot of our customers have
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gone through their vibrator quick fix phase
and need something more nourishing and
fulfilling. They know they are missing out on
something, and they are eager to learn about
their bodies and willing to do the work to
awaken a full spectrum of orgasmic potential.
And of course, just giving them a toy is not
enough. We need to teach them how to work
with their bodies to awaken that potential.
Which links to the next question.

How do you help to guide buyers into
the best experience with Onna pleasure
products?
Adela: While it‘s true that the sexual health
and wellness industry has gained its place in
the mainstream channels, most people don‘t
really know where to go to get the information they need. For many women, masturbation might not be such a big taboo anymore,
but it‘s still a very intimate and vulnerable
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area for them, and they look for a trusted
source of information and a safe space to
ask and share.
Our mission is to provide that space and be a
trusted source. I and my co-founding partner
personally connect with every customer and
guide them through toy selection if needed
or direct them to different resources, books,
coaches, therapists, etc. We work with
sexologists, sex, and relationship coaches
and therapists to bring the kind of content
we believe has a value for our customers. We
publish educational articles on our website.
Our Instagram posts are mostly educational or inspirational, and we actively interact
with our followers. To give our customers
the best possible educational content, we
partner up with coaches or companies that
create amazing online courses like Munich
based Beducated and sell their courses on
our website. You don‘t just buy a toy or a
sexuality course from Onna. You embark on
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a lifestyle that gives you permission to claim
your pleasure and embody your sensuality
and eroticism.

Where do you think the pleasure industry is
headed as a whole in the future? How will
you be growing your business to meet your
sales audiences in the next year or so?
Adela: Looking to the future, I expect that
the sexual health and wellness conversation
will continue to expand further into mainstream channels. I see even a bigger need for
educational content, sexuality courses that
will be sold as add ons to products, which
is something we will continue doing. We
are also building an online resource library
for anything sexuality and sensuality related
to support our customers and followers.
Onna is still a very new company and we
want to grow organically while staying loyal
to our concept. As for our product line, we
will be launching a series of artisanal glass
toys, which will be more affordable than our
gemstone products and are looking into
experimenting with other natural materials.
There are more collaborations with other
brands in the pipeline too.

This interview is
contributed by Colleen
Godin, EAN U.S.
Correspondent
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Our mission is to continue to

grow EQOM Group with more companies
EQOM G rou p a c q u i r e s Ny te l s e
At the end of January,
EQOM Group announced
that Norwegian e-commerce company Nytelse
would be joining the consortium. EAN asked Eric
Idema, CEO of EQUOM
Group, for an interview
to learn more about this
acquisition. Among other
things, Eric explained why
Nytelse is a perfect fit for
EQOM Group

The last year was very eventful - also
for EQOM Group. What is your verdict
on 2021? Did EQOM Group grow and
evolve to your satisfaction?
Eric Idema: Looking back on 2021, I
guess we can say that we got off to a
good start. EQOM Group was founded
in January, when the mother company
of EDC Wholesale merged with Eropartner Distribution. Our main focus was
and still is to grow the EQOM formula
by adding more successful companies
to the group. Last year, we managed to
take over five different companies that
had made their mark in the European
territories and we are proud to have
them as part of EQOM Group. All-in-all,
I can say that we are very satisfied with
what we have accomplished in such a
short period.

Of course, we also want to hear your
predictions for the future. How will the
market develop this year and beyond?
And what role will EQOM Group play in
these developments?
Eric: What we see is that pleasure
products are becoming more and more
mainstream. A great accomplishment
for our industry, as we have all done
our part in normalizing the products,
successfully reaching mainstream retail
channels. However, this also creates a
challenge as mainstream retail channels
are much bigger, have a wider reach
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and larger marketing budgets than most
of the pleasure product companies.
The companies in our industry are still
the expert in our line of business, and
we need to set ourselves apart from
the rest. But we must also be aware of
e-commerce brands that are expanding
their collection and becoming one-stop
shops in the consumer markets. So, in
a nutshell: Our industry has grown tremendously, but the mainstream market
also continues to grow, and we need to
stay ahead of these developments. Our
mission is to continue to grow EQOM
Group with more companies so we can
join forces and grow together with the
rest of the market.

Back to the present and the acquisition
of Nytelse. Could you provide some
information about Nytelse for those who
don‘t know this Norwegian company?
Eric: Yes, of course. Let’s give our
newest addition to EQOM Group a
proper introduction. Geir and Marius
started the company back in 2003.
Together they grew Nytelse.no into the
company it is today with only a small
e-commerce team, but with a great reach in Norway. They are 3-time winners
of the prestigious Gazelle award for
fast-growing and profitable companies
in Norway and their region. They have
great knowledge of e-commerce and
marketing, targeting males and females
equally with Nytelse.no.
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Why is Nytelse a good fit for EQOM Group?
What was the motivation for the acquisition?
After all, Norway with its population of just
over five million is a ‚rather small‘ market.
Eric: Well, EQOM Group is e-commerce
driven and so is Nytelse. They have great
potential to grow, and we will support them
along the way with the knowledge and experience we have within the group.

What will happen with Nytelse now? Are
there going to be changes or new strategies
now that they are part of EQOM Group?
Eric: They are now structuring their teams,
and with the people from EQOM Group, we
are helping them structure their assortment
and e-commerce activities.

Two Norwegian companies, Nytelse and Kondomeriet, are already part of EQOM Group. Is
this coincidence? Does it have to do with the
potential or the growing competition in the
Scandinavian market?
Eric: Both companies happen to be in Norway, but they are both very successful and
each have a different approach to the market
and the customer journey. They are competitors within the category, but two very different
companies and both highly successful. Kondomeriet is very strong in the synergies they
have created between their retail stores and
their online shop and Nytelse is an e-com151

Eric Idema, CEO
EQOM Group
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merce only company, which creates other
growth possibilities that are highly interesting
for their market.

In the official press release regarding the
acquisition of Nytelse, there were no statements about the further expansion of EQOM
Group. But that doesn‘t mean that there
won’t be further acquisitions this year?
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Eric: No, certainly not. We are still on a
trajectory to continue to grow EQOM
Group and are planning to announce
new acquisitions this year. We have a
long-term goal to grow and expand the
group and we are actively pursuing
this mission.
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Why did the world have to wait so long for
the balldo?
Jerry Davies: Balldo pushes the boundaries,
it's not something for everyone and perhaps no
company had the balls to make it previously.

What was your childhood ambition?
Jerry Davies: To be a train driver – I kind of
fulfilled this partially because I make things that
go in tunnels.

brand. Personally, I will probably be looking
make more vehicle conversions or building
rammed-earth houses.

How do you envision the future of the industry?
Jerry Davies: I think we will start to see a move
over from the now seriously old fashioned ‘6
pleasure settings’ vibe electric motor driven
toys to tech driven by biomimicry – i.e. tech that
mimics biology. Think micro-hydraulics coursing
through lab grown veins for creating a truly realistic peristaltic wave and clamping feeling….

How did you get into the industry?
What is your idea of a perfect working day?
Jerry Davies: Purely because of balldo, some
ideas are too important to just have and forget.

If you weren’t in this industry, what would you
be doing now?
Jerry Davies: Making beautiful hand-crafted
campers / bus conversions for use at festivals –
this sort of creativity and manual work keeps me
sane, so I always have a vehicle I’m building.
Introducing our interviewee
for this edition of Monthly Mayhem, there’s no two ways about
it. This man has balls! After all,
Jerry Davies has brought us a
product unlike anything we had
seen in this market before - the
balldo. Together with his
business partner, Elizabeth
Plasencia, Jerry created a
whole new product category,
namely 'Ballsex.' Consequently,
balldo is a big part of this Q&A,
but we also come across RVs,
Elon Musk, and The Expanse!

What was the biggest step in your career?
Jerry Davies: Definitely finding out that our
website was in the 20 most visited in the USA
in our launch week - that told me we had an
important product and my vision to make it had
been validated.
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Jerry Davies: Coffee, run and morning swim on
the beach, laptop work with a view (in one of my
converted 'vanlife' vehicles, then something like
a kayak, paddle board or surf or do something
physical and creative then evening meal with
friends. Cake is also important.

How do you relax after work?
Jerry Davies: Winter = gym, hot tub, steam
room. Summer = get in the ocean and sun bake
at the beach (UK weather permitting!). Or explore and drink ale in country pubs with the late
sunset. Or I do something manual and creative. I
love anything space related and there’s an amazing space opera on Prime called ‘The Expanse’
– I could watch that any night.

Where do you see yourself in 10 years’ time?

Who would you consider your role model
and why?

Jerry Davies: Ballsex will be as common as
anal and hence balldo will be well established

Jerry Davies: Elon Musk all day long! He shows
the world what can be achieved with a ‘no
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Jerry Davies
Questions & Answers
brakes’ brain, he created the perfect conditions to
fund his projects. He’s one person who singlehandedly
totally changed the landscape in payments, space and
car manufacturing… he’s wiped the slate clean and
in the process has made a laughing stock of massive
corporations. I think most people are yet to realise how
important Musk is in our lives and our futures.

Jerry Davies: My parents – totally wrong

With who would you like to go to the cinema and what
film would you watch?
Jerry Davies: My girlfriend Ellie and it would be ‘The
Expanse’ movie when they ever make it; failing that it
would be 'Paris Texas'.

Imagine you have been asked to award a medal to
someone. Who’s the lucky winner?
You have a month’s holiday. Where do you go?
Jerry Davies: My 11-year old son, he’s not very confident
and I can never seem to get over to him what a great
person he is, maybe a medal from dad would help.

Jerry Davies: The USA, rent a RV, and hit the road…..

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

Which personal success are you proud of?
Jerry Davies: I seem to have created quite a few unusual products or businesses over my lifetime and I am
sure they will be my legacy, whilst at present I am not a
rich man, I guess I am rich in the respect people have
for these things I have brought to the world.

Jerry Davies: My Makita tools (to make stuff), my
kayak, and a snorkel.

What do you particularly like about yourself?

Jerry Davies: Yep, Elon again!

Jerry Davies: I have had some really tough
times – losing businesses, divorce, etc. but I
just keep going… I’ll always be coming up with
‘the next thing’.

If you could swap lives with somebody for a day, who
would it be?

Is there anything you would never do again?
Jerry Davies: There are so many things I have done
that are cringeworthy, one was being blind drunk in
front of my kids – never again!

Which vice could you never forgive?
Jerry Davies: Chardonnay on a warm evening

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

What song do you sing in the shower?

Jerry Davies: Do everything you can in your
life – get out, change your scene, fill time with
experiences or learning and give yourself the space
to think differently.

Jerry Davies: Deep in my heart - Clubhouse
Who would you never ever like to see naked?
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