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LAY-ON VIBE MASTURBATORCOUPLE‘S VIBE
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www.orion-wholesale.com

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

3 in1:
Couple’s vibrator, Masturbator
& Lay-on vibrator
• 10 Vibration modes
• With remote control
• Flexible Soft Touch material
• USB recharcheable

COUPLE’S CUSHION

Black/Rosegold 0593737 0000

Purple 0593745 0000

NEW



The toy is a unique dual stimulator 
that uses gentle suction to stimulate 

the clitoris, while a fl exible, ergonomic 
vibrator stimulates the G-spot. DUO was 
previewed this January at ANME and 
makes its European debut at the ETO 
Show in Coventry from 10–11 March 
2019. It will be available to consumers 
as of late March. Duo is an evolution of 
the popular Womanizer InsideOut dual 
stimulator. Its development was made 
possible by the recent coming together 
of Womanizer and We-Vibe, a part-
nership that opens up innovative new 
possibilities in product development. By 
integrating proven and popular We-Vibe 
features – including a powerful, rumbly 
motor and a new shape inspired by 
Nova by We-Vibe – with Womanizer’s 
revolutionary Pleasure Air technology, 
Womanizer’s new dual stimulator rea-
ches powerhouse status. DUO’s 
development included the help of 
Womanizer’s global tester pool, inclu-

ding over 140 women across a broad 
age and body range, as well as past 
reviews and feedback on the InsideOut. 
Innovations include: The addition of 
Smart Silence Technology, so stimulation 
only turns on when DUO contacts the 
skin, going into stand-by mode when 
it’s moved away / The addition of a 
powerful Tango by We-Vibe motor, with 
10 different vibration modes and 12 
intensity levels / An updated ergonomic 
shape based on Nova by We-Vibe, 
for improved G-spot stimulation / Two 
stimulators that can be controlled 
separately, for customizable sensations. 
Product details: G-spot vibrator with 12 
intensity levels and 10 vibration modes 
/ Pleasure Air technology with 12 intensity 
levels /Smart Silence Technology / 
Super soft silicone / Additional Pleasure 
Air simulation head, size XL / Water-
proof – IPX 7 / Run time: 120 minutes 
/ Size:203x88x58  mm / Satin storage 
bag / Colors: Black, Bordeaux.          

Berlin, Germany – WOW Tech Group is set to launch the new Womanizer DUO, a sex toy 
that combines Womanizer’s revolutionary Pleasure Air technology with powerful G-spot 
stimulation. 

 WOW Tech Group launches Womanizer DUO

Here today, gone tomorrow 
– we all know them: nine-day 
wonders that burn brightly 
and vanish as quickly as they 
appeared. It’s like that song 
that is on the radio constantly 
for a few weeks and then 
disappears, never to be heard 
again. And of course, such 
one-hit wonders can also be 
found in the erotic industry. 
As a matter of fact, you can 
fi nd a staggering number of 
them browsing through old 
issues of EAN. Of course, 
many of these short-lived 
ideas we’ve covered over the 
course of the past ten years 
would only make us chuckle 
nowadays. There were some 
truly extraordinary ideas, 
and that is putting it mildly. 
For instance, does anybody 
remember the lubricant that 
was modelled on menstrual 
blood? Yes, that was a real 
thing. And in line with the law 
of one-hit wonders, it was 
quickly forgotten; just 
as quickly as it sprung up. 
It – and many other ideas like 
it – didn’t leave a lasting mark 
on the face of the industry. 
They simply came and went. 
Or did they? Actually, you 
could argue that these 
whacky ideas did play a 
role in shaping the market, 
seeing as the sheer level of 
innovation and outside-
the-box thinking opened 
new doors, paving the way 
for more well-thought out 
products to follow in their 
wake. Maybe some of those 
peculiar cases were just 
ahead of their time. Maybe 
we’ll see them again, 
refl ected in a new product 
further down the road. As 
the saying goes: Variety is 
the spice of life – also, and 
especially in our industry.

That‘s it for this month!
Matthias Poehl

 letter from the editor
Pleasure Ai r  technolgy meets G-spot st imulat ion Dear Ladies and Gentlemen
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Duo is a unique dual stimulator that uses gentle suction to stimulate the clitoris, while a flexible, ergonomic vibrator 
stimulates the G-spot
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Unfazed by looming Brexit, Simon 
Prescott, Director of British store chain 
Nice n Naughty, sees no reason to be 
worried about the future of his brand

JOYDIVISION celebrate 25 years in 
the business– reason enough to look 
back at the company’s history with 
founder Oliver Redschlag

JETT is the name of Hot Octopuss’ 
latest penis toy – Julia Margo, co-founder 
and COO of the British brand, 
presents the new product in our interview

The fifi brand takes the next step in 
the masturbator market. What this 
step looks like and where it will lead? 
Erman Sarac answers our questions

Adam Breedon and Monika 
Makarewicz, founders and owners of 
Godemiche, bring us up to date on the 
company’s recent activities

Female sexual health is the main 
focus of Aphrodite, the first product of 
newly-launched brand Elixir Play – we 
talk with founder Lara Pack

Bryony Cole is one of the 
world’s leading authorities 
on sex tech

TENGA has 
revolutionised the 
masturbator market 
and shaped it for 
years. How the 
brand managed that 
feat - Tina Carter 
tells us
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The international b2b trade 
fair for the erotic industry

Everyone Deserves Sex Education 
(EDSE), a young organisation helmed 
by Anne Hodder-Shipp, is dedicated to 
spreading awareness about the many 
facets of sex

New products,
updated versions of 
existing top-sellers, 
including new packa-
ging and pricing, and 
on top of all that a 
new team member 
– Nexus goes into 
overdrive
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This tantalizing trio of tubes is available at your 

regular wholesaler. For further information mail 

sales@cobeco.nl or visit www.shop.cobeco.nl

N
at

ur
al

m
oi

st
ur

is
er

C
on

ta
in

s
na

tu
ra

l c
a

ei
ne

Sk
in

q
ua

lit
y

be
ne

ts

11
51

0
95

8

N
at

ur
al

m
oi

st
ur

is
er

C
on

ta
in

s
he

m
p

se
ed

oi
l

Es
se

nt
ia

l f
at

ty
ac

id
s

11
51

0
95

7

our 100% natural lubricant is 
approved by the BDiH



cobeco pharma is producer and wholesaler of pharmaceutical, cosmetic and stimulating products

cobeco pharma wholesale bv • hertzstraat 2 • 2652 xx  berkel en rodenrijs • the netherlands

info@cobeco.nl • www.cobeco.nl • t +31 (0)10 290 09 91 • f +31 (0)10 290 09 94

sales@cobeco.nl • shop.cobeco.nl • t +31 (0)10 290 65 25

Guarana,
Cannabis &

100% Natural
Guarana water based lubricant contains Paullinia Cupana Seed extract 
(Guarana extract) which is well known as a tonic to give excellent skin 

qualities. Guarana containing natural caffeine, is also well known for it’s 
energetic properties. Available in a 125ml tube and 4ml sachets.

Cannabis water based lubricant contains the hemp seed oil coming from 
the Cannabis Sativa plant, which is rich in essential fatty acids and is a 

natural moisturizer. Available in a 125ml tube and 4ml sachets.

100% Natural water based lubricant is made of 100% natural and vegan 
ingredients and is free of synthetic fragrances, colourings and aroma’s. 

Available in a 125ml tube.

N
at

ur
al

m
oi

st
ur

is
er

co
nt

ai
ns

ca
rr

ag
ee

na
n

Su
ita

b
le

fo
r v

eg
an

s

11
51

0
99

6

11510967 11510966



“We are extremely proud to add 
such a big American brand to 

our assortment.” said Eric Idema, CEO at 
EDC Wholesale. “Pipedream is truly an 
amazing partner, offering a wide product 
range with all the certifi cates needed for 
the EU regulations. They are fl exible and 
progressive with very detailed data analy-
ses from Steve Sav, that offers a perfect 
mix of products for the EU with the 
right pricing. We always aim to offer our 
customers a comprehensive assortment 
by adding new brands and products, 
with Pipedream in our assortment we 
are becoming even more a one-stop-
shop wholesaler.” The EDC Wholesale 
team visited the Pipedream home offi ce 
in Chatsworth, California last January. 

Wijchen, The Netherlands – SCALA is 
excited to announce the arrival of 3 new 
masturbators in the Main Squeeze range. 
This premium collection by Doc Johnson 
features lifelike masturbators, modelled 
on your favorite adult stars’ intimate cur-
ves. The new Sophie Dee, Mia Malkova, 
and Iryna Main Squeeze designs are now 
ready to order. Doc Johnson describes 
Main Squeeze as: “She’s always within 
reach. Doc Johnson’s Main Squeeze line 
of hard case masturbators starring our 
most popular porn star molds is desi-
gned to put the power in your hands, 

CEO Matthew Matsudaira welcomed 
CEO Eric Idema and his team. “We met 
the team several times and it’s always 
nice to spend time with them. This visit 
was mainly to discuss the details of the 
partnership, so it didn’t take us long to 
seal the deal,” said Idema. 
EDC Wholesale currently stocks the 
Pipedream collections; Anal fantasy, 
Basix rubber works, Dillio, Fantasy C 
Ringz, Fantasy For Her, Fantasy X-tensi-
ons, Fetish Fantasy Elite, Fetish Fantasy 
Extreme, Fetish Fantasy Series, Icicles, 
JimmyJane, King Cock, Neon Luv, 
Touch, Pipedream, Pipedream Extreme, 
Pump Worx, Wanachi and Sir Richard’s. 
The items from these collections  are 
available online and ready to be shipped. 

featuring a squeezable grip that lets you 
vary the tightness of each stroke and a 
suction-adjusting end cap.” The mastur-
bators are molded directly on your favo-
rite star’s body, with the interior sleeve 
made of realistic ULTRASKYN texture. 
Each ULTRASKYN sleeve features a 
different – personalized – texture, making 
your experience as unique as each of the 
sexy Main Squeeze girls. The design of 
the masturbator leds you control suction 
power via the base, while the squeeze 
plate on the body allows for pressure 
control.  

Veendam, The Netherlands – The EDC Wholesale team returned home after visiting 
the ANME and AVN show in the United States in January where they made several new 
partnership agreements with US-based manufacturers. One of the new brands that 
the Holland-based wholesaler added to its assortment is the popular and well known 
Pipedream collection. The company announced that the Pipedream collections are in 
stock and available for retailers to order now. 

EDC Wholesale returns from 
the US with new partnership deals  

New Doc Johnson Main Squeeze arrivals at SCALA

N E W S

Pipedream
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Last January the EDC Wholesale team visited the 
Pipedream home office in Chatsworth



WE ARE LOOKING FOR NEW DISTRIBUTORS - BECAUSE OF THE SUCCESS OF OUR PRODUCT IN UK & EUROPE 
WE ARE NOW LOOKING FOR NEW DISTRIBUTORS, SIMPLY EMAIL US AND WE WILL GET RIGHT BACK TO YOU.

FIND THE PERFECT SIZE FOR YOU
Extended Sizes Are Now Available

For stockists or to place an order
www.rcc-wholesale.com

THE RED CAPSULE - Male Enhancement Supplements
NOW AVAILABLE IN LARGER BOX QUANTITY SIZES

Incomparable luxury with beautifully 
artistic conception, profound technolo-

gy and materials of the highest standard 
combine to create this exciting new 
range. Finished with gold plating on 
metal surface.
The collection includes: Baby Heart 
Personal Massager, Baby Star Bullet 
Vibrator, Confi dence Heating Wand Mas-
sager, Courage Heating G-Spot Massager, 
Desire Preheating Thruster, Ichigo Rabbit 

Vibrator, Jeanne Personal Massager, Marie 
G-Spot Vibrator, Momoko G-Spot Vibrator, 
Queen Set G-Spot Pulsewave Vibrator, 
Rosalie Rabbit Vibrator, Temptation 
Preheating Bullet Thruster.Each ZALO 
product can get a wireless connection 
with a mobile APP to realize remote control 
of stimulation modes and power, or even 

create your own exclusive vibration style to 
arouse innermost desires in concert with 
powerful whisper-quiet motors. 

Zwaagdijk, The Netherlands – ZALO is a luxury brand created for those with discerning taste and a love for quality and 
beauty. ZALO products are discreetly packaged each with their own French Boudoir infl uenced gift box to store the 
favourite keepsakes and most intimate toy. 

ZALO collection now available at Eropartner
Incomparable luxury

ZALO is a luxury brand created for 
those with discerning taste and a 
love for quality and beauty
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“As a pioneer in the prostate health 
products segment, the Helix Syn 

Trident has new design technology 
which adds greater comfort and plea-
sure. We have received great feedback 
from test groups and retailers who were 
introduced to Helix Syn Trident during 
ANME, and we can’t wait to share this 
with our customer base.”Helix Syn 
Trident follows the highly successful 
Helix Syn, offering men an innovative 
and ergonomic prostate massager that 
feels great while providing relief from 
prostate complications and preventative 
measures for erectile dysfunctions (ED). 
With a larger head for greater and more 
focused stimulation, Helix Syn Trident 

Chatsworth, USA – Clandestine Devices, 
maker of the popular MIMIC and MIMIC 
+ Plus personal massagers, announced 
that Jade Leon has joined the compa-
ny as its Internal Operational Manager. 
Leon, who comes to Clandestine Devices 
with a sales, marketing and visual design 
background, will utilize her previous adult 
retail and product experience with a key 
role in new product development, as well 
as offer support with existing accounts. 
“I’m thrilled to have another adult retail 
warrior on this team!” said Clandestine 
Devices’ Director of Operations Kim-
berly Faubel. “Jade came on board very 
recently, but with her wealth of product 

features a uniquely balanced design 
for superior internal mobility, along 
with modifi ed arms for greater external 
stimulation.
The new massager is the fi rst of The New 
Standards line, Aneros’ next-generation 
line of prostate massagers that include 
the new hands-free Vice 2 vibrating pro-
state massager which features 18 vibrati-
on patterns at four levels of intensity for a 
whopping 72 sensory experiences. Vice 
2 will begin shipping in March of 2019. 
The New Standards line also includes 
the Eupho Syn Trident, and the MGX Syn 
Trident, both of which will be available 
in July. Eupho Syn Trident will eventually 
replace Eupho Syn. 

knowledge and enthusiasm, it’s as if 
she’s been a part of Clandestine Devices 
for much longer. She just gets it, and I’m 
looking forward to what she will bring to 
the table”. Leon will also play a signifi -
cant role in developing the company’s 
marketing and social media presence. 
“We are a company that is founded and 
run by people who came straight from 
the adult retail sector, so we will always 
put our retailers and consumers at the 
top of our priorities,” says President and 
Founder Jules Jordan. “Jade is right in 
line with these core values. I can’t wait 
to see what we can accomplish with this 
growing brand.”  

Los Angeles, USA – Aneros launched Helix Syn Trident, a revolutionary new prostate 
massager on February 4. This debut product from The New Standards line is built for 
comfort, pleasure and consciously improved sexual health. “We are excited to release 
our newest and most innovative prostate massager, Helix Syn Trident,” said Brent Aldon, 
director of sales and marketing for Aneros.

Aneros releases Helix Syn Trident

Jade Leon joined Clandestine Devices

N E W S

Present ing the debut product f rom The New Standards l ine
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Helix Syn Trident features a uniquely 
balanced design for superior internal 

mobility, along with modified arms for 
greater external stimulation

Jade Leon, Clandestine Devices‘ new 
Internal Operations Manager 
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Each year, the world’s oldest indepen-
dent design organization, Hannover-ba-

sed iF International Forum Design GmbH, 
organizes the iF DESIGN AWARD. SONA 
Cruise won over the 67-member jury, made 
up of independent experts from all over the 
world, with its unique cruise control feature, 

Veendam, The Netherlands – EDC Who-
lesale launched a new brand YIVA with 
two compact power massagers in Pink 
and Black. Don’t be fooled by its size, the 
YIVA power massager is small and com-
pact, but also extremely powerful, with 10 
vibrating patterns, delivering delightful cli-
toral stimulations. The wand vibrator has a 
fl exible head that follows the curves of the 
body, leaving her week at the knees. The 
packaging is designed with lightning bolts 

Wijchen, The Netherlands – The Can-
dy, Darling, and Honey vibrators from 
the Luxe collection by NS Novelties are 
elegant, non-intimidating designs. The fl e-
xible and compact silhouettes are perfect 
for entry-level consumers, but their power 
will also thrill experienced players. Each of 
the new Luxe arrivals has its own unique 
skills and thrills. The Candy has a bulbous 
tip, the Darling a curved g-spot shape 

which creates sonic waves that reverbe-
rate into the clitoris and are transmitted 
throughout its entire body, for a sensation 
that seems to come from deep within. The 
competition was intense: over 6,400 entries 
were submitted from 50 countries in hopes 
of receiving the seal of quality. 

and colorful waves to emphasize the pow-
er of these waterproof and USB recharge-
able massagers. The power massagers 
come in 2 different colors: Pink and Black 
and are available for retailers to order now.  
The YIVA wand massager is perfect for 
beginners and is the ideal toy for external 
stimulation. The powerful wireless motor 
makes the toy perfect for both body mas-
sages and stimulation of intimate areas 
whenever and wherever.  

and the Honey a classic, straight shaft 
with subtle pleasure ridges. All 3 vibrators 
are ergonomically crafted for maximum 
performance and maximum pleasure. 
The Candy, Darling, and Honey are also 
USB-rechargeable, waterproof and 
made of silky-smooth premium silicone. 
Packaged in a feminine, contemporary 
way, these beauties look luxurious in any 
in-store display.   

Stockholm, Sweden – LELO was a winner of this year’s iF DESIGN AWARD, a world-
renowned design prize. The winning product, SONA Cruise won in the discipline Product 
Design, in the Beauty/Care category. 

LELO won an iF DESIGN AWARD 2019

EDC Wholesale is 
launching the YIVA power massagers

New NS Novelties Luxe at SCALA

N E W S

SONA Cruise 
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Award winner: SONA Cruise 



GREAT AGAIN

MAKE

LOVE
Discover the new Satisfyer Luxury Collection with revolutionary air pulse technology. 

Order now free samples for your entire staff!
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All-in-one solution: pjur Slat Wall Display 
– The attractive slat wall display offers a 
set of advantages: Firstly, it includes an 
attractive slat wall skin for high stopping 
power in-store. Secondly, it comes in two 
sizes with six and three shelves respec-
tively, offering a great solution for smaller 
stores alike. Finally, the pjur display comes 
with fi ve testers and a pre-defi ned plano-
gram for optimised portfolio presentation. 
The full package comes at a competitive 
price for retailers and is available for order 
as of now. Convince Yourself: pjur Try It 
Kits – The newly launched pjur Try It Kit 
offers sales personnel the opportunity to 
try pjur’s best-selling lubricants at home. 
It includes four samples: pjur ORIGINAL, 
pjur WOMAN Nude, pjur BACK DOOR 

Wijchen, The Netherlands – The new 
Grabbit is a luxurious choice in high-
end pleasure. Now ready to order at 
SCALA, this pretty bunny will make 
consumers hop with intimate delight. 
The Grabbit boasts 3 powerful motors 
and offers triple the sensational stimu-
lation. One motor is located in the tip 
of the shaft, the other two are found in 
the clit stimulator‘s rabbit ears. Not only 
does Grabbit have all the power consu-
mers have fantasized about, but it also 
comes with additional perks to seduce 

Relax- ing Silicone Anal Glide and pjur 
med REPAIR glide. It is available – free 
of charge – to all interested retailers and 
long-standing pjur customers. 
“We are convinced that customers will 
greatly benefi t from the ‚gives you more‘ 
campaign in Australia and New Zealand. 
Customers can order slat wall displays, 
as well as receive Try It Kits, fl yers, a big 
variety of POS material and participate in 
a pjur specialist training. We fi rmly believe 
that training sales personnel will lead to 
better recommendations in store and 
boost sales potential. Jo and her team are 
looking forward to meeting with retailers 
and taking orders for displays and Try It 
Kits for their sales staff”, says Alexander 
Giebel, CEO & Founder of pjur.  

them to give it a try. The new release 
by Gvibe has a special ergonomic 
design for maximum comfort. It is also 
waterproof and is made of high-quality 
hypoallergenic silicone. The Grabbit is 
USB-rechargeable (magnetic charging), 
has a travel-lock function and is loaded 
and ready to go in just 2 hours. Packa-
ged in a sleek, contemporary box with 
big gift-appeal, the Grabbit perfectly 
compliments any trendy assortment 
and will certainly draw consumers in for 
a closer look.   

Wasserbillig, Luxembourg / Sydney, Australia – Sugar & Sas, exclusive partner to grow 
the pjur brand and sales in Australia and New Zealand, is ready to take matters in their 
own hands. “We have had a short, but intense preparation time and we are ready to even 
better serve our customers from now. Launching the ‚gives you more‘ campaign offers 
huge potential in terms of brand visibility, shelf planning and in-store experience”, says Jo 
Radnidge, General Manager Sugar & Sas. 

pjur gives you more POS Support

Grabbit by Gvibe 

N E W S

Sugar  & Sas offers  new pjur  s lat  wal l  d isplays with h igh stopping power 
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The pjur Slat Wall Display & 
the pjur Try It Kits
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Besharam, one of India’s most loved 
adult stores launched the exquisite 

range pheromone products from the 
very popular brand, ‘Eye of Love’, as a 
Valentine Special Treat in India. Pairing 
powerful pheromones with captivating 
fragrances, Eye of Love’s mission is to offer 
their customers a unique edge in all of their 
encounters - be impressing your date, your 
friends, your work colleagues and basically 
in every walk of life where becoming more 
likeable and desirable will give you an 
edge. “IMbesharam is all about encoura-
ging people to explore intimacy, attraction, 
sensuality, pleasure and love. What could 
be a better opportunity than the Valentine’s 
Day, for us to launch this unique range of 
never-before pheromone-based perfu-
mes,” says Raj Armani, the co-founder 
of IMBesharam. “We have brought an exci-
ting range of options for literally everyone. 
You be a student impressing your teacher, 
a sales manager giving sales presentation, 
a guy taking out his date for valentine, a 
server in a cafe, a air-hostess in the plane, 
a host entertaining guests – literally any 
and almost every walk of life. You just need 
to explore the options. What’s more is that 
we have special offers for Valentine’s day. 

Zwaagdijk, The Netherlands – Svakom 
has three new items: a foreplay vibrator, 
a vibrating egg and a cock ring. Nymph 
is a foreplay vibrator to stimulate 
nipples, g-spot and clitoris with the 
three soft moving fi ngers and its fl exible 

All you need to do is, roll on the fragrance 
and get going with your partner, or even 
to fi nd that special one next time you step 
out”. Eye of Love’s quality pheromones 
are expertly balanced with enticing scents 
for maximum impact. The formulations 
help increase confi dence, boost attrac-
tion and enrich professional, personal 
and intimate encounters. “Eye of Love is 
continuing their mission of spreading love 
around the globe. We are excited and loo-
king forward to expanding the Eye of Love 
Collection to India, together with Raj Arma-
ni of IMbesharam.com,” says owner of Eye 
of Love, Alberto Chowaiki. “We know India 
will be a great market, with the immense 
growth in dating and matchmaking apps 
like Tinder, Bumble and others, along with 
the huge amount of youth audience as well 
as professionals who could use that extra 
boost in their daily lives and interactions. 
We will be able to help many people by 
making them more noticeable, likeable and 
desirable.”
The product range is available in large 
packs, small roll-ons, easy to carry travel 
candles as well as gift sets. There are 
fragrances for straight couples as well for 
partners with LGBTQ orientations.          

head. Ella is an app controlled vibrating 
egg with swirled design for better 
insertion. Tammy is a vibrating ring with 
powerful vibrations. It is designed for 
couples, with the double ring designed 
to enhance stamina.   

San Diego, USA – American brand ‘Eye of Love’ introduced a widely popular attracting 
collection of pheromone sprays, roll-ons and perfumes for Men to attract Women, Women 
to Attract Men, Men to Men & Women to Women on IMbesharam.com

Eye of Love opens 
India market with IMbesharam

Svakom introduces Nymph, Ella and Tammy

N E W S

Cal i forn ia’s  pheromone brand ‘Eye of  Love’  eyes Indian market 
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New from Svakom: the foreplay 
vibrator Nymph
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Couples who have explored this sensitive 
spot once, integrate anal stimulation 

into their lovemaking quite regularly. There 
are new sex toys from the label Black 
Velvets from You2Toys available at ORION 
Wholesale that set a focus on anal stimu-
lation. These special sex toys are made 
out of black silicone. Their smooth surface, 
combined with a water-based lubricant, 
provides wonderful lubrication. The toys all 
have very elaborate designs – from handy 
handle loops or small handles to guarantee 
that the toys don’t slip out of position up to 
stimulating grooves and bulges that provide 
additional stimulation. From now on there 
are 7 new models available.
The anal beads ‚Plug & Beads‘ offer two 
types of stimulation for all anal experts: 
there is a butt plug at one end and fl exible 
anal beads with 4 beads at the other end 
– in the middle is a stopper that prevents 
either end from sliding in too far. The anal 
beads ‚Rechargeable Beads‘ guarantee 
irresistible and intense anal sex, becau-
se the 5 connected beads have different 

Ringwood, England – The collection of 
Prowler Room Aromas caters for every 
taste and style out there. It boasts a ran-
ge of designs that will appeal to clientèle 
who love sex, fashion, and pushing the 
boundaries of desire.Clients can enjoy 
fun designs by the likes of illustrator Tom 
Taylor, with his Tom Taylor X Prowler 
Room Aroma with the bright, tongue-in-

and exciting shapes to provide an intense 
stimulation of the pleasure tunnel. The top 3 
beads are pleasantly fl exible, the 2 following 
beads form a unit with the stopper. To even 
intensify the thrilling stimulation, there is 
vibration in seven different modes as well. 
The ‚Rechargeable Butt Plug‘ is available 
in sizes S , M  and L  and leaves nothing to 
be desired. It is easy to insert thanks to the 
narrow tip and it has a big base that can 
be either used as a stopper or as a handle. 
The plug stimulates the anus with its 7 
thrilling vibration modes and its silky-smooth 
surface leaves a velvety-soft feeling on the 
skin. The ‚Rechargeable Plug‘  stands out 
because of its wavy shaft, the base and the 
seven vibration modes that can be control-
led at the push of a button. It is perfect for 
P-spot stimulation, but women can also use 
it for vaginal stimulation.
Small but powerful is the ‚Finger Vibrator‘  
with its grooved tip and the spot-on stimula-
tion: the handy fi nger vibrator can easily 
be put on a fi nger so that it’s ready for use 
straight away!                                            

cheek dad-bod; fetish-inspired leather fun 
Prowler RED, or fun and fl irty Hanky Code 
Collection. The Neon City Collection takes 
you back to those fabulous nights on 
the town – be it Brighton, Hell’s Kitchen 
in New York City or Soho. The Prowler 
Signature Collection is a series of playful 
room aromas, with a fun Jock design or 
Thunder Ball for added electric energy!  

Flensburg, Germany – The current ORION sex report has revealed that 19 % of the 
participants have anal sex on a regular basis. This is no surprise as the stimulation of the 
anus feels very good for both men and women. The anus has various nerve endings that 
strongly react to touch. 

Black Velvets from You2Toys

Prowler Room Aromas

N E W S

New Sex Toys for  Anal  Pleasures
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All sex toys from Black Velvets are 
delivered in high-quality cardboard 

boxes with item descriptions in 
various languages

The collection of Prowler Room Aromas 
caters for every taste and style



The ‚Lingerie 
by MANDY 

MYSTERY‘ 
is pure eroti-
cism for every 
occasion – from 
playful strings, 
suspender 
sets and fancy 
bodies right up 

to thrilling catsuits and mini dresses that give 
a glimpse of what’s underneath. The lingerie is 
made out of stretchy materials to fi t any wo-
man’s shape and most articles are available in 
an S-L size that fi ts all. The lingerie is delivered 
in the reliable and promotional packaging.     

Flensburg, Germany – Saucy and extremely 
erotic lingerie at a low price – typical of the ‚Lin-
gerie by MANDY MYSTERY‘! From now on, the 
new collection of the low-cost and bestselling 
label is available at ORION Wholesale: 17 pieces 
of sexy lingerie that turn every woman into a 
queen of eroticism.

Lingerie by 
MANDY MYSTERY
A new col lect ion f rom the low-cost  bestsel ler

19
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+ 49 461 5040-210 or -114            
wholesale@orion.de

www.orion-wholesale.com

· VIBRATING  

· ROTATING

· KNOCKING

Vibrating perineum
stimulation

Rotating anus
stimulation

Knocking prostate
stimulation

Splash-proof

Can be recharged with 
the included USB cable

Soft Touch

Plug 0593869 0000
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The 'Lingerie by MANDY MYSTERY‘ 
line has been expanded 

Mainz-Kastel, Germany – Smooth-
glide Sensual Feeling is an orgasm 
enhancer and stimulation gel desi-
gned especially for women. The gel 
helps to strengthen the sensation 
of the act of love. The clitoris is thus 
more sensitive to touch, so women 
can experience their climax faster 
and more intense. Recommendation 
for use: Spread a little gel on the fi n-

gertip and then on your 
clitoris, then let it act for 
a short time. Exclusive 

available at MVW Schmitt Vertriebs GmbH. 

Smoothglide Sensual Feeling 
Orgasmic Gel for Woman

Smoothglide Sensual Feeling 
helps to strengthen the 
sensation of the act of love



The company currently has its own 
lingerie brands like De Namour and Le 

Desír for women and Goodfellas for men, 
as well as the third party brands Magic 
Silk and Male Power. SHOTS is kicking off 
this new expansion with NOIR HANDMA-
DE, a brand which offers innovative de-
signs of the highest quality lingerie made 
in Europe. This fabulous range is the go-to 
brand for all fetish lovers, offering a wide 
range of original power-wetlook and PVC 
designs with outstanding details such as 
silky laces, lace trims and velvet straps.
NOIR HANDMADE’s latest collection 
Decadence has now been added to 
the SHOTS lingerie collection, and are 

Veendam, The Netherlands – EDC Who-
lesale launched the new house brand 
Lil’Vibe, which is now available for retailers 
to order. Lil’Vibe is a concise collection of 
4 mini vibrators in a remarkable triangle 
shaped package. The vibrant look and feel 
and the brands illustrated style, inspired by 
Memphis, is designed to target the youn-
gest sex toy users; the beginners, millenni-
als, and the young adults in their early 20’s. 
The brand’s name Lil’Vibe is slang for ‘little 
vibrator’, a language that is spoken by the 
target group. Speaking the language they 
understand will give them the confi den-
ce that the brand also understands their 
needs. The triangle or V-shaped package 
emphasize the female shape of the vagina, 

available now; a collection consisting of 
25 pieces for both men and women. The 
combination of fetish and fashion suits 
perfectly as party wear, or it can simply 
help to express a certain lifestyle. The 
majority of this new collection is made 
of power-wetlook, which has three times 
more stretch than regular wetlook. This 
means that it doesn’t crease when worn. 
All styles feel like a second skin and per-
fectly accentuate the shape of the body. 
The luxurious packaging consists of a 
high-quality cardboard box, beautifully 
displaying the product inside on the front. 
Currently, SHOTS offers sizes varying 
from S to XXXL. 

which is repeated in the logo itself. The 
remarkable package design can hang on 
a hook, stand in a counter display or be 
stacked in a hotspot area in a shop pre-
sentation. Either way, Lil’Vibe stands out 
and will surely turn heads. The cute mini 
vibrators are perfect for targeted stimulati-
on of the most sensitive spots. All 4 have 
a powerful motor with no less than 10 
different vibration settings. The varying pat-
terns also ensure varied stimulation. The 
Lil’Rabbit, Lil’Swirl, Lil’Bullet, and Lil’Gspot 
are made of soft and smooth silicone, are 
rechargeable with the magnetic charging 
cable and are completely waterproof. The 
mini vibrator comes with a luxury storage 
pouch, to take the Lil’Vibe on the go.  

Beneden-Leeuwen, The Netherlands - SHOTS has long been known as one of the leading 
companies in the adult DVD and erotic toy industry. Now the company has decided that 
there is room for growth in the lingerie department and that’s exactly what SHOTS intends 
to do – focus on the augmentation of its lingerie collection. 

SHOTS expands its lingerie assortment

EDC Wholesale launched 
four vibrant mini vibes from Lil’Vibe

N E W S

NOIR HANDMADE‘s  Decadence l ine is  now avai lable 
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NOIR HANDMADE‘s Decadence 
line consists of 25 products 

Lil’Vibe is a concise collection of 
4 mini vibrators in a remarkable 

triangle shaped package



The infor-
mative and 

playful weekly 
show, hosted by 
sex educators 
and health & 
wellness experts 
April Lampert 
and Amy Bald-
win, continues 
to attract a gro-
wing – and very 

passionate – legion of followers who tune in to the 
hourlong podcast every Tuesday to be a part of 
the duo’s juicy conversation. Baldwin and Lam-
pert say that since launching their racy podcast 
in May 2017 – covering topics such as sex toys, 
intimacy, communication, dating protocol, holistic 
health/healing, better orgasms, queer/trans sexu-
ality, BDSM, fetishes and more – they’ve received 
countless emails from loyal listeners expressing 
gratitude for helping them improve their sex lives 
and relationships. As the numbers keep climbing 
and the fanmail pours in, the women of Shame-
less Sex unabashedly normalize sex by helping 
listeners break the barriers of modern day relati-
onships and rethink the boundaries of their sexual 
lives. The word is out and the world is listneing as 
each week the Shameless Sex Podcast draws in 
over 20,000 downloads via iTunes.com, Google 
Play, Stitcher, YouTube, and other apps, as well 
as over 600K alltime listens on Spotify in 75 coun-
tries and growing.
To learn more visit ShamelessSex.com or follow 
‘Shameless Sex’ on social media:
Instagram: @SHAMELESSSEXPODCAST / 
Twitter: @shameless_sex / Facebook: Shame-
less Sex Podcast                

Los Angeles, USA – Shameless Sex, a real-talk pod-
cast about the ins and outs of modern sexuality and 
relationships, is hitting the high notes and giving the 
good vibes with its highest ratings ever – and, some 
fans say, it’s even saving their marriages. 

Shameless Sex is scoring a 
massive fan base in the process
www.ShamelessSex.com 

www.orion-wholesale.com
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SMALL AT A 
BIG PRICE

BIG AT A 
SMALL PRICE

1000pc. bag SECURA condoms
ORIGINAL 0415308 0000 SP € 75.–
RED 0415570 0000 SP € 85.–

1000
SECURA condoms

Special Price

MAKE YOUR CHOICE
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Amy Baldwin and April Lampert



Cici Beauty is the most economical, 
safe and profi table option for those 

who have their fi rst contact with an erotic 
toy and want to have more alternatives 
without investing in a new vibrator. With 
the Cici Controller, consumers already 
have all the possibilities. They have fi ve 
different options to build their own vibra-
tor by adding their favourite Cici vibrator 
to the controller. The fi ve models have the 
same size (143x37mm) but are designed 
with different shapes. They are made 
with anti allergen medical silicone with 
very soft and silky touch, are waterproof 
(IPX5) and completely fl exible. All of them 
stimulate the G-spot and the vagina pre-
cisely, and two of the models incorporate 
an additional rabbit stimulator to stimulate 
the clitoris, and in another of them users 
can fi nd soft silicone tips that provide an 
additional stimulation. Each vibrator has 
a very powerful and silent motor (just 
55 dB) with seven vibration patterns. It is 

Wijchen, The Netherlands – The Ibex kit 
combines 2 toys in one sensational set. 
Included are a quality cock ring and a 
textured anal plug. Consumers can choose 
to use them separately, or simultaneously 
for double the intense pleasure. Now 
ready to order at SCALA, it‘s a masculine, 
must-have addition in any male assort-
ment. Rocks-Off describes the set as: 
‚Feel the power of the beast as Ibex leaps 
into action. Each strong masculine curve 
and sensory nodule has been applied to 
the butt plug and C ring to deliver maxi-

recharged by a magnetic charger. The 
entire range of Cici Beauty products 
stands out for the engines, but not only 
for the performance they offer but also 
for the capacity they have to provide 
the same power of vibration constantly 
during 60 minutes that the whole load 
lasts. The Controller of Cici Beauty is the 
essence of everything, it is the true heart 
of each one of the 5 models that are sold 
separately. It is the control that activa-
tes the motor and controls the seven 
modes of vibration and intensity (from 
soft to strong). It is designed ergonomi-
cally and fi ts perfectly in the hand. It is 
totally waterproof and submersible (IPX5 
category) which makes it the ideal play-
mate to enjoy underwater in the bathtub, 
shower, pool or spa. It recharges fully in 
120 minutes (using the magnetic charger 
included) and allows to enjoy intense 
vibrations for 60 minutes at its máximum 
level. 

mum effect on insertion and for duo use. 
Ibex’s fl ange and tapered neck hold the 
plug fi rmly in place whilst the strong fi rm 
vibrating C ring grips you tightly. Ibex’s C 
ring and plug both have powerful vibrations 
to drive you to the peak of an orgasmic 
explosion and beyond. Use them together 
to experience the pinnacle of pleasure 
for you and your partner.‘ The Ibex plug 
and cock ring are both made of premium 
silicone. The set also includes 2 removable 
bullets ( the RO-60 and RO-90). Packaged 
in a sleek packaging with big gift appeal.

Alcalá de Guadaira, Spain – The new CICI Beauty collection, distributed by International 
Dreamlove, allows consumers to have up to 5 different models of vibrator with a single 
control – and without having to invest in a new vibrator. 

Do you imagine having 
fi ve vibrators in one?  

Ibex lands at SCALA

N E W S

The CICI  Beauty col lect ion  

38  w w w . e a n - o n l i n e . c o m  •  0 3 / 2 0 1 9

The CICI Beauty Collection is available 
at International Dreamlove 



T RR E BE L E B AB A S SS S

with  Treb le  and 
Bass  technology

Featuring our Treble and Base Technology, JETT is the first Guybrator™ 
that allows you infinite choice over the strength and frequency of 
vibration—delivering an intense, hands free orgasm.

Powered by two custom bullets, the Treble Bullet emits powerful high-frequency 
waves, whilst the Bass Bullet delivers deep, rumbly vibrations. Adjust the Treble 

LONDON

hotoctopuss.com 
orders@hotoctopuss.com

eropartner.com
info@eropartner.com

    MSRP €49.99 - ORDER NOW 



The left hand side of the window was 
covered by a striking vinyl of part of 

Lovehoney’s advertising campaign for 
its popular Fifty Shades Freed Offi cial 
Pleasure Collection. It invited fans of the 
book and fi lm to ‘Let Your Fantasies Be 
Freed’ and included pictures of products 
from the Offi cial Pleasure Collection 
created by Lovehoney with author E L 
James. The window display featured a 
gold backdrop surrounded by a bold 
fl oral display of white and pink roses with 
elevated bell jars containing products 
from the collection. Inside the store, the-
re was a huge curved panel with further 
Fifty Shades of Grey Offi cial Pleasure 
Collection products with the headline 
“Explore your deepest desires ”. The 
collection also had its own section inside 
the store. Harmony has reported an 
increase in footfall ahead of Valentine’s 
and a spike in interest for the collection 
since the launch of the display end of 

Wijchen, The Netherlands – The Kegel 
Trainer Set from the Intimate Care 
collection by Jimmyjane is now ready 
to order at SCALA in the color purple. 
Packaged in a chic, feminine packaging; 
it is a luxurious eye-catcher in any 
in-store display. Jimmyjane describes 
the premium Kegel Trainer Set as: 
“Stronger orgasms, healthier intimate 
muscles, heightened personal pleasure. 
Strengthen your core pelvic muscles 
with this two-piece set designed to 

January. The display was designed 
in-house by the Lovehoney team and 
the project was spearheaded by Laura 
Wood, Lovehoney Sales Consultant. 
Laura said: “It was wonderful teaming 
up again with Jamie and the team at 
Harmony. Harmony is rightly renowned 
by everyone in the industry for its 
gorgeous window displays and collabo-
rative approach. It is great to work with 
a retailer who really wants to maximise 
sales by promoting the products in such 
an eye-catching way.” Jamie O’Sullivan, 
Area Retail Manager of Harmony Limited, 
said: “This fantastic window display 
which has created a real buzz with our 
customers as well as the Harmony team 
and increased footfall. We’ve really en-
joyed working with Lovehoney on such 
an exciting promotion. The support from 
Laura has been second to none and we 
are grateful to have such support from a 
brilliant team in helping us to drive sales.” 

connect you with your private sexual 
self. Explore intimate health benefi ts 
with intricate pelvic toning tools that aid 
in strengthening a woman’s vaginal and 
pelvic fl oor muscles. Steel balls inside 
each smooth silicone kegel ball create 
natural dynamic vibrations in response 
to your body’s movements. Your secret 
accessory gives you instant gratifi cation 
and positive long-term results. Intimate 
exercise. Internal health. Orgasmic 
results.”  

London, England – The UK’s biggest and most famous sex store, Harmony on Oxford 
Street, has boosted trade and footfall since partnering with Lovehoney for the launch of 
its Fifty Shades Freed window and in-store display. 

Lovehoney and Harmony teamed 
up for Fist y Shades Freed window display 

The Jimmyjane Kegel Trainer Set

N E W S

Valent ine‘s  Day
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Harmony‘s Fifty Shades 
Freed window display 
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Our MasturbatTIN pocket pussies have it all. Each one feels super soft and completely natural but 
attracts in its own way. The twisted Swirl Girl receives the best piece with her distinctive swirl 
structure. Dotty Dora leaves a lasting impression with a strikingly dotted, receptive octopussy. 
And with her fine rib structure Ribbed Rita finally seduces little friends to rise above themselves.

Available as single product or 12 pieces in a self-explanatory display for the sales counter.

MasturbaTIN
Single use strokers

More than just ball games…

ic AwaAA rrd

test
ostimos

ral but 
wirl
ssy.

selves.

www.mystim.com

NOW AVAILABLE



The six stars for single use im press 
with their quality and realistic feel. 

What is striking about MasturbaTIN is the 
material without phthalates, which is super 
soft and elastic. Hygienic and realistic at 
once – this is how the new Mystim toys 
can be summarized. The Mystim Mastur-
baTIN‘s are available in three shapes. And 
all this in 2 different tins: The variants for 
the hetero- and for the gay man. „Swirl 
Girl and Curly Curtis are equipped with 
the distinctive vortex structure, Dotty 
Dora and Dotty Donny are dotted and 
equipped with suction cups, Ribbed Rita 
and Ribbed Ricky have a slightly fi ner rib 
structure“, says Christoph Hofmann, CEO 
and founder of Mystim. You don‘t need 
batteries or a power supply. The use of 
MasturbaTIN is simple: Remove the tin lid, 
remove the protective plug that additional-
ly pre-stretches the masturbator, remove 
the MasturbaTIN from the tin and distribu-
te the enclosed, skin-friendly and odour-

Horsham, USA – Xgen Products is now 
shipping several new skus from Baci’s 
White Label Collection. “These new styles 
from the award winning Baci Lingerie 
White Label Collection are incredible,” said 
Andy Green, president of Xgen Products. 
“We continue to build on prior successes 
by always coming out with new and distin-
ctive pieces; customers will love them.”
The new items from Baci Lingerie include 

less lubricant in the masturbator and on 
the penis. Then you are ready to go. For 
sure an eye catcher and perfect on your 
counter: The representative table top dis-
play. Swirl Girl, Curly Curtis, Dotty Dora, 
Dotty Donny, Ribbed Rita and Ribbed 
Ricky - covered in small, colourful tins. 
They look particularly good at the point of 
sale in their display with four masturbators 
of each model and !arge info graphics. 
The display is easy to set up and presents 
the reasonably priced take-away items. 
MasturbaTIN - also as a gift a brilliant idea. 
Insider tip: The masturbators are meant to 
be used only once. But if they are carefully 
cleaned and cared for, they can be reused 
several times. With warm water and a mild 
soap, residues can be completely remo-
ved. lt must then dry completely. The last 
step is to powder the masturbator. lt is as 
suppte as before the fi rst use. The suitable 
care powder „Virgin Wonder“ is suitable 
for this – also made by Mystim.  

fi ve luxurious bra and panty sets available in 
sexy lace or mesh, with or without matching 
garter belts. All of the sets come in black 
and are sized for both SM/ML and Queen 
bodies. Additionally, Baci is presenting 
a sensual lace Babydoll chemise which 
comes in both black and red. With satin 
bows, beautiful lace, playful peek-a-boos 
and more, the White Label Collection offers 
amazing fl irty pieces for every woman. 

Alzenau, Germany – For women there are countless vibrators in different shapes, sizes and 
designs. For men  the tools for self-indulgence are limited. That‘s why Mystim was working 
on some more variety for men: Three different single-use masturbators in two different 
packaging designs each. 

Mystim introduces 
new masturbator MasturbaTIN 

Xgen now shipping new items 
from Baci Lingerie’s White Label Collection

N E W S

Three shapes avai lable 
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The MasturbaTIN table top display

The new items from Baci Lingerie in-
clude five luxurious bra and panty sets





There are 12 designs in the Hünkyjunk 
range, available in 26 SKU colour 

combination options. This range is ideal 
for those starting out with toys, like a 
ring, or for people who want to add 
something new to their collection of she-
aths or stretchers. These toys are ideal 
for gay or straight men and couples. 
These toys differ from the other Oxballs 
products which are heavily fetish-driven 
and kink-heavy; the Hünkyjunk range is 
bright, bold and accessible to all players 
with its marked quality in design and 

Berlin, Germany – WOW Tech Europe 
announced that ORION has been 
selected as the fi rst master distributor 
for the full We-Vibe product line in Eu-
rope. In 2018, We-Vibe and Womanizer 
were brought together under the newly 
formed WOW Tech Group. Shortly after, 
the company instituted a review of the 
European distribution model for its 
premium brands to ensure that retailers 
receive the highest level of service and 
marketing support. ORION is the fi rst 
distributor to achieve the designation 
of master distributor for We- Vibe in 
Europe. “After a comprehensive review 
of our distribution model for We-Vibe, 
we are pleased to partner with Orion, 

material. The toys are made from a lus+-
silicone silicone/TPR blend which feels 
smooth, has a velvety rubbery sensation 
that combines stretch with strength and 
durability. Packaging is bold and clear 
with the signature red lacquer; Hünky-
junk makes a striking statement that will 
display brightly. 
The back of the package has clear 
instructional details about the product. 
In addition each product comes with a 
booklet that includes images, material 
details and care instructions.     

one of the most professional, respected 
and customer service-driven distribu-
tors in the market,” said Thuve Bremen, 
WOW Tech, chief commercial offi cer. 
“WOW Tech has a longstanding relati-
onship with Orion, and we are confi -
dent they can offer retailers excellent, 
prompt service and marketing for the 
full We-Vibe product line.” WOW Tech 
is currently in negotiations to secure an 
additional We-Vibe master distribution 
partner for the region. Retailers can or-
der the full We-Vibe product line, POS 
and marketing materials from ORION. 
In the Czech Republic and Slovakia, 
the full We-Vibe product line is available 
through City Realex.  

Ringwood, England – Just-launched Hünkyjunk is the ultimate new range in men’s toys 
from Oxballs. Friendly and fun, this sleek new range was designed in collaboration with a 
Reykjavik-based stylist and the result is innovative, sleekly designed products with Oxballs’s 
trademark sturdy USA manufacturing qualities.

Hünkyjunk launched

WOW Tech chooses ORION as fi rst master 
distribution partner for We-Vibe in Europe

N E W S

Avai lable at  ABS 
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Hünkyjunk is a new range in 
men’s toys from Oxballs.
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pjur Toy Lube and pjur Toy Clean are 
targeted specifi cally at the growing 

group of sex toy consumers. These 
attractive products can be sold as a set 
or as a complement to toys. Placing them 
in the toy aisle, next to the best-selling 
toys has proven to be a successful way to 
remind customers that they can maximize 
their pleasure with the right accessories 
for their toys.  
pjur Toy Lube is a hybrid personal lubri-
cant that is compatible with toys made 
of latex, rubber, glass and high-quality 
silicone. It combines the benefi ts of per-
sonal lubricants based both on water and 
on silicone. It is suitable for use with erotic 
toys and – thanks to the exclusive formula 
– it is also very creamy and does not drip. 
The combination of water and silicone 
produces a creamy consistency that feels 

Flensburg, Germany – ORION Wholesale 
has expanded its assortment: from 
now on, there are 40 selected pieces of 
lingerie from the Polish label ‚obsessive‘ 
available at the erotic specialist. ‚ob-
sessive‘ is the lingerie label for women 
who like showing off their femininity in a 
stylish, sensual and confi dent way. The 
sexy lingerie really stands out because 
lots of love has gone into detail and the 
tantalising cuts fl atter any woman’s body. 

great to apply and is easy to dose. Toy 
Lube offers long-lasting lubrication and 
is also particularly suited for silicone toys 
thanks to its low silicone concentration.
Keeping toys clean is crucial for a healthy 
sex life. Cleaning toys also helps them last 
longer and ensures they provide pleasure 
in the long term. Ideally, toys should be 
cleaned after every use. 
pjur Toy Clean is a spray that is free from 
alcohol and perfume and that reliably 
removes bacteria and other residue. 
Its special formula does not damage 
materials sensitive to alcohol such as 
latex, rubber, glass, silicone and leather. 
pjur Toy Clean is dermatologically tested 
as well as odourless and neutral in taste. 
It is completely alcohol and perfume free 
and ensures that erotic accessories are 
cleaned gently and hygienically. 

There is also a selection of saucy costu-
mes available. ORION Wholesale has a 
separate size chart for the ‚obsessive‘ 
collection because the lingerie is a bit 
smaller than usual.
The lingerie is delivered in a high-quality 
cardboard box that can also be used as a 
gift box. The cardboard box is covered in 
an additional slipcase with a detailed image 
of the respective product, as well as a 
description of the product in English.  

Wasserbillig, Luxembourg – The market for sex toys is booming – there is an almost endless 
choice of products whether you‘re looking for men or women, for yourself or as a couple. 
When it comes to getting maximum pleasure out of sex toy, a good personal lubricant is a 
must. Toys also have to be kept hygienically clean. pjur TOY products help sex toys take 
users to ecstatic new heights and ensure that they provide pleasure for a long time to come.

Back to Basics 

Sexy Lingerie from ‚obsessive‘ 

N E W S

pjur  Toy Lube & pjur  Toy Cleaner 
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pjur Toy Lube and pjur Toy Clean are 
targeted specifically at the growing 

group of sex toy consumers

40 selected pieces of lingerie from 
the Polish label 'obsessive‘ are 

available at ORION now 



Fashion Lifestyle 
for private moments



665 Neoprene Racer: Based on the 
success of all (code) colored neoprene 

products from 665, consumers can now 
add a much appreciated addition with the 
665 Neoprene Racer. They now can be 
completely in sync with their outfi t, all in 
neoprene - with harnesses, socks, gun 
straps and ball straps. All of course with 
the color code, processed in the neoprene. 
Electrastim Axis: Axis is a high-spec dual 
output electro sex stimulator and is the 
fi rst in the world to incorporate multiple 
input sensors for a truly customizable 
e-stim experience. Control Axis with the 
tactile buttons, a fl ick of your wrist, a 
wave of your hand, the sound of your 
voice or even the proximity of your part-
ner‘s body. Axis gives you the freedom 
to control your electro play your way. The 
only limit is your imagination! With 50 
intensity levels per output, Axis gives you 
the power to team it with the smallest or 
largest electro-sex accessories. Use 2 

Wijchen, The Netherlands – The new 
Holographic Bullets by Rocks-Off are now 
available at SCALA in 3 must-have editions. 
Choose between the Ultra (purple), Spectra 
(red), and Electra (green) – and add a futuri-
stic buzz to intimate adventures. Rocks-Off 
describes the new bullets as: ‚Lose yourself 
in space and time as you indulge yourself 
in divine celestial pleasure. Float effortlessly 

bipolar or 4 unipolar accessories (sold se-
parately) for a wide range of pleasurable 
sensations no matter your gender, pleasu-
re preferences or whether you‘re playing 
solo or with a partner. Rocks-Off: DUS-
EDO has 9 new items from Rocks-Off in 
the assortment. 8 high quality pleasure 
toys (3 bullets, a vibrator, a vibrating butt 
plug, two cock rings and an ass-lock)  of 
the Rocco‘s Pleasure Emporium line. With 
high detail in structure, silicone, color, 
waterproof and vibration (10 speed). And 
at last but not least the Ibex Men-X water-
proof vibrating butt plug + vibrating cock 
ring. 2 products for single or dual use, 10 
powerful functions, high quality silicone, 
pleasure nodules, waterproof, ergonomi-
cally designed sensory textured vibrating 
C ring and a fi rm strong grip. Of course 
with removable bullets. ETO Show, March 
10 & 11th, Coventry: DUSEDO is welco-
ming everyone to their booth to take a 
peek at some brand new products.    

on clouds of passion with each power-
ful earth-shattering vibration as you are 
launched head over heels into stratospheric 
orgasm. Isn’t it time you treated yourself to 
some heavenly delight?‘ Each of the holo-
graphic beauties features the classic RO-90 
mm design and offers 10 functions of vibra-
tion, escalation, and pulsation. Packaged in 
a matching, holographic-inspired box.  

Amsterdam, The Netherlands: DUSEDO is offering brand new products. Meat Harness: The 
Meat Harness is a new addition to the proven product line of Sport Fucker. All in one, this 
product combines a cock ring, a ball tugger and a hole stretcher. It is made of super soft 
and stretchable silicone. The ass-lock ball is 44 mm in diameter - enough for professionals 
and a fun challenge for all beginners. The Meat Harness is available in 3 colors: black, red, 
grey and blue.

DUSEDO is expanding with new products

Rocks-Off  Holographic Bullets 

N E W S

Innovat ions f rom dif ferent brands 
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These new products are now 
available from DUSEDO 
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CLASSY IN EVERY DETAIL
Abierta Fina turns 
any woman into 
a goddess of lust!

2641437



The return loop is worn inside the body 
and is designed so that the Joyballs 

secret are very easy to remove. Another 
special feature is the trampoline effect, 
which provides a more effi cient stimula-
tion with its special vibration of the inner 
ball. The unique love balls are made of 
Silikomed®, a material developed by 
JOYDIVISION which is particularly 

Wasserbillig, Luxembourg / Sydney, 
Australia – pjur group and Sugar & Sas Pty 
Ltd announced an exclusive partnership to 
grow the pjur brand and sales in the Austra-
lia and New Zealand market. Effective from 
now on, pjur group will be represented and 
distributed in Australia and New Zealand by 
Sugar & Sas exclusively. Partnering exclusi-
vely with Sugar & Sas, the leading Austra-
lian boutique wholesaler and distributor of 
quality lifestyle products, is the next step to 
further strengthen pjur’s brand positioning in 
Australia and New Zealand: “With Sugar & 
Sas we have found an experienced partner 
that meets our standards and shares our 
vision to provide fun, safe and innovative 
products. It will result in being closer to the 
customers, more training, more investment 
in marketing the pjur brand and more 
POS support. In short, more power for our 
customers in Australia and New Zealand,” 
explains Alexander Giebel, CEO & Founder 
of pjur. Customers will benefi t from more 
training, including on-site trainings and 
excellent sales support throughout the 
year. Launching pjur’s award-winning ‚gives 

body-friendly and hypoallergenic, easy 
to clean and can also be used with all 
lubricants! The material is guaranteed for 
5 years and is dermatologically and 
clinically tested. For all retailers it means 
now again: Access while stocks last. 
Simply send your order to 
sales@JOYDIVISION.de. Further attractive 
promotions will follow monthly. 

you more‘ campaign will offer more brand 
power attracting (new) consumers through 
premium branding, appealing imagery and 
con- sistent materials. more POS: Better 
in-store experience aiming at high brand 
visibility, premium shelf solutions and clear 
positioning will attract fi rst-time-buyers and 
regulars alike. pjur group’s headquarters 
in Europe will continue to provide dealers 
in Australia and New Zealand with direct 
marketing and communication support 
that will now be enhanced by in-market 
know-how and new marketing and PR 
initiatives offered by Sugar & Sas. The 
experienced Sugar & Sas sales team will 
be the fi rst point-of-contact for customers 
and will also work closely with pjur. 
Jo Radnidge, General Manager of Sugar 
& Sas is passionate about the partnership: 
“We are excited to bring pjur’s ‚gives you 
more‘ campaign to Australia, transferring 
the strengths of the brand to the stores. 
With its portfolio of premium products and 
a true passion for quality, pjur shares the 
same values. This is what we do best and 
what we are passionate about.”  

Hanover, Germany – In March retailers can look forward to Joyballs secret in violet-black. 
The stringless Joyballs are the most discreet love balls, they help to strengthen the 
vaginal muscles completely invisibly and whisper quietly.

25 years JOYDIVISION and every 
month an attractive discount campaign

pjur and Sugar & Sas give you more sales power

N E W S

March = 25 % discount on Joybal ls  secret
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The offer for Joyballs secret is 
valid for incoming orders from 01 

March 2019 to 31 March 2019

Exclusive partners: pjur group 
and Sugar & Sas Pty Ltd 
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Silky 
soft touch 
surface!

Convincing design & performance!

0592820 0000

Flexible

Can be recharged with the 
included USB cable

Various Vibration Modes



“Part of our strategy this year is to 
strengthen our presence in store, 

says Monique Carty, Director.” “We want 
to support our customers fully with ever-
ything from education to POS material.  
Although   currently available, this will be 
the fi rst time we have had somebody pu-
rely dedicated to it, giving it the attention it 
needs.” Emma has vast sales experience 
in various industries, the latest with well-

London, England – Hot Octopuss, creator 
of PULSE, the world’s fi rst Guybrator, has 
launched JETT, its fi rst penis toy powered 
by Treble and Bass Technology.
JETT is a powerful Guybrator that is worn 
against the frenulum, just below the tip of 
the penis. It delivers an intense, hands-
free orgasm with a fl exible sleeve that 
expands, enabling the user to effortlessly 
go from fl accid to erect. JETT is powered 
by two custom ‘bullet’ vibrators each 
containing a different sized motor, which 
deliver contrasting vibration frequencies. 
The Treble Bullet emits intense high- 
frequency waves while the Bass Bullet 
delivers deep, rumbly low-frequency sti-
mulation. The user can deploy each bullet 
separately or in combination. By adjusting 
the power of each bullet, the user is able 
to fi nd their perfect frequency.
As part of Hot Octopuss’s commitment 
to making its products accessible to 
more customers in 2019, JETT is being 

known electro sex company, Electra Stim.  
“I’m excited to join the Nexus team,” says 
Emma Gresko. “I have really enjoyed my 
time in the industry so far and am looking 
forward to forging great relationships with 
new and old faces with my new hat on.” 
If your store needs merchandising or you 
would like to set up product training with 
Emma, you can contact her on: 
emma@nexusrange.com 

offered at a much lower price point than 
other products in the range.
Adam Lewis, Hot Octopuss CEO and 
designer of JETT, said: “Technological 
innovation is a key part of what we do at 
Hot Octopuss and we’re proud that after 
many years’ work, we’ve perfected Treble 
and Bass Technology, an idea we had right 
back when we launched PULSE in 2013. 
JETT gives the customer the opportunity 
to customise the strength and frequency of 
the vibrations they receive for a truly custom 
experience, but with technology that allows 
a lower price point than our other products. 
We’re excited that JETT will introduce a 
whole new customer base to guybrators 
and feel that the product sits really well in 
our current range, offering another option to 
retailers who want to give more customers 
access to our brand. This is just the fi rst 
product launch of many in 2019, and we 
expect it to be a very exciting year of growth 
for Hot Octopuss.” 

London, England – Nexus is happy to announce the appointment of Emma Gresko as 
Sales and Education Executive. Emma will be responsible for product training and store 
merchandising to ensure that customer’s worldwide have all the tools they need in order 
to sell Nexus products. 

Emma Gresko joins Nexus

Hot Octopuss launches JETT, its Customisable 
Guybrator with Treble and Bass Technology

N E W S

Sales and Educat ion Execut ive
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New at Nexus: Emma Gresko

JETT is a powerful Guybrator that 
is worn against the frenulum, just 

below the tip of the penis
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1. + 2., 4.– 6. 1., 2.+ 4. 1. + 2., 4.– 6. 1. – 6.
Can be controlled with the button on the toy or via remote controlSoft touch siliconeVarious vibration modes Can be recharged with the included USB cable

1. Vibrating Love Ball
Berry 0589357 0000 
Black 0589349 0000

2. Vibrating Love Balls
Berry 0589373 0000 
Black 0589365 0000

3. Anal Beads
Blue 0525596 0000 
Black 0525588 0000

4. Vibrator
Berry 0589330 0000 
Black 0589322 0000

5. Vibrating Cock Ring
Blue 0589411 0000 
Black 0589403 0000 

6. Mini Vibrator
Berry 0589390 0000 
Black 0589381 0000

1. 2. 3. 5.

6.

4.



The Happy Rabbit Rechargeable Mini 
Rabbit Vibrator contains all the pleasu-

res of a classic rabbit vibrator in one po-
werful, petite package. USB rechargeable 
and boasting 12 patterns of vibration. It is 
the perfect travel-friendly pleasure partner 
for sensational solo sex. If you‘re big on ra-
bbit-powered clitoral stimulation, you‘ll love 
the Happy Rabbit Mini Ears Rechargeable 
Clitoral Vibrator. Tiny but tremendous, the 
12 speeds and patterns send buzzy vibra-
tions along the silicone ears straight to your 
external sweet spots. A superb sex toy for 
couples, the Happy Rabbit Vibrating Rabbit 
Cock Ring features two super-stretchy 
rings for enhanced staying power and rab-
bit-powered bunny ears for intense clitoral 
stimulation. Explore its 12 modes of vibra-
tion for shared delights. The release of the 
range comes after a recent study revealed 
more excitement was achieved when 
playing with a Happy Rabbit. Conducted 
by neuroscientist Dr Nicole Prause, founder 
of sexual biotechnology fi rm Liberos, the 
purpose of the scientifi c study was to test 
the effectiveness of the updated Happy 

London, England – Nexus has given its 
fi rst generation range of prostate
massagers a refresh. 
Glide, Excel, Neo and Titus will now 
come in vibrant clamshell packaging 
along with a cheaper price tag. “Being 
the fi rst products in the Nexus range,  we 
wanted to ensure they weren’t eclipsed 
by new items,” says Monique Carty, 

Rabbit versus manual stimulation. Nineteen 
women, with an average age of 31 and a 
wide range of racial and age diversity, were 
tested. Each of the women visited the lab 
twice under strict lab conditions – once to 
use a Happy Rabbit vibrator, and the other 
to masturbate using their hands. Dr Prause 
discovered that excitement levels and 
measures of orgasmic sensations were all 
reported for a longer period of time when 
using the Happy Rabbit, and for some 
women, their alpha brainwave levels were 
also higher. The Happy Rabbit  vibrators 
lived up to their names with the emotional 
response  from the study suggesting that 
women who used them had higher levels 
of excitement, longer-lasting orgasms and 
more desire to play from start to fi nish, 
during testing, than the hand-based ses-
sion. Not only did the women experience 
heightened feelings of sexual arousal when 
using the Happy Rabbits, they were also 
more likely to experiment with different 
techniques and functions to take them to 
that special place, as opposed to when 
using just their hands. 

Director. “The new packaging is really 
vibrant and allows stores to display more 
on a hook. The new price points also 
mean that we are really competitive as 
well as unique.” The new packaging was 
fi rst launched in the USA and was so 
successful, it’s now being launched 
worldwide. The newly packaged items 
will be available immediately.    

Bath, England – Lovehoney is delighted to announce that its latest addition to the Happy 
Rabbit range, Happy Rabbit Mini Vibes, are now shipping. The new products in the 
range include; Happy Rabbit Rechargeable Mini Rabbit Vibrator, Happy Rabbit Mini Ears 
Rechargeable Clitoral Vibrator and Happy Rabbit Vibrating Rabbit Cock Ring. 

Happy Rabbit Mini Vibes are shipping

Nexus keeps things fresh

N E W S

Lovehoney
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Happy Rabbit Rechargeable Mini 
Rabbit Vibrator, Happy Rabbit Mini 
Ears Rechargeable Clitoral Vibrator 
and Happy Rabbit Vibrating Rabbit 

Cock Ring

Nexus has given its first generation 
range of prostate massagers a refresh



1. SUCK-O-MAT 
Replacement Sleeve
Smooth inside and 
10 cm deep. Inner Ø 3 cm 
(flexible). TPE.
0533297 0000

2. SUCK-O-MAT Car Adapter
Adapter for the cigarette 
lighter in the car. Output 
12V/3A. Adapter 9 cm long, 
cable length 115 cm. PC.
0533300 0000

Mains-powered masturbator with a sleeve. Apply plenty of 
water-based lubricant and insert the penis halfway into the soft, 
flexible sleeve. Set the speed and intensity. Then relax and enjoy!

• Extra powerful suction motor with 5 intensity levels & 5 speeds
• Powerful pump and suction impulses
• Individually adjustable, interval-controlled stimulation

0587176 0000

ACCESSORIES

1. 2.
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It also includes a storage pouch for 
discreet everyday carrying. This plush, 

remote-controlled, 3.6-inch bullet massa-
ger comes pre-packed in a sleek gift box 
with an easy-to-display ribbon-hang tab.
The bullet has an independent intensi-
ty-control button with three escalating 

Wijchen, The Netherlands – Due to the 
exclusive partnership between BMS 
and SCALA, the new Mini Swan Rose 
can solely be ordered at SCALA for the 
fi rst 6 months after release. This means 
that SCALA customers benefi t from 
exclusive access to this elegant new 
addition in the Swan collection until late 
June. “The new Mini Swan Rose is a 
gorgeous and powerful massager with 
all the high quality features the beloved 
Swan brand is known for. The sleek 

Callington, England – British massager 
manufacturer, Doxy has added two new 
colours to their Number 3 compact wand 
line. Launched at the end of 2017 the 
Number 3 has become the best selling of 
the Doxy wands, its popularity boosted by 
the addition of its exclusive range of at-
tachments. The Number 3 is now availa-
ble in Candy Red and Disco Black as well 
as the current Brushed Metal. Leigh Ded-
har, sales director at Doxy commented; 
“The Number 3 has proved really popular 

speeds and three endorphin-releasing 
pulse patterns, and the remote features 
red, backlit controls for optimal lights-out 
play! Available in black, midnight blue, and 
raspberry, this remote massager is perfect 
for commanding your own pleasure or 
surrendering to a partner. 

and simple Rose bud design offers a 
contoured shape allowing you to fi nd 
your pleasure with ease”, BMS describes 
the release. The Mini Swan has all the 
high-end features your consumers 
may desire: it has incremental speed 
control and uses a PowerBullet motor 
to generate maximum pleasure. The 
design is also USB-rechargeable, made 
of silky smooth silicone and packaged 
in a sleek box suitable for mainstream 
display.  

with customers since it’s launch and one 
of the main comments we’ve had was de-
mand for more colours. So we’ve listened 
to our retailers and customers and taken 
the most popular of the Die Cast colours 
and given the Number 3 a makeover to 
offer people even more choice.”
Customers will be familiar with the glamo-
rous Candy Red from the Die Cast range 
and glitter lovers will notice that the Disco 
Black has even more sparkle added.The 
new colours were released in February.  

Los Angeles, USA – The Bnaughty Deluxe Unleashed is ergonomically designed from 
high-quality, body-safe, and body-rocking materials; it’s easy to clean and budget-friendly.

B Swish delivers versatile pleasure 
with the Bnaughty Deluxe Unleashed

The Mini Swan Rose lands exclusively at SCALA

Doxy adds colour to the Number 3 massager line

N E W S

Bul let  massager 
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The Bnaughty Deluxe Unleashed is 
available in black, blue and raspberry 

The Number 3 is now available in 
Candy Red and Disco Black as well as 

the current Brushed Metal



0531197 0000

0532118 0000

0593850 0000

0508039 0000 0525715 0000
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100% 
silicone, 

100% 
pleasure!

FINGER, TOY OR LIQUIDS
– the tunnel plugs take it all!
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F E A T U R E

More expensive isn’t always better
Ge r m an  consumer  o rg a n i sa t i on  d i sc ov e r s  subs ta n c es  o f  c on c e rn  i n  sex  toys  exclusive

German consumer 
organisation Stiftung 
Warentest gave a number of 
sex toys a thorough check-
up, the results of which were 
published in the February 
issue of their consumer 
magazine ‚test‘. In all, 18 
vibrators, love balls, and 
cock rings were checked 
for harmful substances.

S
tiftung Warentest bought a bunch of 
vibrators, love balls, and cock rings 
ranging from EUR 6.80 to EUR 165 
and sent them to the lab to have 
them tested for harmful substances. 

The result: Four products were deemed ‚very 
good‘, seven received a ‚good‘ rating, two were 
‚satisfactory‘, and fi ve were rated ‚poor‘. Doesn’t 
look all that bad at fi rst glance, right? No, says 
Dr. Sara Wagner-Leifhelm, who supervised the 
tests. Harmful substances have no place in sex 
toys or any other products that come into direct 
contact with mucous membranes seeing that this 
tissue has a lot of blood fl owing through it and 
is also easily irritated. Since there are no offi cial 
boundary values for sex toys, the scientists used 
the generally accepted boundary values for com-
parable product categories as a reference when 
testing and rating the toys. So, what exactly did 
they fi nd in their tests? And what quantities of 
harmful substances are we talking about here? 
Well, for one, there are poly-cyclical aromatic 
hydrocarbons which are suspected to cause 
cancer. Moreover, there’s DEHP (di-etyhlhexyl 
phthalate), a plasticiser, which shouldn’t even be 
used without authorisation as it can affect fertility 
and harm the unborn child in the womb. The 
scientists also found chlorinated paraffi ns which 
are poisonous to water organisms and might also 
be carcinogenic, and phenol, which is suspected 
to cause genetic defects. The boundary values 
were exceeded by a signifi cant margin in all 
cases, sometimes even a hundred-fold. And last 
but no least, there is nickel, which is known to 

cause allergic reactions, and that’s just the half of 
it; it is also suspected that nickel can cause can-
cer. And in case you are wondering, nickel was 
found on one of the charging contacts of a big-
brand vibrator. This contact released such high 
concentrations of nickel that the product should 
never have been sold, as Stiftung Warentest warn 
in their test results. Interestingly enough, there 
was no direct correlation between the concent-
ration of noxious substances and the price of the 
product. On the whole, low-price products didn’t 
perform any better or any worse than expensive 
products in this test. All in all, these results are 
pretty sobering. There should be a quick solution 
to the nickel problem with the charging contact, 
at least. 
It should be noted, however, that one of the pro-
ducers whose product was rated “poor” released 
a public statement saying that the product in 
question had already been tested by consumer 
organisations TÜV Thüringen and ÖKOTEST, 
and that no harmful substances had been found 
in those tests. Moreover, the statement reads 
that the company received a test certifi cate from 
Stiftung Warentest in October 2018 stating that 
the product had actually met all the required test 
values. This certifi cate directly contradicts the re-
sults published in ‚test‘. The producer’s suspicion 
is that there was a mix-up with the products and/
or analysis results, and they have announced 
that they will take legal action against Stiftung 
Warentest.
Source: https://www.test.de/Sextoys-im-Test-Nur-3-von-18-

Sexspielzeugen-ganz-ohne-Schadstoffe-5428416-0/
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Of course, we could say that these are 
isolated cases and that we shouldn’t 

make mountains out of molehills, but it is a 
fact that these recent product tests by 
German consumer organisation Stiftung 
Warentest cast a poor light on the erotic 
industry. And don’t even try twisting this 
story by saying that any press is good press. 
Stiftung Warentest published the sex toy test 
in their aptly titled magazine ‚test‘ – which 
ranks in the top 10 of high-circulation 
magazines in Germany – and on their online 
portal. That’s bad. And what’s worse, other 
media outlets immediately jumped at the 
story, among them news magazine ‚Der 
Spiegel‘, which addressed the topic in a 
article on their website, and popular weekly 
magazine ‚stern‘, which also covered the 
story online and also aired the story in their 
TV magazine ‚sternTV.‘ And those are just 
two examples among many. The news that 
Stiftung Warentest had found harmful 
substances in several sex toys spread very 
quickly and very far, reaching a large number 
of consumers. Obviously, these troubled 
waters will calm down again, but the 
damage is already done. One might argue 
that only a handful of the 18 sex toys that 
were tested actually contained noxious 
substances, but let’s be honest, that is not 
what the consumers will remember. What 
they will keep in mind is that there are 
harmful substances in sex toys. And it’s not 
the first time, either – anybody remember the 

debate about plasticisers in adult products 
that drew the wrong kind of attention to the 
industry a few years ago? Considering that 
the erotic industry has won over a new, big 
audience by promoting sexual health, sexual 
wellness, and responsible sex, many 
members of this group will probably feel like 
they have fallen prey to a sham. Nickel, 
chlorinated paraffins, polycyclic aromatic 
hydrocarbons, and phthalates don’t go 
together with sexual health, no matter how 
small or big the concentration. The fact that 
some of these substances are ‚only‘ 
suspected of being carcinogenic doesn’t 
really make this snafu any better. After all, 
the suspicion alone should be enough to 
give wide berth to these substances. Now, 
which conclusions should be drawn from 
this unflattering test and its results? That is a 
decision each one of us has to make for 
ourselves, but while we do, let’s not forget 
that this industry has an obligation to the 
consumers. And seeing how demand for 
safe, health-promoting products continues 
to grow, it would be pretty short-sighted not 
to hitch our cart to this trend. Maybe this 
industry does need more regulation, even if it 
smacks of bureaucracy.

A German consumer 
organisation tested a number 
of sex toys and found that 
several of them contain 
varying concentrations of 
harmful substances. Of the 18 
products in question, five 
received a rating of ‚poor‘. 
These results caused quite 
stir – even leading to them 
being discussed on TV. So, is 
there reason to sound the 
alarm, or are these just 
isolated cases that shouldn’t 
be overdramatised?

Yes

 Matthias Poehl, editor in chief

A  cons um e r  o rg a n i sa t i on  f i n ds  h a rmf u l  subs ta n c es  i n  sex  toys  –  rea son  f o r  a l a rm?exclusive
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Exceptions prove the rule



 Randolph Heil, 
editor

NoNo
No one can deny that the results published by 

Stiftung Warentest are less than flattering. 
That said, there is no need to blow this thing out of 
proportion. First of all, only 18 sex toys were 
tested, and there are literally thousands available 
on the market. Secondly, even of those 18, only 
five got a poor rating. Is that enough to make a 
wholesale statement about the state of the sex toy 
market? Hardly. Obviously, I don’t want to trivialise 
or disparage the work that Stiftung Warentest is 
doing, but who knows, maybe their results would 
have been very different had they picked 18 
different products. Moreover, there are no 
concrete threshold values for harmful substances 
in sex toys, which further complicates things. Of 
course, many people demand that such boundary 
values need to be established, but we don’t have 
them yet, so any data the scientists used as a 
yardstick for their tests are nothing more than 
approximations, based on the boundary values for 
other product groups. Again, I do not want to 
trivialise the issue. I am not a scientist, I am not an 
expert, and I am not qualified to make any 
judgment about the way these tests were 
conducted. Also, the fact that harmful substances 
were found at all – no matter the concentration – is 
a tragedy in and of itself. After all, these sex toys 
come into direct contact with the users’ mucous 
membranes, and you don’t have to be a scientist 
to know that those are very delicate and very 
sensitive. There is no sugar coating this. But I 
don’t think those tests will really harm the industry 
in the long run. Sure, mainstream media are 
covering this story, but that doesn’t surprise me. 

These are the times of the 24-hour 
news cycle, after all, and the need 
for new headlines is great, especially 
on the internet. Stories are forgotten 
as quickly as they are brought up, 
yesterday’s news is ancient history. 
And as a by-product, few things 
really stick in the readers’ minds. 
Let’s say a consumer walks into an 
erotic store two months from now, 
and by some coincidence, they 
stumble upon one of the five badly 
reviewed products from the Stiftung 
Warentest test – do you really think they 
would remember that this toy was found to 
contain harmful substances? I doubt it very 
much. Of course, the industry needs to 
make sure that these products are not found 
in stores two months from now, at least not 
in their current form. The producers need to 
react. And I think they can. For instance, the 
problem with one of the toys was that a 
charging contact releases nickel. Again, I am 
not an expert, but you would think that it’s 
possible to replace this component, right? In 
conclusion, there has to be a reaction on the 
producers’ part, but there is no reason for 
panic.
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T
he Big Ticket Game-Changer: 
Cherry Dolls by Cherry Banana

Sex dolls are offi cially breaking the 
barrier between high-end tech toys 

for the rich and affordable luxury for the every-
day sex toy collector. Cherry Dolls, the latest 
venture from Australian retailer Cherry Banana, 
put a modern spin on this formerly obscure 
pleasure object.

Starting at $1,999 USD, the hugely diverse 
Cherry Dolls collection is as affordable as 
it gets for a quality, pose-able sex doll. But 
what‘s even more surprising than the price for 
these often freakishly realistic silicone babes is 
the sheer amount of variations and customiza-
tions you can order.

When you think “sex doll,” you‘re probably 
imagining a stereotypical blonde with white 
skin, DD-cup boobs, and a waist so thin, you 
wonder if your penis will even fi t past her vulva. 
Cherry Dolls takes everything we though we 
knew about love dolls and tears it to shreds.

Want a skinny alt-model type straight out of 
a Burning Angel porn shoot, complete with 
A-cup breasts and two-tone hair? Yep, she‘s 
here, and her name is Silvia. Looking for a 
beautiful black woman with brown eyes, curly 
ringlet hair, and some seriously gorgeous un-
derboob? Oh yeah, you must be talking about 
Sierra. Or how about an Anime cartoon look-
a-like with long purple hair and the biggest, 
saggiest breasts that literally hang down to her 
pelvis? We have no idea who dreamed this one 
up, but she‘s called Tatiana.

Most of the Cherry Dolls retail for under $3,000 
USD, and you can even customize then further 
during the ordering process (you know, just in 

case you‘d rather your Anime chick 
have dark brown areola instead of 
light pink). We think Cherry Dolls 
might just change the sex doll game 
for good. 

At the end of every year, the 
media powers-that-be are 
excited to assign ‚Best of‘ 
titles to all our favorite (and 
not-so-favorite) sex toys. 
Though it‘s fun to see who 
snags an award, isn‘t it about 
time we changed things up a 
bit? Hardly a year goes by that 
we aren‘t blessed with some 
fantastic new pleasure pro-
ducts, and likewise, we‘re also 
given plenty of sneaky peeks 
at what manufacturers will be 
cooking up for the next show 
season. We already know 
what the award categories 
will be when that time of year 
rolls around again, so instead 
of going with the fl ow, we‘ve 
invented some new categories 
that feature toys you probably 
won‘t see on the red carpet.
We‘ve taken a long look back 
at 2018, and a good look 
ahead at 2019. These are our 
picks for last year‘s memorable 
mentions and next year‘s 
future stars.

R e f le c t i ons  on  th e  bes t  o f  2018  a n d  w h a t ‘ s  a h ea d  f o r  2019 exclusive

The Sex-Tech Contender: Miss 
On The Go by Miss VV‘s Mystery

If you haven‘t heard of French-Canadian 
sensation Veronique Verreault, your nose hasn‘t 
been buried in enough pleasure industry news-
papers. This young entrepreneur developed 
the world‘s fi rst app-based Kegel vibrator to 
connect to a social media app. 

Dubbed Miss On The Go, you can pop in these 
buzzing silicone beads and get your sexting 
on, hands-free. Make a profi le in the app and 
you can connect with a network of anonymous 
users who are dying to get into your digital 
pants, and now they can – if SHE so chooses. 

Browse the app‘s dating site-style profi les and 
pick a match to start texting and sharing sexy 

The Unoffi  cial Sex Toy Awards

F E A T U R E



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

HOT Productions & Vertriebs GmbH /// Wagrainer Str. 35 /// 4840 Vöcklabruck /// AUSTRIA
email:  office@hot-dl.com /// tel.  +43 (0)7672 72009 /// fax.  +43 (0)7672 72009-9

B I O
LUBRICANTS

  by HOT

  MOST
SUSTAINABLE
PRODUCT  

LINE
T 

HOT BIO LUBRICANT
Erweiterung unseres BIO Sortiments mit 
ANAL SUPERGLIDE, WARMING GLIDE
und XTREME SUPERGLIDE. Biologische 
& vegane, wasserbasierende Gleitgele. 
Besonders angenehm zur Haut. Verleiht 
einen seidenweichen Touch. Eco-Tube 
aus nachwachsendem Rohstoff.

HOT BIO LUBRICANT
Expansion of our BIO range with ANAL 
SUPERGLIDE, WARMING GLIDE and 
XTREME SUPERGLIDE. Organic & vegan,
waterbased lubricants. Especially plea-
sant to the skin. Gives a silky soft touch. 
Eco tube made from renewable raw
materials.

AN
AL

SU
PE

RG
LID

E

W
AR

M
IN

G
gl

id
e

XT
Re

M
ES

UP
ER

GL
ID

E

BIO lubricant 
waterbased 

Xtreme Superglide

100ml 3.4fl.oz
Art. No. 44183 

BIO lubricant 
waterbased 

Warming Glide

100ml 3.4fl.oz
Art. No. 44182

BIO lubricant 
waterbased 

Anal Superglide 

100ml 3.4fl.oz
Art. No. 44181

al
l f

lip
 t

o
ps

al
lf

lip
 t

o
al

lf
lip

to
psps

B
IO

LO
G

IS
C

H
E

 &
 V

E
G

A
N

E
 G

LE
IT

M
IT

T
E

L-
S

E
R

IE
! 

O
R

G
A

N
IC

 &
 V

E
G

A
N

 L
U

B
R

IC
A

N
T-

S
E

R
IE

S
!BIO

lubricants

 by HOT

ean EROTIX
AWARD 2018

BEST
RETAIL SUPPORT

BIO
Point of Sale 

Displays

Certified and NPC tested. 
Ingredients of highest 
quality  underl ine the
organic lubricant family. 
This BIO series waswas

produced with a new eco 
tube and rounds up the 
organic line of thought
of the overall concept.

Organic & veganO i & lubricant-series.l b i t i
Zertifiziert und NCP geprüft. Hochwertigste Inhaltsstoffe
unterstreichen die biologische Gleitmittelfamilie. Mit neuer
Eco-Tube wurde diese BIO-Serie produziert und rundet
den biologischen Gedanken des Gesamtkonzeptes ab.

Biologische & veganeBi l i h & Gleitmittel-Serie.Gl t itt l S i



 w w w . e a n - o n l i n e . c o m  •  0 3 / 2 0 1 966

F E A T U R E

daydreams. When you‘ve 
found Mr. Right (or Mr. Right 
Now), you can allow him 
access to the vibe‘s controls, 
where he‘ll be able to test 
his prowess and attempt to 
send you over the edge by 
cycling through the vibrator‘s 
functions and speeds. If he 
succeeded, you can give 
him a positive review at the 
end, or send him packing 
with a comment that‘ll teach 
him to level up his skills.

Miss On The Go has all the fi re of Tinder, all the 
hilarious honesty of Yelp, and of course the option 
to play with this luxurious toy all by yourself or with a 
serious partner if you choose. Miss VV‘s philosophy 
is all about empowering women to be as digitally 
promiscuous as they want, or not at all. 

The One-Hit Wonder: The Dodil

Starting with a debut at the 
2017 eroFame trade show, 
The Dodil‘s Swedish duo 
of Richard Almgren and 
Peter Gustavsson made an 
unmatched impact on the 
industry for a brand new 
business. They went on to 
conquer the globe – and 
the adult industry papers – 
for the remainder of 2018, 
popping up in article features 
and progressive boutiques 
all over the world.

It‘s not hard – literally – to see why The Dodil made 
such a splash. This initially rock-hard, stretchy silico-
ne-covered dildo only needs a soak in boiling water 
to turn soft and wonderfully squishy. Once pliable, 
you can bend it and mold it into any shape you can 
dream up using your hands and the included nylon 
string. 

It‘s fi nally possible to mix a g-spotting curve with a 
swirly, unicorn-horn texture, or a long and skinny 
shaft with a round, bulbous head. Just stick it back 
under cold water to freeze your design. The Dodil 

comes with its own thermos, so you can melt it 
back down and create new shapes as often as your 
pleasure parts desire.

Our only disappointment is that the Svensk team 
behind The Dodil has yet to return with any novel 
designs or news for the future. They‘ve seemingly 
ghosted the pleasure industry after their instantly suc-
cessful debut, so if you bump into Richard or Peter in 
the new year, tell ‚em they owe us another sex toy hit!

The Next Big Thing in New Age: Horoscope by 
Bijoux Indiscrets

New age trends come back around every few decades. 
The 1960s saw fl ower power and the fi rst hippies 
preaching peace and love. By the 1970s, folks were 
tuning in, turning on, dropping out, and having a 
whole of sex under the guise of free love. Come 
2019, self-love and spiritual 
pleasure are turning heads 
(and sales numbers) with 
sex toys that create a 
mystic ritual out of 
masturbation.

The Horoscope Collection, a set of 12 unique kits 
from Bijoux Indiscrets, contain everything you need 
to fi nd inner peace while fi nding your orgasm. 
Gorgeously decked out in packaging that glitters 
with golden star constellations, each kit comes with 
a silicone, battery-powered fi nger vibe with multiple 
speeds, a crystal necklace with gold accents, and a 
tingling clitoral balm.

Each kit is specially curated for each of the 12 Zodiac 
signs, and the necklaces and balms follow suit. The 
12 different crystals correspond to each sign‘s astro-
logical birth stone, and the 4 scented clitoral balms 
bear names and fragrances to match the 4 elements 
– Earth, Air, Fire, and Water. Choose your sign or your 
partner‘s, and you‘ll open up a gift that feels like the 
universe made it just for you.

Take one peek at Instagram and you‘ll see why 
Horoscope‘s release was right on target. Today‘s wo-
man is taking back her pleasure, and she‘s looking to 
astrology to fi gure out the best laid path to reclaim it. 
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The Tech Geek‘s Wet Dream: F1s Developer‘s Kit 
Red by LELO

The opening line on LELO‘s web listing for it‘s ultra-
techy F1s sonic stroker reads, “For the man who has 
everything and still wants more.” Well, LELO, when it 
comes to sex, you defi nitely hit the nail on the head 
there (pun totally intended, by the way).

It‘s hard to convince a guy, much less one who‘s out 
to spend hundreds on sex toys, that you can have 
too much sex. Now horny programmers can blast off 
into the orgasmic cosmos with what just might be the 
geekiest, techiest, most idiot-proof male sex toy to 
hit the market (and by idiot-proof, I mean you need 
a degree in computer engineering to fi gure out how 
it works).

LELO‘s Sona Cruise, the pressure wave clitoral 
stimulator that took the industry by storm last year, 
inspired the company to create a similar type of sonic 
stimulation for men. The F1s Red is essentially a 
sleek stroker with a modern exterior and a textured 
interior to tantalize one‘s taste for clean design and a 
daily stroking session. Sounds simple enough, right?

The corresponding app opens up like the interior 
of a race car with dancing dials and various knobs 
to control and monitor your – ahem! – progress. As 
you screw around with the controls like an average 
guy behind the wheel of a rented sports car, the F1s 
Red kicks it‘s SenSonic technology into high gear, 
sending deep waves of pleasure into the stiff tissue of 
your penis via sonic waves.

Here‘s where the geeky part comes in. You can 
access the inner workings of the app to tinker with 
it‘s design and re-design it to do exactly what you 
want. It‘s a lot less expensive and far more incognito 
than splurging on a sex robot.                                

This article  is con-
tributed by Colleen 
Godin, EAN U.S. 
Correspondent
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N
ow that the busy November 
to Valentine’s Day period has 
passed, it’s the perfect time to 
evaluate what’s gone right (and 
also what’s gone less so) during 

this hectic time in your calendar, what you can 
learn from it and how you can improve going 
forward. Sounds like a darn good rationale for 
a marketing audit in fact.

This will also help you keep on the straight 
and narrow. And this matters a lot. For years 
I’ve been constantly fascinated and motivated 
by what is in my opinion probably the most 
overlooked yet underused concept there is in 
our existence: balance.

I’m not the only one. A few more famous folk 
have also opined on its importance. Leila 
Ali urges us to “Focus on being balanced – 
success is balance.” Fashion designer Donna 
Karan famously reckoned “Everything in life …
has to have balance.” ‘Balance’ is also the title 
of an underrated Van Halen album from the 
1990’s, but I digress.

But achieving balance isn’t merely a personal 
quest. You should be seeking it in your erotic 
retailing business too, and your marketing is 
no exception.

If you’ve known me for a wee while now 
through either my marketing columns, my 
tweets or elsewhere, you’ll feel my enthusiasm 
for content marketing and its place – and 
value – in the marketing toolkit. And let’s face 
it, what company shouldn’t be doing its best 
to provide its customers with informative, 
helpful content to facilitate their purchasing 
decision making? It’s a no-brainer. And with 
a gamut of free resources available from the 
Content Marketing Institute to help you at 

every stage, there’s no excuse really for not 
producing your own informative and engaging 
content. 

This can be visual marketing imagery for 
spreading on social media, blog posts, 
podcasts, the list goes on. In fact, you can 
download the free CMI Content Marketing 
Playbook to see for yourself the different 
techniques at your disposal. 

And if you want to generate lots – and I 
mean potentially, lots – of great, informative 
content and visual marketing material, a 
properly designed and analysed customer 
or industry survey is an absolute well from 
which to produce key fi ndings and their 
implications that can be visually presented 
as an infographic, be the basis of down-
loadable reports, or in orchestrated multiple 
tweets. And that’s just the overall fi ndings: 
rinse and repeat with key segments and 
respondent sub-groups ‘til the cows come 
home. Seriously, provided that the survey 
was a good one (and I’ve written previously 
here about this) you’re sitting on a content 
marketing goldmine.

Furthermore, depending on which methods 
you employ, there can be some impressive 
SEO results and bar some little tweaks here 
and there, can be considered evergreen. 

In short, there’s a lot to be said for content 
marketing. But once you’ve produced it 
and made it available for your audiences to 
hopefully come across it when required, it 
could easily feel like nothing more than a 
waiting game. Waiting for someone to see it 
at their convenience rather than your own, 
and not necessarily in as timely a fashion as 
you’d like. 

In his monthly column, Brian 
Gray from Glasgow-based 
erotic marketing agency 
Lascivious Marketing offers 
his thoughts on all things 
marketing – and this month 
it is about ´balanced 
marketing‘. 

A QUESTION OF BALANCE
Mar ke t ing  Ma t te r s exclusive



WWW.SCALA-NL.COM
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I remember talking about this a while back with a 
renowned and award winning PR practitioner who 
I’ve known for many years. We both agreed: content 
marketing defi nitely has its place but it has to be 
complemented and indeed balanced (yep, there’s 
that word again) with more direct pro-active 
methods of getting ourselves on somebody’s radar.

It’s not only fi nding balance between marketing 
methods, but fi nding the right balance between 
short-term and medium- to longer-term priorities. 
Yes of course write those blog posts or record a 
podcast. And do so consistently to build up steam 
over the medium to longer term. But balance that 
out with marketing and business development 
activities that can make an impact or open doors in 
the coming weeks or months. Healthy cash fl ow is 
essential.

Some perspective can perhaps be found in the 
words of Winston Churchill, even if he wasn’t exactly 
in the pleasure products industry himself: “It is a 
mistake to look too far ahead. Only one link in the 
chain of destiny can be handled at a time.”

So if you hadn’t already guessed, ‘balance’ doesn’t 
automatically equate to an equal split down the 
middle, but rather the correct split according to your 
own business and marketing circumstances. One 
size doesn’t fi t all.

So, without the need for any new-age, happy-
clappy, woo-woo stuff, but instead pragmatic 
acumen, do strive for balance within your own 
business. Your company will be all the better for it, 
and – more importantly – you’ll also feel more 
in-sync and on an even keel as your navigate the 
high seas of erotic commerce! 

Brian can be contacted at lasciviousmarketing.com, 
found on Instagram @lasciviousmarketing or 
phoned on +44 (0)141 255 0769.               

Unsurprisingly, this approach may well be viewed 
as almost anathema to those belonging to the 
‘old-school’ industry brigade who put their utmost 
faith into traditional promotional methods such as 
print advertising and sales promotion. That said, 
even most companies heavily advertising will still 
utilise other methods such as trade/supplier 
events etc.

So, can balance actually be found, never mind 
achieved? 

It’s important to bear in mind that achieving a 
wondrous state of ‘balanced marketing’ (hands 
off: I’m claiming the trademark, haha) isn’t always 
possible depending on fi nancial or time constraints. 
Furthermore, the correct balance for one company 
will not necessarily be the same for the next. 

But, despite the daily marketing challenges faced, 
I’ll stick to my guns and maintain it’s a noble cause 
worth pursuing. Not from a theoretical perspective, 
but a far more practical – and pragmatic – one. 
Simply put, I’ve never subscribed to the notion of 
putting all one’s eggs in any one basket. 

At fi rst glance it might be rather appealing, 
especially for a small business owner working a 
heinous number of hours per week. Produce some 
good content then take a rest and metaphorically at 
least put one’s feet up and wait. Then possibly wait 
some more.

But I think most people striving to make their 
business a success will be getting ants in their 
proverbial pants, with a real feeling in their bones 
that they should be getting off their backsides and 
getting out to press the fl esh, or at the very least, 
getting on the telephone to make new connections 
and raise awareness of their brand to new and 
existing target audiences. In short, there’s a need 
for action!
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beach, sauna, swimming pool or other locations 
where there’s minimum clothes, maximum 
exposure. 
Made of quality materials and easy to use; 
stringless tampons are quickly gaining popularity 
amongst female consumers and are defi nitely a 
product that should be included in any retailers 
assortment. SCALA currently stocks stringless 
tampons by Beppy, 
Joydivision and 
HOT: each a reliable 
choice to profi t from 
the growing trend 
in sexual wellness 
and sexual health 
solutions.

S8 Wellness Essentials
Another great option to profi t from the sexual 
health trend is by adding the S8 wellness collec-
tion to your assortment. This range of drugstore 
essentials is all about quality intimate health 
solutions that complement and enhance intimacy 
in a natural, body-safe way. The appeal of S8 
drugstore is that it keeps its products as natural 
as possible. For example: mimicking natural 
lubrication and keeping the formulas clean of any 
unnecessary chemicals. Though there are diffe-
rent formulas in the range, they all share USP’s 
such as no harsh preservatives, paraben-free, 
phthalate-free, gluten-free etc.
What really makes this range stand-out though, 
is that all the products adhere to European 
legislation regarding intimate care products. Not 

The consumer demand for 
sexual wellness and sexual 
health products is on the 
rise. This trend is developing 
quickly, with consumers more 
aware of the importance of 
supporting their intimate 
health. As people are getting 
educated on what they are 
buying, we see a noticeable 
sale increase in specialty 
lubricants, such as ph-neutral 
and all-natural lubes without 
any unnecessary chemicals 
or byproducts. Intimate care 
products are popping up left, 
right, and center: including 
female hygiene alternatives 
such as string-less tampons 
and menstrual cups, plus 
male health products such as 
nourishing penile creams and 
more. The trend for sexual 
health solutions isn’t restricted 
to drugstore product cate-
gories and female hygiene 
accessories: a collection such 
as Inspire by CalExotics also 
aims to improve intimate he-
alth via innovative toys. Let’s 
take a closer look at some 
of the top sexual health and 
wellness products available in 
the SCALA assortment:

The sexual wellness & sexual health trend 
Sam antha  Goos  on  S CALA’s  a sso r tmen t  o f  sexua l  h ea l th  &  sexua l  w e l ln ess  p roducts exclusive

M
enstrual Cups
The Inti-
mate + 
Care line 

by Jimmyjane, now 
available at SCALA, 
takes full advantage of 
the increased demand 
in female intimate care 
products. The brand 
has added a special 
wellness selection to its assortment, offering 
various premium solutions to aid women in their 
intimate care needs. A fantastic example, ready 
to order at SCALA, is the Menstrual Cup set. An 
alternative to tampons or pads, these cups offer 
an eco-friendly alternative during her period. 
Jimmyjane describes the cups as: “Created with 
the intimate female body in mind, the bell-shaped 
curves hug contours, while the fuller, ergonomic 
rim was designed to prevent any type of leakage. 
Conveniently fl exible for easy insertion. Remo-
ving your cup couldn’t be simpler with strategic 
anti-suction holes that allow for a gentle break of 
seal suction. Consciously convenient. Mindfully 
reusable. Effi ciently eco-friendly.” 

Stringless Tampons
Another alternative for female hygiene is stringless 
tampons. Though these have been around for 
a few years, more and more brands are adding 
them to their assortment. These stringless 
tampons offer premium protection, without the 
chance of exposing a string. Ideal for going to the 

d be included in any retailers
A currently stocks stringless 
y, 
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just that, but the makers of S8 have also ensured 
this range will fully comply with new, upcoming 
legislation changes – expected to come into effect 
in 2020. This means that S8 is guaranteed to be 
a best-seller for years without having to change its 
winning formulas due to European restrictions. 
To make S8 even more transparent for your consu-
mers, the brand has a clean, simple branding. Each 
product clearly lists ingredients and you instantly 
get a comprehensive overview of exactly what 
you are buying: which is what consumers these days 
demand from their intimate wellness products. When a 
product is simply great, you don’t have to hide behind 
elaborate packaging or big slogan: S8 keeps it real and 
authentic. 

CalExotics Inspire
A collection that perfectly matches the increased de-
mand in sexual health solutions is Inspire by CalExotics. 
Exclusively available at SCALA, Inspire is a collection 

of sexual health and wellness products 
aimed at helping improve the lives of wo-
men. Though some products have the 
additional selling-point of giving pleasure, 
the main purpose of the range is to help 
women regain control of their intimate 
health, (re)discover their own bodies and 
maximize their sexual potential. 
“The positive effects of taking care of 

one’s sexual health are well-documented and these 
products will help support women as they rebuild their 
sexual lives going forward,” said Susan Colvin, Founder, 
and CEO of CalExotics.
The Inspire collection includes Kegel trainers, clitoral 
arousers, massage wands, dilator kits, breast massager 
and an intimate teaser. All Inspire products are water-
proof and made of premium silicone that is body safe, 
unscented and phthalate-free. 
For every Inspire product sold, CalExotics also donates 

part of the proceeds to Living Beyond Breast Cancer 
(LBBC); meaning the collection can improve the health 
of your own consumers, plus the health of other women 
all over the globe. It’s a win-win situation for all when 
you stock Inspire! 

Other products to profi t from this trend
These are just a few product categories and brands in 
the SCALA assortment that allow you to profi t from the 
increased demand for sexual health and sexual wellness 
solutions. 

Kegel training
Another product category to consider is kegel training. 
Kegel trainers and kegel balls are all designed to help 
strengthen the female pelvic fl oor muscles: allowing for 
stronger orgasms, better bladder control and an overall 
improvement in intimate health. From weighted balls to 
remote-controlled kegel trainers; the options are end-
less. Browse the SCALA assortment for a full overview 
of the kegel products on offer.

Prostate stimulation 
Oh, and before we forget, we also need to mention 
prostate play. Research has shown that regular 
prostate stimulation offers many male health 
benefi ts and lowers the risk of prostate cancer 
and erectile dysfunction. It also may boost orgasm 
strength and comes with many other health 
benefi ts. Though sometimes still a bit of a taboo 
amongst heterosexual male consumers, we have 
noticed an increase in prostate stimulator sales; 
meaning that the subject is defi nitely becoming 
more mainstream. SCALA stocks a fantastic 
selection of prostate toys, including massagers, 
stimulators, and probes by a variety of high-end 

brands. For more inspiration on these, simply open up 
the SCALA homepage and click the product group 
‘Prostate stimulating’ in the Toys section. 

F E A T U R E
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 „I’m afraid there is no getting around 
the current political developments in Great 
Britain. How has the back and forth surroun-
ding Brexit affected the general consumer 
sentiment?
Simon Prescott: The reality is that consumer 
sentiment seems to be polarised in that 
it’s a love it or hate it situation. The only 
consensus appears to be that perhaps the 
facts were misrepresented before the vote 
and the numbers we saw on the side of a 
bus, did not accurately refl ect the true 
daily cost of EU membership 
yet this was one of the 
two main issues the 
leave campaign was 
built upon. Equally 
control of borders and 
net migration was a political 
hot potato, despite the fact 
that net migration from EC 
countries appears to be in 
decline.
I think most consumers are 
now at the point where they 
just want an answer to remove 
uncertainty so that we can 
all get back to our daily lives. 
Whatever the answer is, hard 
exit, world trade, soft borders, 
what matters is certainty. Once the issue 
is decided, consumers know where they 
stand. More importantly their employers 
know where they stand and will keep their 
business in the UK or leave. It is the doubt 
about employment that is perhaps making 
consumers take a more conservative appro-
ach to current spending. Once our fate is 
known, consumers will breath more easily.

No matter how it all ends, one thing seems 
pretty certain: The British economy is in for 

a few rough years. Are you worried about 
the future? And, more generally speaking: 
Should the erotic retail trade in Britain 
worry?
Simon: I am not sure we have a rough 
few years ahead. We have one of the best 
economies in the world and one that most 
countries would be envious of. One of the 
strongest in Europe and one of the few net 
contributors to the EU. I tend to think that is 

why Europe is fi ghting this issue 
so hard or perhaps due to 
fear others may follow our 

lead. With 
strong leader-
ship and a 
clear direction, 
the UK will be 
fi ne irrespec-
tive of the 
type of Brexit 
we achieve 
so I have no 
worries for the 
future.
As for the 
erotic retail 
trade, it will 
carry on as is. 
Yes, routes to 

market continue to challenge at times but I 
continue to see a bright future. Non-mem-
bership of the EU may cause minor delays 
in our supply chain and possibly some 
currency induced price increased but in 
the great scheme of things nothing that we 
need to be concerned about.

Do you think it possible that the prices of 
sex toys and other adult products might 
increase or that there might be supply 
shortages? 

The real problem is the 
uncertainty about what Brexit 
will eventually look like and 
how the results will affect the 
job market. That has the 
bigger impact on the 
consumer sentiment in Great 
Britain, as Simon Prescott, 
head of British store chain 
Nice n Naughty, explains in 
our EAN interview. Once this 
uncertainty is over, consumers 
will also become more 
confi dent, Simon believes. 
And his outlook on the years 
following Brexit is equally 
optimistic.

 I fear the internet 
more than I fear Brexit
The  B r i t i s h  re ta i l  t r a de  a n d  B rex i t :  S imon  P resc ot t  sees  n o  rea son  f o r  pess im i sm exclusive

“THE  BR IT ISH  MARKET 

IS  A  CHALLENGE  IN  THAT 

THE  H IGH  STREET  IS 

TR ICKY  WHATEVER  YOUR 

PRODUCT  RANGE . “
S I M O N  P R E S C OT T

Simon Prescott, Director of 
Nice n Naughty 
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Simon: Unless I am mistaken sex toys are predo-
minantly sourced in Asia.  So, a world Trade deal 
would not really affect availability and shouldn’t im-
pact on pricing other than currency movements. Will 
suppliers try to blame any price increases on Brexit 
and take advantage of the situation? Probably! But 
would any savvy retainer believe and accept it? Not! 
If a supplier is struggling there will be a plethora of 
others who can deliver. I also see the Asian manu-
facturers are happy to air ship in smaller amounts, 
so life will go on unchanged.

Which strategy will you employ to steer your compa-
ny through these choppy waters – provided things 
get as bad as economists fear?
Simon: You say as bad as the economist’s fear 
but that really depends on which economist you 
read. I think there will be some short-term issues 
but overall our industry and my staff’s future will be 
unaffected. I fear the internet more than I fear Brexit. 
The internet explosion caused more waves for Nice 
n Naughty than the choppy waters of Brexit will ever 
do. We reinvented ourselves to compete with online 
offerings, invested heavily in staff training and stock 
range, to create a unique, pleasurable shopping 
experience. An experience that makes people return 
to our stores.

Many members of this industry believe that times 
of crisis are actually a boon for the erotic market 
because people tend to focus more on the small, 
affordable pleasures. Do you share this opinion?

Simon: When people are anxious or uncertain, 
they seek solace and that takes many forms. The 
pleasures Nice n Naughty offer are within everyone’s 
price reach. They are pleasures that unify couples 
who will face challenges together. I do not subscribe 
to the view this is a crisis. In years to come it will be 
judged a blip on the crisis scale. Perhaps a totally 
mismanaged and avoidable blip but never the less 
a blip. Europe has faced and dealt with far greater 
challenges either collectively or independently.

Let’s take a look back at 2018. Was it a good year 
for Nice n Naughty?
Simon: The great thing about 2018 is that the work 
we did the previous year produced the sort of result 
we both expected and needed. We had analysed 
every aspect of the business, taken some tough 
decisions but enjoyed the reward. It’s true to say 
that I haven’t worked harder in a long, long time. It 
is equally true that I loved every moment of it and 
to some extent re discovered just why I love this 
industry so much. So personally and professionally, 
2018 was a good year.

What is your explanation for last year’s results? 
Simon: I honestly think we just built on the founda-
tions we started building in 2017. We also looked at 
every cost in the business in great detail and took a 
knife to things that were a drain on resources. We 
focused on the things we do well to exploit those 
opportunities and looked to remove poorly perfor-
ming items and replace them with items of greater 
potential.

With 3.500 square meters, the new building offers 
lots of space for offices and logistics

The Nice n Naughty team at a 
recent company party
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We interview a lot of retailers, and looking back 
at the past months, it seems as though we are 
seeing a resurgence of the erotic retail trade. Do 
you also feel this turnaround, or is the situation in 
Britain less rosy?
Simon: The British market is a challenge in that 
the High Street is tricky whatever your product 
range.  Add to that the fact that adult products 
lend themselves to an online offering, and we have 
to work hard to claim our market share. But Nice n 
Naughty is a destination shop. People will travel to 
buy the products they want, and we actually saw 
an increase in footfall and basket spend in several 
stores. So yes, there was a modest resurgence. 
We also saw a resurgence in product availability, 
particularly in DVD, where the BBFC appears to 
have relaxed its rule some certain activities if pre-
viously frowned upon such as fi sting, BDSM and 
water sports which is no longer falls foul of their 
previous obscenity rulings. It is early days, but I 
suspect we may even see R18 DVD sales increase 
as these new previously unavailable markets are 
created.  There is talk that the ruling may change 
down the line but for now Nice n Naughty will 
exploit this opportunity.  

Apart from offering a great shopping experience, 
Nice n Naughty also focus on customer service 
and sales advice. These things are generally 
considered one of the main pillars of the retail 
trade. But how much advice do the consumers 
really need in 2019? After all, everybody says that 
the customers are more well-informed and savvier 
than ever. So, is this pillar crumbling?
Simon: This old chestnut, people come to you 
because of price but stay with you because of 
service. If you take your argument to its logical 
conclusion, no consumer would ever visit a store 
or buy a car from a dealer. Our staff are amazingly 
well trained. They offer practical advice, answer 
questions and present alternatives, in a friendly 
and professional manner. Our staff and by exten-
sion our service, is the reason people visit Nice n 
Naughty. Rather than a crumbling pillar, it is a fi rm 
foundation upon which we continue to build.

The lines in the erotic market are blurred: Pro-
ducers sell directly to the consumers, distributors 
and retailers present their own brands ... How do 
you deal with this situation? Is it better to go with 
the fl ow or to stick to your guns, i.e. your traditio-
nal role in the market?
Simon: People know what to expect when they 
visit a store to enjoy the Nice n Naughty experien-
ce. Our staff know precisely what that experience 
is and how to deliver it. So, for us it‘s business as 
usual. We are a b2C business and will continue to 
be so, with the High Street as our main platform. 
Yes, we would like to capture more customer data 
and augment our activities online and we will en-
deavour to do this in 2019 but otherwise its very 
much business as usual.

Your company just moved into new headquarters. 
Which new capacities are opening to you at this 
location?
Simon: We have opened a dedicated 3,500 squa-
re feet warehouse incorporating offi ces to facilita-
te stock storage, distribution and bulk purchasing 
as well dealing with the admin required to run the 
business.                

“WITH  STRONG 

LEADERSHIP  AND  A  CLEAR 

D IRECTION ,  THE  UK  WILL 

BE  F INE  IRRESPECTIVE 

OF  THE  TYPE  OF  BREX IT 

WE  ACHIEVE  SO  I  HAVE 

NO  WORRIES  FOR  THE 

FUTURE . “
S I M O N  P R E S C OT T
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 „Désirables was founded in the summer 
of 2013, however, you started doing rese-
arch into the sex toy market much earlier, in 
2011. Why did this topic tickle your fancy? 
Isabelle Deslauriers: I guess what fi rst spar-
ked my interest regarding this industry was 
when I had my ‚initial contact‘ with the world 
of sex toys during a presentation I attended 
with friends. My friends convinced me to buy 
a purple cock ring, which had the shape of a 
dolphin, to try 
with my boyfri-
end. But upon 
seeing the toy, 
he simply refu-
sed to use it. 
To be honest, 
this whole 
experience was 
pretty negative, 
the packaging 
was awful, the 
toy smelled like 
a new car, and 
the plastic was sticky. The actual idea for 
Désirables came when I had to do a project 
on Design and Sexuality. I realised that 
designers have a moral obligation towards 
their design and that this ‚accountability‘ was 
generally not present with most sex toys ma-
nufacturers. During my project, I researched 
a lot of different aspects of the industry and 
products available (customer’s experience, 
materials used, sexology, intimacy, neurolo-
gy, etc.). 

What results did your research yield? What 
was your assessment of the market back 
then? 
Isabelle: I realised that there wasn’t, and 
there still isn’t, any health norms in this in-
dustry and that the customers were generally 

unaware of the problematic surrounding a lot 
of toys (unsafe materials/health issues). I also 
noticed that a lot of companies were selling 
instant pleasure and that intimacy was not 
really part of the conversation. Thankfully this 
have changed in the past few years and we 
see more and more sex positive companies 
on the market that creates informative cont-
ent for their customers. 

Is Désirables 
intended as an 
alternative to 
the conventio-
nal archetypes 
of the sex toy 
industry? 
Isabelle: Well, 
back when 
I started the 
project in uni-
versity it was 
intended as an 
alternative. I 

wanted to focus on the discovery of oneself, 
slow sex and intimacy – so no vibrations 
at Désirables! In a world where every time 
you hear the word ‚sex toy‘ everyone thinks 
of ‚vibrations‘, it might seems like an odd 
choice to decide to develop a ‚vibration-free‘ 
products. I guess it does make Désirables an 
alternative to the conventional toy out there.  
Plus, we do use an unusual material for the 
industry: porcelain. We also wanted to pro-
vide a simpler aesthetic, closer to a design 
principle that says: Forms follows function. 
We really wanted a neutral aesthetic that 
wouldn’t carry any preconceived ideas (like a 
dolphin, a butterfl y). We also wanted to step 
outside the typical colours used in sex toys 
(which at the time were mostly deep pink, 
purple and black)

When you think of sex toys, 
the fi rst products that come 
to mind are probably of the 
vibrating silicone variety. But 
there are also many products 

that don’t fi t this 
typical mould. 
Take the toys 
of Désirables, 
for example: 
The Canadi-
an company 
focuses on 
non-vibrating 
products 
made from 
porcelain. 
Brand foun-
der Isabelle 
Deslauriers 
tells us why 
she chose to 
forgo silicone 
and vibration 
motors, and 
how factors 
like intimacy, 
education, and 
communication 
infl uence the 
production pro-

cess.

 For as long as I can remember, I’ve always 
had a certain discomfort with anything plastic

Dé s i r ab le s  c rea te  f un c t ion a l ,  sus ta in a b le ,  a n d  a es th et i c  po rc e la in  sex  toys exclusive

Isabelle Deslauriers, 
founder and head 
of Désirables 
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When reading up on your company, I quickly 
discovered that your mission is defi ned by certain 
values. Would you mind telling us more about your 
corporate philosophy? 
Isabelle: Our philosophy, of course, goes hand in 
hand with our slow sex and intimate approach. We 
do believe that intimacy shouldn’t be defi ned by 
performance and that achieving orgasm in the fas-
test way possible should defi nitely not always be 

the goal. This is one of the reasons we decided to 
create a sex toy without vibrations. We also put a 
lot of importance on body-safe products! From our 
porcelain dildo to our massage candles and oils 
we make sure everything is created from healthy 
and safe materials. We also take great care when 
selecting the artisans that make our products and 
we choose to work solely with ones that are local. 
This allows us to ensure a high level of quality for 
our entire product line. Providing our customers 
with useful and informative facts is also a goal we 
have at Désirables. This is one of the reasons we 
have a blog, it allows us to cover a variety of topics 

regarding the industry from: How to choose a safe 
material for your sex toy to lube to massage. It’s 
also why our dildo and porcelain massage stones 
come with a booklet which contains information 
regarding intimacy, how to best use the products, 
anatomy, etc. 

How would you describe the current status the sex 
toy market and the products therein? Has there been 
positive change compared to previous years? 
Isabelle: The market is slowly changing. and the 
conversation is more open than it used to be. There 
are defi nitely more and more companies, both ma-
nufacturers and sellers, that care about the health of 
their customers and who aims to provide them with 
more sex positive options and knowledge. There are 
also more women-owned companies now compared 
to when I fi rst started! I really think that there is a link 
between the rise of women-owned sex businesses 
and the evolution toward a healthier market. It makes 
sense in a way, since women are the intended custo-
mers for most toys, we want to know what we are 
putting in our body, especially if these products can 
have an impact on our reproductive organs. 

“WE  BEL IEVE  INTIMACY, 

SELF DISCOVERY  AND 

SELF LOVE  IS  NOT 

SOMETHING  THAT  CAN 

BE  DONE  IN  A  MATTER 

OF  SECONDS  OR  EVEN 

MINUTES . “
I S A B E L L E  D E S L A U R I E R S

For more information on the products, 
go to www.desirables.ca
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Why did you decide to work with porcelain? What 
advantages does this material offer compared to 
the omni-present silicone?
Isabelle: For as long as I can remember, I’ve 
always had a certain discomfort with anything 
plastic. Maybe it’s the fact that it is not a renewa-
ble material, or the possibility that it may contain 
toxic chemicals, but I’ve always preferred products 
made of natural / traditional materials. So plastic 
was out of the question for me. Compared to 
medical grade silicone, porcelain is more versatile 
because it can be used with any kind of lubricant, 
water or silicone based. Also, with time some sili-
cone toys lose the quality of their fi nish. Porcelain 
lasts forever and it can be warmed or cooled. For 
me, the real advantage to porcelain though is the 
aesthetic value. Compared to Pyrex, glass, and 
stainless steel, it feels less medical, more human 
and upscale. And there is just no comparison with 
anything toxic or porous. Plus, porcelain allowed 
us to work closely with local artisans, which is re-
ally important to me. The more I researched all the 
available materials, the more porcelain made sense 
to me. In the medical fi eld they are currently using 
porcelain to replace teeth or even bones because it 
is bio-compatible – That means that it’s so neutral 
that the body doesn’t react to it. Some of the other 
qualities of porcelain include: 

• Hypoallergenic
• Very resistant in use, it can withstand an amazin  
   amount of pressure
•  Non-porous, once it is fi red in the oven this mate 
   rial is “vitrifi ed” nothing can get into it
• Made from natural materials
• Very, I mean,  very  durable. It could last for cen  
   turies
• Easy to manufacture (we were able to fi nd local             
   ceramist to craft our products)  
• Can retain heat or cold, which can be practical   
   for sex toys or massage devices  
• There is a certain weight to it that reminds the     
   customer of the quality of the product
• The look is simply elegant and gorgeous
There is only one downside to porcelain: it is sen-
sible to shocks. While hardwood fl oors and carpet 
are more forgiving, if dropped on concrete porce-
lain  will  break. That’s actually why we created our 
‚oops policy.‘ We know accidents can happen, so 
we offer a fi ve-year warranty for all of our porcelain 
products. 

Also, you made the deliberate choice to create 
products that do not vibrate? Why so? 
Isabelle: Well, it is simply part of our philosophy. 
We believe intimacy, self-discovery and self-love 

Désirables collaborates 
with local artisans

All Désirables toys are 
made from porcelain
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is not something that can be done in a matter of 
seconds or even minutes. We wanted to create 
a product that offers to its user a reason to ‚take 
time for myself‘ or ‚ourselves‘, if it’s being used 
with a partner. 
In a way, it’s also a business decision. The market 
was pretty saturated with vibrating toys and there 
are a lot of them already available. Starting a line 
of toys without vibrations meant less competitions 
and a chance to spark the conversation about 
some of the issues related with vibrations. It also 
made a lot of sense when you think of our fi rst 
product: a G-spot stimulator. G-spot orgasm are 
achieved through pressure, not vibrations since 
there are no nerve endings in this area of the vagi-
na. With the years, we also discovered that there 
is a lot of women out there that aren’t comfortable 
with vibrating toys. 
Since we’re on the topic of vibration: More and 
more products are hitting the market that forgo 
vibration in favour of other stimulation technolo-
gies – and that claim to satisfy the user even more 
effectively. How do you feel about these trends? 
Isabelle: Coming from a techno savvy family, my 
curiosity is always sparked by those innovations. 
Especially when those innovations come from other 
women in the tech industry. I am a big advocate for 
the use of those technologies especially for women 
with anorgasmia, since those toys can defi nitely 
help them achieve orgasms. However, in the age 
when we are constantly distracted, unfocused and 
in a search for new sensations I think we need 
to have a serious conversation about connecting 
with ourselves. From my point of view, one of the 
best ways to achieve orgasm is to connect with 

your fi ve senses and be present in the moment. 
I think that the most important piece of sexual 
empowerment puzzle is missing: education. This 
piece is missing in most countries, especially in 
North America where decent Sex Ed classes were 
missing for decades. Human sexuality and intimacy 
are way more complicated than orgasms. Sexuality 
is also changing throughout our lives and we need 
to have the tools, and not just the toys, to adapt 
and make the most of these incredible dimensions 
in our lives. In the end, I am proud that the market 
is evolving, but the information surrounding those 
products must evolve as well. 

What can you tell us about the development and 
production processes that your products undergo?
Isabelle: Our products ideas generally emerge 
whenever we feel that something is missing in the 
market, or when we hear the same comment from 

a lot of our customers. Our development process 
is based on Design Thinking principles, we usually 
start with a lot of research (market, focus groups, 
interview with customers) then we start the ideation 
behind the product, we choose a few options that 
we’ll present to some customers in order to have 
their feedback. We also usually try to include our 
artisans in order to make the fi nal product easier 

“SEXUAL ITY  IS  ALSO 

CHANGING  THROUGHOUT 

OUR  L IVES  AND  WE  NEED 

TO  HAVE  THE  TOOLS , 

AND  NOT  JUST  THE  TOYS , 

TO  ADAPT  AND  MAKE 

THE  MOST  OF  THESE 

INCREDIBLE  D IMENSIONS 

IN  OUR  L IVES . “
I S A B E L L E  D E S L A U R I E R S

The creation of a 
massage stone
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to produce but with the best possible quality. We are 
really keen on quality and using the fi ve senses in our 
product, we always choose the materials and fi nishes 
to give the best sensorial experience possible. E.g. 
Our white box has a matt fi nish that mimics the fi nish 
of our dildo, creating a consistent sensorial experien-
ce throughout the unpacking of the product. Once a 
product design is fi nish, and the last prototype is as 

we think it should be, we contact the best artisans 
in their fi elds and have them produce the products. 
We take care of the fi nal touches and assemble 
everything at our workshop. Our production process 
is inspired from the Luxury industry (Louis Vuitton, 
Baccarat, Chanel,...) everything is handmade by 
people that are master of their craft. Even when a 
product is out on the market, we still work on them 
and improve anything that could be better. E.g. Our 
Dalia has evolved 4 times since the original launch in 
2013. I think we really distinguish ourselves with our 
constant effort to amaze the client on every single  
detail. This level of commitment on the details pay off 
in the long run. Most of our clients take care of their 
Désirables product as if it were a work of art, some 
of them even told us that they feel like it’s Christmas 
every time they open their box to reach for their 
porcelain products. 

Is it true that your all products are made by local 
artists and artisans? 
Isabelle: Yes, it is of the utmost importance for us to 
encourage and work with local artisans. Everything is 
made in Montreal or in the province of Québec! 

On your homepage it says that intimacy, educa-
tion, and communication are the main pillars of 
product development for Désirables. What exactly 
do you mean by that, and how is it refl ected in your 
products? 
Isabelle: Intimacy, education and communication 
are refl ected in various ways. First through our pro-
ducts design (no vibration, self-pleasure, body safe 
materials, etc.) we aim to create products that will 
enhance one’s intimacy or intimate moments with a 
partner. That is why we expanded our product line 
to include massage products. I believe educati-
on and communication are refl ected through the 
booklet we give with our porcelain products (dildo 
and massagers) and through our blog. We also use 
Social Media, such as Facebook and Instagram to 
share bits of information and facts! 
Apart from sex toys, you also produce and market 
other products? Would you give us an overview of 
your current range? 
Isabelle: We offer various massage products: 
porcelain massage stones, organic massage oils 
and vegan massage candles. We also dabbled 
a little bit in the world of lingerie by developing a 
blindfold and a kimono. We also have silk restraints 
that should be coming to the website pretty soon. 

How would you describe your target audience? 
Isabelle: I want to say everyone, but that is not 
a very targeted answer! We mostly have women 
buying our products, but we do have men who 
purchase them as well (mostly as gifts). It is usually 
people 30+ years old, since our products are on 
the more expensive side of things. We do have 
customers who will commit to the purchase of a 
Dalia for their birthday or special occasion. So-
metimes the buying process can take over a year 
from the moment someone hears about Désirab-
les and decides to make the purchase. At fi rst, 
according to market research, our target audience 
should have been women in their late 20’s with a 
high level of education that were in a relationship. 
With time we discovered that our product reached 
a far wider audience. We have women in their 
late 40s and 50s who wish to take care of their 
sexual health now that the kids have moved away 
from home, or now that their relationship status 
has changed. We have customers who never felt 
excited by the products usually presented in sex 
shops and who just fell in love with our vision and 
aesthetics. We also have mothers who want to re-
connect with their body after childbirth, and in the 

“WE  ONLY  CREATE 

PRODUCTS  THAT  ARE 

B IOCOMPATIBLE ,  BODY 

SAFE ,  HYPOALLERGENIC 

AND  WITHOUT  ANY 

CONSERVATION  AGENTS . “
I S A B E L L E  D E S L A U R I E R S
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one of the boutiques (or they reach out to us) that 
sells our products. It is a much slower process, but 
it also allows us to carefully handpick who will sell 
our products. It is very important for us that their 
philosophy connects with Désirables’.
We also sell directly to our customers through our 
website and we reach out to them mostly through 
social media, interviews, features in articles and 
events. 

What does the future hold for Désirables? What are 
your plans for the upcoming months and years? 
Isabelle: Now that have made our mark in the 
industry (we were nominated for Luxury Brand of 
the year by the Xbiz awards in 2019) it’s time for 
us to spread our wings and try to connect with 
more shops and customers in the US market. We 
defi nitely are expanding our resellers list. We would 
love to expend a bit more in the European market 
and in Asia. In the next months, we’ll also be 
launching a new brand: KAOLII, which will target 
pelvic fl oor specialists and new moms with a more 
therapeutic approach. Hopefully, this new brand 
won’t have to face all the ‚ethics‘ issues related 
to a ‚sex toy business‘ that we face with Désirab-
les (e.g.: impossible to buy advertisement on any 
social media platform, participate in most contests 
or tradeshows,...).

process. we have discovered that our product is an 
excellent tool for pelvic-fl oor re-education. I think 
we connect with a more aware audience, one that 
is conscious that vibration is not the only choice 
and who want to take good care of their bodies. 

What requirements do your products have to meet 
to live up to the expectations of this target audien-
ce on one hand, and to live up to the standards of 
sexual health and sexual wellness on the other? 
Isabelle: Honestly, the standards in terms of 
quality in this industry can be pretty low depending 
on where you shop. From the start we wanted to 
created products that we would be proud to use 
and to give to our friends and family. High quality in 
everything we do! To us, this also means that it will 
meet sexual health and wellness standards by de-
fault. For standards of sexual health and wellness, 
we try to go above what is already accepted on 
the market in order to inspired other manufacturers 
and shops. We only create products that are bio-
compatible, body-safe, hypoallergenic and without 
any conservation agents. 

Which channels of distribution do you use to get 
your products out there? 
Isabelle: Because we make everything locally, we 
do not have the margins to use standard distribu-
tors. This means that we reach out to every single 
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“WE  DO  BEL IEVE  THAT 

INTIMACY  SHOULDN ’T 

BE  DEF INED  BY 

PERFORMANCE  AND  THAT 

ACH IEV ING  ORGASM 

IN  THE  FASTEST  WAY 

POSS IBLE  SHOULD 

DEF IN ITELY  NOT  ALWAYS 

BE  THE  GOAL . “
I S A B E L L E  D E S L A U R I E R S

The Désirables range also 
includes massage oils
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 „How long did it take to develop your 
latest product, JETT?
Julia Margo: JETT is the culmination of 
many years’ work – Adam fi rst had the idea 
for a product like this when he was creating 
PULSE but it took us quite a while to develop 
the technology to the point where we could 
put it into a product, and at the price point 
we wanted.

What exactly is JETT, and how does it work?
Julia: JETT is a new and powerful Guybrator 
that is worn against the frenulum, just below 
the tip of the penis. It delivers an intense, 
hands-free orgasm with a fl exible sleeve that 
expands, enabling the user to effortlessly 
go from fl accid to erect. The toy is powered 
by a new technology that we developed 
over several years, called Treble and Bass 
Technology.

What can you tell us about this Treble and 
Bass Technology?
Julia: Technological innovation is a key part 
of what we do at Hot Octopuss and it took 
us a long time to perfect this technique. 
Treble and Base Technology involves two 
custom ‘bullet’ vibrators each containing a 
different sized motor, delivering contrasting 
vibration frequencies. The treble bullet emits 
intense high-frequency waves while the bass 
bullet delivers deep, rumbly low-frequency 
stimulation. 
The user can deploy each bullet separately 
or in combination. By adjusting the power of 
each bullet, the user is able to produce an 
infi nite number of vibration frequencies. But 
the real magic happens when the treble and 
base bullets are deployed together. When 
this happens both bullets begin to resonate 
together creating pulse like oscillations – 
there is no sensation quite like it.

Which other unique characteristics set 
JETT apart from other male/penis-oriented 
products?
Julia: Innovative Treble and Bass Technology 
that delivers an intense hands-free orgasm/ 
An expandable sleeve that sits below the 
frenulum enabling the user to effortlessly go 
from fl accid to erect/ An infi nite choice of 
strength and frequency of vibration – a truly 
customisable experience/ A lower entry price 
point for anyone wishing to experience a 
Guybrator. 

Instead of calling JETT a ‚male toy‘, you have 
dubbed it a ‚penis toy.‘ Why this distinction?
Julia: We actually refer to JETT in many 
different ways – as a male toy, a penis toy, 
a Guybrator. The fact is that not all of our 
customers with penises defi ne themselves as 
men, some of our customers may be trans 
or non-binary. We want to be as accessible 
as possible to everyone, however they defi ne 
themselves. Being more varied in the language 
we use is one way of doing this but it is an 
issue that we are thinking about a lot as a 
company. In the US it is becoming relatively 
common to refer to ‘penis toys’ and ‘vulva 

Hot Octopuss have launched 
a new ‚penis toy‘ named JETT. 
While boasting fi rst-class 
technology, it has the smallest 
price tag of any product 
launched by the British brand 
thus far. In order to learn more 
about this new innovation, 
EAN spoke with Julia Margo, 
the co-founder and COO of 
Hot Octopuss.

 JETT is a new and powerful Guybrator that is worn 
against the frenulum, just below the tip of the penis

Jul i a  Ma r go ,  c o - f oun de r  a n d  Ch ie f  Ope ra t in g  O f f i c e r  o f  Hot  Oc topuss ,  p resen ts  JETT exclusive

Julia Margo, co-founder and Chief Operating 
Officer of Hot Octopuss

JETT is worn against the frenulum, 
just below the tip of the penis





 w w w . e a n - o n l i n e . c o m  •  0 3 / 2 0 1 998

I N T E R V I E W

toys’ rather than ‘men’s’ toys and ‘women’s’ toys, in 
recognition of the fact that some people don’t defi ne 
themselves in this way. 

Speaking of the market for male-oriented toys: How 
do you assess the situation in this market, from a 
male viewpoint?
Julia: The market is becoming a lot more interesting 
and varied, which is great news both for customers 
and manufacturers. It’s been fantastic to see innova-
tions from brands like Fun Factory, Kiiroo and Lovely 
Planet and we are excited to see Autoblow’s next 
invention. We also love the products by Aneros and 
can see a continued trend towards more health and 
wellness products. I think we are seeing much-nee-
ded growth and innovation in this market and very 
much hope this will continue.

How would you defi ne the target audience for JETT? 
How is it different from the target audience for your 
other products?

Julia: The technology we use has allowed us to make 
JETT the most affordable male vibrator in our range. 
So we are looking forward to introducing a whole new 
customer base to Guybrator and to Hot Octopuss. 
The toy would suit anyone from someone buying their 
fi rst ever Guybrator, to an experienced sex toy user 
who is ready for a completely different sensation – the 
technology is incredibly innovative and can produce 
some amazing sensations. We feel that the product 
sits really well in our current range, as the lower price 
point offers another option to retailers who want to 
give more customers access to our brand.

When will JETT be available on the market, and how 
much will it cost in stores?
Julia: JETT is available now for orders: orders@
hotoctopuss.com and is in stores since February 
retailing at £39 and €49.

Will there be POS materials to go along with the 
launch of the product?
Julia: Although JETT doesn’t come with an offi cial 
stand as the best way to display the product is on 
a dildo/phallus, which most stores will already have. 
JETT does however come with our standard product 
info card which illustrates to potential customers what 
the toy is and does.  

Can we expect more new products this year?
Julia: Yes – this is a big year for Hot Octopuss in 
which we will be rapidly expanding our portfolio. JETT 
is just the fi rst of a whole suite of new products this 
year. Our next toy comes out in early summer and is 
something completely different. We really are reinven-
ting pleasure so stay tuned!               

“THE  TECHNOLOGY  WE 

USE  HAS  ALLOWED US 

TO  MAKE  JETT  THE  MOST 

AFFORDABLE  MALE 

V IBRATOR  IN  OUR 

RANGE . “
J U L I A  M A R G O

JETT retails at 49 EUR (£39)
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 „25 years of JOYDIVISION … a quarter of a 
century of JOYDIVISION. Did you think that your 
company would stick around that long when you 
started it 25 years ago?
Oliver Redschkag: I have a hard time believing 
that it’s been 25 years. The day I decided to get 
into this business … it feels like yesterday. And I 
haven’t regretted a day since. This year is a very 
special year for JOYDIVISION. I am very happy, 
and I want to thank our long-standing custo-
mers, without whom none of this would have 
been possible. Looking back, all the way to the 
fi rst days of JOYDIVISION 25 years ago when 
all we had was an idea and a one-bedroom 
apartment as an offi ce and a warehouse, this is 
defi nitely a success story, and it is a story that is 
far from over. Customers from all over the world 
have discovered our products over the course of 
the years, and our German lovestyle has spread 
across the globe. As our products are sold in 60 
countries, there can be no doubt that JOYDIVI-
SION is an international expert in this industry. 
Therefore, I am very optimistic about the future of 
the company, and I am looking forward to new 
challenges.

If someone decided to turn the corporate history 
of JOYDIVISION into a movie, which actor 
should play you?
Oliver Redschlag: Johnny Depp

What was your inspiration to enter the erotic 
industry all these years ago? You already told 
us in an earlier interview that you always knew 
you wanted to be an entrepreneur. But why this 
industry? 
Oliver Redschlag: I saw tremendous potential 
for innovative products in this industry, and 
sexuality is a topic that has always fascinated 
me. The quality of most products back then was 
shockingly bad, so I wanted to create products 
that refl ected my own quality standards. And if I 

may say so myself, I think I pulled it off.
Anyone who starts a company gets a lot of 
advice – sometimes sound, sometimes not. In 
retrospect, what piece of advice are you particu-
lar thankful for, and are there some you ignored?
Oliver Redschlag: Given the sheer amount 
of advice I was given, I can’t really recall all the 
details. I’d say what worked best for me was not 
listening to anything anybody said 

JOYDIVISION is best-known for its lubricants. 
However, your fi rst product was something very 
different, right?
Oliver Redschlag: Back then, I saw a sex swing 
in a catalogue. To me, that was a fascinating 
idea for a product, both, on a business level – I 
defi nitely saw a lot of potential for such a product 
–, but also on a technical level. I felt motivated to 
take this idea and turn it into something better. 
After one year of tinkering, I had a sex swing 
and a business model I believed in, so I started 
spreading the word. The result of my strategic 
approach exceeded my expectations: JOYDIVI-
SION was mentioned in 36 magazines, and our 
sex swing was even presented on television. At 
fi rst, we only had that one product, called sex 
swing ‚classic‘. Then, we added the latex care 
spray. And that way, one product led to the next.

When and how did you decide to focus on 
lubricants?
Oliver Redschlag: Even back then, I felt that 
there should be an organic lubricant. In 1997, 
JOYDIVISION started revolutionising the lubricant 
market by launching BIOglide. It was the world’s 
fi rst 100 % organic lubricant, and also the fi rst 
product in the erotic market that was dermato-
logically tested. BIOglide was a pioneer of the 
organic trend when it was launched, and today, it 
is known and beloved the world over – also, it is 
still being tested by independent labs, and it still 
has top-tier certifi cation.

A quarter of a century ago, 
Oliver Redschlag decided to 
enter the erotic market. Of 
course, the market back then 
was very different from the one 
we know today. Oliver’s perso-
nal quality standards defi ned 
the products of his company, 
JOYDIVISION, from day one, 
and they defi nitely contributed 
to changing the image of the in-
dustry for the better. Today, the 
company is a global player, and 
their products and brands are 
available in 60 countries all over 
the world. And even now, after 
25 years, the JOYDIVISION suc-
cess story – which began with 
30,000 Deutsch Mark of savings 
and a one-room apartment that 
served as both, offi ce and sto-
rage space – is far from over, as 
Oliver Redschlag emphasises in 
our EAN interview.

I am only happy when the trade 
members and the consumers are happy
O l ive r  R e d s ch la g  on  25  yea r s  o f  JOYD I V I S I ON  exclusive

Oliver Redschlag founded JOYDIVISION in 
1994, its first product being a sex swing – 
many more innovations were to follow
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The market was a very different place 25 years ago. 
What was your perception of the erotic industry 
back then? 
Oliver Redschlag: The negative: The industry la-
cked respect and renown. The positive: There were 
few truly professional competitors in this market, 
which enabled me to build strong brands that are 
known and sold the world over today.

What was your goal when you started JOYDIVISI-
ON? What did you want to add to the industry?
Oliver Redschlag: I wanted to revolutionise the 
market and be a business partner the trade mem-
bers could rely on. Mission accomplished! For 25 
years, JOYDIVISION has maintained a strong mar-
ket position, adding brick upon brick to our strong 
foundation with top-sellers such as AQUAglide, BIO-
glide, Soft Tampons, etc. Our success on a national 
and international level has proven us right. And not 
just our success: Trade members also benefi t from 
our strong brands and products, which should be 
on the shelves of every store and online shop.

How hard was it make sure that JOY-
DIVISION lived up to your corporate 
philosophy for such a long period of 
time?
Oliver Redschlag: When I started this 
company, I had 30,000DM of starting 
capital that I had saved up. There were no 
crowdfunding campaigns or investors back 
then. And a big, successful company with just 
one owner? Even back then, that was a rarity 
in the erotic industry. But I stuck to my guns, I 
remained true to our philosophy, and I am still 
the sole owner of JOYDIVISION.
Of course, I have to ask about the secret of your 
success. How has JOYDIVISION managed to 

stay on top of the game for so long?
Oliver Redschlag: JOYDIVISION products are de-
veloped, designed, and produced in Germany. That 
is a big difference compared to all those companies 
who don’t produce their products themselves but 
choose to buy fi nished products from China instead. 
JOYDIVISION products appeal to an audience that 
wants high quality. By offering quality 100 % ‚Made 
in Germany‘, we give them exactly what they want. 
Our customers trust us because they know they 
can. Moreover, JOYDIVISION make it a point to treat 
the trade members as true partners, and we sup-
port them every step of the way: product informati-
on, sales training, samples, promotional materials, 
etc. I am only happy when the trade members and 
the consumers are happy.

What are the milestones in the history of JOYDIVI-
SION? Which developments, events, and product 
trends of the past 25 years had the biggest effect 
on your company?
Oliver Redschlag: Looking back at our history, I’d 
have to say that our own products have been the 
most important milestones for JOYDIVISION. They 
have made us the successful quality brand we are 
today.
1997: We launched BIOglide, now a known and 
beloved brand the world over, the fi rst 100 % orga-
nic lubricant, which has been rated ‚Very Good‘ 

a number of times by consumer organisations 
such as ÖKO-TEST throughout the years.
1998: The next step, fi rst into German be-
drooms, then into the whole of Europe, as Soft 
Tampons set a new standard in this product 
category. Today, they are a string-less lifestyle 
product and the best-selling product of their 
kind worldwide. We designed them for those 

special moments so no woman would have 
to forgo sports or a visit to the sauna or a swim 
or intimate intercourse just because she was 

menstruating.
2000: JOYDIVISION introduced AQUAglide, 

which has sold millions of units over the 
course of the years and now rightfully 
stands as one of the most popular lubri-
cants in Europe.

And looking at the industry in general, 
which developments had the biggest impact in 
your opinion?
Oliver Redschlag: The market is constantly 
evolving. The most important thing is to keep 
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your eyes open and 
adjust your corporate 
strategy to ride these 
currents and not be 
left in the doldrums. 
The most far-reaching 
developments have 
defi nitely happened 
in recent years. The 
digital age is a tricky 
one! Just think of smart 
vibrators and all that 
intimate data about the 

consumers that they are 
collecting.

What would you say is 
JOYDIVISION’s con-
tribution to the erotic 
market? What was the 
biggest result of your 
pioneering work? 
Oliver Redschlag: 
Apart from offering great 
quality, it’s the same 
in every industry: You 
need the right marketing 
mix to achieve success. 
JOYDIVISION offers 

an appealing, diverse product range that is being 
further enhanced by new, innovative ideas on a 
regular basis – new ideas that are informed by the 
consumers’ needs and wishes, mind you. Our range 
is made up exclusively of top-quality products with 
an excellent price-quality ratio. Add to that professi-
onal advertisement and sales-promoting POS-ma-
terials and a reliable, quick logistics system, and we 
can guarantee that our customers will be happy, 
which also means that they will be doing business 
with us again and again. A lot of what I just said may 
sound like a given in today’s marketplace, but it sure 
wasn’t when we launched the company.

You are inviting the trade members to celebrate 
this special occasion with you. What can you tell us 
about your anniversary campaign?
Oliver Redschlag: Well, we will have a VIP party for 
our clients, that will defi nitely be a highlight of our 
25-year anniversary celebrations. An unforgettable 
event awaits our clients and JOYDIVISION friends 
at a legendary location in Hanover. For convenien-
ce sake, the party will take place during eroFame, 

when everybody is already in town. And of course, 
there will also be a few other surprises throughout 
2019. And on top of all that, we have a very appea-
ling 25% discount campaign for the trade members, 
all throughout the year.

What are your wishes for the next 25 years of JOY-
DIVISION? And what are the challenges you expect 
to be facing with your company?
Oliver Redschlag: Looking back at my career, the 
thing that I wish for is obviously that we will continue 
along on our upward trajectory. There have always 
been small hurdles to overcome, but each stumbling 
block has made us stronger in the end and has 
enabled us to grow even further. Therefore, I’d say 
that the challenges are part of our success. 
               

AQUAglide was launched in 2000, and as this 
photo proves, it looked very different back then

BIOglide then and now

The WARMup massage oil throughout the years

The packaging design of Soft-Tampons – always appealing, 
always up to date
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    MIXGLISS MAX EXPERT

Water-based intimate gel

Available in 250ml - 8.8 fl oz

NATURAL

MADE IN FRANCE

L U B R I C A N T

www.mixgliss.com

Reserved for experienced users, MIXGLISS MAX EXPERT
lubricant gel offers a specially researched formula for 
strong, pain-free dilation. Thicker formula than the other 
lubricants of the range.
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 „Nexus has big plans for the early months 
of the year as a total of fi ve new lines are set to 
launch shortly. Which products are we talking 
about here?
Monique Carty: This year will see our product 
range vastly expand and improve. The fi rst 
quarter will see us launch Butt Plug Trio, Simul8, 
Max 20, Enduro+ and Slip, as well as an update 
on our famous Revo range. 

Would you describe the individual products and 
their unique qualities?
Monique: Butt Plug Trio is an anal training kit 
that uses our Ace shape and was produced 
due to customer demand. Ace is popular due 
to its fl exi shaft that is covered in small ridges, 
expertly placed to stimulate the nerve 
endings. It comes in three sizes and 
is often displayed together, leading 
customers to ask if they come in a 
kit. This gave us the idea of offering 
a non-vibrating, training kit version 
and it’s already a success due to pre 
orders. Sometimes, the simplest ideas 
can be the most successful. 
Simul8 is a vibrating, anal cock and 
ball toy. The shaft is shaped like Revo 
so it stimulates the prostate with ease 
whilst the cock ring keeps you harder 
as the ball ring keeps you going for 
longer. There are 6 stimulation settings 
in the shaft and 6 in the base to 
stimulate the perineum simultaneously, 
offering 48 combinations of pleasure in 
total.  Basically, it’s a fantastic toy for 
ensuring the wearer, and their partner 
should they use it with one, have an 
optimum experience.    
Max 20 is an upgrade of an existing product in 
the range, Max 5. It’s shaped so it can be used 
vaginally or anally and comes with a removab-
le bullet. Max 20 sees the bullet change to a 

rechargeable, silicone version with 20 speeds 
with the addition of a remote control. Max 5 has 
always been a popular toy but we felt we could 
make it even better. These changes have really 
made Max 20 a product to be proud of. 
Enduro+ again was developed due to customer 
demand. People love Enduro, our best-selling 
cock ring because it’s really thin and super stret-
chy and wraps around the cock and balls for a 
barely there feel. However, we have been asked 
if we also offer a cock ring that offers more 
support, so we developed the Enduro+ which is 
double the thickness for a fi rmer feel.  
Slip is an anal lubricant which is a thicker formu-
lation than our existing lubricant, Slide. It’s water 
based and unscented and comes in a larger 

bottle of 250 ml.  

How much time 
did you invest in 
the development 
process?
Monique: It really 
depends on the 
product, there is 
no set time for 
R&D. Sometimes 
a product moves 
really quickly 
from conception 
to reality and 
sometimes it 
takes longer.  
Whatever the 
ETA is, I normally 
add a month on – 
there are always 

unforeseen issues that need taking care of, no 
matter how long you have been doing things. 

Will you present POS materials to go along with 
the launch of these products?

If fi ve new products aren’t 
enough for you, Nexus have 
also revamped their entire 
Revo collection. Consequently, 
Monique Carty, Director of 
Nexus, has a lot to tell in our 
interview. Apart from the new 
and optimised products, we 
also speak about the new 
member of the Nexus team, 
who has joined the successful 
British brand as Sales and 
Education Executive. 

 The brand is in the best shape it’s ever 
been and we want to continue on this path
Ne w p r od ucts  a n d  upda tes :  Nexus  sh i f t  i n to  h ig h  g ea r exclusive

Monique Carty, Director 

Slip is a water-based, 
unscented anal lubricant 
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Monique: Yes, it’s something we do as 
part of every launch. We always 
supply sales sheets to our 
customers and in store displays 
are available. 

You are also working on an update 
of the REVO line. That collection 

hasn’t been on the market that long, 
has it? Why was this update necessary?

Monique: The original Revo launched 9 years ago and 
the range has grown and improved in the process. 
This update is across the entire range and will bring 
continuity whilst also allowing each line to have its 
individuality. The updates ensure that Revo is the best 
version it can be, protecting its position in the market. 

What exactly did you change or optimise about 
the REVO products?
Monique: The overall shapes have not 

changed, we have upgraded each 
model’s features and packaging whilst 
keeping the price the same.
The famous 2 speed rotating shaft will 

now rotate both ways and the 
perineum massager has 6 
stimulation settings, meaning a 

massive 34 combinations in 
pleasure across every line. Every 

Revo in the range is now waterproof/submersible and 
those that come with a remote control, the remotes 
are also waterproof and rechargeable. To make things 
simple, both the toy and remote control can be 
charged with the same charger which is now smaller 
and in line with the rest of the Revo range.  

Apart from that, you have also overhauled the 
packaging design of the fi rst generation of 
Nexus products and reduced pricing. What 

has changed there, and what were the 
reasons for taking this step?
Monique: When we re-launched into 
the USA, we changed the 

packaging of our fi rst-
generation toys from 
boxes to clamshells 
specifi cally for that 

market. We’ve found it 
worked so well we decided to roll it out worldwide. 
This has also meant we are able to reduce the pricing 
making us more competitive in the market. 

And there are not just changes to your product range, 
but also changes within your team as you have added 
a new member. Who is the new face at Nexus, and 
what made her perfect for this job?
Monique: Emma Gresko has started with us this 
month as Sales and Education Executive. She’s new 
to us but not to the industry having worked for Electro 
Stim previously. Emma’s passion is training and 
education and that’s exactly the skill set we wanted. 
We really want to focus on giving our customers 
everything we can in order to sell our products as a 
niche brand and her experience lends itself perfectly to 
that. Emma will be building relationships with stores, 
ensuring they get all the support they need. 

And what other plans does Nexus have for the year 
2019?
Monique: This year we are focused on product 
development. The brand is in the best shape it’s ever 
been and we want to continue on this path. Having 
Emma on board also means we have the man power 
to really push forwards from the ground up. 

The Nexus trio
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Simul8 is a vibrating 
anal cock and ball 
toy with 6 stimulation 
settings in the shaft 
and 6 in the base

Enduro+ is a thicker version of Enduro, 
Nexus‘ best-selling cock ring 
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all. Manix has been a reliable partner to consu-
mers for many years, and I have no doubt that 
many, many people will try this new condom 
and be wowed by its qualities.

Is it correct that you are going to distribute 
Manix Excitation Max across all of Europe?
Oliver Gothe: We are working with trade mem-
bers across Europe, if that is what you mean. 
And they get really excited when we have so-
mething new for them because they know that 
they get quality products that are guaranteed 
to sell well.

When will this new product be available 
from ecoaction? And what pack sizes can 
retailers get?
Oliver Gothe: The condoms will be availa-
ble from March 2019, and they will come in 
packets of 14.

Can you give us a recommended retail price?
Oliver Gothe: Sure, we recommend a retail 
price of EUR 14.95 to EUR 19.95.                

Being a distributor of 
consumer healthcare 
products, ecoaction GmbH 
also offers a select range 
of condoms. Now, they are 
adding the Excitation Max 
Condom from Manix to this 
range. But this product is not 
just another condom – it has 
some unique qualities, as 
Oliver Gothe, head of 
Cologne-based ecoaction 
GmbH explains in our EAN 
interview.

All taboos surrounding the condom have fallen, 
and it has reached the mainstream of society

e coact ion  G mbH expa n d  th e i r  r a n g e  w i th  Ma n i x  Exc i t a t i on  Ma x exclusive

The Manix Excitation 
Max condom is 

ribbed on the outside 
and has a warming 

lubricant coating on 
the inside

Oliver Gothe is 
CEO of ecoaction 

GmbH 

 „Let’s start with the big one: How would you 
sum up the situation in the condom market 
right now?
Oliver Gothe: Condoms are a safe, easy-to-
use, affordable, and durable contraceptive. You 
use it when you need it, and it keeps unpleasant 
venereal diseases at bay. Honestly, when it 
comes to the basic human needs, there are not 
many products than offer so many advantages.
    
Is safer sex imprinted in people’s brains by 
now – as it should be – or is there still need for 
education on that front?
Oliver Gothe: All taboos surrounding the 
condom have fallen, and it has reached the 
mainstream of society and public awareness. 
Which makes marketing condoms almost 
boring … just kidding.

Now, you are adding another product to your 
range of condoms: Excitation by Manix. What 
can this condom do that others can’t?
Oliver Gothe: Manix Excitation Max is a 
performance condom, and apart from safety, 
it also provides users with a heightened sense 
of pleasure. Stimulating on the outside, hot on 
the inside.

What can you tell us about the substances 
used in the production of Excitation Max and 
the quality of the condoms?
Oliver Gothe: Like any other condom, Manix 
Excitation Max lives up to the standards for 
medical products in general and condoms in 
particular. The product is made from natural 
rubber, and it has a warming coating on the 
inside.

How diffi cult is it to present a real innovation in 
the crowded condom segment?
Oliver Gothe: Well, if you are determined to 
become a market leader, it is not that diffi cult at 
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 „You’re about to launch a new product in 
the fi fi  brand: fi fi  Touch. What kind of pro-
duct are we talking about here?
Erman Sarac: We are talking about an 
egg masturbator. After lots of meetings, we 
decided that new beginnings require new 
products, so the company policy regarding 
fi fi ‘s marketing was changed. As you know, 
there are many positive developments and 
changes in the adult sector, and we believe 
that this innovative product will be an effec-
tive change for us and a breath of fresh air 
for the market.

What can you tell us about the product? 
Which versions are there? What is it made 
of? What are its qualities? What will it cost 
for the consumer?
Erman: There will be two versions of fi fi  
Touch. These are Magic Mouth & Passion 
Master. Magic Mouth is designed for a blow-
job experience and Passion Master is for a 
vaginal experience. The product is completely 
user-friendly and in accordance with our 
recommendation, it can be used up to 10 
times. It is made of a TPE material which 

means that fi fi  Touch will provide the fl exibility 
& softness that users’ are looking for.

Why did you decide to present a completely 
new product with fi fi  Touch instead of bringing 
back the original fi fi ?
Erman: As you know, after getting the license 
rights for fi fi , we made some technical 
changes to the fi fi  masturbators in order to 
eliminate a few negative issues about usage. 
Unfortunately, we are still facing some 
problems due to prejudice in the market. So, 
we set up a meeting to discuss this issue, 
and we decided to produce an all-new 
product to turn a new page for the fi fi  brand. 

Was the reaction to the original fi fi  – a very 
unique masturbator – that bad?
Erman: Honestly, we have not received a 
lot of bad responses regarding the former 
version. As a matter of fact, we even received 
some orders. But we have decided that the 

fi fi  brand needs real change. Therefore, we 
all agreed to start a revolution within our fi fi  
brand. And fi fi  Touch will play a big role in this 
revolution. From now on, we focus on our new 
products.

The fi fi  brand is taking the 
next step on the way to 
carving out its own niche in 
the masturbator market. The 
latest product is named fi fi  
Touch, and it is the main topic 
of our interview with Erman 
Sarac, one of the co-founders 
of Sarper Overseas. The 
Istanbul-based company 
acquired the sales and 
distribution rights to fi fi  last 
year, and except for the 
US market, they are now 
marketing the brand all 
around the world now. 

 We believe in our product because it has its own features 
and advantages to set it apart from its competitors

fi f i  Touch  i s  h e re exclusive

Erman Sarac, co-founder of 
Sarper Overseas

“SARPER  COMPANY  IS 

DETERMINED  TO  WIN 

A  B IG  SL ICE  FROM THE 

MASTURBATOR  MARKET 

SOON . “
E R M A N  S A R A C

fifi Touch will hit the shelves 
in two different versions
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And what made you decide not to completely 
abandon the fi fi  brand and launch your new product 
under a new brand instead?
Erman: Our fi rst product, the original fi fi , did not meet 
our expectations, even though we had good sales; 
we exported the former version of fi fi  to fi ve countries 
in 2018. On the other hand, the former version was 
a good ticket for us to enter the adult toy sector. So, 
since that the fi fi  brand has a place in the market, 
instead of creating a new brand, we decided that it 
would be better to move on with our existing brand.

Lubricants can also be found in the fi fi  brand. Will 
they continue to be available?
Erman: Yes, absolutely. Our fi nest selection of 
lubricants has also taken its place in Europe and on 
the African continent. Also, each fi fi  Touch will come 
with its own pack of lube in the box. So, when you 
buy fi fi  Touch, you will have a small pack of fi fi  lube 
as well.

The market for masturbators is highly competitive. 
What makes you optimistic that you can carve out a 
part of this market for yourself with fi fi  Touch?
Erman: We know the competition and market 
conditions well. However, we are ready to enter this 
market with our new product, and we have a long-
term strategy. We believe in our product because it 
has its own feature and advantages to set it apart 
from its competitors. Sarper Company is deter-
mined to win a big slice of the masturbator market 
soon. And we are also highly motivated and eager 
for this adventure.

Which distribution channels will you use to sell your 
new product?
Erman: We have already gotten in contact with 
some distributors in Europe and Australia. Further-
more, we have received our fi rst order from 

Denmark. We will follow the strategy that is also our 
motto „Let‘s do together, grow together!“

Do you plan on expanding your brand with more 
new products in the future?
Erman: Actually, our company is not only doing 
business within the adult industry. We are dealing 
with FMCG products as well. Of course, we will 
follow the developments in the market and we will 
expand our product range when it make sense. 

fifi Touch marks a whole new chapter 
in the history of the fifi brand
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 „Tell us a bit about TENGA‘s company 
history in Japan. Who founded the company, 
and how was the founder inspired to start 
designing sex toys?
Tina Carter: TENGA was founded in 2005 by 
its current President Koichi Matsumoto. He’s 
always had a creative mind and the desire 
and skill to build and make things, but he 
found himself in the sex toy business quite 
unexpectedly!
After graduating from mechanics college at 20 
years old, he fi rst started out customizing luxu-
ry and vintage cars – importing, disassembling, 
reassembling to suit each client’s wishes – and 
though it was work he enjoyed, it was unfortu-
nately unsustainable as a career from a fi nan-
cial standpoint. He moved on to selling used 
cars, and while fi nancially this was much more 
viable as a career, he found he was unsatisfi ed 
in the work – he yearned for a more creative 
path. He knew he wanted to make something 
the world had never seen, he just didn’t know 
yet what it would be – it was during this time 
he stumbled upon the idea for TENGA. 

TENGA has such a classy aesthetic and 
approachable brand message. How did Mr. 
Matsumoto come up with the marketing design 
and mission for the company?

Tina Carter: While walking through a variety shop 
in Japan, passing through the adult section of the 
store, President Matsumoto was struck by the 
lewdness of the items around him – these would 
have to be purchased covertly, and hidden away 
from sight. There were no barcodes, no company 
contact information, no safety certifi cations – no-
thing that would give the customer any confi den-
ce in these products or their manufacturers. 
Within minutes, he had decided - he had already 
been looking for what he could make that the 
world didn’t have yet, and this would be it. 
Masturbation is such a natural act – why should 
items designed to address that need carry such 
shame or stigma?  He quit his job the next day 
and threw himself full-force into planning and 
creating something that shoppers could instead 
confi dently buy, without shame or embarrass-
ment - what would eventually become TENGA.

What were some of the fi rst products to come 
off the assembly line when TENGA began? How 
do these products compare to what TENGA is 
offering now?
Tina Carter: TENGA was fi rst launched with the 
original lineup of fi ve red TENGA CUPs. President 
Matsumoto made the original prototypes for 
these by hand with household materials! These 
prototypes were eventually refi ned into the CUP 

Japan is the last place on earth you‘d ever expect to get into a conversation about mastur-
bation. The culture demands politeness, kindness, and an adherence to both written and 
un-written rules designed to create a comfortable, pleasant atmosphere for all. So how, 
exactly, does self-pleasure fi t into the picture? About 15 years ago, a Japanese mechanic 
found himself asking this very question after stumbling into a stereotypical seedy sex shop 
(which, by other countries‘ standards, might look like a classy boutique). With an eye for de-
tail honed in the luxury auto industry, he set out to create a new breed of pleasure products 
that would resonate with Japan‘s cultural standards. Come 2019, TENGA remains one of the 
industry‘s most cleanly-designed and mainstream-friendly brands. The company markets 
with fresh, modern art-style packaging and cleverly edited web content that features color-
ful vibrators swimming across the screen like a school of fi sh. Tina Carter, who handles mar-
keting and PR at TENGA headquarters, gave EAN the inside scoop on Tenga‘s fascinating 
company history, and how the private people of Japan are embracing this lifestyle brand.

You deserve pleasure and 
TENGA wants to help you to enjoy it!
TE NGA  b r ing s  J a pa n ese  des ig n  a n d  e leg a n c e  to  th e  most  n a tu ra l  a c t  i n  th e  w or ld exclusive

TENGA was founded 
in 2005 by its current 
President Koichi 
Matsumoto
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series as it is to this day. After two years of prototype 
after prototype, the fi nalized CUPs fi nally launched to 
massive success – at the time in Japan, a toy was 
considered a reasonable success if it sold 50,000 units 
in its lifetime. The TENGA CUPs sold 1 million units in 
their fi rst year alone!
Although they have been refi ned since their launch, the 
CUPs themselves are essentially the same as they were 
from day one – and new variations have come along, 
with limited-edition packaging, softer or fi rmer versions, 
and seasonal warming and cooling CUPs. The entire 
TENGA product range has expanded signifi cantly over 
the years – both reusable and disposable items have 
several series, including the EGGs, 3D Series, and FLIP 
series, and we’ve even expanded into couples’ items 
like the SVR.
So, while TENGA has grown a lot, and has released 
a huge variety of products, we have always kept the 
CUPs – and they remain among our best sellers! 
What were some unique hurdles TENGA had to overco-
me in running a pleasure business?

Tina Carter: When President Matsumoto was creating 
TENGA, his goal was not to enter into the existing 
market of the time and sell to the 1% of people who 
already purchased adult products. His goal was to cre-
ate a brand that was for the remaining 99%, who did 
not yet have any interest in sex toys as they were. 
While items for men did already exist, they were for a 
smaller and quite niche audience. President Matsu-
moto created an item for the every-man – his thought 
was, everyone masturbates, so why not make a tool 
to make masturbation better? 
TENGA introduced a brand whose products are 
safe, high quality, and fashionable. In Japan, TENGA 
is not just a sex toy manufacturer – it is becoming a 
lifestyle brand. TENGA sought to shatter the stigmas 
surrounding sex toys, so from the get-go fi rst had to 
consider: what would an everyday product for the 
masses in terms of masturbation look like? This is 
part of the thought process behind the name ‘TEN-
GA’, which is a Japanese word meaning ‘Correct 
and Elegant’.

The original lineup of 
the TENGA CUPs

Prototypes 

Tina Carter, TENGA 
Advertising and PR
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Considering the current popularity of sex education, has 
TENGA used this approach with the Japanese market?
Tina Carter: TENGA places little focus on ‚sex‘, more 
on pleasure – however it is individuals may fi nd it. One 
of TENGA’s basic founding concepts is that everyone 
should be free to use our products as they wish, with 
no shame. Whether it is in masturbation or in partne-
red play, TENGA wants to support people in enjoying 
their own sexuality and having fun. This is part of the 
reasoning for our items’ design aesthetic – not at all 
anatomical or gendered in any way, so the item does 
not defi ne the experience for the user.
Regardless of who you are, what you look like, what 
your preferences or identity may be – you deserve 
pleasure and TENGA wants to help you to enjoy it!
What are some memorable compliments you‘ve recei-
ved from customers on how TENGA has changed their 
sexual lives?
Tina Carter: We have had many comments from 
customers over the years thanking us for our products 
– some that stand out in particular are comments from 
elderly couples saying that our products have helped 
to restore a level of intimacy their relationship had not 
had for a long time. Erectile diffi culties, vaginismus, past 
trauma – these are examples of things that can create 
hurdles for people in enjoying their sexuality to the 
fullest, and we have heard stories about each of these 
issues and how TENGA and iroha items helped. 
It’s incredibly important for us and other manufacturers 
to remember that users are not all alike, and not all like 
ourselves – there is a whole range of people out there 
who can benefi t from our products, and it’s our respon-
sibility to make sure we are doing our best to serve as 
many people as possible, as effectively as possible.

How has TENGA evolved their product line in recent 
years, especially since adding sex toys for women?
Tina Carter: TENGA began with the line of 5 red CUPs, 
and fi rst expanded into variations of these in black 

and white (fi rmer and softer versions), in response 
to the high demand for disposable items in Japan. 
The TENGA EGG, one of our best-known products, 
was developed because one of TENGA’s designers 
wanted a product that allowed for more direct control 
of the sensations than the hard-cased CUP. Once the 
company started looking to expand globally, reusable 
options were developed, such as the FLIP HOLE and 
3D Series, and more recently the FLIP ZERO, FLEX and 
SPINNER series. 
TENGA’s brand of women’s items, iroha, was launched 
in 2013 based on the company goal of creating things 
for everyone to enjoy, and now includes 7 different 
series of items. Pleasure is not exclusive to certain 
groups, and TENGA seeks to make products that 
everyone is free to use as they wish, and that they feel 
safe and have fun using. In Japan, adult products made 
by women for women were scarce. With iroha, we 
wanted to make a brand that was more approachable 
for beginners, as well as for people from cultures that 
still carry a taboo around female masturbation.

How did the end of 2018 play out for the TENGA team, 
and what are you looking forward to in the new year?
Tina Carter: Of course, the end of the year is a busy 
time of year for everyone – from Black Friday/Cyber 
Monday through the New Year, this is no time to slow 
down. We have just released two new series of pro-
ducts, the TENGA SPINNER and the iroha RIN – and 
with new products constantly in development, we alrea-
dy have our eyes on our next launch! It’s an addition to 
a particularly beloved category of TENGA products, and 
we can’t wait to unveil it in 2019!  

This interview is contri-
buted by Colleen Godin, 

EAN U.S. Correspondent

Prototypes 
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 „How did you get the idea for Sunsette?
Ellen Clark: Sunsette originated from several 
themes – the Fifty Shades of Grey phenomenon, 
#MeToo, and a general culture of broadening the 
conversation when it comes to sex, gender roles, 
and identity. We saw an opportunity to encoura-
ge that forward progress by fi lling a need in the 
market – an app providing consistently high-qua-
lity, 100 % sex-positive short erotic stories that 
could appeal to a wide audience (especially 
women), but without the guilt usually associated 
with consuming mainstream pornography.

Could you tell us more about the people behind 
Sunsette? Do you have prior experience with 
topics such as eroticism and sexuality?
Ellen: We’re relatively new to the industry, 
though we combine backgrounds in publishing, 
business, web development, and design with 
personal passion for what we’re building.

How would you sum up the concept behind 
Sunsette and the Sunsette app? 
Ellen: Sunsette represents a movement towards 
more sophisticated, healthy, and arousing erotic 
content, grounded in an elegant app that publis-

hes short stories written exclusively for Sunsette 
by some of the world’s best erotica authors. 

Why did you pick the name Sunsette, and is 
there a deeper meaning to it?
Ellen: Stories are delivered each day at sunset 
according to a users’ time zone, with a count-
down button that builds anticipation throughout 
the day. Currently we publish 4 nights per week 
Sunday through Wednesday.

Is there a reason you decided to focus on the 
smartphone market? Why is Sunsette only availa-
ble in app format?
Ellen: Smartphones are the leading format for 
consuming erotic content, so we wanted to start 
there and then branch out into alternative formats 
if/when that makes sense. Additionally, our 
content (text) is easier to consume on an iPhone 
or an iPad then other formats (let’s say video), 
and is much more discreet, so our users really 
appreciate it.

What content do you consider for Sunsette? 
What prerequisites need to be met?
Ellen: We have a high bar for the content we 

Demand for erotic – and 
pornographic – content is 
unbroken. But not everybody 
likes the bulk of what you can 
see, hear, and read out there. 
The reasons are manifold, but 
they don’t change the fact that 
many consumers feel a desire 
for ‚different‘ content. This 
is where Ellen Clark and Joe 
Powers come in. Their com-
pany Sunsette (www.sunsette.
com) – and the app of the 
same name – provide users 
with appealing, sex-positive 
short stores. Ellen presents 
the app in our interview, and 
she explains the importance of 
erotic literature in the context 
of sexual wellness.

Sunsette represents a movement towards more 
sophisticated, healthy, and arousing erotic content

The  Suns e t te  a pp  p rov ides  use r s  w i th  a  da i l y  dose  o f  sex -pos i t i v e  e ro t i c  l i t e ra tu re exclusive
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accept. That said, anyone can apply to 
submit stories to our platform and become 
certifi ed as a Sunsette Author as long as 
they meet our requirements, which include 
standards for tone, profanity, plot, pacing, 
syntax, overall sexiness and entertainment, 
among others. Some of these are subjecti-
ve, obviously, so our copyeditors are trained 
to look for consistent quality.

Erotic literature is very subjective. One 
reader may deem content romantic, 
another cries pornography. How do you 
deal with this problem?
Ellen: We try hard to clearly explain who we are, what 
we stand for and above all the type of content we 
publish. We don’t post our content in public arenas 
where readers could simply stumble across it; we’re 
purposefully packaged behind a pay wall that any user 
needs to consciously access. That said, there may 
be some users who aren’t happy for any number of 
reasons, including personal taste. We listen carefully to 
any and all feedback (especially at this early stage), so 
at a minimum hopefully that user feels heard and on the 
other end of the spectrum we may make a strategic 
decision as a result. Overall, we think we strike a great 
balance of sexiness with class.

If you look at big porn portals, there is a vast range 
of categories, including ‚porn for women‘, ‚romantic‘, 
‚porn for couples‘, etc. Do you feel that this is just a 
case of old wine in new bottles, i. e. new labels slapped 
on the same old content?
Ellen: To some degree. On the one hand, the research 
that is public (i. e. Pornhub) shows generally strong 
uptake of new categories that target specifi c groups/
trends, but on the other hand, the overall user expe-
rience doesn’t change all that much since it’s still the 
same brand. We think we bring something unique to 
the table; fresh, original content packaged in a serene 
and purposeful experience. We don’t feature distracting 
ads. We don’t feature pop-ups. We don’t sit in your 
browsing history. We don’t lurk on an open tab behind 
your Powerpoint presentation during a work meeting. 
Besides the pragmatic approach to improved expe-
rience, we think people really are looking for alterna-
tives. Did you know that 3 out of 4 women who read 
romance novels report better sex? Reading triggers the 
brain through active imagination in ways that passively 
viewing video doesn’t. So the new form factor is meant 
to encourage that outcome for more people.

“ I T ’S  SUPER 

IMPORTANT  TO 

ENGAGE  IN  CREATIVE 

FANTASY  TO  MA INTA IN 

SEXUAL  WELLNESS . “
E L L E N  C L A R K

Sunsette is an app that delivers 
one sex-positive, fictional erotic 
short story each day, at sunset

More information about 
Sunsette can be found at 
www.thesunsette.com
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Where do you get the content for Sunsette?
Ellen: We curate the best short stories from existing 
erotica authors from all over the world. Our in-
house team fi lters stories for our requirements and 
copyedits, with at least two different readers, each 
reviewing a given story multiple times, before author 
approval and publication. Authors can apply through 
our website at www.thesunsette.com/authors

Sunsette is based on a subscription model. What is 
the monthly rate?
Ellen: Our rate is $3.99 USD for ~16 exclusive short 
stories per month (4 each week). The longer a rea-
der stays with the app the larger their library grows, 
with the ability to sort and fi lter by kinkiness level, 
category, and favourites. So, in addition to constant-
ly receiving new stories, readers have an expanding 
collection to peruse any time they wish.

Who is the target audience for Sunsette? 
Ellen: It’s a pretty broad audience. While our typical 
reader is a 35 to 65-year old female, our content 
speaks to diverse demographic groups across age, 
employment status, marital status, income level, 
genders, and sexual preferences. We do require all 
readers to be at least 17 years old.

Do you have reliable data about the size of the 
global sexual wellness market?
Ellen: From our research we understand the market 
to be about $39B in 2017, with projections as high 
as $126B by 2026, so some promising headwinds 
as consumers and companies are rethinking the old 
paradigm of men creating content 
for men.

What role does erotic literature play in the larger 
context of sexual wellness?
Ellen: It’s super important to engage in creative 
fantasy to maintain sexual wellness. Most sex 
therapists today recommend erotic literature as a 
way to boost not just sexual satisfaction but overall 
happiness, since sex is so foundational to our men-
tal and emotional health. Specifi cally, erotic literature 
allows the reader to interpret meaning from the page 
that resonates on a most personal and arousing 
level because it doesn’t bring all of the baggage 
and trappings that a video scene might elicit. 
Reading allows people to reach a level of intimacy, 
with themselves and with their partners, that other 
formats can’t reach. And as cultural attitudes about 
eroticism and intimacy as pillars of overall health and 
well-being continue to shift, we see erotic literature 
taking a seat alongside other traditional standards 
like diet and exercise.

What is your road map for the future of Sunsette? 
Are there plans to expand the scope of your service, 
maybe even to present sexual wellness products 
that fi t the Sunsette philosophy?
Ellen: We have big plans for Sunsette, building 
upon our core offering of erotic literature, but we 
aren’t outlining them specifi cally yet. Our focus 
remains delivering on our promises to readers, and 
when they trust us enough to ask for more, we’ll 
be ready. Overall, we’ll always maintain our bearing 
in sex-positive products and services, and we see 
many potential opportunities. Since we give 10 % of 
profi ts to end sexual violence, we want to see this 

effort succeed for everyone involved, readers 
and authors alike.               
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 „Would you mind telling us a few things about 
the origins of your brand? Since when has ZALO 
been around? Who had the idea for the brand? 
James Tompkins: ZALO started back in 2016. 
Founder and designer is Fred Chang. Peter 
Ovsonka teamed up with Fred in later in 2016. 
They created a working partnership to handle 
distribution, marketing, and support of the pro-
duct. ZALO USA based out of Chicago formed 
in early 2016 as well. 

What kind of new impetus do you want to give 
to the sex toy industry? What did you feel was 
missing in this market?   
James Tompkins: We looked at the vast 
landscape of products in the industry, we saw a 
sea of Jeeps, many products that did the task, 
but didn‘t look luxurious do so. People are all 
about the ‚whole package‘. That‘s 
why we focused not only on premium 
functionality, but the presentation. Our hard 
work has paid off as we just one 2019 XBIZ 
award for Excellence in Packaging!

How would you describe the brand 
philosophy of ZALO?   
James Tompkins: Beauty by design.  

What can you tell us about your product range? 
How many, and which types of products are 
there to be found in the ZALO line? 
James Tompkins: ZALO currently has 4 series 
in the brand. The Versailles Series is featuring: 
Rosalie – A rabbit style vibrator 
made of embossed Dow-Corning food grade si-
licone, with dual motors, 8 adjustable functions, 
Bluetooth App Control, hand laid enamel with 
24K gold plating and a chained charm, all within 
a 3-stage jewellery style keepsake box.  Marie - 
a straight vibe made of embossed Dow-Corning 
food grade silicone, 
a powerful motor, 8 adjustable functions, Blue-
tooth App Control, hand laid enamel 

with 24K gold plating and a chained charm, 
all within a 3-stage jewellery style keepsake box. 
Jeanne - Named after Princess Jeanne 
of the Versailles Palace in Paris is a palm 
sized lay on clitoral and all over massager.  
Perfect if you love bullets but want something 
that covers more surface area.  Made with em-
bossed Dow-Corning food grade silicone, 
and with a powerful motor that has 8 adjustable 
functions that you can design within the app! 
Perfect if you want to throw in a panty too with 
the remote App! The Lolita Series consists of: 
Ichigo Rabbit Vibrator – A Rabbit style vibrator 
with a slightly smaller stature than the ZALO 
Rosalie made of embossed 
Dow-Corning food grade silicone, with dual 
motors, 8 adjustable functions, Bluetooth App 
Control, hand-laid enamel with 18K gold plating 
and a chained charm, all within a 3 stage jewel-
lery style keepsake box. Momoko G-spot Vibra-
tor – Momoko is the perfect little G-spot vibe for 
those who think it’s not the size of the ship but 
the motion of the ocean. With its innocent girth 
and perfect bend, it‘s sure to become your best 
friend. Momoko features embossed Dow-Cor-
ning food grade silicone, a powerful motor, 8 
adjustable functions, Bluetooth App Control, 
hand laid enamel with 18K gold plating and a 
chained charm that has a unicorn on it, all within 
a 3 stage jewellery style keepsake box. Baby 
Heart – The Baby Heart is a cute little heart-sha-
ped clitoral and all over body massager. With its 
low-key gentle presentation, the baby heart is 
great for a fi rst-time vibrator, a bridal gift, or for 
one who just love things that are simply adorab-
le. Embossed Dow-Corning food grade silicone, 
a powerful motor, 8 adjustable functions, 
Bluetooth App Control, hand laid enamel with 
18K gold plating and a chained charm that has 
a unicorn on it, all within a 3-stage jewellery style 
keepsake box. Baby Star – Make a wish with 
the Baby Star. The Baby star is a petite bullet/
egg that since it has a retrieval cord can be 

We just keep pushing ourselves to stay outside of the box
An in te r v i e w  w i th  J a mes  Tompk in s ,  S en io r  Ac c oun t  Ma n a g e r  Z ALO  US A exclusive

The ZALO brand stands for 
luxury all around, because it 
is not just the toys themselves 
that are luxurious, but the 
packaging as well. Conse-
quently, the four product lines 
that are available from ZALO 
right now and their unique 
qualities are the main topics 
in our interview with James 
Tompkins, Senior Account 
Manager at ZALO USA.  

Peter Ovsonka, CEO 
of ZALO USA, in 
trade show action

The shopping window of Swedish 
retail store MSHOP that is 
mentioned in the interview
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used as a remote egg via the ZALO Remote. Made of 
embossed Dow-Corning food grade silicone, 
8 adjustable functions, Bluetooth App Control, with 
a 18K gold plated chained charm that has hand laid 
enamel in the colour matching the bullet, all within a 
3-stage jewellery style keepsake box. The Sweet Ma-
gic Series is featuring: Confi dence – Confi dence 
is a preheating wand that is made from Dow Corning 
food-level silicone with exquisite embossed detailing. 
Embellished with Swarovski crystal on a heart sha-
ped joystick control. Confi dence can be used as a 
traditional wand but since it is seamless it also can be 
used internally as a joystick. The head is fl exible in 360 
degrees that creates a surface area 
that is extremely accurate no matter how you use it. 
Confi dence has 8 vibration modes, plus its heating 
mode. Courage – Confi dence is a preheating G-Spot 
vibrator that is made from Dow Corning food-level 
silicone with exquisite embossed detailing. 
Embellished with Swarovski crystal on a star shaped 
joystick control. The head is fl exible in 360 degrees 
that creates a surface area that is extremely accurate 
no matter how you use it. Confi dence has 8 vibration 
modes, plus its heating mode. Desire – Desire is a 
preheating thrusting vibe made from Dow Corning 
food-level silicone with exquisite embossed detailing. 
Desire is embellished with Swarovski crystal in the 
centre of the control panel. With the heating function, 
turbo mode, and soft tip Desire is sure to make anyone 
feel like a princess. Temptation – Temptation 
may just be the world‘s fi rst heated thrusting bullet. 
With the same internal functions and control of the 
Desire, the Temptation can be fully inserted vaginally 
or anally to give a double penetration experience when 
playing with a partner or with another ZALO device. 
Temptation is made from Dow Corning food-level 
silicone with exquisite embossed 
detailing. Desire is embellished with Swarovski crystal 
in the centre of the control panel, has heating mode, a 
mix mode and a turbo mode! Queen – The award-win-
ning Queen. Voted Luxury Toy of the Year in late 2018 
by XBIZ Europa, ZALO Queen is a game changer. The 
Queen is different from any other suction device out 
there today. The Queen is our fourth line at ZALO. She 
can be used internally on the g-spot, the pulse thumps 
on the g-spot at 3 different speeds. Customers are 
amazed in the store when they put their fi nger on the 
thumper and it‘s not even vibrating yet. Then, with the 
sleeve on, a vortex is created using air fl ow technology 
and within seconds one can reach a max speed of 75 
beats per second. The Queen vibrates, heats up and 
can be connected via Bluetooth for wireless action 

through our app. With the app you can use it like a 
remote, design your own patterns, and connect it to it 
go to the beat of music. All these options place Queen 
on a pedestal above all those who have been fi ghting 
for her coveted crown. With the removable sleeve, the 
Queen can be used internally on the g-sport with the 
sleeve on the air fl ow begins with a max speed of 75 
per second. It vibrates as well as heats up and last but 
not least can be connected via bluetooth for remote 
action. With the remote, you can design your own 
patterns as well as have it go to the beat of music!

What sets your sex toys apart from the competition in 
terms of design, functionality, materials, shape, etc.?  
James Tompkins: Quality and craftsmanship 
from head to toe.  Whether it be our award-winning 
keepsake packaging or the 65 steps it takes to fi nish 
the jewellery grade enamelling and genuine 18k and 
24k plating, having our products in your store or in your 
home will set you apart.

Which trends and developments have the greatest 
impact on your products at the moment?  
James Tompkins: I‘d say smart device connectivity 
and pulse motors. I think in the next few years, as the 
price of technology drops, you will see a huge percen-
tage of $100+ items be able to connect to personal 
devices. 

What are the sources of inspiration you draw from 
when developing your products? 
James Tompkins: Fine art, paintings, and ultra-
feminine nuances.

How is ZALO positioned in the market? Are your 
products an alternative to luxury brands?
James Tompkins: ZALO products are for luxury 
boutiques and super stores that have special 
products designed for the refi ned customer.  

How would you defi ne your target audience? 
James Tompkins: We fi nd that our customers are all 
across the spectrum. However, with that said, people 
who are smitten with things that scream glamour for 
sure. People who love anime, princess paraphernalia, 
sparkly things, and the fi ner things in life all seem to be 
heavily drawn to ZALO. 

Which prerequisites does a product have to meet 
in order to live up to the wishes, needs, and 
expectations of your target audience?   
James Tompkins: I think our customers love 
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the feeling when they see something so beautiful 
that their body has a reaction. Our customers 
are collectors, and ZALO defi nitely becomes the 
show piece. Winning the AVN 2019 “O” Award for 
‚Outstanding Product for Women‘ really ads validity 
to our mission, to please, in the most precious way 
possible. 

The consumers are becoming more and more deman-
ding. How do you respond to these rising expecta-
tions?  
James Tompkins: We just keep 
pushing ourselves to stay outside of the box. To keep 
pushing the bar forward, and repeat that mantra 
moving forward.  

How important is it for you to be perceived as a brand? 
James Tompkins: We stand out so much, people 
know that we are different and not a new line from 
another known company.  

By which practices of brand building do you abide? 
James Tompkins: We were recently featured on Evine 
After Dark, an Adult Novelty Block of home shopping 
with the Evine Network that is on live TV that reaches 
over 87 million US homes via cable 
affi liates and satellite providers. We currently advertise 
in the three major industry magazines stateside. We 
have a team of Instagram personalities as well that 
help promote the brand.

Social acceptance towards sex toys continues to grow, 
and thusly, the sales potential outside the erotic market 
soars as well. Do you also see potential for ZALO in the 
mainstream market?
James Tompkins: We do! We know there are some 
mainstream retail companies in the UK that currently 
have adult products that we would love to work with. 
Here in the States major retailers sell on their websites 
but the market here isn‘t as forward thinking. We 
believe that many of ZALO products defi nitely could fi t 
into mainstream stores because of our award-winning 
packaging. We just won the XBIZ AWARDS 20189 
category for Excellence in Product Packaging. It was 
a testament to our focus to change the ways toys are 
perceived whether it be outside and inside the adult 
market.

Where can the European trade get your products? Are 
there distributors and wholesalers you are working with?   
James Tompkins: Yes, currently retailers can get our 
range of products from Eropartner and ABS Holdings.  

Some companies do by direct as well. We just recently 
landed at the MSHOP in Sweden. We put together a 
special display and window 
treatments at their location, it was amazing. 

What qualities are you looking for when choosing your 
distribution, wholesaling, and retail partners?  
James Tompkins: We really think it‘s all about custo-
mer service and reputation. Secondly, we really only 
want to partner up with distributors that will help main-
tain at least MAP pricing across the market. We want 
to support brick and mortar stores. The backbone of 
the industry and those in the lifestyle. If we can control 
the prices on the internet, then we can help the stores. 
From that point on it‘s about design and services, not 
best price. 

Do you support your distributors and the trade with 
marketing and advertising materials? 
James Tompkins: Yes, we have new strands 
coming out this spring, custom signage, and whatever 
it takes. Also, we can set up spiffs for the stores’ 
employees. 

How should the trade present and advertise your 
products to generate the best-possible turnover?  
James Tompkins: You defi nitely want our brand to 
stick out by itself. We recommend creating a special 
area, preferably in a high traffi c zone. Our award-win-
ning products and award-winning packaging speak 
for themselves. Our packages come basically pre-gift 
wrapped so anyone looking for that special gift for that 
special person, ZALO is perfect. 

What can we expect from Zalo over the course of the 
next months? What are your plans?  
James Tompkins: We have new products coming out 
in 2019, but I can‘t tell a secret. It‘s no secret that it will 
be stunning though!  

What is your opinion on the current situation of the mar-
ket? Is there too much buzz about sex tech?
James Tompkins: No way. It’s all about tech right 
now. Don’t get us wrong, a double dong is always 
going to sell. When a toy does something special. That 
is when you get the ohhs and ahhhs! That‘s how peo-
ple will spread the word about a toy or a store – those 
wow factors. Tech is where most of the wow factor is 
now.  As a matter of fact, we train our stores to appro-
ach their customers about tech. All you have to do say 
is, do you want to see the newest items in the market, 
the newest technology? People hardly say no.        
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 „The New Standards – that is the name of 
the latest Aneros collection. How do you set 
these new standards?
Forrest Andrews: Aneros New Standards 
is not a collection of products, but an 
implementation of a new design standard 
utilising our latest technology and recognition 
that a milestone has been reached in the 
development of our products.  

Are the products all new concepts, or are they 
optimised versions of existing products?
Forrest Andrews: The concept of our ‚New 
Standards‘ evolved as a result of the creation 
of our award winning (X-Biz 2018 Best Sex 
Toy of the Year) Trident series devices. Indeed, 
while they are ‚optimised‘, they constituted 
vastly improved versions of our best-selling 
products.  

How long did you work on these new 
standards, and which trends and 
developments infl uenced their inception?
Forrest Andrews: The inception for what 
would become our ‚new standards‘ began 
5 years ago. The development of the 
Trident series products was essentially 
a test case for them, lasting 18 months. 
Customer response to these products 
was tremendous, so much so that we felt 
obliged to incorporate these innovations 
into everything we sell.  

How many products will we eventually see 
under The New Standards banner?
Forrest Andrews: The New Standards will 
eventually be incorporated into 80 percent 
of our current product line as well as all new 
product offerings. 

Helix Syn Trident, the fi rst New Standards 
product that launched at the beginning of 

February, is based on your successful Helix 
Syn. What are the differences between the 
two products?
Forrest Andrews: With regard to differences 
between old and new, the Helix Syn Trident 
features a specially balanced body that 
provides greater range of motion, increased 
responsiveness, and more focused internal 
stimulation. We replaced the handle on the 
Helix Syn Classic with K tab and arm in a 
new confi guration that (along with the P tab) 
provides more external stimulation, with 
greater stability. Other additions include a 
softer, smoother silicone, with a new red and 
white on black multi-tonal aesthetic. 

In March, we will get the second New 
Standards product, VICE 2. What sets this 
product apart from the competition?
Forrest Andrews: The VICE 2 combines our 
unique hands-free design with a host of new 
and exciting features. Every curve and contour 
of the VICE 2 has been anatomically confi gured 
to perform in harmony with the body. So, 
every movement, every gesture is effectively 
translated into internal sensation. VICE 2’s 
two motors, 18 expertly tuned vibration 
patterns, and 4 speed selections, produce an 
astounding 72 sensory experiences. The VICE 2 
comes with a chargeable wireless remote that 
provides easy access to all of the VICE 2’s 
features and includes an interactive joy button 
for tapping out a user’s own vibration pattern 
or creating that extra nudge to push them over 
the edge.

Later on, in June, you intend to launch Eupho 
Syn Trident and MGX Syn Trident. What can 
you tell us about these products?
Forrest Andrews: Building on the legacy of 
our award winning Eupho Syn Classic, 
the Eupho Syn Trident will combine the 

Helix Syn Trident is the fi rst 
Aneros product under ‚The 
New Standards‘ banner. This 
concept is based on the goal 
of creating a new standard 
in design for both, upcoming 
additions to the range as well 
as existing products. EAN 
spoke with Forrest Andrews, 
Aneros’ Product and Business 
Development Manager, to 
learn more about the New 
Standards.

 Aneros’ New Standards is not a collection of products, 
but an implementation of a new design standard

Ane r os  has  t a ken  a  b ig  s tep  i n  p roduc t  dev e lopmen t  -  Fo r res t  An d rew s  te l l s  us  more exclusive

Forrest Andrews, 
Product and Business 
Development 
Manager at Aneros



more HIGHLIGHTS
B2B SUPPORT
more direct sales support for YOU!

> Sales training videos

> PoS materials (print+digital)

> Branding B2C

more info: pjurlove.com/dealer-lounge

2 × Poster (woman/man) DIN-A1

Made in Germany

21
8-
12
-0
58

#g
iv
es
yo
um

or
e

MORE CHOICE · MORE QUALITY · MORE INTIMACY

PREMIUM INTIMATE PRODUCTS

more for you

Made in Germany

21
8-
12
-0
58

#g
iv
es
yo
um

or
e

MORE CHOICE · MORE QUALITY · MORE INTIMACY

PREMIUM INTIMATE PRODUCTS

more for you

Made in Germany

21
8-
12
-0
58

g
sy
ou
m
or
e

MORE CHOICE · MORE QUALITY · MORE INTIMACY

PREMIUM INTIMATE PRODUCTS

more for you

Made in Germany

05
8

MORE CHOICE · MORE QUALITY · MORE INTIMACY

PREMIUM INTIMATE PRODUCTS

more for you

MMade in GMade inMade inn Gen GeGeGermaermanyrmanyrmanyGermanymanyanymanyyGe manyGermanyGermanyGe ma yyy

MORE CHOICE · MOMORE CHOICE · MORE CHOICE · MOMORE CHOICE · MOMORE CHOICE · MORE QUALITY · MORRE QURE QUALRE QUALITY · MORUA RE INTIMACYE INTIMACYE INTIMACY

PREMIUMPREMIUMPREMIUM REMMIUM MIUM INTIMATEINTIMATEINTIMATENTIMATEMATE PRODUCT PRP PRODUCTDUCTSSS

mor f r yf ymore for youf y

Made in Germany

MORE CHOICE · MORE QUALITY · MORE INTIMACY

PREMIUM INTIMATE PRODUCTS

more for you

100 × Flyer (8 pages) DIN-A6

1 × Shop-Window Sticker

Made in Germany

5 × Static Stickers

Made in Germany

ask fOR

Made in Germany

TaKE MEQuality FiRsT

Made in Germany

Made in Germany

JUsT

Made in Germany

Be suRe it´s

/dealer lo g/dealer-lounge/dealer lo g

3 × Prism Display (2 in 1)

Your FREE PoS Kit — ask your sales contact!

21
9-
0
2-
0
29

2 × Shelftalker

GI
VES

YOU MORE

Toy Lube & To

y
C
le
a
n



 w w w . e a n - o n l i n e . c o m  •  0 3 / 2 0 1 9136

I N T E R V I E W

innovations of the Eupho Trident with our softest, 
smoothest silicone ever for the ultimate in comfort 
and responsiveness. The MGX Syn Trident will 
have a direct link to our fi rst-generation product, 
the MGX Classic, the one that started it all! A 
winner of numerous awards since 2003, we are 
proud to introduce the MGX Trident into our family 
of Syn products.

And what about the pricing of The New Standards? 
How much do these products cost?
Forrest Andrews: The pricing of New Standards 
products will generally be consistent within each 
category. With respect to the Syn Trident series, 
they’ll be priced at a $59.95 msrp, while the VICE 2 
will be $149.95.   

Is the target audience for these new products different 
from the audience you have been aiming for with your 
previous toys?
Forrest Andrews: The target audience for our 
products largely remains the same, men who want 
to enjoy the multi-orgasmic bliss of the male G-spot 
orgasm and those who want to amplify all other 
sensual experiences alone or with a partner.  

Where can retailers in Europe get the new products?
Forrest Andrews: Eropartner, SHOTS, Lovely 
Planet, and Net 1on1.

Do you also offer POS materials to go along with 
The New Standards?
Forrest Andrews: Yes, we do, with many more to come! 

Helix Syn Trident 
features a uniquely 
balanced design 
for superior internal 
mobility, along with 
modified arms for 
greater external 
stimulation
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 „What‘s your overall take on the European 
fetish market over the last year?
Björn Radcke, Sales Manager, Orion: The 
European fetish market is growing and increa-
sing. Shades of Grey is still infl uencing the 
soft fetish market. The consumers are a lot 
more open to fetish products and more and 
more are willing to try out new products from 
the fetish range.

Laura Wood, Sales Executive, Lovehoney:
The fetish scene has become more main-

stream in Europe, 
which could be, 

in no small part, 
attributed to 

the “Fifty 
Shades Ef-
fect” which 

the franchise 
created, opening 
up conversations 

and creating 
demand for a 

The last year has been so heavily focused on high-tech masturbators, robotic dildos, and 
smart phone-powered vibrators that we almost forgot about our old pal, fetish. Kink is 
alive and well, even if a certain series of hotly-debated Hollywood fi lms have been long 
torn down from roadside billboards (and much to the delight of lifestyle kinksters). 

Is kinky sex so normal that it‘s no longer worthy of the spotlight? Not one bit, according to 
several of the industry‘s top manufacturers and retailers. Kink play is fi nding it‘s way into 
a surprising number of vanilla bedrooms across Europe. BDSM might just be more popular 
than ever this year, and while the methods haven‘t evolved much over the last decade, 
products and attitudes have done a 360.

While Europeans are known for being less stuffy about sex, many average folks throughout 
places like Sweden, Germany, the U.K, and the Netherlands are only just discovering their 
darkest desires. I chatted with the pleasure industry‘s foremost experts on consumer 
kink to fi nd out what‘s trending, who‘s spending, and why top quality reigns supreme in 
Europe.

The European Kink Report
Europe‘s br ightest minds in the BDSM business talk consumerism in the modern kink market exclusive

wider variety of bondage and fetish products. 
In Europe, there is also an interest for higher 
quality bondage products with sleek packa-
ging and we have seen a particular spike in 
interest for Coco de Mer Bondage, which has 
been crafted from sumptuous thick cowhide 
leather with softer lambs leather linings, sever-
al pieces also feature suede in the design.

Mark Boulton, CEO, Sheets of San 
Francisco: The market seems steady but 
sluggish, if that makes sense. People are still 
spending, but are maybe a little more reticent 
in committing to spend, particularly on big 
ticket products.

Evelina Odle, Pleasure Product Expert, 
M Shop: We have seen an increase in sales 
for fetish products. It feels as though the 
normalisation of different fetishes has become 
much more open and welcoming. Customers 
are more daring to try something new that, a 
couple of years ago, would be looked at as 
hardcore fetishes. I love this increase, but it 
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does demand more knowledge and nerdiness from 
our staff to be able to provide the proper instructions 
to the more niched products. Which we, of course, 
are happy to oblige.  

Nelson Sousa Da Cunha-Pochet, Owner & 
Director, Mister B: I think this year has seen a 
trend continue that set in a few years ago, after 
50 Shades of Grey, where the interest in fetish 
products has gotten bigger overall. I have not 
seen much innovation, mostly new versions of 
existing products and also more affordable 
options of usually a lesser quality. Many 
companies have decided to jump on the fetish 
bandwagon and have come out with their own 
take on fetish products. A way to differentiate 
yourself in this world is by offering quality. The 
more mature the fetish consumer becomes 
the more he is willing to invest in a high quality 
product that is durable and especially safe to play 
with. Certain fetish practices involve certain risks, 
to give an example, with bondage you can use a 
cheap rope, one that will let you have burn marks 
on your skin when too tight and scratches the 
skin, or you can opt for a high quality rope that 
will not generate these damages to the body. A 
company like ours in this business for 25 years 
understands these risks and is able to inform its 
customer unlike some of the new players on the 
market that are not even aware of this. What I’ve 
seen is that the customer turns to us not only for 
a good product but also advice. Education is key 
in the European market of today.

Tottis Crossler, Manager, Chambers of Love: I‘d 
say that it just keeps getting more quality oriented 

and making bigger ideas 
and fantasies available 
for the ones who can‘t 
build, for example, a 
vacuum bed at home or 
other things that have 
been quite hard to get. 
Not just the mainstream 
kink is seen in the bigger 
channels, but more and 
more “heavy duty” stuff 
is made available and 
also produced in a good 
way.  And this makes me 
glad! Chambers of Love 

has an easier time getting suppliers on good quality 

products that we are proud to put our logo on or 
collaborate with, and that makes it easier for us to 
give our customers a good range to choose from.

The fetish and kink scene has always been more 
quality-aware than most parts of the sex toy industry, 
but it keeps on going strong, I‘d say. It was a bit of 

a bump in the road when 
the Fifty Shades hysteria 
hit the fan. Many compa-
nies just tried to get 
cheap sh*t out there to 
match the hunger on 
the market and through 
that, ride on the wave 
and trend and make easy 
money. It was more worth 
getting many people to 
buy cheap stuff than to 
get a few people to buy 
good stuff, as so often 
happens. And that wasn‘t 
too good for the quality, 
even if it was nice for the 
fetish and kink scene to 
get more room in the pu-
blic spaces. This is both 
good and bad, especially 
since myself and so many 

Tottis Crossler, Manager, 
Chambers of Love
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kinksters see a lot of problems with how BDSM is 
portrayed in “Fifty Shades.”. Now most of the market 
has gone back to making and selling high quality 
products, but it is still more open and easier to fi nd 
fetish and kink products, and they‘re even more 
accepted, so that is a good thing!

What are some types of products or fetish niches 
that have been really popular for your business 
lately?
Evelina Odle, M Shop: Overall “regular” fetish 
products like nipple clamps, hand cuffs and smaller 
whips have increased in demand. As well as kits 
containing a mix of products, so the customer can 
try an array of things before they decide what type 
of product suits their preferences. It feels as though 
more customers are open to trying new types of 
play and dare to voice their desires. Although we 
don’t really count butt plugs as fetish products – we 
have seen a big increase in sales there as well. So 
it feels like an overall hype toward trying new things, 
which I think is very exciting.  

Tottis Crossler, Chambers of Love: I‘d say that 
we at Chambers of Love see a rise in our 

leather clothing and gear-numbers 
since we are entering the gay 

scene more and more in 
Sweden – and hopefully 

in other countries, too 
–  with our new leather 
collection that expands 
all the time. And also 

our more hardcore, 
S&M tools 

have 
gotten an 
upswing 
lately, 

which is super nice to see! But in general people 
get more and more aware of our in-house brand in 
both clothing and tools. Consumers know that we 
deliver quality, good knowledge and service, and 
this is defi nitely noticeable in the store and online. 
And all of this hopefully makes them come to our 
shop for most of their fetish or kink needs now and 
in the future!

Sousa Da Cunha-Pochet, Mister B: One of the 
niches seeing an incredible uprise lately is latex 
clothing. It‘s an affordable option for fetish players 
that also want a look for parties at clubs or at home. 
Due to social media like Instagram and Facebook, 
people are now sharing their pictures more openly 
and it is a product that aesthetically looks great 
and invites others to want to try it too. Also new 
techniques make that a customer can customize his 
look and give it its own identity, something that in 
recent times is very important, especially on social 
media.

Björn Radcke, Orion: We are getting higher 
demands on almost all soft fetish items like soft 
bondage items, ball gags, fl oggers etc. Our vinyl 
sheets (in different sizes and colours) also sell very 
well too. Furthermore, various sets or bundles tend 
to be bought by bondage beginners. When it comes 
to the niche products, our spreader bars or our 
Sextreme Steel products are extremely popular.

Mark Boulton, Sheets of SF: We are not strictly a 
fetish product, though our product does sit happily 

I N T E R V I E W
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in that market sector.  As a company with a single 
product line, we appeal to all sorts of niches, including 
medical play and the whole wet and messy scene, 
which seems quite topical at the moment.

Laura Wood, Lovehoney: We recently conducted 
some research in the UK and of the 1,500 people 
we polled, 52.5 % of the respondents found the idea 
of bondage highly appealing and enjoyable yet only 
27 % were regularly using bondage items or clothing. 
More and more of our customers are looking 

to explore their kinkier side in 
the bedroom and we have 

a great range of products 
will encourage them to 
try out, such as Coco de 
Mer Bondage and the Fifty 
Shades of Grey Offi cial 
Pleasure Collections. 

What are some of the differences you see between 
American and European fetish consumers?
Mark Boulton, Sheets of SF: There seems to be 
much more of a willingness to spend in the US at 
the moment and consumers seem willing to spend a 
lot on products such as ours, so it‘s quite a buoyant 
market at the moment.

Sousa Da Cunha-Pochet, Mister B: I would say 
the biggest difference is price versus quality. You 
can clearly see that the American market is very 
much a consumer market. People always want 
the latest trends. They like to buy, and are always 
looking for something new. Because of this the price 
can not be too high. They‘d rather buy various 
products at a lower price (and lower quality) than invest 
all of their money into one product. In Europe the 
consumer is price conscious, but prefers to invest its 
money in that one product that is of high quality and 
is seen as an investment. When an American enters 
a shop he is used to have a sales person surrounding 
her or him immediately trying to close a sale, whereas 
in Europe the customer likes to be greeted and then 
left alone to make up his mind, ask questions, and 
maybe even leave the store and come back at a 
later moment to purchase the item. With regards 
to quality, he is willing to spend more but wants to 
think well about it, whereas the American customer 
is more prone to an impulse purchase.

What products have surprisingly jumped off the 
shelves that weren‘t expected to sell so well? 
Sousa Da Cunha-Pochet, Mister B: We launched 
a new collection of Dildos called WAD (Weapons of 
Ass Destruction) which we expected to do well but 
in a market saturated by dildo brands its always the 
question of how the customer will pick this up. But 
in our case this collection has been a huge success. 
The quality Mister B stands for together with good 
branding and the right value for money has made 
this collection very sought after and we are already 
working on an extension of this collection for the 
near future.

Björn Radcke, Sales 
Manager, Orion

I N T E R V I E W
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Evelina Odle, M Shop: The big boom has defi nitely 
been sex dolls, and the demand has been greater 
than we ever expected. Both the smaller dolls – as 
in portraying a specifi c body part like a butt, a torso 
and likewise - and the full-scale dolls have increased 
massively. It’s of course discussable if a sex doll is 
categorised as a fetish product or not. But either 
way, when it comes to jumping off the shelves – the 
dolls have been fi rst in line. Other trends have been 
urethral sounds and chastity devices. The big thing 
there being that customers actually feel comfortable 
walking into our physical stores and asking for these 
products without feeling the need to whisper it, or 
only search for it online.  

Laura Wood, Lovehoney: The response we have 
had to Uprize has been phenomenal, we even 
sold out before launch during the pre-sale! Uprize 
showcases the very latest in innovation in the sex 
toy industry, introducing patented Remote Control 
AutoErect™ technology, which automatically powers 
the rise and fall of the Uprize dildo shaft. Many 
global retailers featured it on their social media and 
had lots of interest from those who were intrigued by 
the product. Not only has Uprize been popular with 
customers but with the mainstream press too, with 

top news outlets in the UK such as Metro, Daily Star 
and The Sun covering it.

Tottis Crossler, Chambers of Love: We at 
Chambers of Love are so well-informed that nothing 
surprises us, ha ha! But joking aside, I can‘t actually 
think of anything jumping off the shelves that we 
didn‘t expect or plan for right now. A few years ago 
I would have said one of our clitoral vibrators, a 
vibe with really fantastic design and tremendous 
vibrations that makes it a big seller! But when we 
fi rst saw it, we were really skeptical and didn‘t 
believe it could be any good – but it was. Beyond 
good actually, it‘s amazing! And it still sells really 
well.

And of course, it‘s always a real pleasure to see 
the leather clothing and gear sell so well, especially 
since it comes straight from Chambers of Love‘ s 
factory, from our ideas, from our decisions. That 
was naturally our intention with the collection, but 
it is always a gamble – especially with clothing. 
But it has begun to sell, some even jumping off the 
hangers into the customers‘ heart by now. Especially 
our harnesses, shorts and series of little bags that 
you can wear on you leg, on a jockstrap, as a utility 
belt or over you shoulders. They are really nice and 
people got so excited when they saw them that 
they sold out in just a few days. Things like that plus 
seeing the smiles on the customers faces when they 
realize Chambers of Love has a really good range 
when it comes to sizes (XS–8XL), material, design 

Laura Wood, Sales 
Executive, Lovehoney
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AND that you even can custom make whatever you 
need. That‘s pure happiness!

Björn Radcke, Orion: The total increase of almost 
all anal items is astonishing. The other products 
that have sold surprisingly well are our products for 
experienced customers, like dilators, sex machines, 
masks and products with electrical stimulation.

What outside infl uences – like movies, tv shows, or 
other popular media trends – have made an impact 
on fetish product sales?
Björn Radcke, Orion: Shades of Grey has always 
had a large infl uence on the fetish market. Just like 
in previous years, the latest movie has also led to 
more sales. In general, the topic is now more 
socially acceptable and has been shown in the 
media more over the last couple of years as well.

Sousa Da Cunha-Pochet, Mister B: The European 
market is less susceptible to media trends than the 
American one. I had a conversation with someone 
that said sales of a certain product went up since 
the #metoo movement. In Europe these things 
have less of an infl uence. Of course we have seen 
a bigger interest in fetish since 50 Shades of Grey, 
but I haven’t spotted that many other big media 
infl uences. The Tom of Finland movie that came out, 
for example, has generated bigger interest by the 
media itself in our company, but the direct impact 
on our sales is very hard to measure. We have seen 

a steady growth in our leather sales in the last few 
years, and this movie may have had some impact 
on this last year, but not sure it makes the world of 
difference.

Evelina Odle, M Shop: In Sweden we’ve seen quite 
a big infl uence from podcasts and infl uencers in 
general who have become more outspoken about 
sex and pleasure in general. It’s hard to say in these 
have infl uenced the fetish products sales specifi cally. 
But I absolutely think it has increased people’s 
openness to voicing their fantasies and desires. 

How has the popularity of sex education and 
sex-positive media contributed to your kink product 
sales? 
Sousa Da Cunha-Pochet, Mister B: It is funny to 
see many brands now resorting to sex education 
and posting sex-positive content on their social 
media. I believe it is a smart move, and a proven 
formula, as we have been doing this for over 20 
years. Especially in a niche like fetish where there is 
an even bigger taboo than on other sex topics, we 
have always spent lots of time, energy and money 
on educating our customers. Before the time of 
internet, our shops were a place where you could 
learn by asking staff that came from the fetish 
scene and knew what they were talking about to 
workshops in the shop by experts. We also release 
lots of informative articles via our Facebook and our 
Wings magazine, a magazine distributed throughout 
Europe full of articles that contribute to a better 
understanding of fetish and therefore it attracts a 
younger audience to our webshop and shops.

Tottis Crossler, Chambers of Love: I‘d 
say that more people in general, 
especially “vanilla”people, have 
a much more open mind now, 
and are more willing to try new 
stuff and don‘t see BDSM as 
something so dangerous and 
weird anymore (even though 
some people will never change). 
This is defi nitely positive for sales. 
People want to try more stuff 
outside the box, both kink stuff 
and, for example, anal/prostate 
products! And this more open 
attitude also seems to make them 
understand that you usually get 
a better experience with better 

Mark Boulton, CEO, 
Sheets of San Francisco





quality toys, and this certainly makes us happy and 
the numbers go up.

And it also makes it so much easier for me AND 
my whole life situation as a BDSM lifestyler, and 
even more so, my work environment at the shop. 
It is so much nicer to be met with respect and a 
will to understand. For example, I explain that the 
stuff they talk about as “weird” or “sick” can 
actually turn some people on and make some 
people happy. By calling the products “sick” by 
extension calls the people using them “sick,” and 
that can actually hurt the people using it. Most 
people never think of it like that, but nowadays 
when I say this to them, they actually understand 
and apologize because they don‘t meant it that 
way. They just didn‘t understand or know better. 
By giving them knowledge, they become even 
more open-minded and I think that makes the 
world a better place! Because even though I‘ve 
never cared what other people think about me, 
it can still be tough to make others understand 
better so they don‘t see kinksters as much as 
out-casts and freaks as before. One small step 
for kinskters – one huge step for humankind!

Evelina Odle, M Shop: We’ve seen a big increase 
in organisations and people working in the medical 
fi eld asking us for opinions and help concerning sex 
toys. So, it feels as though the sex toy industry has 
fi nally taken steps towards being seen as a serious 
and knowledgeable source when it comes to sexual 
education.    

Mark Boulton, Sheets of SF: It’s a little hard to 
quantify this, but it can only be positive for the 
market as a whole. A well-educated consumer is 
much more likely to look into the market place and 
see what is available to suit their needs. They are 
also likely to make better buying decisions in terms 
of products that are body safe, for example, all 
of which is good for us. Even the BBC have been 
promoting sex positive content and have a current 

series of podcasts called Unexpected Fluids, which 
is great.

Björn Radcke, Orion: Sex education has a large 
infl uence on the whole industry and sales. The topic 
of sex and sex toys has become socially accepted 
thanks to more education in this area. The consu-
mers are now much more open-minded and used to 
seeing this kind of content. Thanks to this change, it 
has become much easier to advertise our products 
and show them on TV or in magazines. 

What are your plans for the coming year to keep up 
with the trends and excel in your business? 
Tottis Crossler, Chambers of Love: Chambers of 
Love will hopefully expand in Sweden and across 
Europe and America. We‘ve had a lot of great 
feedback on clothing, gear/tools and sex toys. We 

Nelson Sousa Da 
Cunha-Pochet, Owner & 

Director, Mister B
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hope to start to collaborate more with other stores, 
re-sellers and suppliers. We are also expanding and 
defi ning our range more and more as we go. 
Chambers of Love has everything from budget 
options to high quality handmade products, and 
hope that both customers and re-sellers will see 
more and more that our quality and the range we 
bring to the table is better than so many other 
brands so that we can continue to grow and make 
our own brand bigger and bigger. And with a broad 
range, high quality AND the possibility to custom 
make the clothes to fi t our customers perfect, it 
shouldn‘t be to hard to grow and make more people 
really happy!

Björn Radcke, Orion: We will continue evaluating all 
markets through our distribution channels (B2B and 
B2C) and we’re sure that we will see all the trends 
on time. Furthermore, we will carry on working 
closely with our customers next year so that we can 
quickly recognise the trends in every country and 
implement them. We’ll also continue to rely on our 
own brands and inventions, in order to be able to 
present further trending products next year.

Evelina Odle, M Shop: We’re defi nitely going to 
increase our assortment of sex toys so that we can 

meet the demands of more niched customers. Mo-
reover, we want to always stay on top of our game, 
so the biggest thing within that section is that we’re 
part of a SIS group, which is basically a work group 
that will together come up with a suggestion for 
an ISO-standard concerning quality and safety 
standards of sex toys. We believe that knowledge, 
service and a welcoming environment are key 
factors in our industry, so we will put a lot of effort 
into improving ourselves even more in the years to 
come. 

Mark Boulton, Sheets of SF: Trends tend not to 
affect us too much, so we will continue making and 
marketing our great quality sheets.

Sousa Da Cunha-Pochet, Mister B: Our plans are 
to continue what we are doing: bringing high quality 
products to a more and more demanding audience, 
inform and educate and focus on partnerships. We 
partner up with other brands that complement ours. 
Instead of trying to focus on areas of which we have 
no understanding, we‘d rather focus on what we 
do well and partner with brands that are experts on 
other fi elds and together offer the best products to 
our customers. We share the expertise and we tell 
one story together. The customer should not only 
come to Mister B because of its outstanding quality, 
but also because he can fi nds other brands that 
meet the same standards as Mister B products.

This interview is 
contributed by Colleen 

Godin, EAN U.S. 
Correspondent
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 „DUO is the perfect name for a product 
that combines Pleasure Air technology and 
G spot stimulation. How did you get the idea 
for this product?
Johanna Rief: Womanizer was started to 
empower women in their sexual self-de-
termination, independent of their age, their 
ethnicity, their physical condition. We want 
to close the orgasm gap. 70 to 80 per cent 
of all woman have orgasms clitorally, so to 
us, the logical consequence was to focus 
on clitoral stimulation. However, at Woma-
nizer, we also believe that there is more to a 
fulfi lling sex life than just achieving orgasm. 
Therefore, we paid a lot of attention to the 
feedback, the wishes, and the needs of our 
customers. A lot of them have told us they 
use their Womanizer in conjunction with their 
vibrator so as to receive vaginal stimulation 
as well. But since you have to hold and con-
trol two products at once, the experience is 
often more frustrating than satisfying. Seeing 
this kind of feedback really was the starting 
point from which we went on to develop this 
new product.

How hard is it on a technical level to combine 
these two features within one product?
Johanna Rief: It defi nitely was a challen-
ge. Basically, DUO is designed like a Rabbit 
vibrator, with two arms – a bigger one for 
vaginal stimulation and another, smaller one for 
clitoral stimulation. However, our Pleasure Air 
technology requires more space than a regular 
motor would, so we had to come up with new 
solutions, and the result is a novel, futuristic 
design that we are all very proud of. In addition 
to that, we wanted DUO to be able to adapt to 
any woman’s anatomy, which is something you 
don’t see with many regular Rabbit vibrators. 
Consequently, the vibration arms of DUO are 
extraordinarily fl exible.

Did the merging of the Womanizer and We-Vi-
be brands also have an impact on the design 
of DUO?
Johanna Rief: Well, We-Vibe and Womanizer 
merging opened up new avenues in product 
development, and yes, DUO is a perfect 
example of that. We used the tried and true 
– and very popular – We-Vibe features to 
elevate DUO to anther level. This product is 
equipped with the same extremely powerful 
motor used in We-Vibe Tango, with 10 diffe-
rent vibration modes and 12 different levels of 
intensity. Moreover, the vibrator is based on 
the shape of We-Vibe Nova.

DUO probably benefi ted from the experience 
gained when you created its predecessor, 
InsideOut, but data from your pool of testers 
also had an impact on its design? What can 
you tell us about this data?
Johanna Rief: DUO’s creation was heavily 
infl uenced by the data provided by our global 
Womanizer tester pool, which includes more 
than 140 people in varying age brackets and 
life stages. And you are correct, our analyses 
and product development was also informed 
by the feedback we had received on our 
previous product, InsideOut. The result: The 
vibration arm is slightly longer, and the shaft 
is wider and curved. Moreover, DUO has a 
stronger motor, and it offers 10 additional 
vibration modes for more variety. DUO also 
features the Smart Silence technology, an 
innovation created by Womanizer. As a result 
of this new technology, DUO will remain in 
standby-mode until it touches skin – only then 
will it switch to stimulation mode. This is per-
fect for pleasurable experiences, either alone 
or with a partner as you can add DUO to love 
play or put it away anytime, without having 
to push any buttons and without having that 
distracting buzzing noise all the time.

WOW Tech Group presents 
the new Womanizer DUO. This 
toy combines the revolutio-
nary Womanizer Pleasure Air 
technology with powerful G 
spot stimulation. To fi nd out 
more about DUO and the new 
synergies and possibilities 
arising from the merging of 
Womanizer and We-Vibe, 
EAN spoke with Johanna Rief, 
Head of Communications at 
Womanizer.

We used the tried and true We-Vibe 
features to elevate DUO to another level

Johanna Rief, Head 
of Communications, 
Womanizer

DUO  i s  s e t  to  l a un c h  a t  th e  en d  o f  Ma rc h exclusive
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Is it correct that DUO is more geared towards expe-
rienced sex toy users than newbies? 
Johanna Rief: The way we see it, DUO is indeed a 
product that caters more to the experiences consu-
mers who have already used other sex toys and 
have other Womanizer models in their bedside table. 
DUO offers the opportunity to add a truly special 
product to your private collection.

The We-Vibe and Womanizer brands both include 
products with very striking product features. Are 
there plans to combine these features into new 
products?
Johanna Rief: Of course, we will use all the ad-
vantages arising from this union to create new and 
exciting products. Unfortunately, I cannot tell you 
more about our upcoming projects right now.

DUO had its premiere during ANME Show in the 
USA at the beginning of January. How did people 
respond to the new product?
Johanna Rief: The trade members who visited 
ANME were positively thrilled, and we got a lot of 
feedback about how this product offers real added 
value and real added selling points.

When can distributors and 
retailers in Europe get their hands on DUO?
Johanna Rief: DUO will be available at retailers 
anywhere from the end of March.

And how much will DUO cost?
Johanna Rief: The price of DUO is EUR 199 or CHF 
229. 

Will you have POS materials for the retailers so they 
can create more awareness for this new product in 
their stores? 
Johanna Rief: Defi nitely. To support our partners in 
the retail trade, there will be POS materials such as 
leafl ets, roll-ups, and posters, all available in time for 
the launch of DUO.                 
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 „Adam, how do you sum up the past 
year from the perspective of your company 
Godemiche?
Adam Breedon: The past 12 months have 
been a diffi cult road of discovery. We have 
done great things, made big mistakes, laun-
ched a new product and really got to terms 
with our strengths and weaknesses both as a 
business and as people. Having said that, the 
diffi cult 2018 has paved the way for a potenti-
ally remarkable 2019 if we stay focused.  

You mentioned to EAN a short while ago that 
you used 2018 to determine which route you 
want to go with your business. Can you tell us 
something about this process?
Adam: We have never lost sight of the 
direction Godemiche will take; it‘s more that 
we have had to evolve to ensure that that 
direction is maintained. Going from a team of 
two to a team of nine, it’s easy to get caught 
up in the wrong things, focused on the wrong 
goals. Stepping back to see the bigger picture 
and making the necessary corrections has 
been a very value experience. 

What results have you reached? And how will 
these results be refl ected in your activities this 
year?
Adam: I feel the biggest advantage a larger 
organisation has over a smaller artisan 
business like Godemiche is structure. We 
were guilty of not having or valuing how much 
structure can affect the way a business runs 
and how a lack of structure affects the busi-
nesses ability to achieve goals, even simple 
goals like a great customer experience. Let’s 
just say that Godemiche has grown up, just 
a little. 

Will you remain faithful to your way of making 
dildos by hand?

Adam: Currently, only one part of our manu-
facturing process is made by machine and 
that‘s the 3D printing of new designs. This 
change is with the customer in mind; past 
designs have been made in clay by hand 
resulting in only one size being created. With 
the introduction of 3D printing, designs can 
be easily produced in multiple sizes allowing 
more choice for the customer. Other than that, 
all other aspects are done by hand, the initial 
designers are hand drawn, 3D prints are hand 
fi nished and products hand poured and fi nis-
hed. By and large, our products will always be 
made by hand and the bigger we become the 
more hands we have to employ to remain a 
handmade business.

Has it become harder for companies like 
yours in recent years? Or is there growing 
interest in non-mass-produced products?
Adam: When was it ever easy? The adult 
industry has always been notoriously diffi cult 
to operate in, admittedly it‘s easier now than 
it once was but it will never be easy. People 
like interacting with real people and the one 
thing our smaller business has is the 
ability to personally resonate 
with customers, something 
mass-made giants will 
always struggle with. 
While we continue to put 
our customers fi rst and offer 
them more than just a faceless 
product, we will never struggle.  

What are the biggest challenges for you as a 
relatively small company?
Adam: Time management and structure 
as mentioned before. As a small artisan 
business, we do it because we love it and as 
you grow so to must you as business owners. 
Managing my time among the people we have 

There are two sides to every 
medal. For instance, smaller 
companies are said to be 
more fl exible and closer to 
their customers. Monika 
Makarewicz and Adam 
Breedon can attest to that, 
after all, they are the founders 
and heads of Godemiche. 
However, the two also know 
the challenges of being a 
smaller-scale company. We 
touch upon these aspects 
in our interview, during the 
course of which we also learn 
how the British company 
set new strategies in motion 
in 2018 to pave the road to 
success in 2019.

 The minute we stop 
solving problems we have lost
Ad am  Br e e don  on  th e  l a tes t  dev e lopmen ts  a t  G odemic h e exclusive

Adam promises new products, but more details 
will have to remain a secret for the time being
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working for us and the tasks we need to complete 
has been a challenge both myself and Monika have 
had to overcome.  

What can we expect from Godemiche in 2019 in 
terms of new products?
Adam: We have a large collection of designs and an 
even larger folder of ideas to draw from. With better 
time management and the fantastic team we now 
have around us, there is no doubt that new products 
will be coming. What and when will remain a secret 
for the time being.

If you look at today‘s 
market, would you say 
that the end of traditio-
nal vibration technology 
is approaching?
Adam: There will be a 
place for ‘affordable’ 
pleasure products vi-
brating or non-vibrating. 
Having said that, I don‘t 
feel we are the best 
placed to answer that 
question as vibrations 
are something we 
enjoy, not something we 
pioneer in. 

Another trend is certainly 
the rapidly increasing 
number of toys for men. 
How do you judge this 
trend? Are Male Toys a 
product category that 
has aroused the interest 
of Godemiche?

Adam: We all know there’s more of a stigma around 
men using sex toys then women. Men can be horrible 
creatures that say and do stupid things when they 
feel their masculinity or sexuality is being questioned, 
but that is slowly changing which is refl ected in the 
increasing sales of toys for men. We have been 
thinking about this aspect for a while now and 2018 
was the year in which we fi nally developed and laun-
ched a toy for people with a penis. We spent a long 
time working on this product, overcoming teething 
problems with the silicone to end up with something 
we are really proud of and at Christmas, we fi nally 
launched our masturbation sleeve called the OffBeat. 
We recognised the lack of silicone being used in 

penis pleasure toys and felt that our choices of 
colour, thoughtful simple designs, and love for 
masturbation were a great opportunity to add value 
to the market. We are delighted with the OffBeat and 
to have entered this part of the sex toy market with 
something that we feel really refl ects our brand well.

As an artist, craftsman, and creator of unique non-
vibrating toys, how do you feel about sex tech?
Adam: Sex tech is something we have a huge interest 
in personally but nothing we’d currently consider as a 
business though. Right now, the race to put out the 
‘latest sex tech’ only for it to be yesterday’s news in 6 
months’ time doesn’t appeal to us. 

Do you see any ground-shaking changes coming to 
our market in the future?
Adam: Business is problems and solving them, big 
or small, a problem is a problem. I’m sure Brexit will 
have an impact and that‘s a bitter pill we have to 
swallow but it won‘t be a problem we can‘t solve as 
a business. The minute we stop solving problems we 
have lost.

“WE  HAVE  NEVER  LOST 

S IGHT  OF  THE  D IRECTION 

GODEMICHE  WILL  TAKE . “
A D A M  B R E E D O N

The founders and owners of Godemiche: 
Adam Breedon and Monika Makarewicz 

Adam and the penis toy 
Offbeat that is mentioned 
in the interview
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 „What led to the founding of EDSE (Everyone 
Deserves Sex Education)?
Anne Hodder-Ship: I’ve been teaching sex 
ed to various communities for years and saw a 
need to make an offi cial entity to house all the 
educational and support service I offer.

What can you 
tell us about the 
EDSE team? What 
expertise does it 
have with regard 
to sex education?
Anne: I am the 
lead educator, 
and the EDSE 
certifi cation is 
supported by a 
small team of 
student teachers 
and interns who 
all are building 
careers in social 
services, rese-
arch, or sexual 
anthropology. 
My professional 
bio is: A cum 
laude graduate 
of the Roy H. 
Park School of 
Communications 
at Ithaca College, 
Anne’s journalism 
and sociology 
background 
inspired a unique perspective of the public 
eye, which led her to work as a journalist, 
editor and blogger covering the business of 
pleasure and the latest in human sexuality 
research. After readers reached out with 
vulnerable sex questions, Anne recognised a 

genuine passion for being of service, and she 
decided to train professionally as a sex educator. 
Anne received her fi rst certifi cation and 
endorsement by the renowned San Francisco 
Sex Information program and continued her 
training via the American College of Sexologists 
International and Planned Parenthood Los 

Angeles’s School 
Based Sex Educa-
tion Program, 
where she honed 
a special skill 
for working with 
adolescents. Anne 
also holds pro-
fessional training 
in breathwork 
facilitation under 
the guidance of 
David Elliott and 
dreamwork under 
the guidance 
of Kezia Vida. 
These two unique 
healing methods 
allow for deeper 
self-connection, 
emotional intelli-
gence develop-
ment, trauma 
resolution, and 
profound personal 
growth – and Anne 
often uses them 
in her one-on-one 
sessions. (With 

consent, of course!) Anne has been working 
with, and writing about, sex and relationships 
in some form for more than 12 years, and 
she’s loved (almost) every day of it. In addition 
to her private practice and public workshops, 
Anne is the founder of and lead educator at 

There is defi nitely truth to 
the quote that we used 
as the headline for this 
interview, and this quote by 
Anne Hodder-Shipp is all the 
more meaningful when you 
consider that professional 
expertise and product 
knowledge are vital in today’s 
erotic market – for instance 
if you want to provide 
competent sales advice to 
the consumers. Anne is the 
founder and lead educator of 
recently founded EDSE 
(https://everyonedeserves-
sexed.com/), an organisation 
dedicated to consumer 
education. EAN had the 
opportunity to chat with Anne 
about the mission of EDSE 
and the target audience of 
this young organisation.

 Working in the sex industry doesn’t 
make us an expert in sex
An interview with Anne Hodder-Shipp, founder & lead educator at Everyone Deserves Sex Education  exclusive

Anne Hodder-Shipp, founder and lead educator 
of Everyone Deserves Sex Ed 
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Everyone Deserves Sex Education (EDSE), and also 
leads treatment groups for clients recovering from 
substance use disorder, eating disorders, compulsi-
ve sexual behaviour and other stigmatised illnesses.

What does your philosophy look like? What are your 
goals?
Anne: Everyone Deserves Sex Education (EDSE) was 
founded with the goal of creating an accessible space 
dedicated to providing accurate, compassionate, and 
queer-inclusive sex education. Whether you’re a sex 
educator to-be, a parent preparing for ‚the talk,‘ or a 
professional looking for continued education, EDSE‘s 
mission is to provide a safe, supported and friendly 
space in which clients can learn, grow, and get closer 
to their personal and professional goals.

As one of the target groups for your expertise, you 
have identifi ed members of the adult industry. Does 
our industry lack knowledge in this area?
Anne: Of course! Working in the sex industry 
doesn’t make us an expert in sex, and one of 
the inspirations behind the sex-positive PR and 
marketing work I’ve done was the direct result of 
adult advertising and marketing practices that were 
tremendously problematic.
Adult industry professionals talk about sex almost 
every day, whether it’s with a buyer, a customer 
service caller, or a shopper trying to pick out a 
new product and saying the right (or wrong) thing 
can make or break the sale. Information is empo-
werment, and I want industry professionals to feel 
comfortable and confi dent doing their jobs while 
providing the best customer service possible. The 
EDSE certifi cation not only helps reduce misinfor-
mation and personal bias from the sales process, 
but also gives adult companies a way to differentiate 
themselves in this competitive industry.
Ideal for adult industry professionals involved in 
customer relations, sales, and product design, the 
EDSE certifi cation prepares clients to have informed, 
inclusive and confi dent conversations about sex.

What exactly are your ‚students‘ taught? And what 
previous knowledge should they have?
Anne: EDSE attendees will learn key information 
about human sexuality, intimate health, consent, 
and communication skills and be trained to respond 
to sex-related questions in a concise and non-judg-
mental manner. Attendees also will leave with new 
insight into their own sexuality – a fun side effect of 
sex education training.
The certifi cation is open to anyone looking to 
jump-start their sex education career, participate in 

professional development, or become a valuable 
resource to their community. EDSE welcomes 
trainees of all experience levels and from any service-
centred fi eld, including: Healthcare providers, Social 
services professionals, Youth mentors, Non-profi t 
sector professionals, Mental health practitioners, 
Educators & advocates, Case managers, Treatment 
& recovery professionals, and Adult industry 
professionals.
This coursework will cover the basics of human 
sexuality, sexual health, and communication skills 

“SEX  EDUCATION  IS 

EMPOWERING  AND 

BU ILDS  CONF IDENCE , 

COMPASS ION , 

AND  A  STRONGER 

UNDERSTANDING  OF 

OURSELVES . “
A N N E  H O D D E R S H I P
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in order to provide attendees with a foundational 
understanding of key topics including:
Safer sex, Sexually transmitted infections: symptoms, 
treatment & prevention, Harm reduction & risk 
management, Sexual anatomy, Pregnancy & birth 
control, Relationship dynamic, Sexual communication, 
Consent, Pleasure, and Sex toys & pornography

And how can or should they apply their acquired 
knowledge?
Anne: They can apply this knowledge to every 
aspect of their lives, business and personal. It will 
improve their customer service skills and strengthen 
the sales process, and the information can be 
applied to their personal lives, too. Sex education is 
empowering and builds confi dence, compassion, 
and a stronger understanding of ourselves.

You also offer your knowledge to parents, guardians 
and caregivers, so all those who have to teach children 
or teenagers at some point. To what extent does 
the state in the US take care of these tasks through 
education in schools?
Anne: As of November 2018, only 24 states and 
the District of Columbia mandate sex education 
in schools, and only 13 of those 24 require that 
the curricula be medically accurate. That means a 
majority of kids have been left to their own devices 
to navigate the complicated and confusing corners 
of their sexuality – with lots of trial and, sadly, lots 
of error. The Guttmacher Institute published a 
study that found fewer teens are reporting being 
exposed to important and timely information about 
sex education topics in school, and there was no 
reported increase in the number of sex ed talks 
teens reported having with their parents. People like 
to believe that sex education is more prevalent in 
2018, but reports suggest otherwise. According to a 
2014 Centre for Disease Control (CDC) report, fewer 
than half of high schools and 1/5 of middle schools 
taught all 16 sex ed topics recommended by the 
CDC – everything from STI prevention to communi-
cation and decision-making skills. Pretty dismal.

Why is the issue of sex education in the US handled 
so little by the state in the 21st century?
Anne: Our country was built on a foundation of con-
servative ideals, which (among other things) viewed 
sexual expression as sinful and punishable. Those 
ideals, including an immense amount of misinformation 
and misunderstanding, are still at the root of much 
of our political system and law-making processes, 

which directly affects the way our country regulates 
access to sex education to kids and teens. 

What results does this policy lead to in your opinion? 
Is not enough to just take a look at the statistics for 
‚teenage pregnancies‘?
Anne: Statistics and research consistently prove the 
effectiveness of comprehensive, accurate sex education 
at preventing teen pregnancies, STI outbreaks, and 
other sexuality-related issues. The Guttmacher 
Institute recently publicly stated that abstinence-only 
sex ed was not only unethical but also harmful to 
children. But these facts do not sway lawmakers.
There’s often a trickle-down effect when someone 
is uncomfortable and afraid of sex (often due to their 
own lack of sex ed), especially if they are in charge 
of policy-making, healthcare, childcare, or other 
social services. How can we expect someone to feel 
comfortable and confi dent discussing sex with others 
if they’ve never learned how to do it for themselves? 

What information do you want to convey to this 
target group?
Anne: Having ‚The Talk‘ can feel terrifying, but it 
doesn’t have to be – and they don’t have to fi gure 
it all out on their own. At EDSE, we believe that 
confi dence in and understanding of human 
sexuality is the foundation for having these kinds of 
conversations with young people. They are eager for 
this information, even if they might not admit it, and 
they need to see the adults around them feeling 
comfortable discussing it. EDSE works with parents, 
caregivers, and guardians in need of one-on-one 
support to help build stronger, more confi dent 
understanding of important sexuality subjects. We 
want you to feel as prepared as possible to answer 
the kinds of questions you know your kids are going 
to ask – if they haven’t already.  At EDSE, we believe 
that access to accurate sex ed and sexual health 
information fuels empowerment and healthy decision-
making, and if we don’t offer it to our kids and teens, 
they’re going to search for it themselves. EDSE 
wants to give kids and young adults the support and 
information they need and deserve – something many 
of us lacked when we were growing up.

To what extent is it possible for your customers to 
get a program tailored to their needs?
Anne: We create custom workshops and trainings 
for all of our clients – simply email us what you’re 
looking for and we can tailor our programming to 
your needs.
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 „Since when has your private label 
Mixgliss been available, and what 
was your motivation to launch 
your own line of lubri-
cants?
Anne-Laure Lesage:
Mixgliss was launched 
10 years ago. What 
motivated the launch 
of this brand was the 
desire to offer to the 
consumer a quality 
lubricant with neutral 
design so that anyone 
could proudly leave 
it on their nightstand, thus 
democratising lubricant use.

How big is this collection, and what 
products does it include? 
Anne-Laure: Lubricants, massage oils, and 
sex toy cleaners – with two ranges: water-
based intimate gels and 2-in-1 massage and 
lubricant silicone fl uids.

What are the unique selling points of the 
collection? What advantages does Mixgliss 
have over other lubricants that are available 
on the market?
Anne-Laure: Mixgliss has an uninhibited 
approach to lubricant use, with sober and 

elegant packaging and a top-quality 
formula. The very same motivation 

that inspired the launch of the 
brand is also what makes 

it unique: Forget it on 
the nightstand, you 
won‘t be ashamed! 
Also, the fact that 
Mixgliss products 
are scented with 
authentic fragran-
ces. Finally, the 
price positioning is 
as attractive as it is 
competitive!

Which products have become 
the top-sellers of the Mixgliss brand?

Anne-Laure: Mixgliss Water LUB 70 ml 
and Mixgliss Max.

What can you tell us about the packaging 
design of Mixgliss?
Anne-Laure: Discreet, colourful, and elegant. 
The bottles’ design facilitates the grip and the 
plug delivers the proper product dosage.

Is it correct that all Mixgliss products are 
made in France? And what about the quality 
of the products? How do you ensure that your 
products meet the highest standards?

Mixgliss, Lovely Planet’s 
private label for lubricants, 
has been around for ten 
years, and during that time, it 
has grown to include a wide 
range of products. To learn 
more about the history of 
the brand, the products, and 
their qualities – and about 
plans for new additions to the 
line, of course – we 
interviewed Anne-Laure 
Lesage, Business Developer 
at Lovely Planet. 

 Mixgliss has an uninhibited approach to lubricant use, with 
sober and elegant packaging and a top-quality formula

An in te r v i e w  w i th  An n e-La u re  Lesa g e ,  B us in ess  D ev e lope r  a t  Lov e l y  P l a n et exclusive

Anne-Laure Lesage, Business 

Developer at Lovely Planet
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Anne-Laure: Yes, absolutely. All of Mixgliss 
products are formulated under dermatological 
control and made in France. Our products 
combine the know-how of a certifi ed pharmaceutical 
laboratory with original fragrances from Grasse, the 
French cradle of worldwide perfumery!

Now let’s talk about the pricing of Mixgliss? What 
price segment are these products positioned in?
Anne-Laure: In the mid-price segment. As said 
before, Mixgliss‘ price positioning is as attractive as 
it is competitive since we offer high quality scented 
products from 8.50 EUR for water-based lubricants 
and 11.99 EUR for silicone-based ones. 

Are there sales-promoting materials for retailers? 
And do you maybe have advice for trade members 
on how to present these lubricants inside their 
stores for maximum effect? 
Anne-Laure: We offer special displays to present 
the products – our main advice would be to present 
with relevance water-based lubricants on one side 
– and silicone-based ones on another one, so the 
consumer understands that they are not the same.

Are there plans to add more products to your brand?
Anne-Laure: We have several new products in the 
works for 2019 and 2020. This month, we are 
launching a new Mixgliss product: MAX EXPERT. 
It’s an extra thick formula for strong and pain-free 
dilation. For the moment, the rest of our 
developments are confi dential but all we can 
say is that the consumers are going to love it.       

“WHAT  MOTIVATED  THE 

LAUNCH OF  TH IS  BRAND 

WAS  TO  OFFER  THE 

CONSUMER  A  QUAL ITY 

LUBRICANT,  WITH 

NEUTRAL  DES IGN  SO 

THAT  ANYONE  COULD 

PROUDLY  LEAVE  I T  ON 

THE IR  N IGHTSTAND , 

THUS  DEMOCRATIZ ING 

LUBRICANT  USE . “
A N N E L A U R E  L E S A G E

The top-sellers 
in the Mixgliss 
line: Mixgliss 
Water LUB 
70 ml and 
Mixgliss Max
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 „Talk about your path into the pleasure and 
sex tech space. What inspired this big leap?
Bryony Cole: I moved to New York from 
Melbourne, Australia six years ago with 
Yammer, which was acquired for $1.2B by 
Microsoft. I went on as head of community 
and thought leadership at Microsoft, and then 
several roles with other enterprise technology 
companies before striking out on my own.

Moving into the intersectionality of technology 
and sexuality was an outcome of research at 
a think tank for the next 30 years of nightlife 
[at Absolut Vodka‘s New York headquarters]. I 
saw a real gap in conversation in the broader 
business and tech world around the impact 
technology is having on intimacy. I launched 
Future of Sex, a podcast to bring ‘sextech’ 
into the public domain and consider how the 
innovations we create, invest, and use are infl u-
encing our behavior and human development.

How did you come up with the idea for Future 
of Sex and how it would contribute to society‘s 
understanding of the fi eld?
Bryony Cole: I launched Future of Sex, a pod-
cast to bring ‘sextech’ into the public domain 
and consider how the innovations we create, 

invest, and use are infl uencing our behavior 
and human development after realizing there 
was so little attention on it. The company has 
since grown from a podcast to a larger media 
company and lab, hosting sextech hackathons 
across the world to stimulate innovation and 
diversity in sextech. We recently launched the 
world’s fi rst sextech acclerator to help nurture 
new and upcoming entrepreneurs in the fi eld.

How has Future of Sex outgrown it‘s role as 
a podcast, and what does the company now 
encompass? 

Who knew a single podcast could hold so much power? Bryony Cole certainly didn‘t, at least not back in 2016 when she fi rst 
launched Future of Sex, an online radio show that explored the intersections of human sexuality and technology that dug far 
deeper than the bottom of your sex toy drawer. Cole spent years in the tech industry working with some of the biggest brand 
names, eventually moving on to join a heavy research project for Absolut Vodka that explored how consumers interact with 
nightlife events. Cole started making her own connections, which spelled out an intriguing future for sex and intimacy. After 
bidding farewell to the mainstream corporate world (and, according to Cole‘s Instagram, any shot at ever getting a ‚real job‘ 
again), Cole‘s podcast spawned an entire company – also called Future of Sex – where she performs market research and 
holds events and conferences that infl uence the current stream of sex-tech information. Cole also works to create opportunities 
for the next generation of young, female sex-tech infl uencers to grow and thrive. If you haven‘t yet stumbled across Cole at a 
sex toy trade show, it‘s because she‘s probably too busy interviewing countless researchers, therapists, scientists, and 
technologists. What‘s most fascinating about Cole‘s mission is that it extends far beyond what we currently know about tech 
as sex toy manufacturers, distributors, and retailers. Cole has crafted something truly unique, even for our industry, and her 
fi ndings will undoubtedly change the course of sex toy design in the years to come.

 I believe sextech’s real potential lies far beyond the stories 
of robot girlfriends, virtual reality dates and sex toys

Sex-tech pioneer  Bryony Cole is  on a miss ion to change the world ,  one tech leap at  a  t ime exclusive

“PODCASTING  FEELS 

CLOSE  AND  INTIMATE 

IN  A  WAY  THAT  A  BLOG 

OR  SOC IAL  MEDIA  OR 

CONFERENCE  CANNOT. “
B RYO N Y  C O L E

Bryony Cole is one of the world’s 
leading authority on sextech
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Bryony Cole: Launched in 2016, Future of Sex is 
now the leading authority in the modern sex-positive 
movement. We are pioneering: sex-positive thought 
leadership by analyzing and contextualizing trends, 
emerging technology, business models and innovation 
in human sexuality, sextech and femtech; immersive 
events that work across media formats, from live 
events to podcasts, webinars and salons to white-
papers, articles and reviews to shift the cultural 
conversation around sex; hackathons and sextech 
accelerators which catalyze the next generation of 
sextech entrepreneurs, business leaders, techno-
logists and designers and brings them to global 
markets; and exploratory labs, which afford forward 
thinking brands a safe space to experiment, develop 
world-class products and create new markets.

So what actually goes on during a Sextech Hack-A-
Thon? 
Bryony Cole: I believe sextech’s real potential lies 
far beyond the stories of robot girlfriends, virtual 
reality dates and sex toys. It is where technology 
can innovate around sex education, intimacy skills, 
gender identity, crime and violence reporting, 
medicine and anything under the umbrella of 
sexuality, that will enhance our sexual lives.

This is why I designed sextech hackathons and 
the world’s fi rst sextech accelerator program to 
encourage more innovation in areas that are often 
overlooked. These events attract people that don’t 

traditionally have access to capital and industry 
expertise. For example, our Sydney sextech 
hackathon in March of this year had almost 90 % 
female participation. We actively encourage for this 
to ensure there is a diversity of outcomes in sextech.

At a hackathon, we structure a weekend where 
teams can form and solve challenges around 
sexuality using technology. These have included 
reinventing sex education for teenagers, fi nding a 
way to make condoms cool, and increasing 
accessibility to sexual expression for people with 
disabilities via new technology. The conversations 
and outcomes are fascinating. 

“ I  SAW A  REAL  GAP  IN 

CONVERSATION  IN  THE 

BROADER  BUS INESS  AND 

TECH  WORLD  AROUND 

THE  IMPACT  TECHNOLOGY 

IS  HAV ING  ON  INTIMACY. “
B RYO N Y  C O L E
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In Australia, the winning team developed a voice-
activated vibrator for people with a physical disability. 
In the US, the winning team are working on a sex 
education platform to deliver a more up-to-date 
curriculum to teachers in high schools. We saw sex 
education solutions developed for people with hearing 
or seeing diffi culties at the Singapore sextech 
hackathon, created by people with these disabilities.

These sorts of events encourage us not only to 
normalise a conversation about sex and sexuality 
and remove shame but also consider other 
populations that have a need.

Who are some of your industry infl uences and 
collaborators?
Bryony Cole: I’ve been involved with the incredible 
Women of Sex Tech for the past three years and 
found many close allies and collaborators through 
this group. I work as a curator at Cindy Gallop’s 
Make Love Not Porn, helping build the creator 
community and I regularly speak on panels with 
Polly Rodriguez, Co-Founder and CEO of Unbound, 
and Mal Harrison, Director of the Center for Erotic 
Intelligence.

What was one of your proudest moments with 
Future of Sex?
Bryony Cole: Collaborating with Realbotix Founder 
Matt McMullen and interviewing HarmonyAI on 
stage at Login Festival this year, the biggest culture 
festival in the Baltics, is such a memorable moment 
for me. I had read so much about Matt’s work 
founding Real Dolls and then moving into AI and 
was fascinated. It was incredible to be working 

alongside him and get fi rsthand experience with 
the latest technology.
Some of my proudest moments away from the 
stage are the messages from listeners of the 
podcast. Podcasting feels close and intimate in 

a way that a blog or social media or conference 
cannot. With audio, you get to listen in on intimate 

conversations as if you are in the room. Something 
about that feels like you able to connect on a very 
human level. I get emails from people who tell me 
they listen while they are on the subway, or in the 
offi ce or cleaning their house. People from all over 
the world, Iran, Tibet, Germany, Singapore, and 
from all ages, share such personal messages and 
gratitude. I love to hear how the podcast helped 
them normalize sex.               

More info about Bryony and 
her work can be found at 

www.futureofsex.org  
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 „Please, tell us about Elixir Play. When was the 
company started, and what inspired you to try 
your luck in the world of sex toys?
Lara: My dream for Elixir Play began in 2015. 
After having a baby and having painful sexual 
experience, I went to see several health care 
professionals. The process was horrendous and 
awkward and eventually someone suggested 
trying sex toys to help relax the muscles. It was 
amazing and made a huge difference in my life. 
The process though of fi nding sex toys and get-
ting information was extremely limited and I was 
inspired to try to reduce the stigma and barriers 
around women accessing pleasure products. I 
then started speaking with women from all walks 
of life and found that many of them didn’t enjoy 
sex or were suffering from painful sexual expe-
riences. There was almost no understanding of 
how pleasure products could help. I spoke with 
some health care 
professionals and set about understanding more 
of women’s anatomy starting with the question 
if a penis was actually the most 
appropriate size 
and shape for a 
woman’s plea-
sure, or if it was 
more about its 
need to procre-
ate. I discovered 
that the vagina 
is a muscle 
that will essen-
tially open and close around whatever is put 
inside, we just tend to use round because its 
more comfortable than inserting an object with 
sharp edges! From there I started thinking about 
how we could design products that were both 
beautiful products and that are acceptable in 
the mainstream. It was during the conversation 
with my doctor that I asked if there would ever 
be a magic trick to fi x painful sex, that I decided 

on the name Elixir. I added Play because I think 
sometimes, we forget that sex should be playful. 
We have to let go of our inhibitions and just exist 
in the moment. Trying to put our other beings like 
wife, mother, carer aside and just be playful and 
enjoy the experience. 

How would you describe your corporate philo-
sophy?
Lara: From concept to design, production and 
marketing our mission is to help women 
understand their bodies and fi nd ways to 
improve their sexual experiences. We want to 
be part of a world that has more acceptance 
and understanding of sex toys and bridges the 
medical and traditional uses of sex toys. By living 
and breathing empowerment of women we can 
work towards a world where sex is consensual 
and pleasurable for all women, we want to be 
part of this movement. 

Why did you decide to focus on sexual health? 
Why is this topic so important to 

you?
Lara: Sexual 
health is so 
critical for all 
women and so 
often overlook-
ed. We tend to 
think of STDs 
and STIs but not 

necessarily about 
sexual dysfunction and enjoyment of sex. It is 
such a broad topic that has so many elements of 
physical, emotional, psychological and personal 
implications. Often the issues around sexual 
health stem from sexual assault which latest 
fi gures suggest is as many as 1 in 5 women. If 
in any way I can help raise awareness about this 
and help women, then I feel as though I have 
contributed to the wellbeing of women. Having 

A product can be much 
more than just an item that is 
being crafted and produced. 
Sometimes, there is an ideal 
there, a mission. Aphrodite, 
the fi rst product by up-and-
coming brand Elixir Play, 
is a great example of that. 
On one side, it the result 
of a long process, in which 
company founder Lara Pack 
was personally involved, but 
on the other side, Aphrodite 
is also a symbol of female 
sexual health and how it can 
be fostered. 

 I want to help women feel sexy and empowered 
and enjoy having sex; not just feeling obligated

L ar a  Pack  ma kes  a  d rea m c ome t rue  w i th  h e r  b ra n d  E l i x i r  P l a y exclusive

Lara Pack, founder and head of Elixir Play 
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spoken to many women and friends and family, I found 
that many women don’t enjoy sex; as many as 60 %. 
We are so quick to say it’s because men need to be 
more emotional or we have too much going on or we 
don’t want it. But that’s not always true. It just takes 
more understanding of our bodies and what we need. I 
want to help women feel sexy and empowered and en-
joy having sex; not just feeling obligated. If we can break 
down some of the barriers that women face around 
their own pleasure and feeling confi dent in themselves 
and their bodies, then this is an amazing opportunity. 

Is there still a need to educate peop- le 
about the importance of sexual 
health and sexual wellness? 
Haven’t these topics turned 
into big trends over the past 
few years?
Lara: Absolutely there is 
still so much work to be 
done. I think it’s more 
than just the importance 
of sexual health which 
of course has had more 
airtime recently, it’s the 
how. It’s all very well to 
say 70 % of women require 
external stimulation, but let’s 
take it further and show women 
what they can do to help. Whether it 
be masturbating or using sex toys, I think we talk a lot 
about facts, but we don’t give women the education to 
know what to do next. It is still perfectly acceptable to 
have a sign up about male erectile dysfunction, but we 
can’t advertise about women’s clitoral stimulation. 
Until we raise our daughters to know that sex should be 
about their pleasure and wellness just as much as it is 
for men, we are still somewhat trapped in the traditional 
psyches around sex. How many people are teaching 
girls about masturbation and self love? I believe we are 
making headway but there is still a long road ahead. 

Before starting the company and developing your 
fi rst product, did you take a close look at the sex toy 
market? What did you notice about this market? What 
was missing from it?
Lara: I spent years following the market and trends 
before embarking on this journey. While we have had 
some innovation, I think we have so much opportunity. 
There is a shift to expand outside of the erotic world 
and into other areas like medical and pharmacy etc. 
I think the last 5 years has seen a shift towards many 

women becoming involved in the development of pro-
ducts and seeing signifi cant success. For me, coming 
from a medical background, I see opportunity 
to link the issues around sexual dysfunction with the be-
nefi ts of sex toys. I think innovation drives competition 
and ultimately better products and range for users. 

Your fi rst product, ‚Aphrodite‘, is now available in stores. 
What sets it apart from the competition?
Lara: Aphrodite was my fi rst design. I really wanted so-
mething that was discreet and beautiful, no one would 
know it was sex toy but also something fun for women 
and couples. In my research, many women spoke 
about their fears of offending their partners by 

wanting to use sex toys. And 
so many toys are based 

on a penis, that can be 
quite confronting to males. 
Aphrodite blends my 
passion for external sti-
mulation, non-threatening 

and fun way to introduce 
and then adds the element 

of naughtiness and unique by 
being able to enhance fellatio. I 

also wanted to draw attention to the 
fact that giving pleasure and experiencing 

your own pleasure is often the biggest gift 
you can give your partner in the bedroom. Aphro-

dite allows couples to explore this notion. 

You emphasise that ‚Aphrodite‘ can be used in many 
different ways. Would you mind telling us more about 
that?
Lara: Aphrodite can be used for fellatio. If you wear her 
high up on the neck, she helps vibrate your throat at the 
same time and provides stimulation against the scro-
tum. She can be worn as a panty vibe which is such a 
fun way to spice up your sex life with your partner. She 
can be used as a clitoral stimulator either alone or with 
the necklace. Using with the necklace means your hand 
doesn’t have to vibrate too! Which can often be a turn 
off. I am sure there are many other ways to use her, but 
these were a few starting points. I am looking forward 
to feedback from users around other ways she can be 
utilised. 

What are the standards that a sexual health or sexual 
wellness product must meet in order to do these trends 
justice?
Lara: Sadly, there isn’t anything that really makes this 
true. There are many studies that show that using 
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vibrators improves sexual health, so I guess anyone can 
say this. I think companies that truly focus on the pillars 
of sexual health which are consent, enjoyment, respect, 
pleasure are able to make these claims more easily. For 
me, working with health care professionals along the 
way and working with women who aren’t involved in the 
erotic space and haven’t necessarily used toys helps 
keep me close to this mission. Ultimately, I would like to 
do clinical studies and show the true benefi ts so that we 
can help shift into more mainstream and acceptance of 
sex toys. I would love for the day to come where it is as 
easy for a woman to access products for her pleasure 
as it is for a man to get a condom. 

How would you defi ne the target audience ‚Aphrodite‘ 
is aiming for? 
Lara: My primary target market is women who per-
haps have been 

hesitant before but want to try so-
mething. Aphrodite is an external 

toy and help with the majority 
of women who need a 

little extra but also keep 
it fun. She is also super 
powerful so I think 
anyone from begin-
ners to more 
advanced users will 
enjoy using her. While 
I want to appeal to the 

current users of toys 
who are already experi-

encing their benefi t, I want 
to open up this new market 

and start to break down the 
barriers. In my research, one of 

the most amazing experiences I 
had was with a group of women with 

ages ranging from 25–60. They all knew 
of each other but not necessarily friends. 

As we started discussing my business, so 
they started to share their own stories. One wo-

man had to use dilators post pregnancy, another didn’t 
even realise pain was an issue with sex and another 
had to use signifi cant amounts of lubricant to help with 
her own issues. And NONE of them had discussed 
this with anyone else. They were all silently experien-
cing less than desirable sexual encounters and were 
suffering alone. It was this moment that made me 
realise that we have to do better in vocalising and nor-
malising all types of sexual experiences for women. 

Which channels of distribution do you use to market 
your product? And do you also sell ‚Aphrodite‘ 
outside the erotic market? Put differently, is it 
mainstream compatible?
Lara: I currently use distributors and am working on 
various PR strategies. In Australia we are looking at 
educational events for women around their bodies. It 
is absolutely mainstream compatible. We are also wor-
king with health care professionals and pharmacies to 
see if there is room for them to showcase as well. We 
spent a lot of time on the presentation and packaging. 
She is meant to be a luxury gift that you could have 
delivered to work, home or a buy in store and not feel 
any sense of shame. So often women feel they need 
to hide their use of toys or sexual desires in general. 
Aphrodite is our fi rst bridge into this market, and we 
want to continue to strive to address this. 

Do you also want to present your product in Europe? If 
so, what would be your strategy for this market – wor-
king with distributors or selling directly to the retailers?
Lara: I would love to have our brand and products 
available in Europe. At this stage through distributors 
and I am talking to a few. My brand is very important to 
me and I want to make sure that we stay close 
to the mission of education and empowering so 
working with the right people is critical. I would also be 
happy to work directly with retailers as well. I want to 
stay close to my customers and everyone 
who has interaction with the brand and future pro-
ducts. 

Do you already have plans for new products? What 
will be the next step on your mission to promote sexual 
health?
Lara: We absolutely do. We have another product in 
development now that we hope to launch within 6–12 
months, and we are working on future products simul-
taneously. We recognise this is not a one-size-fi ts-all 
approach and really want to have multiple choices for 
our users. We also want our customers to get to know 
us, feel a sense of community and come back to us 
when their needs change and they want something 
else. We are also working with some doctors on more 
clinical products as well. We are super excited about 
our journey and are really looking forward to sharing 
it with our users and the industry. I know it may 
sound silly but creating this community and helping 
each other to spread the word of sexual health and 
destigmatise what we do is fundamentally what we 
want to do. 
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 „EDC Wholesale and Pipedream have 
entered into a new distribution agreement. 
What can you tell us about the details of this 
agreement? 
Eric Idema: EDC Wholesale will carry a wide 
assortment of the Pipedream range. All the 
popular lines from Pipedream are available for 
customers to order now: Anal Fantasy, Basix 
Rubber Works, Dillio, Fantasy C Ringz, Fantasy 
For Her, Fantasy X-tensions, Fetish Fantasy 
Elite, Fetish Fantasy Extreme, Fetish Fantasy 
Series, Icicles, Jimmyjane, King Cock, Neon 
Luv, Touch, Pipedream, Pipedream Extreme, 
Pump Worx, Wanachi, and Sir Richard’s.

Pipedream is undoubtedly one of the leaders 
in this market. Can distributors and whole-
salers even afford not to carry Pipedream 
products? 
Eric: Pipedream has been very well branded 
in this market and I believe that retailers and 
distributors miss a great deal of the market if 
they don’t carry Pipedream in their assortment. 
We are excited that we can offer our 
customers the Pipedream range, which will 
allow us to offer a more comprehensive 
assortment as a one-stop-shop wholesaler.

Looking at it from another vantage point: A lot 
of distributors in Europe carry Pipedream – 
isn’t that kind of a turn-off for a distributor? 
Eric: We are extremely proud to add such 
a big American brand to our assortment. 
Pipedream is truly an amazing partner, offering 
a wide product range with all the certifi cates 
needed for the EU regulations. They are 
fl exible and progressive with very detailed 
data analyses from Steve Sav that offers a 
perfect mix of products for the EU with the 
right pricing. Therefore, I don’t think that the 
wide product availability of Pipedream can be 
a turn-off in any way. I’d rather think that it 

is more convenient for retailers to order their 
goods from one wholesaler.

Quality, price, diversity, target audience, 
margins, demand ... Which factors are key 
when EDC Wholesale is looking for new 
brands to add to the range? And have these 
criteria changed over the course of the 
years? 

Eric: All these factors are equally important, 
but apart from the business point of view, we 
also look at the personal connection between 
both parties. We are looking for a long-term 
relationship and this is only possible when 
there is a mutual interest in each other. 

Retailers can now get 
numerous collections from 
the comprehensive Pipedream 
line-up via EDC Wholesale. 
That is the result of a new 
agreement between the 
US brand and the Dutch 
distribution company. Eric 
Idema, the founder and 
CEO of EDC Wholesale, 
tells us more about this new 
distribution deal in our EAN 
interview.

 We are extremely proud to add such a 
big American brand to our assortment
E DC  Who le sa le  expa n d  c o l l a bo ra t i on  w i th  P iped rea m exclusive

“WE  ARE  EXC ITED 

THAT  WE  CAN  OFFER 

OUR  CUSTOMERS  THE 

P IPEDREAM RANGE , 

WHICH  WILL  ALLOW 

US  TO  OFFER  A  MORE 

COMPREHENSIVE 

ASSORTMENT  AS 

A  ONE STOP SHOP 

WHOLESALER . “
E R I C  I D E M A

Eric Idema, founder and CEO 
of EDC Wholesale 
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Mehr Volumen und mehr Spaß 
für die schönste Sache der Welt. 
Massagecreme mit kosmetischem 
Lipofilling- Effekt, Sojaprotein,
Macadamia- und Olivenöl.
More volume and more fun for the most 
beautiful thing in the world. Massage 
cream with a cosmetic lipo-filling effect, 
soy protein, macadamia and olive oil.
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What can retailers expect from this collaboration? 
Will there be twhings like POS materials, product 
training, etc.? 
Eric: The biggest advantage for retailers is that these 
immensely popular goods are now also available at 
EDC Wholesale and that our customers no longer 
have to purchase their goods at various points. 
Pipedream is very well organised when it comes to 
trainings and Point of Sales promotions, customers 
can expect the same from us as any other supplier 
of Pipedream.

Will the balance between fi rst-party brands and 
third-party brands in your range shift one way or 
another? 

“WE  ARE  LOOKING 

FOR  A  LONG TERM 

RELATIONSHIP  AND  TH IS 

IS  ONLY  POSS IBLE  WHEN 

THERE  IS  A  MUTUAL 

INTEREST  IN  EACH 

OTHER . “
E R I C  I D E M A

Eric: Our house brands and third-party brands 
blend together very well. Our house brands have 
their own identity and don’t have to compete with 
third-party brands in any way. 
The house brands and third-party brands together 
create a unique and comprehensive assortment for 
our customers. We offer a wide range of products 
at many different price levels. Pipedream is a strong 
brand and will defi nitely not be affected by the other 
brands, what so ever.         

Lennard Honebecke (Sales Manager, EDC Wholesale), Steve 
Sav (Vice President of Sales, Pipedream), Eric Idema (CEO, 
EDC Wholesale), Matthew Matsudaira (CEO, Pipedream), and 
Andre Visser (Sales Director, EDC Wholesale)
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 „For those of our readers who don’t know 
you yet, would you mind explaining what 
Sheets of San Francisco is and what kinds of 
products you offer?
Mark Boulton: Sheets of San Francisco 
manufacture a premium range of Fluidproof 
Bedding, designed to protect the mattress 
from all kinds of fluids and messes. Our 
products include fitted sheets and pillowca-
ses in a full range of standard US UK and 
European sizes, along with a versatile throw 
which is great for use on sofas, floors or 
wherever. The key features of our products 
are that they feel great, are extremely 
hardwearing and are very easy to launder

What is the business philosophy that has gui-
ded your steps since starting the company? 
Mark: From the outset we wanted to 
produce the best quality product we could. 
We spent a long time looking at what was 
missing in the market and researching 
fabrics. We wanted to produce a product 
that looked and felt great, was extremely 
practical and in particular to produce a sheet 
with no seam on the top surface. We believe 
we have delivered that and the responses 

from our customers bear that out.

It has been roughly two years since our last 
interview. How has your company and 
product range changed over the course of 
that period?
Mark: The core of our business is still our 
standard range of fluid-proof sheets, but we 
have been doing more on the custom side of 
the business, particularly with our printed 
range. Notable we have partnered with 
Sybian to manufacture a branded fluid-pro-
of cover for their renowned machine.  
This has been a great success, it 
protects the machine but also 

Sex can be hot, sex can be 
steamy, and sex can be wet, 
obviously - for instance when 
lovers use massage oils, 
lubricants, or wax during 
love play. In order to protect 
mattresses, sheets, and other 
surfaces that may be exposed 
to slippery sex, Sheets of San 
Francisco has come up with a 
nifty solution that has proven 
successful in many coun-
tries around the globe. Mark 
Boulton, who runs the brand, 
tells us more about liquid-tight 
bedsheets and bedspreads. 

 Our target audience is anyone who will benefi t from a 
fl uid-proof sheet and that is a very broad spectrum

She e ts  o f  Sa n  Fra n c i sc o  i s  ma k in g  a  sp l a sh  exclusive
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tells us more about liquid-tight 
bedsheets and bedspreads.
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Mark Boulton, head 
of Sheets of San 
Francisco 
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enhances the user experience and with all our 
products is easy to launder. We expect to look at 
other similar partnerships in the future. 

In your opinion, what has contributed most to the 
growing popularity of your brand? Word of mouth? 
Social media? Trade show presentations?
Mark: Word of mouth has been very good for us. 
People genuinely love the product and are very 
happy to tell other people about it and recommend 
our sheets. The nature of our product means that it 
is normally used for shared activities so introducing 
new people to its benefits.
Social media certainly helped us gain traction in the 
early days and definitely brought us to the attention 
of some very helpful influencers and industry 
experts in particular.
We do attend trade shows we have done the ETO 
show here in the UK, we have exhibited at 
eroFame and are recently back from showing at 
ANME in Los Angeles. We find these shows useful 
and great for building on relationships with clients, 
but they are not our main sales channel

Has the composition of your customer base 
changed as a result to your increased popularity? 
Do you serve a wider audience now?

Mark: Our original sales success was very much in 
the gay market, particularly the leather and fetish 
areas, and our sheets continue to be very popular 
in that there.  The quality and versatility of our 
sheets appeals to a much wider market than that, 
and as we have become more well know our 
customer base has grown a lot

How would you define your target audience?
Mark: Our target audience is anyone who will 
benefit from a fluid-proof sheet and that is a very 
broad spectrum. From massage oils and lubes, 
through wax play and water sports and all things 
wet & messy, and for women who ‚squirt‘ our 
sheets are the perfect partner

Which channels of distribution do you use to get 
your products out there? 
Mark: We sell through a number of channels, our 
main and preferred route to market is to sell direct 
to retailers.  We like to have our products in Bricks 
and mortar stores as well as on line as being able 
to feel the material really helps sell the sheets.  In 
the US we also sell through a number of distribu-
tors and will probably add some European 
distribution this year. We also sell direct through 
our own website.

I N T E R V I E W

“AS  A  BRAND ,  WE  ARE 

ALL  ABOUT  EMPOWERING 

PEOPLE  TO  DO  WHAT 

THEY  WANT  AND  WHERE 

THEY  WANT  AND  NOT  TO 

HAVE  TO  WORRY  ABOUT 

I T. “
M A R K  B O U LTO N

More information about the 
unique products can be found at 
www.sheetsofsanfrancisco.com
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Sheets and covers are not necessarily products 
that you’d expect in the adult retail trade. How 
should they be presented in stores so they catch 
the consumers’ attention and people get a better 
idea of their qualities?
Mark: Our sheets make perfect partners for lubes, 
massage oils, fisting powders etc. We always 
advise retailers to try and display them alongside 
that kind of product as it helps customers 
understand the benefit of the sheets. A number of 
our retailers who have plenty of floor-space have a 
bed in store which they dress with our bedding 
which is always a great way to show off the 
product and to let people touch and feel it. The 
bed can also be used to display other items such 
as restraints slings etc so this can be very effective

What can you tell us about the ‚Beneath the 
Sheets‘ series?
Mark: People often seem to associate Fluidproof 
Sheets with ‚Watersports‘ and we are about so 
much more than that.  As a brand, we are all 
about empowering people to do what they 
want and where they want and not to have 

to worry about it.  The idea behind the‚ beneath 
the Sheets‘ series was to illustrate the host of 
things you can use our sheets can be used for, and 
that there is no right way or wrong way to use 
them

What are your plans for the next months and 
further down the line?
Mark: In March for the third year running we are 
one of the main sponsors of Eroticon, the annual 
conference for erotic creatives, writers, bloggers, 
photographers, and artists. We are pleased to 
support this great event and support this vibrant 
community. For the rest of the year we will 
concentrating on bringing more European 
distribution on board and expanding and 
promoting our printed range of products      

“SHEETS  OF  SAN 

FRANC ISCO  MANUFACTURE 

A  PREMIUM RANGE  OF 

FLU IDPROOF  BEDDING , 

DES IGNED  TO  PROTECT 

THE  MATTRESS  FROM ALL 

K INDS  OF  FLU IDS  AND 

MESSES . “
M A R K  B O U LTO N
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 „Do you still have time for your motorcycle 
or are you too busy with Erodeals?
Jeroen Rosier: Haha, now that I am 
self-employed, I have the option of visiting 
customers on the bike. Best of both worlds 
combined. 

What was your childhood ambition? 
Jeroen Rosier: Defi nitely to own and ride a 
bike. When I was a young boy, I always tried 
to race other bike owners on my bicycler s. 
For some reason I always lost.

How did you get into the sex toy industry? 
Jeroen Rosier: Purely by accident, after I 
left the Dutch Navy, a temp agency asked 
if I was interested in a short-term job at an 
erotic wholesaler. Never thought that short-
term would become 14 years.

If you weren’t in this industry, what would 
you be doing now? 
Jeroen Rosier: I really have no idea. I have 
been in this industry for so long I don’t see 
myself doing anything else, nor I would want to.

What was the biggest step in your career? 
Jeroen Rosier: Starting Erodeals for sure!

Where do you see yourself in 10 years’ time? 
Jeroen Rosier: At the Rondebeltweg 2, 
Almere, with the old team, hahaha.

How do you envision the future of the love 
toy industry?
Jeroen Rosier: A lot of people thought 
it would change to e-commerce, but the 
customers I work with see a comeback, 
consumers do want the extra service and 
test/feel the toy before they will make a 
purchase. I think a combination of 

e-commerce and bricks & mortar is golden, 
you also see bigger e-commerce companies 
from other industry’s opening bricks & mortar 
stores to provide that extra service to the 
consumers.

What is your idea of a perfect working day? 
Jeroen Rosier: Since Erodeals, I have 
been on a perfect working day streak for 6 
months. Doing what I love with the support 
and trust of the great people that this industry 
has to offer.

How do you relax after work? 
Jeroen Rosier: I love to go fi shing with my 
boys and riding my bike. Love the outdoors!

Who would you consider your role model 
and why? 
Jeroen Rosier: I am not sure I really have 
one, but I do have mad respect for Marc 
Marquez, the way he defi es the laws of 
gravity is just amazing and takes a lot 
of guts.

Imagine you have been asked to award a 
medal to someone. Who’s the lucky winner? 
Jeroen Rosier: My wife. Yes, I know, it 
sounds cliché! But taking care of a big family 
while I’m on the road every day is a lot of 
work and can be very stressful.

Which personal success are you proud of? 
Jeroen Rosier: Starting Erodeals from 
nothing, but it isn’t just my success, I never 
could have done it without the help of a lot of 
people in this industry.

What do you particularly like about yourself? 
Jeroen Rosier: My humour and my down to 
earth mentality. 

Many of the people who face 
our gauntlet of questions in 
the Monthly Mayhem ended 
up in the erotic market by 
chance. And sometimes, 
these serendipitous accidents 
became the foundation of 
a long career. Take Jeroen 
Rosier, for example. His 
fi rst job in the industry was 
only supposed to be a short 
intermezzo, and now, 14 years 
later, he is still here, as the 
head of his own company, 
and he couldn’t imagine ever 
leaving this business.

M O N T H L Y  M A Y H E M
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Which vice could you never forgive? 
Jeroen Rosier: Betrayal and child abuse.

What song do you sing in the shower? 
Jeroen Rosier: Sexy and I know it … no, I don’t 
sing in the shower…I am really not a morning 
person.

Who would you never ever like to see naked? 
Jeroen Rosier: That is a huge list, my friend…

With whom would you like to go to the cinema and 
what fi lm would you watch? 
Jeroen Rosier: With my old buddy, Ray. Doesn’t 
really matter what movie as we always have a 
great time together.

You have a month’s holiday. Where do you go? 
Jeroen Rosier: As long it is warm and my kids 
are happy, any place is good enough for me.

Which three things would you take with you to a 
deserted island? 
Jeroen Rosier: A relaxing chair, my fi shing rods, 
and a BBQ.

If you could swap lives with somebody for a day, 
who would it be?
Jeroen Rosier: Any MotoGP rider. Riding a 
MotoGP bike is defi nitely a dream.

Is there anything you would never do again? 
Jeroen Rosier: No, not really. Any mistake I have 
made has been a learning moment and helped 
make me the man I am today.

Do you have some good advice you want to share 
with our readers? 
Jeroen Rosier: Of course, to visit Erodeals.eu 
and keep an eye out for our monthly Erodeal, but 
mostly to enjoy life and be good to each other. 

“S INCE  ERODEALS ,  I 

HAVE  BEEN  ON  A  PERFECT 

WORKING  DAY  STREAK  FOR  6 

MONTHS . “
J E R O E N  R O S I E R
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BOOT Y ENL ARGEMENT

Art. No. 44074

Perfekte Creme zur Anregung des Po-Wachstums mit einer einzigartigen
Wirkstoffkombination. Zur täglichen Anwendung geeignet, ideal kombi-
nierbar mit den Po-Übungen.

Perfect cream to stimulate butt enlargement with an unique ingredient com-
bination. Suitable for daily use, perfectly combinable with but t exercises.

ANWWENDUNNG: Täglich die Creme auf den Po mit 
kräf tif tigen, , kreisenden Bewegungen einmassieren. 
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Powerball Cockring
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T6267 army
SRP € 9.95

from € 3.27

VOLUME

DISCOUNTS

AVAILABLE!

ball Co

Fat Stretchy Cock Ring

T6150 black
T6151 red
T6152 clear
T6153 army
T6154 smoke
T6155 ice blue
T6156 glow
SRP € 7.95

from € 2.61

VOLUME

DISCOUNTS

AVAILABLE!

retchy C

iClean Intimate Douche

T6198
SRP € 19.95

from € 6.55

VOLUME

DISCOUNTS

AVAILABLE!

Intima

T6199
SRP € 29,95

from € 9.83
iClean Pro Intimate Douche

VOLUME

DISCOUNTS

AVAILABLE!

New

New: 
HOT FANTASY 
Stockings
     

HOT FANTASY
The stuff dreams are made of.

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

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

anal
backside 

whitening cream
 75 ml | Art. No. 77207

anal
backside 

relax cream
50 ml | Art. No. 77208

backsid
an

backsidde 
m
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series

tightening series

relax series
Für einen entspannten Anal-
verkehr mit speziell pflegenden 
und fettenden Inhaltsstoffen. 

For a more relaxed anal 
intercourse with special care 
and greasing ingredients. 

Speziell entwickelte Creme mit 
adstringierenden und pflegenden 
Rohstoffen. Die Analmuskulatur 
und das Gewebe rundherum wird 
gestrafft, um die Empfindsamkeit 
zu erhöhen.

Specially designed cream 
with astringent and soothing 
ingredients. The anal muscles and 
the tissue around it is tightened 
to increase the sensitivity.

anal
backside 

tightening cream
50 ml | Art. No. 77209

relax - tightening - whitening

anal
backside

by HOT

HOT  P roduc t ions  &  Ve r t r i ebs  GmbH
Wagrainer Str. 35 /// 4840 Vöcklabruck /// AUSTRIA

office@hot-dl.com /// tel. +43 (0)7672 72009 /// fax. +43 (0)7672 72009-9

Hochwertige Creme für besonders 
empfindliche Hautstellen mit 
speziellem Bleichungskomplex.

High-quality cream for 
sensitive skin with special 
bleaching complex.



HOT Productions & Vertriebs GmbH /// Wagrainer Str. 35 /// 4840 Vöcklabruck /// AUSTRIA
office@hot-dl.com /// tel. +43 (0)7672 72009 /// fax. +43 (0)7672 72009-9

Erhältlich bei Ihrem Großhändler /// Available at your wholesaler /// Disponible chez votre grossiste /// Disponible a través 
de su vendedor mayorista /// Disponibili presso il vostro grossista /// Verkrijgbaar bij uw groothandel /// Disponível junto do seu 
comerciante grossista /// Fåes hos din engros forhandler /// Finns hos Din grossist /// Dostpne w panstwa hurtowniach
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Art. No. 44073A t N 44073

ende Creme zur Anregung des Brust-Wachstums mit eineerPerfekt aufbauendPerfekt aufbauendePerfekt aufbauende
einzigartigen Wirkstoffkombination. Zur täglichen Anwendung geeignet, ideaaltir tigen W
kombinierbar mit den Brust-Massage-Übungen. Zur Stabilisierung des Erfolgees
ist eine dauerhaf te und tägliche Anwendung empfehlenswert.

A perfect building cream to stimulate breast enlargement with an unique ingredient 
combination. Suitable for daily use, perfectly combinable with breast massage
exercises. To make the effect last, long-term and daily use is recommended.

new
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