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We-Vibe  Chorus ® TM

The most intuitive 
couples vibrator ever.



We-Vibe  Chorus ® TM                                is a hands-free couples 
vibrator for next-level sex — connected, sensual 

and incredibly pleasurable.

Available now. Order from your
authorized We-Vibe® distributor.

SQUEEZE REMOTE
Chorus’ Squeeze Remote is designed with the most natural 
human response in mind – the tighter it gets squeezed, the 
stronger the vibration becomes.

TOUCH SENSE
We-Vibe Chorus features a unique touch-sensitive receptor that 
responds to the body. Three different Touch-sense modes have 
been designed to find the right mode for every moment. During 
the act, the couple can use their own body movements to 
control the intensity.

CUSTOM FIT
Worn during sex, Chorus is adjustable to fit every 

unique body. The shape is easy to adjust and stays
 in position once the perfect fit is found.

STAY CONNECTED
With the free We-Connect™ app, 
Chorus can be controlled from 
anywhere. Custom Vibes can be 
created in the app.

BETTER CONNECTIVITY
Chorus is powered with AnkorLink™ technology. AnkorLink™ 
creates the most stable connection between the We-Vibe and 

the We-Connect™ app. The Squeeze Remote is the anchor 
between Chorus and the We-Connect™ app.

WE-VIBE® LOGO ARE TRADEMARKS OF WOW TECH™ CANADA LTD. DESIGNED IN CANADA BY WOW TECH™



The evolution of power.

A true all-rounder that offers pleasure in so many ways. Wand is a massager 
perfect for erogenous zones and sensitive spots. Featuring incredibly deep 

vibrations, this toy takes satisfaction to new heights.

Discover shared pleasure.

Wand Chorus Tango Melt



Available now. Order from your  
authorized We-Vibe® distributor.

SEAMLESS INTENSITY LEVELS 
The one-touch intensity control acts like a dimmer 
switch, keeping the passion alive without any distractions.

SMART SILENCE™ 

Smart Silence senses when Wand is close to 
the skin and turns the vibrations on and off. 

PLAYFUL ACCESSORIES 
Wand comes ready to enjoy with two  
attachments – one fluttery and focused, 
while the other strokes smoothly.

LIMITLESS POSSIBILITIES 
With an ergonomic shape, flexible head and exciting 
attachments, it’s perfect to use together or for solo playtime.

CONNECT WITH WE-CONNECT™ 
The We-Connect app enables long distance 
connectivity, so partners can play together, 

even if they’re physically apart. 

Learn more about the We-Vibe products and become the best salesperson possible. 
Complete the WOW Tech Academy courses at: www.wowtech-academy.com today.

WOW TECH 
ACADEMY

TM

Touch Wish Sync Verge

sales@wowtech.com

WE-VIBE® LOGO ARE TRADEMARKS OF WOW TECH™ CANADA LTD. DESIGNED IN CANADA BY WOW TECH™



WOW Tech identified an oppor-
tunity to leverage the Company’s 

strong reputation with consumers for its 
superior product quality and technologi-
cal innovation, to accelerate expansion 
globally. Consequently, management 
and shareholders decided to bring in a 
financial partner to support WOW Tech’s 
continued quest for product and ser-
vice excellence, while further growing its 
valuable relationships with key retail part-
ners in existing and 
new geographies. 
Following several 
months of careful 
consideration and 
a rigorous selection 
process, WOW Tech 
agreed to partner 
with global private 
equity group and the consumer industries 
experts at CDH Investments. CDH belie-
ves strongly in the long-term prospects 
of the global sexual wellness industry and 
intends to invest significant resources into 
WOW Tech’s innovation and marketing 
activities to further grow the business. 
Singapore-based Thomas Lanyi, Mana-
ging Director of CDH Investments: “We 
are extremely excited about this partners-
hip. We identified the tremendous poten-
tial of the industry and had been actively 
searching for a high-quality, professionally 

managed company to commit our capital 
and expertise. During the course of last 
year’s discussions, we developed strong 
confidence in the management, pro-
ducts and business model of the WOW 
Tech organization. The company is the 
industry’s leading innovator with strong 
technological know-how, a genuine care 
for consumers’ needs, and a relentless 
commitment to delivering premium quality 
products that consumers love. CDH will 

strongly support the 
continuation of the 
current business 
platform and add 
significant resources 
to empower the 
management team 
around CEO Johan-
nes von Plettenberg 

to accelerate the global expansion of 
the Company, organically and through 
acquisitions.“ In recent years, WOW Tech 
has worked intensively to build strong 
relationships and become a reliable and 
trustworthy partner for retailers worldwi-
de. With CDH, we found an investor that 
is committed to continuing that path of 
striving for excellence in our products and 
services with us. We are very excited and 
are looking forward to WOW Tech’s on-
going development” says Johannes von 
Plettenberg, CEO of WOW Tech Group.

Berlin, Germany - Singapore based unit of CDH Investments has acquired a significant 

stake in WOW Tech Group. CDH pledges to support WOW Tech to leverage product 

excellence and accelerate global expansion. 

CDH Investments has acquired 
a significant stake in WOW Tech Group

Nothing is as it once 
was – I am sure you have 
heard or read these words 
more than once since the 
outbreak of the Corona 
virus began and we started 
feeling the effects of the 
epidemic on people’s 
health, on our lives, and 
on the economy. Many of 
you probably wonder if this 
statement is also applicable 
to our market, and we try 
to find an answer to that 
question in this latest issue 
of EAN, which is largely de-
dicated to the Corona crisis 
and how it impacts the 
international erotic market. 
Obviously, the situation is 
changing on a daily – often 
even hourly – basis, and 
this being a monthly trade 
magazine makes it very 
challenging for us to try and 
keep up with the latest de-
velopments. Therefore, we 
hope you’ll understand that 
not all information provided 
in this issue may be 100% 
up-to-the-minute. Producti-
on, printing, and distribution 
take up a certain amount of 
time, so it may be that the 
situation has already taken 
a new turn by the time you 
pick up this edition of EAN. 
Let’s hope it is a turn for the 
better!

Stay healthy! 
Matthias Poehl 

letter from the editor
Strategic  PartnershipDear Ladies and Gentlemen
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The latest addition is Tony the Wai-
ter, who is in the good company of 

Captain Mike, the Goalie and Rob the 
Ranger, to name a few. Tony is a reali-
stic dildo, sculpted and handmade to 
look and feel just like the real thing. Tony 
features above-average thickness but not 
too much length, for comfortable play. 
The suction cup base will stick to almost 
any smooth, flat surface and is harness 
compatible, so Tony is a versatile guy. 
This dildo is made of TPE, contains no 
fragrances, phthalates, paraffins or latex. 
The dimensions are: 7 inch length (5.5 
inch insertable) x 1.5 inch width. So far 
the factual description. Much more ima-
ginative, and appealing to the consumer 
audience is what Blush has added: “Tony 
the Waiter is attentive to your every need. 
He will bring you whatever you order: 
food, drinks, the check....and then a ride 
back to his place. Featuring lifelike skin 
texture, including an uncut foreskin, Tony 

Wadgassen, Germany - ST RUBBER 
now has eight new articles from its own 
brand LustGlider in its range. Whether love 
balls or vibrators, LustGlider offers perfect 
products for beginners. In addition, ST 
RUBBER says that the new articles are 

is eager to deliver the satisfaction you‘ve 
been craving”. The same for the Goalie, 
which is a vibrating dildo in the Loverboy 
collection: “He carries a big stick and 
knows how to use it. The Loverboy Goalie 
by Blush Novelties comes in at 8 inches 
of man meat and he knows how to use 
it. This 8 inch realistic vibrating dong is 
equipped with an adjustable remote cont-
rolled vibrator. Measuring almost 2 inches 
thick this realistic vibrating dildo will fill you 
up. The suction cup dildo will stick on any 
smooth flat surface, so you can go for a 
ride. This realistic dildo is also harness 
compatible.”  With so much personality, 
these dildos are selling themselves! The 
collection also includes a soccer champ, 
a boxer, a fire fighter, a doctor and even 
a best friends dad. Blush Loverboys look 
great in every store and webshop and 
stimulate the imagination of customers 
with their dimensions, design, packaging 
and additional character story. 

convincing with their usual high quality, at-
tractive design and good value for money. 
For orders or further questions regarding 
LustGlider, please contact ST RUBBER’s 
customer service on +49 6834 4006-0 or 
send an e-mail to info@st-rubber.de. 

Axel, The Netherlands - Several products from the Blush Loverboy range are available 

at Tonga. The Loverboys are dildos with a character and a matching description. 

Tony the Waiter, 
the Goalie, and their fellow Loverboys

LustGlider 

N E W S

Tonga
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This spring the latest addition 
of sexy underwear will be 

released. This colourful collecti-
on is made in Europe and inspi-
red by European countries and 
their flag colours. The names 
are based on cities where 

Mister B can be found, from the red white and 
blue London Jock Brief,  the red, yellow and 
black of the Hamburg Jockstrap to the red, 
white and green of the Budapest Brief and many 
more. Mister B has set up a brand photo cam-
paign to highlight this new underwear collection. 
Inclusion and diversity are part of Mister B’s DNA 
and this campaign reflects these values with 
a diverse group of models showing off these 
pieces. The Mister B URBAN underwear is 
made of a comfortable combination of materials 
with partial mesh fabric in the front to show just 
enough to peak the imagination. These briefs 
and jocks feature the signature Mister B URBAN 
inner push up pouch, to bring your junk to the 
attention of all. The fit of the underwear has been 
thoroughly tested and fine-tuned by Mister B’s 
creative team to fit every body in the best way.
Available in six different colour combinations they 
match with the new Mister B  URBAN Football 
socks to complete your look.  So no matter who 
you are or where you are from; the new Mister B 
URBAN underwear has got you covered where 
it matters most. Check out all styles and colour 
combinations, as well as the rest of the Mister B 
URBAN collection on misterb.com.  

Amsterdam, The Netherlands - In the last few 

years Mister B URBAN has grown into a staple 

range in their assortment. 

Mister B announces 
new URBAN collection
Made in Europe
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Condoms and lube sit hand in hand 
in terms of sexual health, so it was 

a natural progression for the brand. The 
move to develop Skins lube has been dri-
ven by consumer demand. The condom 
consumers who love the Skins brand 
have been asking that they add lubricants 
to our range. Also, Creative Conception’s 
retail customers recognise lubricants are 
one of the key category growth areas 
within sexual health and wellness. With 
90 percent of women who try a lubricant 
becoming regular users, introducing 
customers to the joys of lubricants reaps 
good rewards in terms of add on sales 
and, when it’s a quality lubricant, repeat 
business. In addition, customers often 
expect to buy condoms and lube from 
one brand. Skins lubes are incredibly 
long lasting to start with but in addition, 
when they do begin to dry, which they 
will as all water-based lubes do, a quick 
lick or spritz of water will reactivate them 

Mainz-Kastel, Germany - Due to its elastic 
composition, the masks gently nestle 
against the head and thus increases the 
wearing comfort. The material also allows 
oxygen to pass through and is guaran-

allowing users to enjoy natural feeling, 
silky smooth sex for longer. In addition, 
it works in tandem with the body’s own 
natural moisture again extending its lon-
gevity. The manufacturer wanted to find a 
succinct word to encapsulate this benefit 
so coined the term ReAquav8. Creative 
Conceptions will be distributing Skins 
throughout Europe directly to retailers and 
web shops themselves. Each lubricant is 
available in a 4oz or 8oz bottle or a 5ml 
foil. The price per ml of Skins lube will 
probably be one of the most competitive 
amongst quality lubricants. They offer all 
their bricks and mortar stores free Skins 
free standing displays units. These con-
tain the full range of condoms, rings and 
lubes and can be configured to suit the 
best sellers for each store. The company 
is also working on lube only POS and 
shelf talkers. For the web customers they 
will be providing a selection of videos 
detailing the lubes and their benefits. 

teed opaque thanks to a soft, sewn-in 
blindfold. The masks are the perfect aid 
for dominant and submissive SM games. 
Material: 82% polyester, 18% spandex. 
Available at www.MVW.de.                    

Newark, England - Skins Sexual Health have launched a Sextet of high-quality, water-based 

and silicone-based lubricants designed specifically to enhance the pleasure and comfort of 

intimacy. To date Skins have offered premium protection and male performance products so 

now the company is pleased, to add pleasure products to the brand in the shape of lubes.

Skins Sexual Health 
have launched six new lubricants

Fetish Dreams launches four new masks

N E W S

Creat ive Concept ions
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One of them is the Prestige collection. This 
range consists of a vibrator, a duo vibrator, 

a wand and a stimulator that will attract custo-
mers with their stylish appearance of black sili-
cone with a gem as a button. The strass around 
the buttons adds bling and luxury to the high 
quality toys that have strong motors and seven 
vibration patterns in three speeds. Their packa-
ging shows a marble background and gold print, 
in line with the chique looks of the toys. The 
second new label is the Elite collection, featuring 
seven toys among which are a duo vibrator and 
wand, a panty vibrator and a vibrating penis ring. 
The Elite collection is black with gold accents, 
with subtle gold coloured rings around the but-
tons. The third new range is made in aqua blue 
silicone and is named Aquatic. This collection 
includes four toys: a stimulator, a lay-on vibrator, 
a vibrating ring and a vibrator, equipped with 
stylish rose gold coloured buttons and matching 
packaging with rose gold print.. 

Axel, The Netherlands - After the success of the 

Dream Toys collections that were added in 2019, 

such as the Goddess Collection, the Midnight 

Magic range and the Royal Fantasies toys, Tonga 

created three more new Dream Toys labels.

Tonga extends 
Dream Toys collections
Three new labels 

W
H

O
L

E
S

A
L

E

0536091

0535770 0596590

Tel. + 49 461 5040-210 or -114 · Fax + 49 461 5040-5346 · wholesale@orion.de

ORION-WHOLESALE.com

20
02

-1
87

GR_EAN_TM_3_4_105x260_Realistixxx_04_20.indd   1GR_EAN_TM_3_4_105x260_Realistixxx_04_20.indd   1 12.03.20   14:5112.03.20   14:51

11



The international b2b trade fair for the erotic industry
Internationale b2b Fachhandelsmesse für den Erotikmarkt

Toys • Fashion • Pharmaceuticals • Consumables • Movies • Magazines

Toys • Mode • Pharmazeutika • Hil fsmit tel • Fi lme • Magazine

and much, much more

und vieles mehr

E u r o p e ' s  1 s t  c h o i c e  f o r  t h e  e r o t i c  t r a d e  p r e s e n t s :

the eroFame 2020 is sponsored by:

Hannover Messe Hall 4 • 30521 Hannover • Germany

14–16 October 2020
Only for trade members. Free to attend.

Europa's most important trade

fair for the erotic industry

• Only for trade members

• Free admittance for

registered trade members

• In-depth conversations in

a relaxed atmosphere

• Internationales and 

marketrelevant exhibitors

• Bus shuttle to the

partner hotels

• Catering service for

your customers included

• Unique exhibition area at 

the EXPO City Hanover

• Oktoberfest for all

axhibitors and visitors

Contact:
Mediatainment Publishing
eroFame GmbH
Große Kampstraße 3
31319 Sehnde
Germany

Tel:   +49(0)5138 60 220 – 14
Fax: +49(0)5138 60 220 – 29
hlutz@mptoday.de



The international b2b trade fair for the erotic industry
Internationale b2b Fachhandelsmesse für den Erotikmarkt

Toys • Fashion • Pharmaceuticals • Consumables • Movies • Magazines

Toys • Mode • Pharmazeutika • Hil fsmit tel • Fi lme • Magazine

and much, much more

und vieles mehr

E u r o p e ' s  1 s t  c h o i c e  f o r  t h e  e r o t i c  t r a d e  p r e s e n t s :

the eroFame 2020 is sponsored by:

Hannover Messe Hall 4 • 30521 Hannover • Germany

14–16 October 2020
Only for trade members. Free to attend.

Europa's most important trade

fair for the erotic industry

• Only for trade members

• Free admittance for

registered trade members

• In-depth conversations in

a relaxed atmosphere

• Internationales and 

marketrelevant exhibitors

• Bus shuttle to the

partner hotels

• Catering service for

your customers included

• Unique exhibition area at 

the EXPO City Hanover

• Oktoberfest for all

axhibitors and visitors

Contact:
Mediatainment Publishing
eroFame GmbH
Große Kampstraße 3
31319 Sehnde
Germany

Tel:   +49(0)5138 60 220 – 14
Fax: +49(0)5138 60 220 – 29
hlutz@mptoday.de



We want you to make large, long-term 
profits from our products or we want to 
give you 100% of your money back.

GoldMAX Blue | GoldMAX Pink | Red Stallion | FIVE 
Hard Man | Red Stallion | Horny Little Devil

Hurry And Get Stocked Up Your Customers Are Waiting……
Simply contact us on trade@rcc-wholesale.com 

Or visit our www.rcc-wholesale.com

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

… 365 Day Sell it-or-return it… 365 Day Sell it-or-return it
MONEY-BACK GUARANTEE

Jane - Money Back Offer Advert (210x130mm).indd   1Jane - Money Back Offer Advert (210x130mm).indd   1 16/01/2020   09:2616/01/2020   09:26

The party was at a private venue that 
had otherwise been closed that week, 

the Swedish Club. Kheper Games, Inc. 
is a Seattle based company that prides 
itself on having the most diverse set of 
games for all types of adult occasions.  
The core of their product line is adult 
party games, romance games, drinking 
games, pot-themed items, bachelor / 
bachelorette games, barware, bath items 
for couples, and trendy novelties. “The 
Coronavirus can do a lot of things but we 
can’t let it break our spirit!” said Tony 
Pellham, VP of Operations. “Our venue 
was delightfully flexible.” explains CEO 

Veendam, The Netherlands - EDC Who-
lesale introduced its newest member to 
the EDC house brand collection; Senzi, 
a beautifully designed pinpoint vibrator 
that takes the stimulation straight to the 
point. The stylish vibrator comes in a 
luxurious storage case, to safely store 
the toy and discreetly carry the vibrator 
anywhere. The Senzi vibrator is provided 
with 12 vibration settings, which are easy 
to set with the push button on the handle. 
Senzi is completely waterproof, USB 

Brian Pellham. “However, once catering 
told us we were having food served 
regardless, we decided to make the 
most of it.  With the pandemic recent-
ly announced, we sent out a socially 
conscious email to our guests advising 
them to socially distance themselves and 
to sit out if they had any fear or reason to 
believe they had a recent exposure.  The 
party reduced down to be mostly Kheper 
employees, previous vendors and good 
friends who have always been there to 
help.   We are thrilled that we were able 
to still celebrate our big announcements 
while keeping everyone safe.“      

rechargeable and available in three stylish 
colors; Soft pink, deep pink or black. EDC 
Wholesale added the Senzi vibrators to 
its house brand collection and designed 
a stylish package and look and feel for 
the products. „Less is more,“ said EDC 
Wholesale‘s designer Suzanne about the 
style she created for Senzi. „The name is 
inspired by the word ‚sensual‘ and ‚sen-
ses‘, which is exactly what the pinpoint 
vibrator stands for; Activate your senses, 
sensuality, and imagination.“      

Seattle, USA - Kheper Games, Inc. celebrated its 25th anniversary in Seattle on March 15th, 

despite the realization that things were soon going to get more worrisome as Seattle began 

closing schools and soon to close social venues. 

Kheper Games, Inc. 
celebrates 25 years 

EDC Wholesale‘s Senzi takes 
the stimulation straight to the point 

N E W S

25.000.000 games sold
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clean‘n‘safe from JOYDIVISION is effec-
tive against the corona virus COVID-19. 

clean‘n‘safe cleans and disinfects in only 60 
seconds. Specially coordinated ingredients 
ensure hygienic safety and care with mild 
strength and without alcohol. clean‘n‘safe is 
effective against bacteria (e.g. Chlamydia), 
herpes, fungi and viruses (e.g. AIDS-causing 

HIV and corona virus) including HBV, 
HCV, noro- and rotaviruses. After just 
one minute clean‘n‘safe has a disin-
fecting effect and is gentle on even 
sensitive surfaces such as acrylic or 
polycarbonate glass. clean‘n‘safe 
leaves no visible residues, is effective 

quickly and has a pleasant smell.              

Hanover, Germany - The current situation of the corona epidemic is causing empty shelves, and disinfectants are sold out in 

drugstores and pharmacies. But there are also disinfectant cleaners from other areas that are suitable for hand and surface 

disinfection in the fight against the corona virus. 

clean‘n‘safe is effective 
against corona virus COVID-19
JOYDIVISION
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Recognizing the ongoing and increased 
uncertainty that COVID-19 is causing 
around the world, Pipedream said their 
highest priority is the health and wellbeing 
of its staff and partners. Shipments out of 
China will be delayed for approximately 
two months, impacting manufacturers 
across all industries, not just the adult 
novelty industry. Pipedream Products sees 
itself as a go-to manufacturer during this 
difficult time to help partners keep their 
shelves stocked. Ready-to-Ship Product 
- Pipedream’s diversified manufacturing 
capabilities provides immediate access to 
select product lines, including award-win-
ning King Cock made in the company’s 
state-of-the-art factory in North America. 
Virtual Showroom Tours - Pipedream’s 
sales and training staff are servicing custo-
mers by video conferencing to maintain 
the personal connection with customers 
Access to Inventory - Customers can 

Wadgassen, Germany - From now on ST 
RUBBER has four new massagers of the 
brand PIXEY in its range. These are cha-
racterised by particularly powerful vibra-
tions and high flexibility. You can choose 

place orders with confidence knowing 
Pipedream is ready, willing, and able to 
provide them with the products they need, 
when they need them. Pipedream is taking 
the following steps to support their emplo-
yees and partners during this difficult time:  
- All air travel, domestic and international, 
has been suspended until further notice. - 
Office staff is permitted to take advantage 
of remote working capabilities - A digital 
educational program has been implemen-
ted to support telecommuting. - Instead of 
attending industry shows (many of which 
have been canceled), showroom tours and 
new product demonstrations are being 
conducted virtually, allowing partners to 
experience our new items and engage in 
product education from the safety of their 
homes. - Precautionary measures are in 
place to help reduce the risk of infection to 
employees and their families while keeping 
the supply chain moving.       

between wired or rechargeable products. 
For orders or further questions regarding 
PIXEY, please contact ST RUBBER’s 
customer service on +49 6834 4006-0 or 
send an e-mail to info@st-rubber.de.    

Chatsworth, USA- Pipedream Products has implemented a strategic plan to keep 

employees safe while supporting their wholesale and retail partners during the 

coronavirus (COVID-19) pandemic. 

Pipedream announces plan to support staff 
and partners during COVID-19 pandemic

PIXEY

N E W S

Informat ion for  customers 
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All for one love and one love for all! The new packaging  

for Satisfyer love toys got more beautiful. Thanks to fresh 

colors, to a modern, outstanding design and premium  

quality boxes. The revamped packaging unites all of  

Satisfyer’s much loved collections – for a professional,  

contemporary and coherent brand identity.  

Packaging 
RLoveution
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“This vibrator has  

given me approximately  

1.000 orgasms.”

  (06/19)

“The sex toy taking the  

world by storm, with  

anecdotes of orgasms so  

powerful women are almost 

worried for their safety.”

   (11/19)

“So I can‘t promise that the  

Satisfyer will make you squirt, 

but I can tell you that the  

pressure waves provide  

orgasms truly incomparable 

to traditional vibrators or even 

really good head.” 

  (06/18)

“...it sucks on your  

clit like a real mouth, so  

it‘s perfect for anyone who 

can‘t get enough of the  

sensation of oral sex.”

  (10/19)

“Brings you to  

orgasm in record time.”

   (12/16)

“Imagine this: a guy licking you, 

only more intense.”

  (12/16)

“Led to most powerful 

orgasm ever – some users 

even said it included *actual* 

screaming.”

  (01/20)

“Get ready for  

your life to change.” 

  (02/17)

“This extra-powerful sex  

toy is almost too good – 

and it‘s on sale.”

  (03/19)

“... this toy was intense.” 

  (11/19)

“With 11 sucking modes  

ranging from gentle to intense, 

you‘ll be fading away into  

multiple orgasms back to back 

– which honestly sounds like 

a fever dream, except it‘s real 

(and so is the pleasure).”

  (9/18)

“Come for the chic design, 

stay for the mind-blowing 

clitoral stimulation.” 

  (10/19)

“The first time I used the  

device, I was speechless.  

It was one of the most intense 

orgasms I had ever had in  

my life. I tried it again the next 

morning. And the same  

thing happened.”

  (6/19)

“It‘s basically magic.”

  (10/19)

“I‘ve always wondered  

whether multiple orgasms 

were a myth. But when I first 

tried the Satisfyer Pro 2,  

I was able to have three  

orgasms in one night.”

  (03/2019)

“For a small vibrator, this 

thing has a LOT of power.” 

  (10/19)

“It‘s almost too good.”

   (09/19)

Let́ s talk
about ...
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R         utionLOVE

Join the
App

The new Satisfyer Connect App is a step up in the modern love game! Our free app  

connects to most of Satisfyer love toys via Bluetooth and globally over the internet  

offering endless functions, including the possibility to create new vibration rhythms  

and patterns – on top of the already existing ones. Our app is available for Apple,  

Android, tablets and Apple watches updated and enriched monthly with new functions.

®
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In its first-ever appearance at CES, Satisfyer debuted its new revolutionary app, Satisfyer 

Connect, which received the world-famous CES TWICE Picks Award for its success in blending 

sexual health and technology on an interactive platform. This award demonstrates the appetite 

and respect for the merging of two rapidly growing categories: sexual health and technology.

Judges specifically praised Satisfyer Connect for its features including haptic programming, 

motion sensing and the ability to develop custom vibration patterns.

CES TWICE Picks Awards are given only to the top consumer electronics that launched at CES!

www.satisfyer.com · sales@satisfyer.com

We are proud 
winner of

App, oh yes!
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Join the 
appride

Launch
soon

Double 
Joy 
Partner Vibrator

MSRP incl. 20% VAT

39,95€
Wholesale price

15,95 €
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Double 
Fun 
Partner Vibrator

Launch
soonApp blowing 

 satisfaction MSRP incl. 20% VAT

49,95€
Wholesale price

19,95€
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MSRP incl. 20% VAT

59,95€
Wholesale price

24,95€
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Curvy 2+
Air Pulse Stimulator + Vibration
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Improved differentiation:The most 
important change concerns the names 
of the products, which are geared to the 
consumer and have been slightly altered. 
With ‚relaxing jojoba‘, ‚moisturising 
hyaluron‘ and ‚regenerating panthenol‘, 
the advantages are featured on the f
ront of the products and help when 
choosing the right product. The changed 
font colour on the front also lets you 
know at a glance, whether it is a silico-
ne or water-based product. Improved 
recognisability despite changes: However 
the iconic image on the front remains the 

Flensburg, Germany - Twelve new 
outfits from the best-selling Noir 
Handmade label are now available 
from ORION Wholesale. The new 
collection from Noir Handmade has 
nine outfits for HER and three outfits 
for HIM. They are unbelievably sexy 
and figure shaping, and although they 
mainly appeal to connoisseurs in the 
fetish scene they do also appeal to 
fashion conscious club-goers. The new 
outfits are made out of high-quality 
power wetlook in a matte black shine 
that are combined with lace, tulle and 

same, as does the name ‚BACK DOOR‘, 
which generates high sales figures. 
These small changes make the product 
line look more modern and clearer, while 
the brand will still be highly recognisable 
on the shelves for the loyal customers. 
About the pjur BACK DOOR range: 
The pjur BACK DOOR products stand 
for intensive anal sex and provide 
experienced and anal lovers a selection 
of high-quality products for safe anal 
sex. Last autumn pjur BACK DOOR 
Regenerating was added to the success-
ful pjur lubricant range.       

vinyl. The material feels smooth and it is 
also extremely stretchy meaning that it’s 
almost crease-free when worn and fits 
like a second skin. All outfits are available 
in S, M, L and XL. ORION Wholesale 
has a size chart specifically for “Noir 
Handmade” because the outfits in this 
collection are always a bit smaller. The 
new collection from Noir Handmade will 
be delivered in a high-quality cardboard 
box with a detailed image of the 
respective product on it. There is also 
a description of the product in various 
languages on it as well.       

Wasserbillig, Luxembourg - The pjur BACK DOOR range has been on the market now for 

about 13 years, and now that they have changed the line to medical IIa, pjur will now update 

the front products and give the lubricant a fresher look. 

pjur BACK DOOR 
range with a fresh look

New Outfits from Noir Handmade

N E W S

Changed product naming 
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STRUBBI.COM

DOPPIO  
MOVE

Rechargeable

ean EROTIX 
Award 2019
Most Innovative New Toy  
DOPPIO MOVE  
by BeauMents

By forming a new partnership with the 
leading pharmaceutical retailer, the 

world’s largest sexual happiness brand 
is hoping to introduce and educate a 
fresh new audience on the importance 
of a happy sex life. The new move from 
Lovehoney is another example of the ex-
panding sex toy industry, a market that is 
predicted to continue to grow in populari-
ty at an exceptional rate. Lovehoney first 
ventured into the mainstream market last 
year with a range launched instore and 
online in Boots, and these retail moves, 
alongside burgeoning market growth, 
shows that sex toys are gaining serious 
mainstream appeal. The Lloyds range, 

Seville, Spain / Mumbai, India - Fleshlight 
is delighted to announce the signing of 
a distribution agreement with ThatsPer-
sonal.com in India. Miguel Capilla, Sales 
Director, at Fleshlight said: “India is one 
of the biggest potential markets for our 
product and we are excited to be working 
with ThatsPersonal.com to distribute our 
high-quality products in the country”. That-
sPersonal.com has pioneered the adult 
and sexual wellness industry in India. Their 
philosophy is to introduce premium pro-
ducts from the world’s leading international 
brands and cater to the 1.3 billion Indians. 

which includes a rabbit and kegel balls as 
well as penis pumps from the popular Tra-
cey Cox collection, are aimed at users of 
all levels, including those who are brand 
new to the market, with an emphasis on 
sexual wellbeing. Kate Hodgson-Egan, In-
ternational Sales Manager at Lovehoney, 
comments; “Entering the mainstream re-
tail market was a huge move for Loveho-
ney last year and we’re excited to extend 
our reach through our new partnership 
with Lloyds Pharmacy. Lovehoney are the 
sexual happiness people and we’re proud 
to be spreading our message even further 
with Lloyds customers, helping everyone 
have a happy and fulfilled sex life’.         

Besides selling on their own portal, www.
thatspersonal.com, it also distributes its 
products across the top multiple e-com-
merce portals and e-pharmacies in India 
as well as offline through partnerships with 
select pharmacy chains and retailers. “Our 
strategy is to provide the Indian market 
with the best international products and 
sell them in an environment that is condu-
cive to buyers. We believe in the highest 
standards of quality and we believe that 
the Fleshlight range of masturbator will be 
a great addition to our range,“ ThatsPeron-
al.com CEO, Samir Saraiya said.             

Bath, England - Lovehoney B2B is extending its mainstream retail offering by stocking a 

range of toys and lubricants online with Lloyds Pharmacy. 

Lovehoney B2B 
extends mainstream offering 

Fleshlight arrives in India

N E W S

Lloyds Pharmacy
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Samir Saraiya (ThatsPersonal) 
and Miguel Capilla (Fleshlight) 
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Receiving goods from Asia is becoming 
increasingly problematic. With products 

‚Made in Germany‘ by JOYDIVISION internati-
onal AG, retailers have the security of continu-
ing to be supplied reliably. Local loyalty pays 
off in times of crisis and it has always been 
important to JOYDIVISION to produce in Ger-
many. The increased demand for disinfectants 
has shown how quickly the consumer reaches 

for effective alternatives. Proof of this 
are the strongly increased sales figures 
of the toy cleaner clean‘n‘safe. The 
disinfectant is the only toycleaner that 
offers protection against the corona 
virus, among other things. For the retail 
trade, it is now important to fill the 

shelves quickly in order to survive the crisis 
with as little blame as possible.                

Hanover, Germany - The current corona situation shows what happens when the markets in China come to a standstill. 

The first supply bottlenecks are emerging and the shelves remain empty. 

You can rely on JOYDIVISION
No del ivery  bott lenecks thanks to ‚Made in  Germany‘



As a premium provider of high-quality 
personal lubricants, pjur is inves-

ting in advising and training its business 
partners. In a relaxed atmosphere, 
participants refreshed their knowledge of 
the basics and also discussed innova-
tions and trends in the market. „ORION 
has been a partner to pjur for many 
years now. Our collaboration stretches 
back over twenty years and is built on a 
strong foundation of professionalism and 
also friendship. I really value ORION‘s 
openness, honesty and reliability – not 
just towards us as the manufacturer but 
also to its customers“, elaborates Stefan 
Daniel. In addition to celebrating its 25th 
anniversary in 2020, pjur also has a

Hauppauge, USA - Need something cool 
for the family jewels? Male Power has 
got you covered – but just barely! 
Introducing Cock Pit, the undergarment 
that’s a snap. In fact, the emphasis is 
on the snap off pouch with built in elastic 
C-ring underneath. It is made with micro 
mesh for ultra-breathability, and attached 
with sturdy, nickel plated fasteners on 
top and bottom. They are easily remo-
vable in case of a passion emergency. 

number of other exciting projects on the 
go, including the implementation of its 
pjur Brand Space concept, transitioning 
personal lubricants to certified 
medical class IIa products and individual 
specials. These planned activities 
resonated positively with participants. 
During a Q&A session at the end of the 
presentation, Stefan Daniel was able to 
answer all remaining questions from the 
ORION team. „It was a professional 
product training session. Although it 
lasted around 90 minutes, it was also 
very entertaining and no questions were 
left unanswered“, enthuses ORION 
Product Manager Timo Petersen. 
„Thank you Stefan, thank you pjur!“      

The rest of this sexy lingerie is woven 
from stretch windowpane fishnet and 
comes in two colors, black and wine. 
Three styles are available: Mini Cock 
Ring Short, Cock Ring Thong and 
Cock Ring Jock. All are complimented 
by a sleek, boldly printed satin finish 
waistband. If you want your crank will 
look swank, enter the Cock Pit. It’s the 
fashionable trunk for your junk, and it’s 
only from Male Power.      

Wasserbillig, Luxembourg - At the end of February, Stefan Daniel, Senior Key Account Ma-

nager at pjur, held a pjur product presentation for a total of 18 members of the ORION sales 

team in Flensburg. 

Gives you more training

Cock Pit  

N E W S

pjur  t ra ins the team at  ORION 
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The Big Boy 
Golden Delay 

Gel and the Big 
Boy Golden Erect 

Cream are the two smear able products in this 
range. The Big Boy Golden Delay Gel helps 
to delay the moment of ejaculation and has a 
calming effect on the most sensitive parts of the 
penis. This results in that the climax is post-
poned, creating long-lasting and pleasurable 
sexual intercourse. The Big Boy Golden Erect 
Cream, on the other hand, is a unique cream, 
based on Ginkgo Biloba and other natural plant 
extracts, which provides a better blood flow and 
therefore has a positive effect on the erection..
Furthermore, the line contains two unique 
supplements, that both take special care of 
the penis in their own way. The unique Big Boy 
Golden XXL tablets contain a balanced compo-
sition of ingredients specifically selected as they 
help contribute to increase potency and libido. 
Besides that, Big Boy Golden XXL also contains 
several other active ingredients that have a po-
sitive effect on the overall blood circulation. Last 
but not least, the formula of the Big Boy Golden 
Erect caps have been developed based on 
natural extracts, which improve the blood flow 
to the male genitals and supports an erection. 
Ingredients such as Ginkgo Biloba Leaf Powder 
and Panax Ginseng support the body with extra 
energy and increases the sexual endurance. 

Berkel en Rodenrijs, The Netherlands - Cobeco’s 

Big Boy line has proven its success over the 

years with its signature black and gold packa-

ging and 4 products designed to optimize the 

sexual pleasure. 

Cobeco’s Big Boy Range
4 products avai lable 

Magazin_reklama_2_tiskova_data.indd   1 14.02.2020   12:48:29
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Since the issue occurred overseas, we 
have been closely monitoring, strategi-

cally planning and preparing in advance for 
the current situation with our production 
facility,” says Gary Elliott, director of Rocks-
Off. “Fortunately, the situation overseas 
is now more positive, and our dedicated 
production facility is fully operational. As 
a company we have taken the choice to 
invest in our production and have been in 
constant daily talks with our production 
team to ensure we have good stock levels 
and are able to maintain our supply chain.“ 
Rocks Off’s Directors, Sales, Design and 
Operations teams will be available th-
rough-out, however their safety and health 
are of prime importance and their office 

Soulaines, France - XTREM MISSION is a 
full range of large sex-toys. ‚If you accept 
it‘ is their slogan in reference to a certain 
TV show. “The 3in1 is one of our most 
generous creations,” said Benoit, Gene-
ral Manager of GANGBANGSTER. It is 
made of high quality vinyl, certified without 
phthalate and ‚the mold for it needs two 
people to hold and manufacture it‘. This 
dildo weights 3kg, is 36 cm tall (25cm 
insertable) and has a diameter of 11cm. 

teams will be able to take advantage of 
working remotely where necessary. “Sales 
will still be servicing our customers with 
product training, sales support and new 
product updates via email and skype con-
ferencing,” continued Gary Elliott. “Custo-
mers’ orders will still be processed in the 
same way. Clearly a lot of shows have 
been cancelled however our sales team 
will be broadcasting out to our customers 
to keep them updated on products. My fel-
low Directors, staff and I personally want to 
extend our thanks and appreciation to our 
customers for their ongoing business and 
loyalty to our brand, this means a lot to us 
and we will be doing everything we can to 
support you.”             

The new product has the shape of three 
gigantic dicks with their balls side by side. 
The suction cup is very powerful and the 
company advertises customers not to use 
it on a light support. “We are very proud of 
this enormous dildo and hope it will be 
appreciated by customers, even if they  
are not interested in fetish dildo. It is very 
eye catching and in a store people will 
react,” adds Vincent, Sales Manager of 
the brand.        

Kettering, England -  “I wanted to update everyone on how we’re responding to the 

challenges of coronavirus (COVID-19) and to advise how Rocks Off will give you the 

best possible service at this difficult time.

Rocks Off are ready to ship from 
their UK warehouse and overseas facility

GANGBANGSTER extends XTREM MISSION Collection

N E W S

Informat ion for  customers 
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Gary Elliott, director of Rocks-Off 
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The word 
‚relationship‘ 

is meant both 
figuratively and 
literally here. 
After all, pjur has 

been by the side of some of its customers for 
up to 25 years now. In the past, personal lubri-
cant was used to ‚solve problems‘ and people 
were embarrassed to buy it. Today, however, 
personal lubricant is primarily associated with 
pleasure and covers a wide range of needs. 
These include vaginal, anal and oral use, for 
massages, with toys or for masturbation. It can 
be water or silicone based, vegan, stimulating 
or suitable for highly sensitive skin - to name 
just a few examples. This all means that these 
products have become part of everyday life. 
Customers have also changed over the years, 
which is why pjur wants to take a closer look 
at the issues that are important to custom- ers. 
The ‚pjur&you‘ survey is pjur‘s first large-scale 
questionnaire designed to gauge and compare 
customer satisfaction levels with pjur and the 
reasons why people buy pjur across different 
countries. ‚pjur&you‘ is the start of a dialog 
that will give pjur more insight into what its 
customers want, laying the foundation for the 
group‘s innovations over the coming years.  
The results will be published in October 2020. 
You can find out more about pjur at  
http://www.pjurlove.com/pjurandyou             

Wasserbillig, Luxembourg – In early March, pjur 

launched its unique consumer survey ‚pjur&you‘  

The survey puts the spotlight firmly on the relati-

onship between consumers and pjur. 

pjur&you
Let ‘s  ta lk  about your  re lat ionship with p jur 

D E S I G N E D  I N  C A L I F O R N I A

Pleasure within Reach
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Book your session with Mystim ś Jane Wonda now.

With our new geisha balls you train like a pro: with so�  electrical 
muscle stimulation for most e�  cient kegel exercising ever.

The Handjob Strokers come in 2 
versions; vibrating and non-vibrating. 

The non-vibrating handjob stroker is made 
of soft and stretchy material, which feels 
great on the skin. The nubs on the inside 
provide optimal stimulation with every 
movement. The vibrating Handjob 
masturbator offers great stimulation. 
It has an open design and is, therefore, 
suitable for every man. Men with erectile 
dysfunction can also use this masturbator. 
Equipped with 10 different vibration modes 
and rechargeable with the included USB 
cable. It is made of soft and smooth 
silicone which feels great on the skin. 
An exciting new addition to the Boners 
collection is the vibrating Blowjob simu-
lator. This stylish masturbator is provided 

Moscow, Russia - Leonid Fishman, the 
owner of Astkol-Alfa Company, announced 
a new structure for his companies on the 
Russian market. From now on they will 
operate under the name Astkol Group of 
Companies. Astkol Group of Companies 
includes: - Astkol-Alfa and FishEro for the 
distribution and wholesale business, - Dja-
ga-Djaga as a wholesale trade, production 
(adult toys and BDSM sewing products, 

with a powerful motor with 10 different 
vibration settings, which are easy to 
operate with the buttons at the base. 
The masturbator is made of soft silicone 
and is splash-proof. Add length and girth 
to your penis with The Penis Sleeve from 
the Boners collection. The sleeve adds 5 
cm extra length to the penis. The ribs on 
the inside provide extra firmness and 
stimulation. The sleeve is soft and 
flexible but also feels firm while wearing
 it. The Boners collection offers products 
to stimulate the penis and balls, with 
an assortment of cock rings, ball 
stretchers, and drugstore items, including 
masturbation creme, penis cleaner, XXL 
creme, erection creme, delay creme and 
delay spray.        

more than 700 SKUs in the range), djero.ru 
online store, Djaga-Djaga adult retail chain 
(32 stores), Sexstudy online school for 
sales people. - Biomed-Nutrition for pro-
duction of Djaga-Djaga intimate cosmetics 
(90 SKUs in stock); - roSack Youtube 
channel (3000 subscribers for the first 1.5 
years, plus 2000 subscribers for the last 4 
months, a total of 5000 subscribers, 100 
videos, 549874 total views).       

Veendam, The Netherlands - EDC Wholesale added four new items to the Boners collection, 

taking male masturbation to the next level with a Handjob Strokers, a Vibrating Blowjob 

Simulator and a Supporting Penis Sleeve. 

EDC Wholesale added 
new Boners items to the collection 

New company structure at Astkol-Alfa

N E W S

4 new products avai lable 
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Leonid Fishman, owner and CEO 
of the Astkol Group of Companies
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The shelf bra lingerie set with sparkly 
accessories, that’s made out of 

velvety soft satin, is pure luxury! The 
slightly padded shelf bra frames the 
breasts with 3 gold-coloured rhinestone 
chains. The string also has 3 decorative 
rhinestone chains over the buttocks. All 
chains can be removed. This beautiful 
shelf bra set  puts the breasts in the 
limelight! The slightly padded cups lift up 
the breasts and the lace frames them 
wonderfully, while the sparkly ring adds 
the beautiful finishing touch to this set. 
The string is crotchless and is decorated 
with a lace hem and stretchy straps.  
Seduction in a sensual red – that’s the 
order of the day with this suspender belt 
and string set. The suspender belt and 
string are made out sensational, red lace. 

Newark. England - Creative Conceptions 
are offering customers eye-catching 
planograms (measuring 60cm wide by 
130cm long) for their Quickie Range. 
With the products being ‘a must touch’ 
item to appreciate the smooth quality 
and strength of the silicone, free samples 
of the ball-gag, bit-gag and cuffs, in each 
size will be included to create maximum 
impact when displaying them in store. 

The suspender belt has a hook fastener 
at the back and adjustable suspender 
straps. The exciting string completes the 
set with its enchanting design. The set 
is also available in black. The complete 
Cottelli Collection Lingerie collection is 
available from ORION Wholesale. The 
lingerie is delivered in a high-quality 
cardboard box that can also be used as 
a gift box. This cardboard box is covered 
in an additional slipcase with a detailed 
image of the respective product and 
a description of the product in nine 
languages on it as well. The packaging 
can be stood up or hung up with the 
hanger in the middle. More products will 
now fit in the sales space because they 
are more compact. They also take up 
less space when in storage.                 

Let your customers get hands-on with 
these items. No buckles to fasten, no 
keys to lose, easy to clean and easy to 
use. Perfect for impromptu play, both 
at home… and now in-store. There’s 
always time for a Quickie!All items 
available in red or black, large and small 
These planograms will have customers 
gagging for it! But be ‘quick’ as limited 
stock applies.   

Flensburg, Germany - The new collection from Cottelli Collection Lingerie whets appetites 

with sparkly extras. The outfits were designed with love for detail at ORION’s headquarters 

so that women can show off their seductive curves in an extremely hot way. 

Seduction 
with sparkly extras 

Quickie Range 

N E W S

Cottel l i  Col lect ion L inger ie
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The No.1 selling male sex toy in the 
world enables men to get inside 

their favourite adult stars by taking home 
high-quality and realistic masturbation 
toys moulded directly from them. 
Feel every one of Mia Malkova’s most in-
timate folds and curves in her super-soft, 
SuperSkin sleeve, created from her 
actual body casting and infused with her 
signature Lvl Up texture in an exclusive 
pearlescent case.  Mia Malkova’s Lvl Up 
opens with a brand-new beaded tentacle 
spiral design, followed by chambers of 

Horsham, USA – Xgen Products is now 
shipping two new items from The Rabbit 
Company, the first harness-compatible 
toy from the brand and a mini rabbit. The 
G-Spot Rotating Rabbit Peg, available 
in purple, is the first harness-compatible 
toy from The Rabbit Company. Featu-
ring a flared suction cup base for safety 
and hands-free play, and unique rotating 
motion that targets the g-spot, the Rabbit 
Peg has a BOOST function for maximum 
power in an instant. The Rabbit Peg is 

pleasure pockets and alternating tight 
and super-tight cavities. You’ll uncover 
new sensations with every inch as you 
plunge deeper inside Mia. Her signature 
Fleshlight skin is designed with a focus 
on quality, reliability and longevity – giving 
you the best of Mia Malkova every single 
time you take her out to play with her 
and always going the extra mile to make 
each fantasy session even better than 
you may have expected. Easy to clean 
and easy to store, safe, non-toxic and 
phthalate free!        

also USB rechargeable and waterproof. 
The Mini Rabbit, available in blue, hot  
pink and purple, may be small in size,  
but it still packs a punch! The Mini Rabbit 
is designed to satisfy, ergonomically  
designed for more precise stimulation. 
The powerful low frequency motor  
delivers deep rumbly vibrations, and  
a single button allows for fast and easy 
speed control. The Mini Rabbit is  
also completely waterproof and  
USB rechargeable.                                

Newark, England - As exclusive UK distributors of Fleshlight, Creative Conceptions 

welcome new girl, Mia Malkova to the party/orgy. The all-star, porn-star is the latest 

sex goddess to join the Fleshlight Girls – an exclusive club made up of the hottest stars 

in the adult industry.

Creative Conceptions 
LvL Up with new Fleshlight Girl

Xgen products now shipping 
new items from the Rabbit Company

N E W S

Mia Malkova 
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The focus was on presenting the 
sensational Vibepad – the remo-

te-controlled, anatomically-shaped 
cushion that has already become one of 
ORION Wholesale’s bestsellers. Likewise, 
the new GoGasm P&A Balls were also 
presented. The special thing about these 
love balls is that they simultaneously 
stimulate the vagina and anus therefore 
providing double the amount of pleasure 
‚to go‘. Furthermore, they now also have 
remote-controlled vibration.  Russian 
retailers also showed great interest in the 
novelties from Sweet Smile, Bad Kitty and 
Realistixxx. Additionally, the new collec-
tion of the lifestyle male underwear label 

Newark, England - Creative Concep-
tions have redesigned the packaging for 
their SXY over-wrap wrist Cuffs allowing 
customers to handle the product. 
Getting to grips with these unique 
pivoting cuffs will help your customers 
appreciate both the quality and 
softness of the deluxe neoprene, and 
the strength and hold of their restraining 
ability through the strategically positioned 
D-Ring and robust Velcro straps. The 

Svenjoyment Underwear was especially 
emphasised this time in the lingerie 
department. The attractive men’s 
underwear is made out of top-quality, 
fashionable material, and the sophistica-
ted designs and functions emphasise ‚a 
man’s best parts‘ – attractive, sporty and 
extravagant. ORION Wholesale can draw 
a very positive conclusion from this trip to 
Russia. “They were three very intensive 
and constructive days where we could 
present and explain our products in 
detail” said Julia Kreismann. “And above 
all, we could also receive feedback from 
the customers straightaway” added 
Hauke Christiansen.       

packaging now pays attention to 
their multi-use as both a universal 
cuff and a collar through inspirational 
illustrations and adds greater emphasis 
on their key selling points. Suitable for 
slat walls, they have also reduced the 
overall size of the packaging saving 
you valuable space in store whilst 
maximising eye-catching impact with 
their attention-grabbing new look. In 
stock and available now.       

Flensburg, Germany -During a three-day trip to Moscow, Julia Kreismann and Hauke 

Christiansen from ORION Wholesale visited customers and presented the latest trends and 

products in detail at product training events. 

ORION Wholesale holds 
product training events in Moscow 

Redesigned packaging for SXY Cuffs

N E W S

Ju l ia  Kre ismann & Hauke Chr ist iansen
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Julia Kreismann and 
Hauke Christiansen
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Spain is one of the countries where 
COVID-19 is expanding  the most. 

The whole nation is in quarantine for 
two weeks as many other european 
countries. However from Fleshlight we 
want to transmit calm and confidence. 
We are following all medical instructions 
to protect our workers and our products 
and also have the safest environment 
possible to do our job. We are 35 
workers in Fleshlight team between 
production and office team. Following 
government instructions we are facilita-
ting work from home to the most of the 

North Hollywood, USA - Doc Johnson 
is thrilled to announce that it has signed 
Seth Gamble to be molded for his own 
Signature Cock replica toy. Doc Johnson 
was the first company to make direct 
replicas of porn stars’ cocks, and the 
tradition continues with Gamble. The 
adult entertainer will be added to the 
Signature Cocks line following the ANME 
show in July 2020. Seth Gamble is an 
industry vet who has worked with all the 
top stars and production companies. He 
can be the lead in romantic or comedy 

office team. The rest is working as usual 
in our factory, and everyone is doing an 
extra effort to give you the best service 
possible. The country land’s borders are 
closed until further notice. The closure 
does not include Spanish nationals and 
residents, workers required to cross the 
border, and the transport of goods. 
However we would like to ask you for 
your empathy because  maybe we’ll 
suffer delays in our deliveries for this 
issue. All of us are together in this,  we 
wish you courage, patience and good 
vibes for this situation.“        

scenes and has won many awards, 
including 4 AVN Awards and the 2020 
XBIZ Award for Male Performer of the 
year. „I‘m beyond honored to be a part 
of the Doc Johnson family,“ Gamble said. 
„Getting molded was definitely a surreal 
experience that I‘ll never forget. I‘m very 
grateful for our new partnership with  
Doc Johnson and myself, and I‘m  
thankful for Sandra at my agency, OC 
Modeling for bringing us all together.  
I can‘t wait for my fans to have the  
Seth Gamble experience.“       

Seville, Spain - Fleshlight has published a statement in which the company sets out its 

approach to the corona crisis. Below is the full text of the letter: „Dear customers, 

distributors and friends, As you know, Fleshlight Europe is based in Spain. 

Fleshlight releases 
statement about COVID-19 situation

Doc Johnson signs new 
talent for Signature Cock Collection

N E W S

Informat ion for  customers
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Seth Gamble 
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The lubricant manufacturer does not 
expect any delivery problems for its 

products. This is the statement in full: “The 
Covid-19 pandemic affects us all and it 
is unclear how the current situation will 
develop. Nevertheless, we want to bundle 
our efforts and look to the future with 
optimism. We can only do this if we work 
together! Customer service - We are still 
here for you! We have created a flexible 
system that enables us to maintain normal 
business operations in a decentralised 
structure with our usual opening hours. 
Collaboration with our customers is our 
top priority.  High Quality products - All pjur 
products are manufactured in Germany. 
The special circumstances will not affect 
the stringent standards that we apply to 
our premium intimate products. From our 
current standpoint, we will be able to avoid 

shortages thanks to our carefully 
planned production processes, high 
inventory levels of raw materials and two 
different production sites. No shortage 
expected - Despite increasing restrictions 
on cross-border traffic in Europe, pjur is 
able to continue delivering products. 
In collaboration with our international 
logistics partner, we adapted our process 
workflows and expanded our inventory 
levels early on in preparation for the 
current situation. Together, we can 
ensure that pjur products will continue 
to be shipped as usual.  Please do not 
hesitate to contact us to find out how we 
can get through this challenging situation 
as effectively as possible. Last but not 
least, we express our sympathies to 
anyone who is affected by illness and 
wish you a speedy recovery.”      

Wasserbillig. Luxembourg - Due to the current corona crisis pjur has published a 

statement. In this statement, the company announces that it will continue to be 

contactable for its customers and will also keep production up and running. 

pjur sees itself well 
prepared for corona crisis

N E W S

Working together  for  a  stable future 
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Flensburg, Germany - New BDSM items 
from Bad Kitty are now available from 
ORION Wholesale. Restraints, floggers 
and accessories are perfect for games 
of dominance and submission between 
open-minded couples who would like to 
experience playful punishment and the 

bittersweet pain that goes with it. All items 
are high-quality and great value for money. 
They are also modern and cheeky, which 
makes them perfect for beginners wanting 
to try out this special world of passion. The 
attractive packaging will also get imagina-
tions running wild.        

New BDSM Items from BAD KITTY 
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Thus, Mystim can ensure that orders 
continue to reach customers safely, 

quickly and on time. “Every day the whole 
world is informed about COVID-19 with 
new facts and figures“, says Christoph Hof-
mann, Managing Director of Mystim GmbH, 
„we take the resulting guidelines and 
recommendations for action very seriously 
and implement them as a matter of course. 
For example, we have introduced minimum 
distances and hourly hand washing in 
internal dealings. All meetings and group 
formations were prohibited. External service 
providers are not allowed to enter the com-

Flensburg, Germany - Since the launch 
of the GoGasm P&A Balls, a vibrating 
version of these new kind of love balls 
have now been released and are now 
available from ORION Wholesale. The 
special thing about these love balls is 
that they simultaneously stimulate the 
vagina and anus, and therefore provide 
double the amount of pleasure ‚to go‘ 
– now with vibration. The Vibrating P&A 
Balls from GoGasm are extremely easy 
to use – the bigger ball gets inserted into 
the vagina while the smaller ball gets in-

pany premises for the time being“. This also 
means that Mystim is still doing everything 
possible to help people by providing sex 
toys for probably the most beautiful trivial 
thing in the world. „We believe that other 
needs should be satisfied in addition to the 
basic supply,“ explains Jessica Hofmann, 
Managing Director of Mystim GmbH and 
responsible for product development. „We 
should all stand together, because we are 
sure that we will manage this time together 
and are happy if we can continue to give 
our customers pleasure with our products 
despite the challenging situation“.         

serted into the anus. The flexible silicone 
bar adapts perfectly to the shape of the 
body and fits securely. A weight rotates 
inside the smaller ball for the anus and 
the larger ball for the vagina can vibrate 
in seven vibration modes because of the 
included remote control. The GoGasm 
P&A Balls can also simultaneously train 
the pelvic floor muscles and can make 
the perineum more flexible. The Go-
Gasm products are delivered in attrac-
tive packaging with a space where the 
product can be seen.          

Alzenau, Germany - The safety of the customers as well as that of the team has the 

highest priority at Mystim. In order to continue to guarantee this security during the 

Covid crisis, hygiene standards have been tightened in all areas, such as production, 

warehouse and office.

Mystim continues to supply customers 
with sex toys during the Corona crisis

GoGasm P&A Balls – 
double pleasure now with vibration

N E W S

Informat ion for  customers
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Christoph Hofmann,  
Managing Director 

of Mystim GmbH
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Every day, the number of infections 
keeps growing, and at the point of 

this writing, there is still no way of 
knowing how much of an impact the 
Corona virus will have on the economy 
– and on the erotic industry – once all is 
said and done. But of course, there are 
numerous scenarios that are being 
thrown around: Maybe the crisis will be 
over before long and everything will go 
back to normal in a few months. Maybe 
the worst is yet to come and the rest of 
2020 will be dominated by stories of 
people in quarantine and an economy in 
decline. There is no telling what is 
actually going to happen. But I can 
definitely tell you that this virus outbreak 
has revealed a painful weak point within 
the modern erotic industry. The lion 
share of products are wholly or partially 
produced in China, the country which 
has been affected the most by the virus. 
And when companies shut down in the 
Middle Kingdom, that means there are 
no new products to be sold on the 
shelves in Europe either.
Obviously, I don’t expect anybody to cut 
all business ties to the Far East willy-nilly 
or stop producing in China overnight. 
Those relationships have proven reliable 
and lucrative for many years. But at the 

end of the day, the Corona outbreak will 
lead people to ask a very important 
question: How we can hedge against 
such far-reaching production shortfalls in 
the future? And we are not just going to 
hear this question in the erotic industry, 
but in many, many industries. In the short 
term, very little can be done, but in the 
long term, erotic companies would be 
well-advised to consider additional 
locations for production so as not to 
become too dependent on a single 
region. Obviously, this shift is not going 
to be easy – at the end of the day, this is 
about restructuring supply chains. 
But I think taking such steps would 
definitely help the industry protect itself 
against similar unpredictable shocks in 
the future. I for one am going to keep 
an eye on companies that have already 
moved away from China-based 
production, either partially or entirely, 
to see how they fare over the course of 
the next months. If they come out of this 
crisis stronger, in a more advantageous 
position, that would probably be an 
incentive for other producers to consider 
a similar strategy.

The lion share of products 
available in our market are 
produced in China. But 
over the course of the past 
months the outbreak of the 
Corona virus has resulted 
in many factories and 
production facilities 
shutting down operations 
until the situation impro-
ves. Some mass media are 
already predicting a 
shortage of certain goods, 
including sex toys, which 
could lead to higher prices. 
How will the situation 
actually pan out? That is 
anybody’s guess. Still, one 
can’t help but wonder: 
Should the industry rethink 
its reliance on Chinese 
production facilities?

YES
Made in China
I s  the re  a  l e sson  f o r  th e  i n dus t r y  to  be  l ea rn ed  f rom th e  c o ron a  v i rus  o u tb re a k?
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Randolph Heil,  
editor

NoNo
It is an undisputable fact that the Corona 

outbreak has had and will continue to have 
an impact on the market. At this point, nobody 
knows how things will evolve, however, there 
is no reason to tear down structures that have 
grown over many, many years and have 
served the industry well. External factors – i.e 
factors that have not arisen from within the 
industry itself – have always had an impact on 
the market. May I remind you of the big 
financial and economic crisis of 2007 or the 
euro crisis of 2010, which dealt a particularly 
heavy blow to southern Europe? My point is, 
the erotic market may be unique in some 
ways, and it may be bigger than some and 
smaller than others, but it is subject to the 
same economic laws. World events seldom 
make exceptions for vibrators and dildos.
Be it manmade crises and conflicts or natural 
disasters, the market has to deal with it, and 
there is very little we can do to change the 
situation. I am sure there are some industry 
members out there who demand that the 
market’s dependence on China has to end, 
but is that really necessary? The outbreak of 
the Corona virus is a current event. I hope it 
will be contained within a short period of time, 
and hopefully we will be able to ensure that it 
doesn’t flare up again too soon. But that’s it. 
We all know that there is a good reason why 
so many companies have their products 

manufactured in China. If 
everybody decided to cut 
their existing ties to Asia, the 
ramifications might well prove a 
bigger hit to the market than the 
virus ever could be. You can’t 
change the structures of an entire 
market within a couple of weeks. 
Also, the virus has long since 
spread beyond the Chinese 
borders. It is very much a global 
problem now, and it will affect the market 
no matter where your products are 
made. Maybe we should take a look at 
other industries and markets that are 
similarly affected by the virus. Because 
when I look around, I don’t see too 
many people panicking and completely 
upending their existing business
strategies over something they cannot 
control. Sometimes, all you can do is 
brace your shoulders and soldier on.
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The Corona virus holds our world in a tight grip, and the international erotic market is faced with a great 
challenge. EAN wanted to know what producers, distributors, wholesalers, and retailers within our industry think 
about the current situation, how they deal with it, and how the Corona crisis could change the market. All of their 
answers reached us between March 16 and March 23, i.e. they are referring to the situation as it presented itself 
during that timeframe. Naturally, things may have changed by the time you read this.

“Pleasure has ever been vital 
to people and it will stay that way.”

Produce rs ,  who le s a le r s ,  d i s t r i bu to r s ,  and  r e ta i l e r s  sh a re  th e i r  th oug h ts  on  th e  Co ron a  c r i s i s

1. In which way are the effects of the corona 
 crisis noticeable in your company at this point?

2.  What measures have you taken 
 to deal with the effects of the crisis?

3.  How will the corona crisis change the erotic market? 

The questions

?
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Alexander Giebel
pjur, Luxembourg

1) We are keeping a close eye on the situation. The 
Covid-19 pandemic affects us all and no one knows 
how the current situation will develop. The fact that 
we are active in so many different markets clearly 
benefits us in this situation. For instance, we see 
how the situation is stabilising in China as demand 
within that market has picked up again. Reversely, 
the European market is faced with some unique 
challenges right now. And there are other markets 
which are only starting to implement the restrictions 
we already see here in Europe. Because we cater to 
all these markets, we can continue to move ahead 
as usual, at least for the time being, and we 
continue to provide consumers with our quality 
products. Of course, we hope that the European 
and the American markets will recover quickly once 
they have gone through the worst of this outbreak, 
the same way we see things normalising in Asia 
right now.

2) We have created a flexible system so we can 
maintain our regular business operations in a 
decentralised way but at the normal pace. Working 
with our partners in the trade is the top priority for 
us in this situation. Knowing what we know today, 
we should be able to prevent potential bottlenecks 
thanks to our thoroughly planned production 
processes, large stock of materials, and the fact 
that we have two different production facilities. All 
pjur products are made in Germany, and due to the 
short transport distances here in Europe, we can be 
very flexible. Even though cross-border traffic is 
limited right now, we can still guarantee quick 
shipment. Working closely with our international 
logistics partners, we have started preparing for the 
current crisis early on by ramping up stocks. As a 
result, the availability of pjur products will not be 
affected.

3) We will have to pull together even more – challen-
ges such as this one can only be braved in close 
collaboration with reliable business partners. Also, 
this pandemic shows how susceptible the globali-
sed supply chains are to problems such as these. 
We definitely feel vindicated in our decision to 
produce right where we are, in Germany.

Asaf Yarkoni
Fun Stuff, Israel 

1) We went from a 30% decrease in income in the 
first weeks of the crisis to a full stop in the past two 
weeks. So, I can say it has a pretty devastating 
effect. We still sell online but on the whole, people 
are reluctant to spend money on things that are not 
food (or toilet paper).

2) We have added same day/ 3-hour delivery 
services to our website so people can get their 
products without leaving their homes, and cut down 
on all expenses.

3) I think that the Corona crisis will affect all areas of 
life, not just the erotic market. It all depends on how 
long this virus continues to disrupt our lives. People 
are on in almost complete lockdown and will wake 
up to a toxic economic climate by the time this 
ends. We will be able to prevail if the crisis goes on 
for just a couple more weeks, but if we are talking 
about months, then I‘m not optimistic at all. 

Hauke Christiansen
ORION Großhandel, Germany

1) Delays in shipments from Asia were to be 
expected, so many of our clients stocked up on 
products which led to a spike in turnover for us. But 
considering the steps the authorities have imple-
mented, an overall decrease in turnover is inevitable. 
It remains to be seen how strong the shift toward 
e-commerce will be in the upcoming weeks.

2) We take the Corona crisis very seriously, and we 
know we have a responsibility to our clients and 
business partners, but also to our employees. In 
order to minimise the risk of infection while also 
keeping our business operations going, we have 
implemented short-time work, and anybody who 
can work from home is doing so right now. Our 
distribution department and customer service are 
obviously still available, and as usual, you can 
contact them via e-mail, Skype, WhatsApp, etc. We 
have also adjusted our shift model in the logistics 
department. At present, we can guarantee that all 
orders will be processed and shipped quickly and 
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reliably, thanks to our large inventory levels. However, 
we fully expect there to be some delays and 
shortages in the medium and long run, especially 
with regard to our top-sellers. Those bottlenecks will 
occur in a low-turnover period, however, and we are 
confident that things will normalise in time for the fall 
season. Also, given our wide and diverse range of 
products, we can supply our clients with lots of great 
alternatives for the time being. 

3) So far, the erotic market has proven quite robust 
in times of crisis. However, we have never been 
faced with the kind of global epidemic we are seeing 
right now. Depending on how long it takes before 
we can return to normalcy, this crisis might lead to 
some fundamental, far-reaching changes within the 
erotic retail market.  

Adrian Schneider 
ST RUBBER, Germany

1) With many retail stores in Germany and other 
European countries forced into lockdown, wholesa-
lers such as ourselves have lost between 50 and 
70% of our daily turnover pretty much overnight. 
And as these losses accumulate, that will also have 
an impact on the suppliers and producers.

2) To protect our employees and ourselves, we
 have sent everybody home who can work from 
home. In our warehouse, we have adopted a 
two-shift strategy with half the team. This way, if 
someone were to be tested positive for Covid-19, 
we could still keep the other shift running. Also, 
we have made sure that our employees really 
understand the effects of the virus and how to 
minimise the risk of infection. For instance, we have 
set up sanitiser dispensers at all entrances to 
protect our team and our customers.

3) Well, that is the sixty-four thousand dollar 
question, I guess. I think it’s probably way too soon 
to really gauge the effects of this crisis. The longer 
these restrictions are in effect – the longer the virus 
dictates public life (or the lack thereof) - the bigger 
the effects each and every one of us are going to 
experience.

Daniel Amneklev 
Intima, Sweden 

1) So far, we have lost about 50% of business in our 
bricks & mortar store and online shop in March.

2) We are a little company with very few employees 
so we can´t do much. We have stopped all 
purchases and try to stop all unnecessary costs.

3) I think it´s too early to see what the effect will be 
for the erotic market. What we see now is that 
people hold on to their money and only buy the 
necessary stuff they need in this crisis.

Pedro Correia 
Refixe, Portugal

1) Until now, we haven‘t noticed any differences, 
be it in traffic or sales. but we are starting to have 
stock ruptures for some of our best-selling articles 
without any prediction of when we will receive these 
products again.

2) Apart from adjusting stock levels, I don‘t think 
you can do much. No market is an island.

3) I don‘t think it will change significantly; it will 
probably contract a little. The erotic market has 
been aware of hygienic procedures since AIDS 
reached the 1st world countries. With the internet, 
people can have safe sexual experiences, combi-
ning cam models and porn sites with easy-to-clean 
sex toys and cleaning sprays. So, our customers 
were used to washing their hands and toys before it 
was a medical necessity.

Leonid Fishman 
Astkol Group of Companies, Russia

1) The international situation with Corona virus will 
strengthen our position in the Russian market and 
create worldwide export opportunities for products 
manufactured in our factories due to the favourable 
exchange rate. In Russia, Astkol will benefit in the 
immediate and intermediate term because we have 
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very substantial quantities in stock. This reserve is 
strategic, meaning we stock products that are in the 
highest demand in the Russian market, and we 
might even into onto re-export opportunities. 
Unlike in Western and Central Europe, Asia and the 
United States, the per capita rate of declared cases 
in Russia is very low, so the effect has not been as 
severe. I would like to remind you that, over the last 
two years, the Russian market has been growing 
twice as fast as the global market – with an annual 
growth rate of about 15% Having this advantage 
over other players in the market, we should be able 
to increase our market share in Russia. 

2) Most of the things we have already talked about, like 
many months’ worth of stock on key merchandise. We 
further improved the financial controls hedging the 
currency risk and securing additional rouble-denomina-
ted financing. In times like these – unprecedented as 
they may be - , it is survival of the fittest. You have to 
be at your best. Tomorrow’s winners are made today.

3) To us, the Corona crisis is really not a crisis but a 
test, for us as well as for every other player. It 
changes the market but in the exactly the opposite 
way one would expect. Marketplaces such as OZON 
and BERU (Yandex Market) have been doubling, 
tripling, and quadrupling their orders with Astkol. 
Leading East European marketplace Wildberries 
- with a capitalisation of well above $1 bn - that has 
been hesitant to enter the industry up until now was 
forced to launch adult products due to the spike in 
demand, as people are either already quarantined or 
aboutto be quarantined in the era of the Corona 
virus. We believe this could be a once in a lifetime 
opportunity. Let’s embrace it. 

Robert Strzelecki 
PLAYROOM, Poland

1) Unfortunately, COVID-19 has affected my 
company in many respects. First of all, with regard to 
people. We notice a high sensitivity to sickness 
symptoms among our employees as well as 
increased vigilance when they are attending to 
customers in our flagship stores in Poznań and 
Warsaw. It is not really a fear but rather a case of 
being careful and adhering to guidelines issued by 
the Chief Sanitary Inspectorate. In the company, we 
are following all of the currently applicable sanitary 
guidelines. Secondly, with regard to business. As we 

need to organise remote work for 90% of our 
employees, we see a slight destabilisation of 
processes arising from this kind of work. This is 
mainly because so many employees have never 
performed their daily duties from their homes, far 
away from one another. IT preparations and mental 
readiness are required for such type of work, as well 
as an elaboration of communication procedures. 
Good news is that we have adapted to it quite well. 
At present, none of our logistics processes are in 
danger, B2B and B2C online orders are handled on 
a timely basis. Orders and deliveries are not 
suspended and are still processed quickly.   

2) Analysing the macro- and micro-economic data 
which we receive, we unfortunately have to prepare 
for the worst. There are a few potential scenarios in 
place. One of them, the most pessimistic, forecasts 
that the drop in turnover might exceed 20%, but 
even then, we will be able to keep operating on the 
basis of our possibilities: the capacities of our 
warehouse and the capabilities of our well-prepared 
experts. We have also taken into account the fact 
that we may have to limit the number of orders to 
maintain sales levels for a prolonged period of time 
(e.g. for about 6 months) and we may suspend 
further investments in the company if the situation 
does not improve.

3) The Corona virus will change the world’s 
economy and therefore affect our business. too. At 
first, some brick-and-mortar stores will vanish 
because owners will not be able to pay rents and 
utilities in the face of a considerable decline in 
customer numbers. Next, a large group of small 
online stores relying on small mark-ups will 
disappear as well because their owners will be 
incapable of maintaining that business model. The 
future does not seem to be bright. 

Lothar Schwier 
NOVUM  Märkte GmbH, Germany

1) As I am writing this (March 17), turnover is still 
pretty good, even though we’ve already had to 
close down our theatre areas. Of course, if we’re 
forced to close down the stores as well, we might 
not be generating any turnover whatsoever! Which 
is a bummer after 2019 turned out so great for us 
and we also remained very optimistic throughout the 
first two months of this year. We had already worked 
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on securing new store locations, thinking about 
expansion ... All the bad news about the virus doesn’t 
exactly motivate people to go out and spend money, 
as you can imagine. At the beginning of this crisis, we 
had fewer consumers visiting our stores but they were 
buying much more than usual. If we are forced to 
close down our stores, no one is going to buy 
anything, obviously. But we have to make it through 
this mess and hope that our customers will stick with 
us and return once we are able to open up again.

2) We have ordered much more than usual, so we 
are well-stocked to guarantee product availability. All 
we can do at this point is react to what is put before 
us. If we have to close down, we need to minimise 
costs. That could mean cutting back on advertising, 
but obviously, we will also have to consider 
personnel costs, which raises the question: What 
kind of support will we get from the government?

3) I believe China is too far ahead in this cycle for our 
industry to completely change. The industry is too 
dependent on China, and the situation we are 
experiencing right now will not have people 
renounce the business model that has worked 
for them so well for such a long time. Our market 
will suffer, the same way most markets suffer 
when the economy is in turmoil and purchasing 
power is down. But we hope that this crisis will be 
followed by a major upswing. Let’s try and remain 
optimistic, yes?

Oliver Redschlag 
JOYDIVISION, Germany

1) So far, there haven’t really been many changes, 
apart from things like safety distances and increased 
disinfection hygiene, of course. Thanks to our 
original product ‘clean’n’safe’, we have even seen 
an uptick in sales. clean’n’save offers effective 
protection; it is the only product on the erotic 
market that can help prevent Corona infections. 
The increased demand in sanitizers has shown that 
the consumers are looking for effective alternatives.

2) Fortunately, we are not really in danger of supply 
bottlenecks here at JOYDIVISION. Our top-sellers 
are all ‚Made in Germany‘ and the trade members 
can rest assured that we will continue to fulfil their 
orders quickly and reliably. Domestic production 
really pays off in a situation such as this.

3) We should look at this crisis as an opportunity. 
Love and relationships are the things that really 
count, all the more in times such as these. When 
you are required to stay away from most people, 
your partner takes on a much more central role in 
your life. Consequently, many people will invest 
more time in sexuality and sensuality. Experience 
has proven that the erotic market tends to thrive in 
times of crisis. I think that everybody who does not 
depend on China for their products will actually 
benefit from the situation. 

Oscar Heijnen 
SHOTS, Netherlands

1) In many ways! There are some serious  
delays regarding our product supply from China, 
and this also applies to the development of  
new products. Everything has been idling for  
about 3 months, and even now, in the middle of 
March, it still isn’t completely in place. Among  
other things, this has resulted in smart customers 
ordering more than usual, which resulted in peak 
sales during the first two months of the year, but it 
also resulted in many products being temporarily 
put on back-order. Fortunately, SHOTS has one of 
the largest stocks in the world, but even our 
warehouse can be depleted, especially if customers 
are hoarding. This also applies to the American 
labels as some of them depend on China too, 
meaning we can expect back-orders there  
as well. Ditto for PharmQuests, as the bottles are 
mostly coming from Asia. All in all, we have most  
of it under control, and we are in daily contact  
with our production lines to kick things up a gear 
where we can, and that has been very successful  
so far.

2) A lot! For the time being, all SHOTS employees 
are restricted from travelling to their clients. The 
showroom is closed and visitors are no longer 
allowed into the building. All appointments have 
been cancelled and will take place online. The 
transportation companies and parcel services  
are no longer permitted to access our premises  
and products are delivered via an unmanned 
external container; this also applies to outgoing 
goods. The SHOTS workstations have been  
rearranged to allow one person per office,  
and because the showroom is closed, we  
can work at greater distance from one  
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another. All employees who are able to work from 
home, are working at home. Our logistics system 
also runs in smaller teams now, which lowers our 
risk. This means that if one employee falls ill, we only 
lose one team and not the entire logistics crew. 
Masks and sanitizers are available to everyone who 
works at SHOTS to keep them safe. We asked our 
personnel to reduce socialising, and if leisure time is 
spent with family and friends, to use the masks we 
provide. Our lunch breaks and coffee breaks are in 
much smaller groups, with the request to keep a 
distance. And in addition, if anyone shows even the 
slightest cold or flu symptoms, they will immediately 
be sent home. There is also a mandatory hand wash 
and hygiene schedule, and on a final note, we 
closed the SHOTS bar, so no more Friday afternoon 
drinks. It is all quite drastic, but the safety of our 
employees is much more important than any 
commercial gain.

3) It is still very early to make any predictions. There 
is still plenty of speculation. In several countries, 
stores will have to close for the time being, meaning 
online sales will be boosted if everyone has to stay 
at home. Sales will shift to a large extent and maybe 
even increase overall. In addition, we are currently 
very busy with PharmQuests as we also produce 
disinfectant products. But, here too, I expect
 the supply of raw materials to become more 
scarce. These are turbulent times and we will do 
everything we can to support our customers if 
and when necessary.

Raymond Houtenbos 
Evolved Novelties, Netherlands

1) What we notice at the moment (this answer is 
written mid-March) is first and foremost that there is 
a lot of uncertainty and that people/companies 
adopt a somewhat cautious attitude as a result. For 
physical stores, it is unclear whether they can open 
their doors tomorrow, so they are somewhat 
reluctant to place (large) orders - online customers 
seem to be ordering more and more often, however.

2) As we all know, hygiene is more important than 
ever before and the health of our employees and 
fellow human beings is a top priority for Evolved 
Europe BV. We, as Evolved Europe BV, have taken 
all the necessary measures at the office and in the 
warehouse: We have installed disinfectant for our 

people, gloves are available, and we have asked our 
people to keep 1.5 meters apart. Furthermore, we 
work in ‚shifts‘ alternately at the office and from 
home to minimise the risk of infection as much as 
possible while remaining operational for our 
customers.

3) The exact consequences are currently incalculab-
le, but the impact of the Corona crisis will definitely 
be huge - and not only for the erotic market. 
Everyone will feel the aftermath of this for a long 
time. At the moment, Evolved Europe BV are 
concerned mainly about the elderly and ‚weaker‘ 
fellows, and we must be grateful to all people and 
agencies who work day and night to minimise the 
damage and consequences of this nasty virus.

Samir Saraiya 
ThatsPersonal.com, India
1) Although India currently has less than 200 
confirmed cases, the authorities have put various 
measures in place to restrict the spread of the virus; 
that includes lockdowns at various public places as 
well as the closure of schools and colleges. At a 
company level, we see most of our employees 
requesting flexibility in terms of working at home.
So far, there is no department or division of our 
company that has been deeply impacted by the 
threat of the virus. 

2) We have given our team the flexibility to work 
from home so that most of the business operations 
of the company are minimally affected. 

3) In the short term, I believe the online sales of 
erotic products will increase dramatically as people 
will be confined to their homes and will be looking at 
various activities that can be done at home. On a 
long-term basis, we hope that China, Europe, and 
America can keep their production running in order 
to support the industry’s growth.

Christoph Hofmann 
Mystim GmbH, Germany

1) By now, the effects of the Corona crisis can be 
felt across all industries and all businesses. Here at 
Mystim, we have noticed that retailers who don’t run 
online shops are placing much fewer orders. And it 
makes sense if you think about it. If you can’t open 
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your store, you can’t sell sex toys, either. Conse-
quently, those retailers don’t have much demand for 
new products. Things look very different on the online 
side of things, however. Here, we see a lot of orders, 
and since our logistics network remains fully 
functional, we can meet this demand quickly and 
effectively. There is no reason why people shouldn’t 
be able to fully enjoy the greatest pastime in the world 
just because of the Corona virus.

2) Every day, nay, every hour, the world learns new 
information and facts about Covid-19. We take the 
official recommendations and instructions very 
seriously, and we fully implement them. The safety of 
our clients and our entire team has top priority. We 
have taken precautions across all departments, from 
production to the warehouse to the office. For 
instance, our hygiene standards dictate that there has 
to be a minimum distance of 1.5 to 2m between 
workstations. Every employee has to wash their 
hands and use disinfectant on an hourly basis. There 
can be no big meetings or large groups, and external 
service providers such as our logistics partners are 
not allowed on the premises. Together with our 
partners, we have found solutions to hand over 
products in a safe way. It is in everybody’s interest to 
make it through this crisis in the quickest and most 
reasonable fashion possible, and we are determined 
to do our part. 
3) I don’t think that anybody can predict how the 
erotic market will be affected by this global crisis. 
There is only one thing that seems quite certain at 
this moment: Online shops are booming, demand
 for condoms has gone up considerably, and porn 
sites and online streaming portals are more popular 
than ever. We hope that the affected trade and 
industry members have been able to build up 
sufficient financial reserves and that all stores will 
be open for business once more when this crisis 
is over. We look forward to meeting you all in 
person again.

Monique Carty 
Nexus, Great Britain

1) Product launches have been delayed due to the 
disruption in China, but we are getting back on track 
now. A lot of our customers are now working from 
home but its work as usual for us in the UK at the 
moment. 

2) At the moment, we are just following guidelines of 
more handwashing and are asking people who feel 
unwell to self-isolate.  

3) Demand will always be there.  As we know, our 
market is rarely affected when times are down.  
People need to keep themselves amused in times of 
self-isolation.  It’s more the supply side that will affect 
everybody.  For us, due to the way our buying pattern 
has fallen, our supply chain has not been affected by 
China being on shutdown, but for many this won’t be 
the case and we may see a shortage in brands able 
to deliver.  New launches may be also delayed, and 
shows have been cancelled which means anything 
new and exciting may not get the exposure brands 
are wanting and they will need to be creative in their 
ideas to launch. 

Tim Brown 
Bathmate, Great Britain 
1) So far, sales remain roughly the same, although we 
do appreciate that is likely to change in the not too 
distant future

2) We already had high levels of raw materials due 
to the uncertainty of Brexit. We have sourced other 
UK companies who can supply us with raw materials 
to keep production going for the foreseeable future, 
of course we still need a healthy workforce to able
to manufacture, we have instructed anyone who feels 
unwell not to come to work and self-isolate
for 7 days.

3) Well time will tell, and it does depend on how long 
it goes on for, the longer the problem the bigger the 
changes. Anyone with a bricks and mortar store must 
be really worried, if the government tells you
 to close your doors then how do you make a living? 
Just because the store is closed doesn’t mean
the bills stop. It’s going to be a very difficult time
for everyone.

Luka Matutinovic 
LELO, Sweden

1) These effects are noticeable more on a day-to-day 
operations level than in any other area. With all teams 
working from home, we had to create a different form 
of information flow and make sure everything is 
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readily available to every single member of the team. 
Our marketing calendar has seen quite a bit of 
reshuffling, too. With so many postponed or cancelled 
events and sponsorships, we had to freeze all 
external activities and focus on internal activities 
instead, such as content creation, promotions etc. So 
far, we haven‘t suffered any financial losses due to 
these circumstances. Other than that, we noticed an 
increase in traffic on our website and blog, which is 
only understandable considering the current state of 
the world, so now we‘re working doubly hard to 
provide quality content to our audience.

2) We have asked all our employees to start working 
remotely from their homes to prevent possible conta-
gion and have cancelled events, business trips, 
meetings, and all other activities that require 
face-to-face contact. Our PR, marketing, and social 
media teams are currently busy with creating and 
curating content that could distract and entertain our 
audience in order to provide at least some relief. 
Beyond that, we decided to offer free delivery for all 
purchases on our web shop.

3) The biggest danger this crisis presents to the 
erotic market is in the brick and mortar portion of the 
business. Given social distancing and recommenda-
tions to avoid all non-essential outings, people will 
start turning more to online channels. But, speaking 
from the position of the sexual wellness industry, I 
believe that our segment of
the market will not see any real decline. We are
 not just gadgets and novelties, we are here to 
entertain, satisfy, and educate through our online 
channels and provide pleasure with our product. 
Pleasure has always been vital to people and it will 
stay that way.

Andrea Mazzei 
MSX, Italy

1) It‘s a difficult moment for everyone, but I think that 
my company is reacting well. We have taken all the 
necessary measures to ensure maximum worker 
safety in the company. Although we are all worried, 
we continue to work hard, looking to the future and 
hoping that this situation will pass quickly. So far, our 
perseverance is well repaid because our customers 
continue to trust in us.

2) We didn‘t stop. We immediately developed sales 
and communication strategies to continue to attract 
users. More specifically, we are doing many 
promotions to meet customers’ needs. For 
example, shipping for those who buy on our site is 
always free. We have also been doing promotions 
revolving around products for those who are forced 
to stay at home alone. On our social media 
channels, in addition to promotions, we are focusing 
on entertainment. I think that those who are at home 
at the moment need a bit of levity.

3) I think we will see the effects in a little while. If we 
are all heading toward a severe economic crisis, 
everyone will inevitably suffer, but the erotic market 
is fortunately one of the few that could remain 
unscathed by such negative effects. It will be 
important to understand how market demand might 
change and to act accordingly. 

Laura Cosano 
Fleshlight, Spain

1) Well, we are following all medical instructions to 
protect our workers and our products and have the 
safest environment possible to do our job. Our 
operators are using medical gloves and medical 
face masks. Also, they are working with a metre of 
distance between each other and everyone must 
wash their hands frequently. In addition, following 
government instructions, most of the office team are 
working from home.
2) Companies in Spain are firing people because of 
the crisis, but we want to protect our workers 
because they are the most important asset we have. 
We’re been very careful because the scenario is 
changing constantly, so we’re trying to be flexible to 
respond to any new development.
 
3) We think people will be more careful with the 
products they buy: They will pay more attention to 
where they are made and whether they are in line 
with all the medical requirements, etc. We think that 
toy cleaners, such as our Fleshwash, will become 
more important than ever. There is news about how 
the erotic market is overperforming in countries 
affected by the Corona crisis, for instance China or 
Italy, so we hope to increase our online sales too.
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Team SCALA 
SCALA, Netherlands

1) Food, medicine, and household supplies have 
become the main priorities for consumers, which 
automatically reduces the demand for non-essential 
products such as adult novelties. We completely 
understand that consumers’ priorities have shifted in 
times of COVID-19; after all, so have ours. Our main 
focus is the health, safety, and well-being of our 
employees, suppliers, and retailers. We are 
supporting them in any way we can to help them get 
through these uncertain times.  Though we’ve 
noticed some effects of the COVID-19 outbreak on 
production processes and deliveries from China, 
SCALA currently has no issues with stock availability 
- as demand for novelties has also dropped; 
meaning we are still able to supply retailers and do 
not expect any stock shortages in the upcoming 
period. Due to the COVID-19 outbreak, SCALA has 
also cancelled the In-House Experience Event, 
originally scheduled for the beginning of April, and 
will be moving this event to a yet to-be-determined 
date. The current effects of the COVID-19 outbreak 
are most noticeable and drastic for our European 
retailers with physical storefronts, as many are 
forced to stop their business activities due to 
government regulations. Our thoughts are with our 
European retail partners struggling with the impact of 
COVID-19, both financially and health-wise, and we 
would like to wish them, and their families, lots of 
strength and courage in dealing with this unprece-
dented situation.

2) The safety of our clients and employees is our 
primary concern. That is why we’ve taken several 
measures to manage the situation as safely as we 
can whilst still serving our retailers and continuing 
our business activities. We’ve decided to split our 
SCALA team into two groups, which will alternate 
between working from home and working from our 
office and warehouse location in Wijchen. This 
ensures that if one team member gets affected by 
COVID-19, the other group can take over the 
responsibilities seamlessly, preventing a further 
spread and keeping our company fully operational. 
Due to these measures, our SCALA offices are still 
reachable via phone and e-mail during our normal 
office hours (8:30 - 17:00) Monday to Friday, and our 
warehouse is still shipping orders daily. SCALA has 
also decided to temporarily close our Experience 
Center/showroom to visitors. Additionally, SCALA’s 

Account Managers are no longer visiting retailers’ 
locations, due to the enforced European travel 
restrictions, but our sales team is still available for 
retail and order support via phone and e-mail. 

3) The impact of Covid-19 will be drastic for all 
financial markets and industries, with difficult 
financial challenges looming ahead for all of us. In 
the short term, the outbreak will force some retailers 
with physical storefronts out of business and cause 
a large shift in online retailing - one of the only viable 
channels at the moment. However, as borders close 
and logistics are delayed, even online shopping will 
be affected. The challenge for now and the 
foreseeable future is to keep our heads above 
water; finding new ways to reach and engage 
consumers and service retailers. The SCALA team is 
closely monitoring the impact of COVID-19, 
analysing how we can evolve with the situation. It’s 
impossible to predict the long-term effects as the 
situation is evolving and changing on a daily basis, 
but we 
can assure you we’re doing everything we can to 
guarantee the viability of SCALA, and our valued 
retailers, both today and in the challenging times
to come.

 
Johanna Rief 
WOW Tech Europe GmbH, Germany

1) To manage this exceptional situation, we are 
working creatively and develop new means to 
support our partners – offline and online. One 
specific measure we have already successfully 
implemented is boosting our online training 
sessions. We have recently added a new series of 
live training webinars in three different languages to 
keep retailers up to date with new products and 
their features and benefits. The webinars support 
our partners in making sales and in educating 
consumers on our portfolio of brands. More than 
200 retail staff members have already taken part in 
these online training sessions. To further support our 
partners in making online sales, we are working to 
launch a whole new series of webinars with a 
focus on best practices for e-commerce before
the end of March.

2) With guidance from the World Health Organisati-
on and local government bodies, we have imple-
mented the necessary policies and resources to 
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support our employees working from home. We 
know that not all businesses are able to do this, but 
the more that can, the better it is for us all. Additio-
nally, we’ve suspended all non-essential work-rela-
ted travel. With these preparations in place, we do 
not expect any disruptions to business support or 
communication, and our team remains well-equip-
ped to carry out business as usual. Regarding 
products, our partners can be assured that we 
maintain extensive stock in our global warehouses. 
As a general tip for everyone, may it be your 
employees or our partners working from home: Use 
video calls! As a global company with offices on 
different continents, we quickly realised that video 
calls help enormously to improve communication 
and add a personal touch to keeping everyone 
connected.

3) The virus poses a significant challenge for the 
global economy - there is no doubt about that. 
Currently, no one can say how this will affect 
individual industries, but we are optimistic for the 
erotic market. People staying at home means they 
have more time to explore their own sexuality and to 
connect with their partner. There is an opportunity 
for our industry here. We will support our partners 
with all the resources at our disposal to get through 
these challenging times together and to be well 
prepared for when the crisis is over. We see good 
long-term potential for the erotic market and our 
partners.

Brian Gray 
Lascivious Marketing, Great Britain 

1) In terms of how I conduct my business,
 there’s been no change. With global clients 
and contacts, email, phone, and Skype tend to 
be the norm anyway.

2) We’re all in this together so I’ve been more active 
on Instagram. I’ve been commenting more on posts 
from small solo- or micro-businesses, wishing them 
the best during these surreal times and hoping they 
stay safe and stay sane. Little things like this cost 
nothing but can mean a lot. I’ve also been posting 
more marketing advice and opinion. Marketing 
shouldn’t be put on hold even if shops have to 
close, and there are many things you can be 
doing in this respect. As someone committed to 
helping manufacturers, suppliers, and retailers alike 

within the industry I just reiterate that I’m here and if 
you need to talk, get in touch. Even if it’s just a wee 
chinwag on social media, it can help us get 
through the day.

3) Read my column this month!

Lisa van der Laan 
Cobeco, Netherlands

1) A large portion of our production time during this 
period is focused on manufacturing disinfecting 
products (such as antibacterial gels, cleaners, and 
surface disinfectants). We have to prioritise the 
health and safety of our personnel alongside our 
customers, so we will focus on safe production as 
much as we can with the right precautions taken. 
We are a certified manufacturer of medical devices, 
so while much of the industry has come to a 
standstill, we are trying to best share our time 
between our current customers and government 
requirements to produce disinfectants for the critical 
situations in which these products are required. For 
Cobeco Pharma, we are also dependent on raw 
materials, suppliers, open borders, transport 
services, and the availability of our own personnel. 
Any measures taken in any country have a major 
impact on delivery time. We advise you to inform us 
of your orders well in advance and, if possible, to 
place a pre-order; we will process these orders on 
the date of receipt. We would like to ask you to pay 
the invoices within the agreed payment term. This 
way we can anticipate on your order quantities and 
guarantee a better / quicker production result when 
the current situation cools down.

2) Cobeco Pharma will be excluded from access to 
companies that are forced to shut down their 
production facilities. Due to the current issues with 
the COVID-19 pandemic, we understand extra 
precautions must be taken, and we at Cobeco 
Pharma want to ensure our customers get the right 
supplies and provide them with the disinfectant 
methods that are most accessible. Therefore, we 
will keep running our production at full capacity 
where possible with the right precautions / 
measures taken according to the guidelines of the 
RIVM (National Institute for Public Health and the 
Environment of The Netherlands). We are assessing 
our current customer database because many of 
our current customers have been forced to close 
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their offices due to the Corona virus. To guarantee a 
quick ramp-up of business and product develop-
ment after the current circumstances subside, we 
want to prepare ourselves as much as possible in 
any way we can.

3) The current market will have to adapt to the 
changes that are initiated through the COVID-19 
crisis. Of course, the focus will shift to disinfecting 
and striving for thorough and proper hygiene in the 
erotic industry. We understand some companies 
might not survive this difficult time and as a result, 
there will be more room for specialised companies, 
as opposed to the current market which is quite 
saturated with samey product categories and assort-
ments. Due to the aforementioned points, we expect 
there will be more focus on private labels, marketing 
methods, and commercial branding. As a result of 
the changes in the market, it is important to adapt 
and distinguish your business / brand from the 
abundance of other companies positioned in the 
erotic market.  Most products that configure 
marginal revenue will become a little bit more 
insignificant in comparison to products that have a 
more unique branding and concept. We also expect 
large platforms to become the base of support for 
products that will be more diverse. In spite of the 
current situation, we expect a rapid recovery of the 
market, and modern communication methods will 
most definitely accelerate this. Until then, Cobeco 
Pharma will assist as much as possible. In addition, 
we count on your understanding if we are currently 
unable to fully meet your needs. On behalf of the 
Cobeco Pharma Team, we wish everyone a lot of 
strength in these difficult and uncertain times. 
Please, if you have any questions or concerns, do 
not hesitate to contact our Cobeco Sales team, we 
are here to assist.

Zoltan Body 
Debra Net, Hungary

1) For sure, this is the greatest shock Debra Net has 
experienced since the establishment of the 
company. We face physical, human, and logistical 
challenges unlike any we have ever seen before, and 
nobody has a well-thought out solution yet. We are 
not living our usual routine; we have to improvise 
every day and adapt to the given circumstances. 
Almost everything is upside down, and we strive to 
find a solution for each problem. Those employees 

who can work from home do so; employees 
working in the warehouse do come in, but they take 
turns. Our sales have dramatically decreased since 
mid-March, mainly because of the closure of 
brick-and-mortar businesses. We also have 
difficulties with delivery in some countries. The 
events so far have been highly challenging, and the 
toughest part is yet to come. Now, every human 
being and system is being tested in real life.

2) Firstly, we set up our list of priorities and 
assessed our options and the possible scenarios. 
We developed an emergency scenario for each 
case. The one thing that we are sure of is that the 
Debra Net Kft. will survive this crisis. The only 
question is how much this virus will cost the 
company, but in my opinion, that does not matter 
right now. The protection of people’s health is our 
first priority. We take it very seriously - everything 
else is secondary. Employees from the office work 
from home, and the storekeepers work in separate 
workstations, with constant disinfection. We 
managed to get our hands on hydrogen-peroxide, 
from which we can make 80,000 litres of disinfec-
ting fluid. All incoming products remain in a 3-day 
quarantine, and no strangers may enter the 
company premises. The second most important 
priority is the financial and mental survival of our 
employees. We are definitely not considering 
dismissing any of our employees, in fact we will sail 
through this stormy sea together. Our industry has 
not received much help from the government so far, 
so it seems like we have to solve things ourselves. 
We organise food and medicine shopping once a 
week to avoid anyone walking around unnecessarily. 
We help in every way we possibly can. And when it’s 
over, we are going to have a huge party. Thirdly, we 
created a plan for each scenario that might await 
the company. We reorganised the inventory 
management and the Chinese orders to line up with 
the expected demand. This way, we have managed 
to settle into the new order of the world and also the 
digital world. 

3) We think some changes - that we have already 
experienced - will speed up, such as the growth 
rate of online sales channels. It is a proven fact that 
the reproduction instincts of humans grow in a state 
of emergency. The question is when, during this 
long quarantine, people start buying erotic products 
massively. I would not mind if a similar hysteria 
broke out in our industry like the one with toilet 
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paper. That way, we could come out of this crisis as 
winners. The popularity of erotic products will also 
grow, perhaps new app-controlled toys will help end 
users to keep in touch remotely during movement 
restrictions in different countries. Financially, 
companies who were not stable before and have no 
reserves for tough times (cash and/or goods on 
stock) will not survive. I do not think that a significant 
change will occur in the market. However, human 
relationships, values, and also the importance of the 
online business will definitely be re-evaluated. It will 
surely hurt and take a big toll on everyone, but in the 
end, we will draw very valuable lessons from this 
experience. 

Tapio Ruppa 
AntiShop, Finland

1) Every day, the situation seems to change. At first, 
I thought nobody would go shopping, but I guessed 
wrong. Right now, when people have to be home, 
they need entertainment and one of them is sex 
toys. Sales are not stopping, they are maybe just 
down a little.

2) Unfortunately, I had to give employees a layoff 
warning. We do not know how future sales will go.
Hygiene has been invested in heavily, everything is 
kept clean and protected at all times. However, we 
do not know what the government will do in the 
future: All companies could be closed down or 
maybe some will remain open. Yesterday came the 
news that all restaurants must be closed in Finland. 
What‘s next? There are some sleepless nights 
ahead, that much is certain while we wait and see 
how things work out.

3) As proven by previous recessions, the erotic 
market does well in times of crisis.  I believe it will be 
doing well in this situation, too. Maybe online sales 
will start to grow further when everyone needs to be 
home. It is certain that the Corona virus will change 
the world and our purchasing behaviour. Time will tell 
how and how strongly.
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T
here are many studies and 
statistics that try to answer 
the question: ‚How much sex 
is normal in a relationship?‘ 
But these figures tend to 

unsettle people. Because how often 
partners have sex with each other is 
absolutely individual. And if the quality 
of the sexual side of the relationship is 
given higher priority, there is no need 
to answer the question anyway. The 
keyword is ‚quality.‘ If a couple’s sex life 
is routine or even dormant and this in 

turn becomes a burden, sex toys can 
help. This has also been confirmed by 
experts such as the American Gigi Engle, 
sexologist, author and sex coach: “Sex 
toys are tools that can make sex better 
for everyone involved. For example, if the 
clitoris is the key to a woman‘s orgasm, it 
is hardly surprising that penetration from 
the penis will not lead to climax. 
The logical consequence is to add a 
couple’s vibrator during sex.”

That‘s what makes 
We-Vibe Chorus so special ...
Like the We-Vibe Chorus, for example. 
It is the latest addition to the portfolio of 
the successful sex toy brand – with brand 

new features that herald a new generati-
on of couples’ toys. But what’s so special 
about the Chorus? It’s worn during sex 
and has the typical We-Vibe C-shape. 
The toy adapts perfectly to individual 
body shapes. This unique fit is called 
„Adjustable Fit“. The narrower end is 
inserted into the woman, the larger end 
lies on the clitoris and stimulates this area 
with gentle or intense vibrations. So far so 
good. But what sets the We-Vibe Chorus 
apart from the brand’s other toys? It‘s 
mainly the Squeeze Remote. The squee-
ze control function of the Chorus was 
created with a view to natural, human 
behavior. It enables intuitive control of 
the stimulation via pressure. The more 
the Remote is squeezed, the stronger 
the vibration. If the grip is released, the 
stimulation decreases again.

Hands-free control? Naturally!
In order to make the Chorus truly hands-
free, the brand created Touch-sense. The 
toy has built-in sensors that respond to 
the body. During sex, the couple can 
use their own body movements to control 
the intensity. To do this, Chorus only 
needs to be paired with the 
We-Connect™ app. 

Every relationship goes 
through very different 
phases: the newly in love 
can hardly keep their 
hands off each other. 
But if you have been 
together for years, the 
daily grind can set in 
and sex may be more 
routine. Either way: 
No matter which phase 
couples are in, the new 
We-Vibe Chorus can 
give your sex life a new, 
exciting feel. 

Sex in a Relationship
The  We-V ibe  Ch o rus  t a kes  th e  sex  l i f e  o f  c oup les  to  a n oth e r  l ev e l
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You then choose from three different 
Touch-sense modes. Each mode is unique 
and reacts differently to the movements of 
the body. One mode, for example, intensifies 
the stimulation with every movement. Another 
mode allows the woman to continue to be 
pampered while the man takes a short break 
... to regain energy.  Of course, the We-Vibe 
Chorus can also be controlled via the We-
Connect™ app. And thanks to AnkorLink™ 
technology, an improved connectivity 
function, the connection between the toy 
and smartphone is extremely secure.

Make your love life even 
more beautiful with sex toys
“Different toys can help stimulate parts of 
the body in a way that you may never have 
thought of before. This can help you to 
become more confident and curious, which 
has great effects on yourself and on your 
partner”. This has also been confirmed by 
Pam Shaffer, American marriage and family 
therapist. And there’s more: If couples 
experience climaxes together, then their sex 
drive increases. Ipso facto, in terms of quality 
and quantity, sex toys like We-Vibe Chorus are 
great for a couple’s love life. 



w w w . e a n - o n l i n e . c o m  •  0 4 / 2 0 2 0

F E A T U R E

O
n the day that would go 
down in infamy, a UK 
government special 
adviser suggested to 
her boss on September 

11th 2001, that it would be a good day 
to bury bad news. And while there was 
a rational – if utterly cold and heartless - 
logic to it, arguably the bigger 
misdemeanour was to have been the 
one to suggest such a thing. That sort 
of thing just isn’t cricket, as the British 
would say.

When the Coronavirus (Covid19) 
outbreak started spreading across 
Europe, I quickly reckoned that with 
more people staying indoors this would 
be seen as an opportunity for sex toy 
retailers at least in the short term. But to 
suggest profiting, even if indirectly, from 
such a terrible thing and its effects on 
entire societies? I couldn’t really say this 
publicly….could I ?

Thankfully somebody else stuck their 
head above the parapet to say what 
many of us in the industry already felt. 
While appearing on UK television 
show ‘This Morning’ in the first week of 
March, radio and television broadcaster 
Vanessa Feltz opined that if self-
isolation was required then fruitier 
pastimes could be enjoyed than sitting 
watching television or writing down lists. 
Yep, she gave the big thumbs up to 
more sex and suggested buying sex toys 
to help cope with things.

In his monthly column, 
Brian Gray from Glasgow-
based erotic marketing 
agency Lascivious Marketing  
offers his thoughts on all 
things marketing. This month  
he’s pondering, well, what else?

Coping with the C-word
Mar ket in g  Ma t te r s
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While the perpetually offended gasped, I’ve 
no doubt many of us agreed with her take on 
things and gave her the thumbs up for having 
the chutzpah to say as much before midday 
on national TV.

So when all said and done, to what extent 
is Covid19 affecting our industry? What 
practical steps can be taken to safeguard your 
business as well as continue to sell? 
Big questions.

Firstly, the obvious disclaimer. I’m not an 
epidemiologist, virologist, medical professional 
or statistical modeller. I’m a marketer 
with common sense. I don’t have a crystal 
ball either. Governments are taking action 
on a near daily basis with new advice and 
legislation so it’s a very dynamic situation.

Let’s start with the most important aspects: 
your health. The ETO Show and Eroticon in 
the UK; the Altitude show in Las Vegas; and 
the Intimi Expo in Brazil – all have been 
cancelled. And for good reason. You need to 
be taking care of yourself first and foremost.

If your government hasn’t already ordered 
you to close your doors, I’d seriously consider 
doing so anyway. If what I’ve read is correct, 
the virus can remain active on surfaces – your 
stock, fixtures and fittings – for hours and 
possibly days. It’s all very well offering hand 
gel (if you can find any) to customers, but how 
are you going to enforce where or how they 
cough in your store? You’re only as strong as 
your weakest link. In this age of snowflakey 
victimhood where people get triggered for 

being called out for their mistakes or lack 
of common courtesy, it may well be more 
trouble than it’s worth chastising someone 
for their lack of hygiene and ignorance. 
But make no mistake: this is a potential 
matter of life and death.

If you own a physical store and face 
temporary closure, manage staffing issues 
with sensitivity and respect: otherwise you’ll 
have a potential PR nightmare on your hands. 
But hopefully this is a temporary measure. 
Your valued employees aren’t blind to what’s 
going on: they’ll be upset but will understand 
the reason. If they’ve truly bought into your 
brand’s mission and been loyal lieutenants 
over the years, they may well wish to continue 
working in the background in some way. 
While the premises may be closed, they can 
still be communicating with your customers 
and prospects on social media. Orders taken 
over the phone or online can be sent out. In 
short, your premises may be closed but your 
business doesn’t have to be.  
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So that’s the physical aspects taken care of. 
Be safe and don’t take unnecessary risks. 

As for how this pans out, I reiterate that 
nobody has a clue, let alone a crystal ball. It’s 
entirely possible that in the short term sex toy 
and accessory sales rise. Maybe you’ve 
already experienced this. There’s a lot of 
people now homebound who could be 
spending money in your store with all the 
money they’d normally be spending on 
socialising, dating, eating and drinking out. 

It’s easy to imagine erotic lingerie, sexy adult 
board games and wifi remote control sex 
toys being particularly popular as a means of 
injecting some much needed fun and frolics 
during these times. Adult gift boxes may 
well be high on people’s lists as they hunker 
down and ensure they have a variety of toys 
and accessories to keep them safe, sexy and 
sane throughout the months ahead. Don’t 
forget cross-selling opportunities for lube and 
condoms. 

We’ve already seen massive disruption to the 
airline, travel and hospitality industries with 
huge job losses. Newly unemployed people, 
as well as those who are homebound 
employed with slightly more time on their 
hands may well reckon that with so many 
people now indoors and socially isolated, the 
sex toy market is waiting to be tapped. Long 
story short, there could be many new online 
retailers entering the industry. How prepared 
are you to maintain your position in the face 

of swathes of new kids on the block? 
This is one of those times when 

having a strong and trusted 
brand helps enormously. 

Trying to assess the 
longer term outlook is 
problematic and more 

akin to an exercise in conjecture. How long 
will it take to manage Covid19 to accepta-
ble levels that normal life can resume and 
physical stores reopen? To what extent 
has consumer confidence been 
affected and how long will 
it take to bounce back? 
How can we ensure 
fear doesn’t usurp 
fornication? 

For those of 
you selling 
goods ma-
nufactured 
in China, to 
what extent 
have supply 
chains been 
affected? 
Will there be 
a negative 
‘country of origin’ 
effect? It’s perhaps 
time to check out 
alternatives closer to 
home. There are fantastic 
independent artisan brands 
producing a wide range of quality 
products. Explore joint marketing initiatives 
together to keep your local customer bases 
informed, upbeat and thinking of naughtiness 
that you can assist with. 

When reading the opinions of assorted finan-
cial analysts, economists and bankers, I’d be 
lying if I said they were optimistic about things. 
When I was originally writing this column I 
had expanded on this and included a quote 
or two. I then realised that again, nobody has 
a crystal ball. Secondly, the last thing needed 
is more doom and gloom: our newspapers 
and television are doing a ‘commendable’ job 
themselves in this department.
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We have to consider individual 
psychology too: some people will 
see increased time at home and sex as an 
escape from the troubles of the outside world. 
Others will be affected by external events 
such as Covid19 or unemployment to the 
extent that sex and relationships drops in 
significance. I mentioned fear before: don’t 
underestimate its effects on individuals and 
societies as a whole. 

While just now we could be seeing a whole 
host of new companies entering the market 
eager to sell to the ‘horny and homebound’ 
further down the line I wouldn’t be at all 
surprised to see an equally quick thinning 
out of brands and retailers.

Obviously I hope we bounce back as quickly 
as possible from this. But we also have to 
be pragmatic. For me at least, that means 
two things: knowing what one’s potentially 
up against, and planning for the worst while 
hoping for the best.

So, leaving conjecture and 
hypothesising aside, what 

practical steps can be 
taken in the here and 

now? Aside from the 
obvious health aspects 
mentioned earlier, if 
I was a retailer and 
this was my primary 
income, here’s what 
I’d be doing.

Firstly, I’d be checking 
to see what state aid is 

available and if so, reading 
the small print accordingly. I’d 

also not be afraid of contacting my 
Member of Parliament or Business Ga-

teway service to address any concerns I had.

Secondly, and this is crucial: maintain your 
marketing. Don’t be pulling down your 
shutters when it comes to communicating 
with your target audiences. I’d be active on 
social media, engaging with them and keeping 
them informed of what’s going on. If my 
bricks and mortar store was closed and 
was missing the face to face interaction with 
my customers, I’d be doing my level best 
to replicate this online, reinforcing my brand 
values, running a competition or limited time 
offer, as well as just being open to a chinwag 
to keep everyone’s spirits up.

I’d also be forging relations with other local 
brand owners in the wider business of love 
and lust. Not only for keeping spirits up, but 
to see how we could potentially work together 
(remotely of course!) to maintain awareness 
of, and engagement with, the category as a 
whole among my community. I’d be brainstor-
ming with them to create joint social media 
campaigns. Striking up alliances with rivals 
might be anathema, but trust me, it makes 
sense in these times. Think about major fast 
food chains. They don’t panic when a rival 
opens a branch two doors along from them. 
They know it keeps the overall category alive 
and awareness high. Without category 
awareness to begin with there’s no chance of 
a subsequent sale among individual brands.

Why not also get in touch with relationship 
coaches and counsellors? While some pundits 
are predicting a baby boom from homebound 
couples, there are also reportedly skyrocketing 
divorce rates in China among quarantined 
couples spending too much time together. 
Is this to be replicated across Europe? The 
coaches and counsellors will be touting for 
business too. Why not forge relations with 
them and see if they can refer any potential 
customers your way? Nothing ventured 
nothing gained.   
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Going further, I’d also be contacting my 
peers from the same sector, especially 
if the same size and sharing similar 
values and customer focus. They might 
be five miles, five hundred or even five 
thousand miles away. I’d be seeing 
whether they’re willing to form alliances, 
perhaps strategic partnerships or more, 
in which marketing responsibilities, such 
as social media, can be shared. 

I’d be thinking about going even 
further though. I’d seriously consider 
collaborating with some like-minded 
owners to create a new umbrella brand 
featuring a stable of appropriate brands 
alongside my own that can make an 
impact and thrust the category into 
the eyes and minds of the horny and 
homebound. Think of the airline allian-
ces whereby members will have a few 
of their planes painted in the alliance 
livery with their own identity taking less 
prominence.  

It was Cindy Gallop who once opined 
that “sex is recession proof.” Granted, 
she wasn’t saying this in the context of a 
global pandemic. But does this hold up? 

If I was tasked with identifying the 
more likely happy humpers from 

those stressed out it would be 
those people who – even 

with economic uncertainty 
all around – have no 

money worries. This 
means the AB1s, 
the upper class, the 
VVIPS and High 
Net Worth-ers who, 
besides perhaps 
suffering a wee 
dent in their inves-

tment portfolios of 

late, have no worries concerning their 
daily standard of living. If you’re already 
focused on this segment and offering 
high quality goods and an equally high 
standard of service, keep on doing what 
you’re doing. 

Regardless of market segment 
being targeted, I’d be ensuring my 
communications resonated with them 
and addressed their fears and pain 
points, but even more so their pleasure 
points. I’d be mindful of what’s going on 
but I wouldn’t be overly dwelling on it 
either. Perception drives behaviour 
afterall, so staying upbeat is key. 
I saw an Instagram post recently from 
an artisan leather harness maker who 
effectively told her followers to not think 
of buying anything from her store if 
lacking in essentials, food, petrol, and 
so on. But if they did have all that, then 
she was running a quick promo sale for 
customers to take advantage of. The 
balance was spot on.

I’d also be increasing my content 
marketing efforts and as I’ve mentioned 
in other columns, making my website the 
centre of everything. More blog posts to 
help with SEO; enticing newsletters with 
genuinely interesting content that will 
have prospects and customers rushing 
to give you their email address. Read 
‘Content Inc.’ by Joe Pulizzi to find out 
your sweet spot and content tilt (and 
yes, I included these terms deliberately 
so you have to find out for yourself what 
they mean) and other sage advice to get 
you started.

There’s a few other things I’d have up 
my sleeve, but I’ll round things off with a 
specific warning of what not to do.
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You may feel pressured to lower your prices: 
don’t do it. Rolls Royce don’t cut prices of 
their cars when there’s a downturn: they 
instead reduce supply and production. If you 
reduce your prices just now (even if for the 
noblest of reasons) then when things get back 
to some semblance of normality – and they 
will - how easy will it be to justify the jump 
back to your pre-crisis pricing? Yes, cash 
flow may be of critical importance, but it’s a 
wider business issue rather than a marketing 
issue per se.
  
Make whatever changes elsewhere you need 
to in order to ensure there’s money coming 
in, but resist the strong temptation to lower 
your prices. Limited time promotions and flash 
sales events are fine, but that’s it: anything 
else is verboten.

Let’s not kid ourselves. This pandemic has, 
in cricketing parlance, hit us for six. Fear and 
uncertainty surround us. But, we can get 
through this. Why? Because for many people 
homebound or otherwise there’s a need 
arguably bigger now than at any time. A 
spokesperson for the UK High Street fashion 
retailer Next recently commented: “People do 
not buy a new outfit to stay at home.” In our 
case, whether it’s erotic lingerie, fetish wear 
or the whole gamut of pleasure products, 
they most certainly do. Remember this, and 
remember it well. We’re in the business of 
providing wicked smiles and other sensations 
to our customers and we’re damn well not 
going to stop now. 

Stay safe, stay sane, and keep your sense of 
humour. Find something to keep you amused, 
whether it’s comedy box sets or funny social 
media clips. I’ve seen people (pretend?) 
humping in yellow hazmat suits to a pair 
of amorous Ryanair flight attendants being 
thwarted by spray, gel and oxygen masks. In 

a time like this, quite honestly, I’ll take all the 
humour I can find. And that’s something 
I WILL stockpile for good measure.

Until next month, take care of yourselves and 
your loved ones, and don’t be shy in saying 
hello on Instagram, Twitter or email for a chat 
during these somewhat surreal times.

Brian can be contacted at 
lasciviousmarketing.com, found on 
Instagram @lasciviousmarketing 
or phoned on +44 (0)141 255 0769 
while obeying the government’s 
lockdown orders. 
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Your retail branch (EDC Retail) warned 
the Dutch press on 19 February that the 
Coronavirus could cause a shortage of 
sex toys from April onwards. Is this 
realistic or rather pessimistic? 

Eric Idema: No, this was a very realistic 
prediction, triggered by a delay in the 
production of our house brand collection. 
Our production facility in China remained 
closed after the Chinese New Year. 
Under normal circumstances, our 
production would start directly after 
the holiday period, but now they had 
to stay closed for another 3 weeks and 
once they were allowed to reopen 
their doors, they didn‘t have enough 
workers to fully pick up production. 
Which caused a delay in our normal 
production flow and this will be notice-
able from April onwards.

The lion‘s share of products in our 
market is produced in China. EDC also 
sources products from there. Can you 
say what the current situation is like in 
China? Are the factories that work for 
you closed? 

Eric: We keep in touch with our 
production facilities on a daily basis, 
to stay up to date on the situation. We 
are pleased to say that our associates 
in China are in good health and have 
returned home safe and sound. At this 
moment, our production facility is open. 
The workers who were in a restricted 

area at the time of the outbreak now 
have permission to travel back home but 
will have to stay in quarantine for another 
two weeks upon arrival. This means 
our production is still not at its normal 
capacity, but we expect things to be 
fully up and running mid-April. We can‘t 
predict what will happen with the supply 
chain of raw materials or transport once 
everyone is fully operating again. We are 
aware that this could cause a delay in 
the production or transport of the goods 
to our warehouse in Holland.

How big is the impact on the logistics 
element? Are products still being 
transported at all? 

Eric: We anticipated the Chinese New 
Year by raising our stock well in advance 
and shipped several containers before 
the holiday period started, which arrived 
6 weeks later in Holland. By that time, 
our production facility was allowed to 
reopen and slowly started its production 
again, but only with a third of its normal 
capacity. Products are being transported 
again, but not at their usual pace. 

In view of this situation, how difficult is 
it to make plans for the future? We all 
know that new products are the lifeblood 
of this market. How much uncertainty 
does the current situation create, for 
example with regard to the major trade 
fairs in summer and fall? 

Eric Idema, head of EDC 
Wholesale, does not beat 
around the bush when 
discussing the impact the 
Corona pandemic is having 
on his business and on the 
market in general. What 
troubles him most is the 
uncertainty regarding the 
duration of this crisis and 
the economic aftershocks 
that are to be expected. 
But he hasn’t lost his 
optimism, as becomes 
evident in our EAN 
interview.

Together we can overcome this! 
E r i c  I dema  ta lks  a bout  th e  e f f ec t s  o f  th e  Co ron a  v i rus  on  h i s  bus in ess
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Eric: On one hand, we try to live in the moment 
and keep an eye on the situation and the 
developments day by day. The situation is 
changing daily, and we need to anticipate every 
change that we have to deal with. On the other 
hand, we need to look ahead, but the question 
is how far ahead. Events are canceled until 
summer here in Holland so, for now, we will 
carefully focus on events in August and later in 
the year. Hoping that the corona virus will have 
settled by then. We see that China is slowly 
recovering after 2 or 3 months. That gives 
us hope that we can overcome this terrible 
pandemic. We‘re still working on new products, 
even though it‘s challenging at the moment. 
But we will continue to do so for as long as we 
can. We need to stay optimistic and prepare for 
better times.

How does EDC Wholesale deal with these 
problems? Are there other resources and 
capacities you can use? 

Eric: Like I said before, we have raised our 
stock before the Chinese New Year and after 
the lockdown in China, I started raising stock 
again with products from our suppliers. So, 
some items might be running out of stock, but 
we have plenty of alternatives. For now, we 
have enough products in our warehouse and 
new stock is still coming in. Our office staff is 
working from home and we are now working in 
3 separate shifts in the warehouse. Our sales 
and customer services are available to help our 
customers in any way possible. We are blessed 
with a tremendous ICT department that is 
making all of this possible.

Eric Idema, CEO 
of EDC Wholesale 
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Fewer 
products 
and more 

expensive trans-
port - that clearly 
sounds like the 
price of sex toys 
will rise. Could 

this happen? 

Eric: It definitely can
 and it will. We already see it 

happening around us, suppliers are raising 
its prices and it‘s only a matter of time till it‘s 
inevitable for us to follow. We see the dollar rate 
changing daily and supply and demand has also 

shifted tremendously. Our customers had to 
close their brick and mortar shops, which cau-
ses a change in demand. These are all elements 
that affect the prices. For now, we are still able 
to find transport to ship our goods to Holland. 
But now that the production has started again 
in China, there might be more demand and less 
transport, which will also push the prices up. 

The international stock markets have already 
been badly affected by the virus, and many 
people are worried that the global economy is 
going to slow down. Do we also have to keep 
an eye on these rather long-term effects of the 
Corona crisis? 

Eric: Yes, we do. I always like to stay positive 
and even in this situation, I try to convince 
myself that other industries are more affected 
than we are. But I also have to be realistic; 
a total lockdown situation is bad for business 
and our economy. Many countries are already in 
a complete lockdown situation, this is 
affecting the economy already, and not in a good 
way. We can only hope that Europe 
and the rest of the world will recover quickly. 
It‘s hard to predict how we will overcome this 

situation, but I can only imagine that we will 
need time to recover from the Corona crisis. On 
the other hand, it‘s amazing to see how resilient 
people are and how quickly they can come up 
with a creative idea to deal with the situation. 
That gives me hope. Let‘s all get creative and 
think about how we can make the best out of 
this terrible crisis.

“WE CAN‘T  CHANGE THE S ITUATION THAT 

WE‘RE  DEALING WITH,  BUT WE CAN CHANGE 

THE WAY WE DEAL WITH THE S ITUATION.” 
E R I C  I D E M A

FleshlightDo you need Fleshlight testers for 
your store

2020



FleshlightDo you need Fleshlight testers for 
your store

2020
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Aside from the direct delivery and transport 
bottlenecks, we know from experience that the 
consumer mood declines in times of crisis - do 
you see this as a threat to our market? 

Eric: As of yet, we see a shift in product de-
mand; we sell more 
hygienic and disinfectant products and since 
the lockdown of public places in Holland, we 
see that consumers are now focusing more 
on toys. I can only imagine that this is a nice 
distraction if you are quarantined at home. 
People are looking for ways to make things 
more fun at home and sex toys help. So, for 
now, I‘m still optimistic. 

Since nobody knows what will happen with 
the virus, we can speculate freely: If everything 
goes well and the virus disappears by the start 
of summer, how long would it take for our 
market to recover from the effects? And what if 
it‘s going to get tough and the virus continues 
to dominate the world for many months? What 
would we have to prepare for then? 

Eric: This is a complicated question to answer 
and this really keeps me up at night. Not 
knowing what‘s coming and in what way and 
for how long we will be affected. I am mainly 
concerned about everyone‘s health. My family, 
my employees, my customers, and suppliers. 
I really hope that everyone can return to their 
jobs safely and start building again. But I‘m also 
concerned about the financial effect of things. 
Customers who are on lockdown 
and not able to make any money while their 
companies are closed. This isn‘t only affecting 
our industry, but also the catering industry, 
aviation, etc, etc. I could imagine that many 
companies will not overcome this crisis. Large 

or small, these are difficult times for everyone. 
We really need to take the Corona virus serious 
and listen carefully to the rules and advice 
from the authorities. That is the only way to 
overcome this crisis.

Should the Coronavirus be seen as a wake-up 
call for our industry not to become completely 
dependent on China? Or should we 
understand the virus and its effects as an 
‚external factor‘ that influences the erotic 
market in a similar way as, for example, 
the financial crisis in 2007 or the euro crisis 
in 2010? 

Eric: In this case, it really doesn‘t matter 
where our products are manufactured, 
whether it‘s China or a different country. 
Everyone is affected and Europe may be 
affected even worse than China. I do hope 
that this is a wake-up call for the world, that 
this cannot happen again. They say it was not 
a matter of IF, but WHEN this would happen. 
Let‘s all learn a lesson from this situation 
and see how we can make a better world for 
ourselves. And let‘s start now, by helping other 
businesses in need or people who are affected 
the most by the Corona virus. What can we 
do to help each other during this crisis? We 
can‘t change the situation that we‘re dealing 



with, but we can change the way we deal with the situation. 
Together we can overcome this!
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We reported about your charity organi-
sation Pineapple Support in spring 2018, 
but there are probably still some people 
who have never heard of it. What exactly 
is Pineapple Support?

Leya Tanit: Pineapple Support is a 
registered charity in the UK and a 501(c)3 
non-profit in the US, providing mental 
health care and emotional support to 
adult industry professionals.

How did you get the idea for 
Pineapple Support? 

Leya: The inspiration to create an orga-
nisation specifically aimed at providing 
mental health care and support to the 
adult industry came in January 2018 at 
the XBIZ awards in Los Angles. It was at 
this award show that I was made aware 
of the desperate need for affordable, 

stigma-free health care for performers and 
the then current lack of adequate support. 
As many of you will know, at the end of 
2017, beginning of 2018, five well-known 
performers lost their lives dues to ill 
mental health. This was sadly just the tip 
of the iceberg. Hundreds of adult industry 
performers took their lives during those 
months and many more were struggling 
with their mental health and unable to find 
support or care.

What kind of support do you offer? How 
do you help the actresses and actors who 
turn to you?

Leya: Pineapple Support offers mental 
health care and emotional support to 
performers in a number of different ways. 
The first is through free and subsidised 
professional therapy and counselling. 
Currently, Pineapple Support is wor-

In the spring of 2018, EAN 
interviewed Leya Tanit 
about the foundation 
of Pineapple Support, 
a unique charitable 
organisation for people 
in the adult industry. 
Now, two years later, we 
sit down with Leya Tanit 
once again to learn how 
Pineapple Support has 
fared since then. And 
we also talk to Tim 
Brown, Brand Manager 
of Bathmate – a brand 
that has recently 
become a sponsor of 
Pineapple Support.

The industry is very good to Bathmate, 
so it’s good that we help a great charity in return
Bathm ate  s up p or t s  P ine ap p le Sup p or t . o rg 

Tim Brown, 
Bathmate’s Brand Manager

Leya Tanit, founder and 
President of Pineapple Support 
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king with over 100 independent, sex-worker 
positive therapists across Canada, the US, 
Colombia, UK, Europe, and Australia. These 
therapists and counsellors all provide care 
both in person and via Skype when in-person 
therapy is not possible. The second resource 
is the Pineapple Support emotional support 
text service. This service is completely 
anonymous and available 24/7. The listener 
service is there to help with day to day 
problems, to help alleviate the isolation felt 
by so many in this industry. Allowing a person 
to feel heard can make a huge difference in 
their lives. Pineapple Support also provides 
online support groups, hosted by our thera-
pists and counsellors. These support groups 
generally run between 6-8 weeks and focus 
on different, specific aspects of mental health. 
For example, this month we are focusing on 
addiction and are running an addiction and 
recovery support group to coincide with our 
blogs and social media posts. In addition to 
these support groups, we are also launching 
monthly webinars, available exclusively to 
our sponsors. Last October, together with 
Pornhub, Pineapple Support launched 
our first online mental health summit, the 
Pineapple Summit. Fourteen Pineapple 
Support therapists and counsellors spoke 
on different mental health topics and 
provided advice and coping strategies. 
This year, in honour of Dr. Amie Harwick, 
a Pineapple Support therapist who was 
murdered this February, the Summit will 
be focusing on abuse and providing legal 
and well as mental health advice. 
The Pineapple Summit can be accessed at 
PineappleSummit.org

Do many people make use of your offers and 
therapies? Is there a great interest on the part 
of the performers? 

Leya: There has been incredible interest and 
support from the industry. April will mark the 
two-year anniversary of Pineapple Support’s 
launch and since our inception, we have 
provided mental health care and emotional 
support to around 1000 performers across 
the globe.

When we spoke with you in spring 2018, 
Pineapple Support had just been born. How 
has your organisation changed since then?

Leya: Pineapple Support has grown from a 
seedling idea funded and run by only myself, 
to a registered UK charity with two board 
members and a US 501(c)3 with 8 board 
members and three part-time team members. 
It is a fully operational organisation that is 
making a huge difference in the lives of many 
adult industry performers. We have over 40 
companies sponsoring and supporting us and 
this year, we hope to provide care to even more 
people across the globe.

Has the erotic industry shown an open ear 
to your request? Are you satisfied with the 
support from the industry?

Leya: The adult industry and all those connec-
ted to it have shown us incredible support with 
both monetary and in-kind sponsorships. Of 
course, we need to continue raising funds and 
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awareness. As Pineapple Support grows, so 
does the amount of support that we need from 
within the industry. Without the hardworking 
performers, we would have no industry, and it 
is important that we all join together to provide 
the support and care that they deserve.

How can the industry support you and who 
should interested parties contact?

Leya: The industry and those who support the 
adult industry can get involved in Pineapple 
Support by becoming a sponsor, making an 
individual donation, hosting a 
fundraising event, following our twitter and 
facebook pages, raising awareness throughout 
the community and by 
volunteering as a Pineapple Support listener. 
We are so appreciative of all the support we 
receive and are grateful to all those who have 
helped us on our journey so far. If you would 
like to contact us for any more information, 
please email contact@pineapplesupport.org

Tim, Bathmate sponsors Pineapple Support. 
How did you learn about this organisation?

Tim Brown: I was attending the Affiliate 
Summit West Show in Las Vegas earlier this 
year when I was introduced to Leya by a 
mutual business contact.

Why did you decide to support Pineapple 
Support? How important was it for you to 
support a charity organisation that has grown 
out of our industry?

Tim: I spoke to Leya about what Pineapple 
support did and how they helped adult 

performers. I had no idea about 
how many adult performers have 

emotional 
or mental 
health problems 
and that there was 
so little support for 
people. Leya gave  
me a very powerful  
explanation about the help  
Pineapple provides, and I was so 
moved that I spoke to my Managing 
Director and we agreed to help with a  
contribution. It is important to ‚give back‘  
so to speak, the industry is very good to  
Bathmate, so it’s good that we help a great 
charity in return.

Why do Bathmate and Pineapple Support 
fit together?

Tim: I think Pineapple Support is a good fit for 
anyone in our industry. Most established people 
in this industry know some of the performers so 
being able to help is a great thing to do. 

Will Bathmate use its own communication 
channels to create awareness for Pineapple 
Support‘s cause?

Tim: Yes, for sure. We intend whenever we 
advertise in all media to add the Pineapple logo

How important is it to take social responsibility 
as a company, especially today?

Tim: Social responsibility is something we take 
very seriously. I think it’s important we do so, 
the world today is constantly changing, and 
there are always new challenges, but people are 
the cornerstones of any business and the most 
important part. If you look after your people 
properly then the business looks after itself.              
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Always on top of the latest pop 
trends, CalExotics has slapped 
a new coat of attitude onto 
their best-selling basic sex 
toy designs.  The company’s 
newest brand line, cheekily 
named Naughty Bits, creates a 
big impact in both online and 
in-store retail displays. After all, 
how can you miss the big, blue 
vibrator with the words Fuck 
You blazing brazenly across 
its’ shaft? Consumers already 
know and love the toy designs 
CalEx utilized to get their spicy 
point across. Mini bullets, 
several styles of slim smoothie 
vibes and wands, and a classic 
cock-shaped dong are tried and 
true crowd pleasers. However, 
it’s what’s on the outside that 
counts this time. The Naughty 
Bits Ombre Hombre dong, for 
example, is anything but realistic 
in color. Shades of dark blue, 
pink and purple cascade up and 
down this flexible dick like a 
galaxy come to life. The line also 
inspires a bit of Millennial angst 
with recognizable vibrator styles 
that scream Screw It, Fuck Me 
and Bad Bitch in bold, artsy 
font. CalExotics’ Director of 
Marketing, Nichole Grossman, 
spilled the inside scoop on the 
Naughty Bits brand line and why 
re-imagined classic designs are 
still all the rage for consumers. 

Who doesn’t want a vibrator 
that says ‘Fuck You’ on it!
Naug h ty  B i t s  b r i n g s  t ren dy  sa ss  a n d  c l a ss  to  th e  w or ld ‘ s  most  l ov ed  v i b ra to r  des igns

Nichole Grossman, 
CalExotics’ Director 
of Marketing



How did the CalExotics team come up with the 
concept for this new line?

Nichole Grossman: This line was a 
collaboration with our friends at Naughty Bits. 
We wanted to bring something with an exciting, 
provocative twist to the market and we had 
the perfect partner to do so. Naughty Bits has 
a cheeky take on suggestive expressions that 
are young, relatable, and fun! This collection 
can be used by anyone and the products are 
exciting to use, gift, or even recommend to a 
friend. Another important characteristic for us 
was marketability. We wanted a collection that 
retailers would love and enjoy marketing. It’s 
important to us that Naughty Bits stands out as 
a unique and eye-catching addition to retailers

Do you have a target market for Naughty Bits?

Nichole: The fantastic thing about Naughty 
Bits is it’s a collection for everyone. The 
fun, suggestive products with humorous 

expressions really stand out and they cater to a 
wide range of consumers. I mean, who doesn’t 
want a vibrator that says ‘Fuck You’ on it!  

Where did you draw inspiration for the colors, 
patterns and phrases that color each toy?

Nichole: These expressions, patterns, and 
colors were inspired by pop culture. When 
looking online or watching your favorite show, 
we are seeing so many provocative things. We 
wanted to create a line that encompassed that. 

Which Naughty Bits products have been the 
best sellers so far?

Nichole: Everyone that has seen the collection 
instantly loves it. They find it bold and unique 
when compared to so much on the market 
today. One of the best sellers is the Bad Bitch 
Lipstick Vibrator. It’s compact, discreet and 
cute with the saying on the cap. Some of the 
other best-selling styles are classic shapes 
with a twist. For example, the Screwnicorn in 
a classic g-spot vibe offering a magical ride, 
and the Fuck You and Fuck Me vibrators are 
traditional personal vibrators that tell you to go 
fuck yourself in the best way possible. 

What other fun, funky toys have you included in 
this new line?

Nichole: Lit Clit Teenie Weenie Wand is 
an easy-to-operate, rechargeable silicone 
massager with pinpoint stimulation. 
Just The Tip Bullet Vibrator features a 
compact design with rumbling vibration. 
Just the tip is all you need with this one.
The Oh My G-spot G-spot Vibrator is a  
vibe that hits the spot every time with  
earthshaking orgasm. 
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The Screw it. Powerful 
Vibrator is a brilliant gold 
vibrator with a smooth and 
seamless design. 
The Party In My Pants Jack 
Rabbit Vibrator can get the 
party started. This Jack 
Rabbit will set the mood 
with its fun flickering ears, 4 
speeds of reversible rotation 
and 6 rows of synchronized 
rotating beads. 

Your favorite W.I.L.F. Wand I’d Like To Fuck is 
here! Enjoy this high-intensity silicone massager 
uniquely textured for maximum pleasure. 
Shine on the inside with our Ombré Hombre 
Vibrating Dildo. This soft, life-like dong features 
a realistic shape and eye-catching glitter finish. 
Shake your ass with flash! 
Our Shake Your Ass Petite Vibrating Butt Plug 
features a powerful motor located in the tip and 
a beautiful gem-inlaid controller. 
Get in the mood with our Horny AF Vibrating 
Cock Ring! This stretchy and comfortable 
vibrating ring enhances lovemaking for you and 
your partner. 
Stimulate your erogenous zone with our Butt 
Balls Silicone Booty Beads designed for all your 
anal needs! These beads are soft, smooth, and 
perfectly sized for pleasure.

Tell us a little about the recent trade shows 
where you’ve launched this new line. What 
were some memorable customer reactions?

Nichole: We had a great time showing off our 
Naughty Bits collection at ANME in Burbank 
and AVN in Las Vegas. Our Go Fuck Your 
Selfie booth was a huge hit among attendees, 
and it made for a wonderful opportunity to 
connect with the Naughty Bits collection. We 
were blown away by the positive feedback and 

the overwhelming number of customers who 
wanted to know when they could carry our 
products in their stores. 

Have you worked with any sexual health or sex 
toy influencers to promote this line? If so, what 
kind of positive feedback have they given?

Nichole: The feedback we’ve been getting 
for this collection is unbelievable. Everyone 
who sees it, instantly loves it. We’re working 
on getting this in the hands of sex educators, 
bloggers and influencers to help spread the 
Naughty Bits message. 

Looking at the trends that inspired Naughty 
Bits, what do you think this line says about 
the future of sex toy design and consumer 
demands? What are people seeking from a 
CalExotics brand right now, and how might that 
evolve in the future?

Nichole: Naughty Bits is a unique collection 
as it offers traditional and best-selling product 
types with bold and expressive designs. This 
tells us that consumers still like and want classic 
designs, as long as they speak to them in a new 
and exciting way. We feel Naughty Bits offers 
this in a way that hasn’t been done before.               

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

“THE FANTASTIC  THING 

ABOUT NAUGHTY BITS  IS 

IT ’S  A  COLLECTION FOR 

EVERYONE.”
N I C H O L E  G R O S S M A N
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DUO

 PRODUCT OF
THE YEAR

2019

The perfect combination of 
powerful clitoral and G-spot 
stimulation.

DOUBLE YOUR PLEASURE.

The two-time award-winning Womanizer DUO is the Rabbit 
Vibrator 2.0 – and heralds a whole new era of dual stimulation.  

WOMANIZER™ DUO IS THE LUXURY 
PRODUCT OF THE YEAR 

Learn more about the Womanizer products and become the best salesperson possible. 
Complete the WOW Tech Academy courses at: www.wowtech-academy.com today.

WOW TECH
ACADEMY

TM

DUO PREMIUM CLASSIC LIBERTY STARLET

COMPLETE 
YOUR PORTFOLIO

TM
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It’s time for a toast! Womanizer DUO is the best sextoy of the year - and was 
awarded twice in 2019. That’s why we’ve created new material, so that you can 

push your DUO sales at the best. Make your store stand out! 

Choose from the carefully selected merchandizing kit...

…to individual orders. 

DUO MERCHANDISE KIT

• Counter card in different languages 
(GER, ENG, FR, IT, NL, SV, RU, SP) 

• Ceiling Hanger 

• Wobbler 

• Window Sticker 

SKU: WZ14XAEU

YOU WANT TO GET THE MOST OUT OF 
YOUR PRODUCT PRESENTATION?

YOU WANT TO PUSH YOUR DUO SALES 
TO THE NEXT LEVEL?

ORDER NOW!  

If you have any further questions you can reach out to:  
  sales@wowtech.com 

DUO 
TESTER 

SKU: WZ07CI9602 

DUO 
PRODUCT STAND 

SKU: WZ14JD9601

DUO 
LEAFLET 

SKU: WZ14XC96EN

DUO 
ROLLUP BANNER 

SKU: WZ14XB9601
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I want to have Xgen continue 
to be a leader in the industry
Anthony  P ing i ce r  i s  the  ne w Mar ke t ing  D i r e c to r  a t  Xg en  P roduc ts

Anthony Pingicer, Director of 
Marketing at Xgen

Baci Lingerie, The Rabbit Company, ZOLO - Xgen 
Products is home to some of the best-known and most 
successful brands in the erotic industry. Marketing such 
a diverse range of brands is one of the main aspects that 
Anthony Pingicer is looking forward to in his new position 
as Marketing Director at Xgen. In our EAN interview, 
Anthony tells us more about his goals and his plans.

Congratulations on your new position as Marketing Director 
for Xgen Products. What attracted you to this job and this new 
challenge?

Anthony Pingicer: Thanks! Xgen Products is a leader in the 
industry, with many great brands under their umbrella. I love 
the diversity. One day, I could be working on projects for 
lingerie, and the next male strokers, then vibrators. It keeps me 
on my toes, and the work never becomes stale.
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Could you tell us a bit 
about yourself first? 
What have been 
the most important 
steps in your career 
so far?

Anthony Pingicer: 
I only got into the 

industry about four years 
ago, after spending nine years 

in the commercial real estate marketing space. 
But I have come to love everything about the 
industry so far!

What will be your responsibilities as Marketing 
Director?

Anthony Pingicer: My main responsibility will 
be providing our sales team with all the assets 
and support they need to be successful. 
That could be in the form of press releases, 
designing planograms, creating print and digital 
marketing assets, or promoting mainstream 
brand recognition. I also help in planning Xgen’s 
presence at industry trade shows throughout 
the year.

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

Anthony Pingicer: I want to have Xgen 
continue to be a leader in the industry, and the 
brands we manufacture become more well 
known in the mainstream. 

What potential do you see for Xgen Products 
in an increasingly competitive market? What 
is the biggest strength of the company in your 
opinion?

Anthony Pingicer: Our biggest strength 
is our diverse set of brands. We aren’t just 
manufacturing toys or novelties or apparel. We 
are in everything and doing it 
very well in my opinion.

Let’s talk a bit about the most recent 
developments at Xgen. Could you bring us up 
to date on Xgen’s current portfolio?

Anthony Pingicer: For Q1 and Q2 of 2020, we 
have a lot of new releases. New clothing from 
Baci Lingerie, Envy Menswear, Cheeks Denim, 
and VIP Collection. Two new wands from The 
Bodywand, two new vibes from The Rabbit 
Company, and eight new SKUs from ZOLO.

Who should retailers in Europe contact if they 
want to offer Xgen products in their stores?

Anthony Pingicer: Simple, 
sales@xgenproducts.com.

Is there anything 
you’d like to tell 
our readers about 
Anthony Pingicer, 
the private person?

Anthony Pingicer: 
I’m very simple… I 
enjoy spending 
time with my kids 
and my girlfriend. 
The mundane 
things like grocery 
shopping, coaching 
my son and his 
sports teams, 
going to the gym, 
stuff like that.
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Jana, you recently started your web 
shop Victa Di Amare. Before we talk 
more about this shop and its concept, 
could you first introduce yourself to 
our readers?

Jana Kask: Me and my business partner 
Alvar Seeberg were born in Estonia. We 
have known each other for years. I have 
a musical background. At the age of 16, 
I won Estonian Idol and since then, I´ve 
been writing songs and directing music 
videos for myself and other artists. Alvar 
has a business background in rebuilding 
custom movie cars. For years, I´ve been 

reading about the luxurious, creative 
erotic & fashion industry. It has inspired 
me, my music, and my video production. 
So, we both are artistic, creative people 
and we wanted to build something that 
makes people happy. This is how our 
company was born. 

Why did you decide to launch a web shop 
for erotic products?

Jana Kask: A web shop was the easiest 
way to reach out to our customers in the 
beginning, but in the nearest future, we 

The historic city hall and adjacent town 
hall square, Alexander Nevsky 
Cathedral, the historic city wall – 
Tallinn has a lot to offer. There is a 
reason why more than three million 
tourists visit the Estonian capital every 
year. Visitors who are romantically 
included should also be able browse 
the shelves of a Victa Di Amare store in 
the foreseeable future. 
Right now, Victa Di Arma founder Jana 
Kask is still focusing on the online 
shop of the same name, but she 
already has very concrete plans 
regarding a brick and mortar store. 
In our EAN interview, she tells us more 
about her business concept and the 
importance of luxury and quality in the 
retail space.

In our opinion, erotica should be as 
luxurious, unique, and inspiring as high fashion
Jana Kask  presents  her  on l ine  shop Vic ta  D i  Amare ,  wh ich  should  soon be  fo l lowed up  by  a  b r ick  and  mortar  s tore  in  Ta l l inn

Jana Kask, founder 
of Victa Di Amare
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“TO SUCCEED IN  THIS 

INDUSTRY,  YOU NEED TO 

BE  UNIQUE,  CREATIVE , 

AND FULL OF  PASSION. 

YOU HAVE TO OFFER THE 

BEST PRODUCTS,  GREAT 

CUSTOMER SERVICE ,  AND 

YOU NEED TO FOLLOW 

YOUR HEART.”
J A N A  K A S K

are planning to open a brick and mortar store 
in Tallinn`s Old Town. On the Victa Di Amare 
website, customers can see descriptions 
and videos of our products. If they have any 
questions, they can always call our team, 
who will give them more detailed information 
about all of our erotic products. 

Can you tell us more about the concept and 
ideas that make your shop special? What 
distinguishes your shop form the competition?

Jana Kask: We are focusing on luxurious 
high-quality products and great customer 
service. We have a very fast delivery time 
in Europe. We also came up with an idea 
of delivering our products personally to our 
customers and this service is currently 
available 24/7 in Tallinn. 

You are focusing on high-class and relatively 
high-priced items. Why is this a winning 
strategy for Victa Di Amare?

Jana Kask: In our opinion, erotica should be 
as luxurious, unique, and inspiring as high 

fashion. We believe that 
people would love to turn 
their intimate moments 
into a special celebration, 
a beautiful ritual. We 
also believe that erotic 
products should be 
made of body-friendly 
materials and ingredients. 

What do consumers 
pay the most attention 
to when they order sex 
toys on the Internet? 
The price, the brand, 
customer friendliness or 
something completely 
different?

Jana Kask: We believe that our customers are 
looking for high-quality products that give them 
pleasure that lasts for years.
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Will smaller shops to be able to stand up 
to the overpowering competition from big 
online platforms in the future?

Jana Kask: In our opinion, all the big 
sites were smaller shops in the beginning. 
We think that to succeed in this industry, 
you need to be unique, creative, and full 
of passion. You have to offer the best 
products, great customer service, and 
you need to follow your heart. 

What is the most important trend 
currently influencing the erotic industry
 in your opinion?

Jana Kask: Many trends are in play 
today, but we believe that there are 
no limits to perfection. That’s why 
we like the creative approach. 

We are interested in products that are 
unique, inspiring, first in their league, 
because erotica is a combination of art 
and pleasure.

What challenges is the industry facing 
right now?

Jana Kask: Sometimes, it is hard for 
people to understand their real desires, 
and this is why creators should be able 
to interpret these desires for them. And 
if we add creativity and passion to this 
process, you get a great erotic product 
that gives pleasure for years.

What is next for Victa Di Amare? How 
do you plan to develop the shop going 
forward?

Jana Kask: As mentioned before, we 
are planning to create a physical shop in 
Tallinn`s Old Town and also, our plan is to 
make a mind-blowing lingerie collection in 
collaboration with one of the best fashion 
designers in the Baltics. And finally, we 
are planning to create exclusive erotic 
toys for Victa Di Amare.
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25 years of pjur – if someone had told you 
in 1995 that pjur would be a popular brand 
across all continents in 2020, would you 
have believed them?

Alexander Giebel: It is a great blessing 
that we are (still) here after 25 years 
(laughs). This is the result of lots and lots 
of work, and I want to thank all of our 
customers who have stuck with us. 
Ever since we started selling lubricants 
in Germany 25 years ago, we have 
experienced continuous growth, and 
today, we offer 60 products that are 
available in more than 70 countries on 
five continents. 

What was your inspiration to produce 
lubricants back in 1995? Did you know 
how much dormant potential there was in 
the erotic industry?

Alexander Giebel: Back then, people 
usually only used lubricants if there was 
a problem that needed solving, and 
they felt very awkward buying these 
products. I did see that this product 
category had potential, that it could 
evolve and become more appealing 
and attract new audiences. That said, 

the fact that we actually achieved 
this level of success is also 

owed to long-stan-
ding collaborations 
with our partners 
in the erotic 
industry.

What are your memories of the erotic 
industry 25 years ago? Did the market 
welcome pjur with open arms? 

Alexander Giebel: Silicone-based 
lubricants were ground-breaking at that 
time! Our products had a pleasant, 
silky consistency, they had long-lasting 
lubricating properties, and they didn’t turn 
sticky. It was that level of quality that 
won over the trade members and the 
consumers.

What are the biggest changes you have 
seen in this industry over the course of 
the past 25 years, and what role has 
pjur played in the overall trajectory of 
the market?

Alexander Giebel: The market has a 
much wider reach and appeal today, 
there is more transparency and we have 
better quality controls. That is largely due 
the consumers who have gotten much 
more well-informed and discerning in 
their choices. But it also has to do with 
companies such as pjur putting the focus 
on quality and reliability.

Would you say that pjur is a pioneer when 
it comes to trends such as sexual health 
and sexual wellness?

Alexander Giebel: I definitely hope so! 
Our development know-how enables us 
to quickly and easily respond to changes 

60 products that are sold 
in 70 countries across 
five continents. Those are 
the bare-bones figures 
summing up 25 years of 
pjur, but obviously there is 
much more to the brand’s 
success story than could 
be expressed with mere 
numbers. Therefore, EAN 
asked brand founder 
Alexander Giebel for an 
interview about a quarter 
century of pjur. 

Life is too short 
to use bad lubricants
Ale xa n de r  G iebe l  on  25  yea r s  o f  p ju r 

Alexander Giebel laid the 
foundation for pjur’s success 
25 years ago with the launch 
of a silicone-based lubricant
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in consumer preference. 
Using feedback from our 
markets, we have been able to 
address new trends and be at the 
forefront of innovation within our 
industry. For instance, we decided early 
on not to use any colouring or aromatic 
substances. We also made skin tolerability 
a priority very early.  It all reflects our mission 
which is to offer high-quality products to the 
consumers. But pjur has also done pioneering 
work apart from fostering trends. In 2019, pjur 
group became one of the very first companies in 
Europe to get certification for the production of 
medical-grade products in line with the new ISO 
norm 123485:2016. Until May of 2020, we are 
going to upgrade all of our lubricants to medical 
class IIa. This is pjur taking responsibility. This is 
pjur leading the charge. Ensuring safety, quality, 
and excellent tolerability is and will continue to 
be our main priority.

A lubricant is a lubricant. How has pjur 
managed to innovate and push the boundaries 
of this clearly defined product segment time 
and again? 

Alexander Giebel: Well, what is the difference 
between a bottle of wine and a bottle of GOOD 
wine? Being a leading provider of intimate 
products, pjur doesn’t compromise when it 
comes to quality. What we offer our customers 
are products that guarantee fun and carefree 
pleasure, improving the quality of their love life 
and thus their life in general. Let me put it this 
way: Life is too short to use bad lubricants. 
Nowadays, the pjur range includes more than 

just lubricants. Could you 
give us an overview of how the 

product range has changed over 
the course of the past 25 years?

Alexander Giebel: It all began with a 
premium quality silicone-based lubricant. This 
product was absolutely unique at the time, and 
it laid the foundation for pjur’s success. Putting 
our growing in-house expertise to good use, 
we eventually began expan-
ding our product range. 
In 2007, we introduced 
stimulation products under 
the ‚superhero‘ name, 
and then, in 2010, 
we launched the 
pjur med brand for 
health-conscious 
consumers, followed by 
the pjur BACK DOOR line 
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of anal lubricants in 2013 and the innovative skin 
protection gel pjuractive in 2015. Then, in 2017, 
we started a revolution in the massage segment 
with pjur SPA.

You have always emphasised the brand aspect 
with pjur – even 25 years ago, when no one 
really cared about brands in the erotic industry. 
Why this strategy? 

Alexander Giebel: A brand is an expression 
of personality, defined by certain values. In the 
case of pjur, these values are innovation, quality, 
reliability. I believe it is much easier to stick out 
from the crowded marketplace we see today if 
you have a positive, likeable brand that repre-
sents clearly readable values. Brands were alrea-
dy relevant 25 years ago – but now, they are 
essential if you want to thrive in the consumer 
market. 

As you mentioned, the market is flooded with 
products. Would you say that pjur’s continuing 
success in this overcrowded field is a result 
of your strategy? 

Alexander Giebel: Yes, I definitely would! With 
all the new products that are thrown onto the 
market every day, you benefit from beinga 
long-standing brand that people trust. I am very 
happy we started investing in brand-building 
early on, only offering products that had under-
gone thorough testing and certification. 

Today, pjur is a beloved brand on all 
continents, which begs the question: Is 
there a secret formula to your success? 
Which strategies and philosophies have 
taken pjur to the top?

Alexander Giebel: I’d say there are two 
pillars of our success. Firstly, we have a 
vision that guides the company on its path. 
That vision is to improve the love and life 
quality of people around the world. It is a  
great motivation, and it inspires us. 
Secondly, we always feel the need to 
innovate. We love to try new things and 
create new ideas. And that need is not 
limited to our products, but it also motivates us 
to open up new markets and cater to 
new audiences.

Available from June: pjur Mini 
Collection, a limited edition 
including four pjur classics

“THE V IS ION IS  THE SAME IT 

HAS ALWAYS BEEN:  IMPROVING 

PEOPLE ’S  SEX L IFE . “
A L E X A N D E R  G I E B E L
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In celebration of the 25-year 
anniversary, the pjur Wheel 

of Fortune will pop up at 
trade shows in America, 

Australia, Asia, and Europe

25 years of pjur ... Looking back, what are 
the biggest milestones in the history of the 
company? What are your fondest memories? 
And are there also moments you’d rather 
forget?

Alexander Giebel: There are a lot of fond 
memories (ponders briefly). I really like thinking 
back to the day I signed the lease agreement 
on our first office. That was a great feeling! 
Another wonderful memory was the first time 
I boarded a plane to the US to get new busi-
ness partners on board. Up until then, I had 
only flown to the States to go on vacation. 
That was an exciting change of pace.

Let’s turn to the present. What is your 
assessment of the erotic market today? 
Where do we stand after all these years of 
change and growth? 

Alexander Giebel: Consumers 
today are much more open - and 
much more knowledgeable - 
when it comes to erotic products, 
but they are also much more 
demanding.I consider this a highly 
positive development, after all 
sexuality is an important aspect of 
human life. And of course, it is also 
great to see the erotic market opening 
up and paying more attention to quality and 
transparency. This industry has been held 
back by the prejudice of being ‚cheap and 
unregulated‘ far too long. It is time to put the 
focus on certified quality and weed out the 
remaining black sheep.

Looking ahead, what is your vision 
for the future of pjur? Where do 
you want to see the company in 
ten or twenty years’ time?

Alexander Giebel: The vision is the same it 
has always been: improving people’s sex life. 
We will continue to be a strong, reliable brand 
offering safe, high-quality products. So, I am 
confident that we will still be making consu-
mers happy in another 25 years’ time?

How will you celebrate the 25th birthday of 
pjur, and what can clients and consumers look 
forward to in your anniversary year?

Alexander Giebel: 2020 is a big anniversary 
year, so celebrations are in order. For instance, 
the pjur Wheel of Fortune will return at the big 
trade shows in America, Australia, Asia, and 
Europe, and our clients can look forward to 
little pjur treats. But we also have something 
for the consumers: the pjur Mini Collection, 

a limited edition of four pjur classics (10ml 
bottles) that will be available in stores 

from June 2020. This collection of four 
classics is the ideal way to either give 
pjur a try or to rediscover products 
within our range. 
And obviously, they also make for 
a terrific gift. To further celebrate 
our anniversary, we have started 

a unique consumer survey, called 
‚pjur&you.‘ It is a way for pjur users 

to share their wishes, their suggestions, 
and their ideas for new innovations. And 

who knows, maybe your input will come to life 
in our next product.

If Hollywood were to make a movie about the 
history of pjur, which actor would you like to 
see in the role of Alexander Giebel?

Alexander Giebel: Interesting question! 
I think, instead of being played by 
someone, I’d rather start taking acting 

lessons myself (laughs)!
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Our plans are to keep calm, 
but vigilant. We are Portuguese
A c l ose r  l ook  a t  th e  Po r tug uese  e ro t i c  ma rket

The Corona crisis holds 
the entire world in its 
grip, and naturally, it also 
dominates our interview 
with Pedro Correia, the 
CEO and senior partner of 
Portuguese company Re-
fixe. Apart from the virus 
outbreak, we also discuss 
other current trends and 
developments that impact 
the erotic retail trade in 
the Southern European 
country.

In view of the current situation, we have 
to ask: As a retailer, are you feeling any 
effects of the rampant Corona virus? Is the 
current situation dampening the consumer 
mood in Portugal?

Pedro Correia: We have noticed that 
sales have dropped compared to the 
same period last year. In Portugal, people 
are as worried as they are in any other 
country. Most of our sales are online, but 
the economy is requesting a shut-down of 
many services.

There is already talk in some media that 
there will be a shortage of products and 
that the situation could lead to an increase 
in the price of sex toys. Is this realistic in 
your opinion?

Pedro: It’s a possibility, like in any other 
business. We are not manufacturers, so 
we have to rely on our suppliers. If their 
orders are not fulfilled, ours won’t be either 
- and neither will be the ones of our clients. 
It’s a matter of supply and demand.

The virus is already affecting the global 
economy, and the spectre of a downturn 
is on the horizon. Are you worried that this 
could affect your domestic economy?

Pedro: Yes, as we are part of the global 
economy. One of the main Portuguese 
industries is tourism, and leisure and 
recreation are not at people’s mind when 
an economic crisis arises.    

Now let‘s talk about more pleasant things: 
Which trends are having an impact on 
your customers‘ shopping habits at the 
moment? 

Pedro: Yes, please! The new trend is a 
payment method our clients can choose: 
MBWay. It is very simple to use, and safe 
for both the customer and the retailer. 
The costumer receives a message on 
his/her phone with the payment request, 
and once he/she accepts it, the retailer 
immediately receives the payment. As far 
as toys are concerned, clit suckers such 
as Satisfyer and tipper vibrators are the 
new black.

Two product categories have seen an 
uptick in demand in recent months - toys 
for men and sex dolls. Is there a strong 
demand for these products among your 
customers as well? 

Pedro: We have a couple of premium 
sex dolls available, but the price range is 
quite high for our country. Fleshlights are 
always a must-have, and the new range 
of male masturbators, small and handy as 
they are, have been a top seller. 

There is also a discussion about the many 
private labels and private label products 
that are coming onto the market. Being 
a retailer, what is your take on this? Does 
the market need strong brands? And is 
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there such a thing as brand loyalty among your 
customers? 

Pedro: Our main focus is to brand ourselves, 
not so much to have labeled products. Our sex 
positive approach is also showing in the brands 
and suppliers we make available to our costu-
mers. At the moment, we have partners in social 
media branding our company – mainly Instagram, 
working with sex advisers and influencers.

You pursue a dual strategy of walk-in retail 
and e-commerce. How do the two compare? 
Is e-commerce growing while bricks & mortar 
retail is more or less stagnating? 

Pedro: Having a brick & mortar helps conso-
lidate consumer trust in an online business. In 
our particular line of goods, the adult market, 
it’s true: E-commerce is growing because sex 
toys are still a taboo. And yes, I agree that 
growth is showing in the e-commerce while the 
traditional stores keep the same costumers. 

How would you describe the target groups for 
these two channels? Do you serve customers 
in your online shop differently than the ones 
who come to your bricks & mortar shop? Are 
they two separate groups or do they mix? 

Pedro: Actually, they mix. The online custo-
mers have it easier as they can shop anywhere 
in the world, and we can deliver the goods to 
their doorstep. But demographics are mostly 
the same between the two channels.  In fact, 

I’m considering opening a new and smaller 
branch. A Vibrolandia Kiosk, also in Sintra.

What about the factors that influence the 
customers’ purchasing decision? Are there dif-
ferences in this respect between e-commerce 
compared and bricks & mortar retail? 

Pedro: The payment methods are the same, 
as well as the products. The main difference 
is the comfort option: the pick-up stores we 
have around the country (more than 600 ate 
the moment), the 24h delivery to any address 
in mainland Portugal, and express delivery to 
almost anywhere in the world. If you are not in 
Sintra, you would choose to buy online.

Looking at your retail activities, what are the 
biggest challenges you face at the moment? 
Growing competition? Consumer restraint? 
Profit margins? 

Pedro: No, yes, and yes. We have been in 
the market for over a decade, and we have 
managed to stay ahead of the competition. But 
global economics – including profit margins and 
suppliers’ response – are the biggest challen-
ges we are facing.

What are your plans for the coming months / 
the rest of 2020? 

Pedro: Our plans are to keep calm, but vigilant. 
We are Portuguese.



It features a transparent window on a 
sturdy but eye-catching backing which 
can be displayed in a convenient POP 
display for brick and mortar sales. The 
customer can see exactly what materials, 
color and style of product is inside. These 
products were also released in order to 
widen the base of our entry-level products 
with low price points. We’re particularly 
happy about our Bfit Classic kegel ball 
system not only because it’s such a 
complete kegel system complete with 
interchangeable weights, but because 
we were able to respond to industry 
demand to develop a new style of retrieval 
cord made from body-safe TPE, which is 
hygienic, strong and extremely fine. 
We were able to do all this, as well as 
keep the product competitively priced.

Why did B Swish choose these 3 
particular toy designs and product genres 
for your new releases? Are they especially 
relevant to current industry trends?

The old B Swish brand as you know it is becoming a thing of the past. This year, the company is branching out 
with quarterly new releases that hit consumers‘ most coveted trends without hitting their pocket books. Carol, 
who handles graphic design and assists with marketing at B Swish, foretells a future for B Swish of inclusive 
product design with a focus on affordability and a new green initiative. Following in the footsteps of modern 
pleasure manufacturing, the company will spend the next 2 years working to reduce their carbon footprint. 
Carol explains the lengthy timeline as another aspect of B Swish‘s commitment to quality. The team will be 
heavily vetting potential manufacturers that can meet their needs for eco-friendly practices that turn out 
fantastic products. B Swish is also broadening their focus with products for all genders. Though they‘ve 
mainly focused on serving the cis-gender female audience, the brand is aiming new marketing campaigns 
and product launches at folks of all sexual identities. At the heart of B Swish‘s 2020 initiatives lies one constant 
expertly identified by Carol and her team: consumers desire and deserve luxury without the high-end price tag. 
Carol chats with EAN on B Swish‘s ambitious goals for the new year.

We believe in the importance of 
normalizing pleasure in everyday life
B S wis h  announce s  a  ne w y e a r  o f  e n t i c in g  p roduc t  re lea ses  a n d  en h a n c ed  c us tomer  en g a g emen t

The Bfit Classic set 
of double Kegel balls 
comes complete with 
four interchangeable, 
free-floating weights

In your unique view of the industry, what 
do you find consumers demanding from 
manufacturers right now?

Carol: We have definitely noticed a 
demand for luxurious, high-quality 
experiences, but with lower prices. 
Customers want affordability, but they 
also want reputable brands with a 
history of providing safe, simple products.

You‘ve just released 3 new toys: a set of 
Kegel balls, a prostate massager and a 

couples‘ vibrating c-ring. Can you tell 
our readers about these new toys?

Carol: These three new products 
were a direct response to the 
feedback and insights our B2B 

customers gave to us on our 
packaging updates last year. 
These product feature updated 
packaging for our entry-level 
line, B Swish Basics. 
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Carol: We designed these 
products for our Basics and 
Classics ranges in response to c
ustomer demand more affordable 
body-safe products. In the past, we were 
really dedicated to women’s pleasure products, 
but our brand is inclusive. We’ve been working 
on expanding our unisex offerings, as well as 
our products designed for men or male-bo-
died folks. We are a sex-positive company. We 
believe in the importance of normalizing pleasure 
in everyday life. That’s why all of these products 
reflect ur philosophy that pleasure products are 
health and wellness tools that should 
accessible to everyone.

What makes each of these 3 new products 
special and enticing for your B2B customers?

Carol: Bcharmed Basic Plus & Bfilled 
Basic - These are the newest additions to our 
recently launched line, B Swish Basics, which 
focuses on body-safe offerings under $20. 
These products feature new blister packaging, 
which is eye-catching as well as transparent, 
so customers can see exactly what they’re 
getting. They come pre-packaged in a point-
of-purchase display, making them an inspiring 
impulse buy. Bfit Classic - This kegel system 
features a retrieval cord made of a new material, 
which is body-safe, non-porous, hygienic and, 
because it’s been through rigorous testing, we 
know it’s really, really strong!

Where is the B Swish team leading the 
direction of the company this year, and 

what can customers can look forward to 
throughout 2020?

Carol: Last year we focused on revamping 
our look to reflect our philosophy of accessible 
pleasure. This year, we are looking forward to 
backing that up with the types of products we 
release, specifically in nurturing the growth of 

our Basics and Premium ranges. We see a 
real need for making sure that 
pleasure products of all 
tiers, and for every type 

of body, are accessible to 
any budget. Even products in our 

Premium range, which offer luxury 
features priced for those seeking a lower price 
point. In the next 24 months, we are working 
on a project to reduce our carbon footprint. We 
hope to achieve this by introducing more eco-
friendly or recycled materials, without wavering 
on our commitment to affordable, and most 
importantly, body-safe pleasure products.

Tell us more about your goals to become a 
more eco-friendly company. How will you be 
working this new mission into your branding 
and product development?

Carol: We have a two year timeline to reach 
our goal of reducing our carbon footprint. 
Overall, it will be a substantial undertaking, 
since it takes so much time to vet our material 
suppliers to ensure authenticity and quality. In 
the meantime, have been doing verything we 
can to reduce the sheer amount of material we 
make our packaging from. We’ve trimmed the 
scale of all our gift boxes so that they are less 

Bfilled Basic belongs 
to B Swish‘s new 
Basics line
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elaborate without sacrificing any of the style, 
look or feel. All of our gift boxes are made 
from mostly recyclable materials, too. Our 
ethos is built around being in constant 
development, so while we don’t necessarily 
broadcast these small shifts we’ve made over 
time, we are always working toward our goals 
of improving the sustainability of our brand.

How is B Swish evolving their marketing 
messages and other outward facing facets 
of the brand, like packaging, social media, or 
involvement with the B2C audience?

Carol: We started out in 2007 as one of the 
first brands to provide body-safe pleasure 
products at really affordable prices, and we 
continue to embody these sex-positive values 
while expanding on them today. We’ve really 
stepped up our involvement with our B2C 
audience in the past couple of years and it is 
so rewarding! We love being part of the global 
conversation about sex, pleasure and wellness. 
We use platforms like our Instagram and our 
blog (bswish.com/blog) to advocate for sexual 
empowerment, the destigmatization of 
masturbation for people of all genders, 
and the encouragement of pleasure-positive 
sex education for folks at any stage of their 
sexual journey. We’ve had a great response 
to our blog, too. Our talented writers explore 
topics that range from how-to guides to perso-
nal stories to informative sex-ed and product 
reviews. We are also thrilled to be working with 
some amazing artists in the next year to create 
some of our own sex-positive social media 
content, engaging more and more in these 
discussions with our B2C audience.

Can we expect to see B Swish at any coming 
trade shows, product trainings or industry 
events this year?

Carol: We work hand in hand with 
our distributors and partake in 

in-house events whenever 
possible. eroFame is one of 
the most important trade 
shows to all of us at B 
Swish. It is an event on 
our calendar that the 
entire team looks forward 
to each year. We have 
been a part of eroFame 

since the beginning in 
2010 and it has become 

a tradition. eroFame’s success 
lies in its creation of a platform 
at which to meet our peers in the 

industry as well as become better 
acquainted with our clients while making 
new connections.

How can business customers keep in touch 
with the B Swish team and stay connected 
throughout the year?

Carol: You can follow us @bswishoffiial on 
Instagram, Twitter and Facebook. Sign up for 
our regular newsletters or email us at info@
bswish.com; we’re always happy to chat!

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

Bcharmed Basic Plus 
is a stretchy, silicone 
dual ring with a strong 
mini motor
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On your website, you describe your 
product the Love Hamma as “The 
ultimate pleasure tool”. What makes 
this tool so great?
 
Deborah Tasker: The ‘Love Hamma’ was 
carefully designed not just for roleplay, but 
for extreme pleasure and mind-blowing 
orgasms. It is a universal toy that can be 
used individually or together as a couple 
and is designed for male and female use. 
The uniquely designed vibrator targets all 
the bodies pleasure zones. With two 
different designs and unique shapes the 
love hamma also features three motors 
for three different functions and has 
ten different vibration speeds on each 
function. The really great thing about 
the love hamma is each function can be 

used individually if you prefer a softer 
approach, but it is also a multi-functional 
vibrator and all functions can be activated 
at the same time for an ultimate pleasure 
experience. It truly is the ultimate Vibrator 
to add to anyone’s collection.

 
Did you have a background in sex toy 
design and how did you come up with the 
idea to develop the Love Hamma?
 
Deborah Tasker: We started DNKM 
Enterprises over a glass of wine, 
discussing between us what the adult 
industry needs. Completely new to the 
industry with a vision of adding new ways 
to add extra spice in the bedroom, tired of 
your everyday rampant rabbit. 

At first glance, the Lova 
Hamma looks like a regular 
carpenter’s hammer. It will 
probably take a second 
glance to realise that it is 
actually a sex toy. But once 
you take a closer look, it 
quickly becomes apparent 
that this product has much 
more to offer than just 
unusual design. 
For instance, there are 
vibrators in the tip 
and the shaft, with the 
latter creating additional 
stimulation via thrusting 
motion. The Love Hamma 
was created by Australian 
company DNKM Enter-
prise, whose co-founder, 
Deborah Tasker, tells us 
more about the product 
and its features in our EAN 
interview. And we also 
learn about DNKM’s other 
new product, the Pleasure 
Pouch.

It truly is the ultimate 
Vibrator to add to anyone’s collection
De b ora h  Ta ske r  pu ts  th e  h a mma  dow n

The founders of DNKM Enterprises: 
Kate Marsden and Deborah Tasker



3

We put so many hours into market research 
on what people wanted, and it seemed the 
love hamma was the perfect vibrator to bring 
sexual play to the next level, also giving DNKM 
Enterprises the opportunity to showcase what 
we do best and boost the company and be 
a known brand within the adult industry. We 
came up with the idea of the Love Hamma & 
Pleasure Pouches are unique sexual products 
that stand out, they are also a bit of fun and 
designed specifically for mind blowing orgasms 
and hands-free play.

 
How did you come up with the hammer shape 
of the toy? Did you have the shape in mind 
first or did you start developing a toy and then 
ended up with a hammer?

 
Deborah Tasker: Spending time on industry 
market research and interviewing suppliers 
at the AAE adult expo in Hong Kong our 
imaginations went wild and ideas became 
clear on a new design taking the everyday 
hammer into the bedroom to a vibrating pulsing 
medical grade toy, but the concept and design 
aspects were terrible. We reinvented the toy 
and decided to make a vibrator from it whilst 
adding extra functions that could pleasure both 
male and females. 

“WE WANTED TO BRING SOMETHING NEW 

TO THE INDUSTRY AND FELT  THE LOVE 

HAMMA AND THE PLEASURE POUCH WAS 

THE PERFECT,  INNOVATIVE  DESIGNS THAT 

THE INDUSTRY WAS MISSING.”
D E B O R A H  TA S K E R

The Love Hamma 
comes in two 
different variants
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One of the special features of the Love 
Hamma is that the shaft not only vibrates 
but also thrusts. Why did you add this 
feature to the toy?
 
Deborah Tasker: The thrusting function 

was added to provide G-Spot and 
P-spot (prostate) stimulation, 

to offer extra Sensations and 
penetration-style intensity as 

well as using the vibrator 
and the hamma head 
‘rabbit ears‘. For the 
clitoris, balls, anal, 
nipples etc… the Love 
Hamma is very versatile 
to pleasure where you 
feel the sensation needs 
to be.

 

What else can you tell us 
about the technical features of 

the Love Hamma?
 

Deborah Tasker: The ‘Hamma Head’ 
vibrates with ten different sensations 
to activate the soft ‘rabbit ear’ tips, great 
for clitoral pleasure. The Hamma hand-
le / vibrator is available in two different 
ribs and is fully insertable, again with ten 
different vibration settings. The Hamma 
Handle / vibrator also features and
intensifies the sexual pleasure with its 
thrusting motion and features ten different 
thrusting speeds. The Love Hamma 
comes in a variety of different colours – 
black, aqua, pink and blue – and is also 
USB Rechargeable with only a 3-hour 
charge time until its ready to go. Once 
charged you get 60 full minutes of 
pleasure time and is 100% IPX7 Water-
proof. All our Love Hamma’s also come 
with a standard 12 months warranty.

The Love Hamma is available in two 
different designs. How do they differ from 
each other and why did you choose to 
realise those two?
 
Deborah Tasker: Both style vibrators are 
made from Medical Grade Soft Silicone. 
The first design is a Textured Design with 
a ribbed twirl from the top to the bottom 
of the vibrator which was designed to 
add a little extra ribbed pleasure than 
your standard vibrator and is the tamer 
option of the two. The second design is a 
Curved Edge Ribbed Design, designed to 
specifically target the G-SPOT, both are 
designed for male and female pleasure, 
however the curved edge vibrator targets 
the male G-SPOT that little bit more and 
also comes in a ribbed textured silicone.

 
Fittingly, DNKM also offers the „Pleasure 
Pouch“ for the Love Hamma. What are 
the benefits of having a distinct pouch for 
the Love Hamma?
 
Deborah Tasker: The pleasure pouch is 
not just designed specifically for the Love 
Hamma, the Pleasure Pouch provides 
hands-free play and was designed to 
enable easy access to reach your lubes 
and sex toys during your intimate times 
without having to stop and fumble around 
looking for lubes and other toys. This 
way your toys can be turned on and 
ready to go in the pouch and the smooth 
leather pockets make it easy for toys and 
lubricants to be removed.

  
The Love Hamma was developed by 
DNKM Enterprises. Could you tell us a bit 
more about the company? When, where, 
and by whom was it founded?
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ALL PRODUCTS FEATURE:
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Deborah Tasker: DNKM Enterprises was 
founded by Kate Marsden and Deborah Tasker 
in early 2019 on the Gold Coast in Australia. 
Entrepreneurial women, looking to make an 
impact in the adult industry. Taking DNKM 
Enterprises worldwide to satisfy the world 
pleasurable needs and wants.
Two mothers and friends, with Business 
Management and Sales/ Marketing back-
grounds worked on a business plan together 
while travelling the world to research, design 
and develop luxurious, playful custom-made 
adult sex toys. 
We wanted to bring something new to the 
industry and felt the Love Hamma and the 
Pleasure pouch was the perfect, innovative 
designs that the industry was missing. DNKM 
Enterprises has so many new products, 
designs and industry services in the pipeline 
coming very soon, so watch this space!

Who is the target audience you want to reach 
with your unique hammer design?

Deborah Tasker: We designed this toy as a 
universal adult toy, so there is no specific 
target audience as it really is for everyone! 
No matter your sexual orientation our products 
and services are fun and exciting for all solo 
or as a couple, whether its role play or just for 
pleasure, the Love Hamma & Pleasure pouch 
are designed for everyone to enjoy. The Love 
Hamma is for mind blowing orgasms and/or for 
sexual role play between couples!

 
How has the response to the Love Hamma 
been so far?
 
Deborah Tasker: We officially launched the 
Love Hamma in January 2020 at the AVN 
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Show in Las Vegas and can honestly say 
we have had an overwhelming response. 
Everybody at the show loved our company 
and our products all Distributors, retailers, 
customers, with adult entertainer super stars, 
porn directors wanting to use the toy in their 
movies, many distributors wanting to have 
exclusive deals with us and so many eager 
customers wanting to purchase.

Where should interested retailers turn to if they 
want to pick up the Love Hamma in Europe? 
Are you working with distributors?

Deborah Tasker: DNKM Enterprises is a 
GLOBAL company and all products will be 
in all stores in Europe in 2020. We are 
working closely with Distributors all over the 
world. If you are interested in our products, 
you can contact us via our websites 
www.dnkmenetrprises.com and 
www.lovehamma.com.

How much does the Love Hamma cost?

Deborah Tasker: Love Hamma approximately 
$160 USD (TBA) and Pleasure Pouch 
approximately $45 USD (TBA).

  
Will we see more pleasure tools form 
DNKM Enterprises?

Deborah Tasker: DNKM Enterprises has 
designs in action as we speak and other 
projects in developments in the background. 
This is just the beginning from DNKM 
Enterprises. Watch this space!

               

The Pleasure Pouch makes for quick 
and easy access to toys, lubes, etc.
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When and how did you get the idea for 
‘Kinky Me Softly’? 

Rianne Swierstra: We did research 
among our customers and we noticed that 
my brand serves an audience that is a little 
more vanilla and mainstream, so I wanted 
to create a kinky set for them that is not 
over the top. 

What is ‘Kinky Me Softly’ exactly?

Rianne: It’s a soft BDSM kit for the 
starter, with products like hand cuffs, 
ankle cuffs, a mask, blindfold, pleasure 
feather, and nipple clamps, without 
the heavier products like gag balls.  
All products are packed in a beautiful 
handbag.

And how is your brand philosophy 
reflected in ‘Kinky Me Softly’?

Rianne: It’s as fashionable as most of our 
other products.

What can you tell us about the individual 
products? Why should consumers pick 

Having been active in the market for ten years, Rianne-S are now 
expanding into the Soft BDSM segment. Kinky Me Softly is the name 
of their new collection, which includes seven products that come in 
an appealing handbag. As brand founder Rianne Swierstra explains 
in our interview, Kinky Me Softly is aimed at couples who want to 
explore their sexual boundaries. 

My brand serves an audience that is 
a little more vanilla and mainstream
Ne w f rom R ia n n e-S :  K in ky  Me  S o f t l y 

Ten years after launching the 
brand, Rianne Swierstra is 
adding Soft BDSM products 
to the Rianne-S range
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your products when there is a wide range of 
similar items available? 

Rianne: Because our BDSM kit is one of the 
prettiest on the market, not to mention the 
handbag. Also, it’s a niche since it’s a soft 
BDSM product.

Who is ‘Kinky Me Softly’ for? Who is your
target group?

Rianne: The vanilla couple who likes to explore 
their sexual boundaries. 

How do you explain the increased demand for 
‘Soft BDSM’ products in recent years? 

Rianne: I am sure that’s the Fifty Shades of Grey 
effect still. 

Why did you decide to make it a set instead of 
selling individual products? 

Rianne: Because sets have been selling so well 
for us from the beginning. It’s about the custom-
ers, really;  you give them more for less. I guess 
that’s why it’s working.

With ‘Kinky Me Soft’, you make inroads into a 
product category you have not served before. 
Could you imagine setting foot in even more 
product categories? 

Rianne: Yes, I could. My aim is to make plea-
sure products more stylish and mainstream, 
so the sky is the limit.

Do you have more new products planned for 
2020? What will happen with Rianne-S in the 
coming months? 

Rianne: We do have some Rianne ‘care’ 
products in the pipeline which we will develop 
this year. We need to see how our industry will 
be affected by the Corona crisis. Obviously, 
it’s impossible not to mention or think about 
this. From a consumer point of view, I could 
imagine people buying more products in the 
near future to entertain themselves in the 
house, because there’s not so much we can 
do at this point and I hope and I do think that 
pleasure products will be a part of that.                             

The Kinky Me Softly 
collection is comprised 
of seven products 

The seven products 
come in an appealing 
handbag
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than familiar with  

the erotic industry...
www.mediatainmentbiz.de

Große Kampstr. 3
D - 31319 Sehnde

phone: +49 (0)5138 - 60 220-0 
fax:      
e-mail:  info@mpgtoday.de

+49 (0)5138 - 60220-29

Special welcome price

Online-Shop 
starting from

2.500,-d

highly 
functional

•••••
••••••••

•••

•••

•••••

online shop
 short loading times
 responsive to iPhone & Co.
 GDPR conform
 search engine optimized (onpage)
 easy to use shop system /  
 straightforward product management
	 automatic	invoice	and	delivery	confirmation
 all valid currencies integrable
	 visually	fitted	to	your	very	own	brand
 invoices and communication 
 newsletter integration
 personal point of contact
 optional: live chat with clients
 made in Germany

online marketing
 increasing online visibility
 advertising campaigns
 content creation

  • text
  • image
  • video
  • audio

	 influencer	marketing
 monthly reports
 personal point of contact

social media marketing
	 profile	creation
	 content	coordination	for	each	profile
 campaign preparation
	 target	group	definition
 evaluation / analysis

...and will 
successfully launch 
your web presence.
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Samir, from now on, you will distribute the 
Fleshlight brand in India - what are your 
expectations regarding this cooperation?

Samir Saraiya: We see a large number 
of male masturbators being sold in the 
organised and the grey market in India. 
A lot of products in the grey market are 
sold as ‚counterfeit Fleshlight‘ or under 
a term called ‚Flashlight‘. This clearly 
shows there is demand for the brand in 
India even before its official existence 
in the Indian market. Currently, we are 
looking at achieve two different sets of 
objectives with this partnership. Firstly, to 
sell the original products to consumers 
who are willing to pay for it. Secondly, 
to bring down the sales of counterfeit 
Fleshlight products by informing our 
distributor partners that we are the only 
company that is authorised to resell 
Fleshlight products in India today.

Masturbators are a dime a dozen in our 
market - why did you choose Fleshlight?

Samir: Yes, I do agree, there are many 
similar products across the world as 
well as in India. But Fleshlight was the 
innovator in this category and has built 
a strong consumer brand throughout 
their journey. Awareness of the 
Fleshlight brand is so strong in India 
that we were very keen to partner 
with the brand and offer their genuine 
products to our customers.

Does the distribution agreement  
with Fleshlight reflect your strategy 
to bring internationally known brands 
to India?  

Samir: Yes, definitely! Our strategy 
revolves around legally importing and 
distributing premium products from the 
world’s top global brands. And over 
the years, we have managed to partner 
with approximately 32 international 
brands across various categories like 
apparel, games, lubricants, penis 
pumps, romance products, vibrators, 
and more, all of which has helped build 
their brands in India. However, due to 
Indian laws, we are unable to import 
brands and products in certain catego-
ries. As Fleshlight’s collection of products 
has increased substantially, we were able 
to identify a variety of products that can 
be legally imported for sale in India and 
the timing fit our strategy perfectly.

ThatsPersonal.com strive 
to provide their customers 
in India with high-quality 
products from renowned 
international brands. 
This strategy is perfectly 
reflected in one of their 
more recent distribution 
deals, sealed at eroFame 
2019, which allowed them 
to bring another big brand 
to the Indian market: 
Fleshlight. EAN had the 
opportunity to talk with 
Samir Saraiya, CEO of 
ThatsPersonal, and 
Miguel Capilla, Global 
Sales Director at 
Fleshlight, to learn more 
about this interesting new 
distribution agreement.

Men’s toYs are one of the 
fastest-growing categories in India
Thats Pe r s ona l . com  d i s t r i bu te s  F le s h l i g h t  i n  I n d i a

Samir Saraiya (ThatsPersonal.com) 
and Miguel Capilla (Fleshlight)
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Are Indian 
consumers 

brand-oriented 
when it comes to 

sex toys?

Samir: Most Indian 
consumers are more ‘price-

sensitive’ compared to being‘ brand-
oriented’. However, we have a set of high 
net worth consumers who sit on top of the 
pyramid, and are interested in global luxury 
products. These consumers are willing to 
pay a good price for high-quality branded, 
genuine products. Due to this direct partners-
hip with Fleshlight, we are able to target 
this segment, and we believe we are in a 
position to offer genuine Fleshlight products 
at a competitive price.

In Europe, toys for men are very popular at 
the moment. What potential does this product 
category have in India?

Samir: Men’s toys are one of the fastest-
growing categories in India as well. Two out 
of every three buyers are men, and we have 
seen strong demand for penis pumps, cock 
rings, and male masturbators. These three 
categories combined make up nearly 
a third of our sales.

In previous interviews with you, we learned 
a lot about the Indian market, also that the 
sale of certain sex toys is a grey area. Many 
masturbators are known to be shaped like 
body orifices ...  is this a problem? 

Samir: There is a clear demand for body 
orifice products, which are illegal in India, and 
this is a problem for the organised sector. The 
grey market continues to sell these products 
illegally. However, the grey market caters to a 
different set of consumers. Our customers are 
far more discerning, sophisticated, and have 
a much higher disposable income. Our 
customers are more inclined towards 
purchasing legal, hygienically packaged, 
genuine products. As a result, we are less 
affected by grey market sales.

Which channels will you use to distribute 
Fleshlight?

Samir: We plan to distribute Fleshlight on 
ThatsPersonal.com, our direct-to-consumer 
channel, and through our B2B online 
partnerships across large marketplaces.

Why has Fleshlight chosen ThatsPersonal.
com as your distribution partner for India? 
Which criteria matter most when you look for 
distribution partners? 

Migual Capilla: I met Samir many years ago, 
and we know how ThatsPersonal works. It is 
a company that is very focused on the fight 
against counterfeiters and they want to give 
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the Fleshlight brand the value it deserves. 
We know his commitment and they always 
look for long-term business because we only 
want strong alliances. We have been working 
on these terms for a long time and it was an 
important point in our final agreement signed 
last October at eroFame.

The Indian market definitely holds huge 
potential, but are Indian consumers ready 
for Fleshlight?

Miguel: Yes, we know that there is a need 
in the market; for years, we have been asked 
to have a bigger presence there and remove 
fakes with the help of Red Points -  a 
renowned brand protection company - 
because people buy those products in India 
believing that they are the real ones - now 
they can buy the real Fleshlights. 

Do you offer your complete assortment in 
India or only selected products? 

Miguel: We will just offer selected products for 
the moment and check how the market reacts 
before going full-line. At first, we’re going to 
focus on our non-anatomical line and the 
‚clear‘ Fleshlights, like the Flights, Quickshots, 
Turbos or Crystal. Samir recommended us 
to start with those because they are less 
controversial than others.

What support will Fleshlight provide to your 
new distributor?  

Miguel: We’ll provide ThatsPersonal with all 
marketing and sales support they need to 
have success in the Indian market. Since last 
year, we have been working to improve our 
partnership with distributors adapting to the 

needs of each one. We’re becoming more 
flexible and faster in shipments and solving 
any issue, but the most important thing is 
that we already have 10 years of experience 
in the European market.  We’ve learned from 
our mistakes in the past and we know which 
strategies really work. Fleshlight products have 
an excellent quality and we work hard to offer 
customer service of the same quality. I think 
our customers trust us because they know 
that we always are open to listen to anything 
they propose and work with them.

What expectations do you have regarding this 
first step into the Indian market? 

Miguel: We hope that people will be 
more interested in erotic products and 
sexual health. Our presence in a powerful 
country such as India will ensure that male 
masturbators catch people‘s curiosity, and 
demand for Fleshlight will grow. We hope 
this will also work as a ‚call‘ for other 
Asian countries.

What other markets is Fleshlight currently 
focusing on? Are there still ‚blank spots‘ 
on the globe? 

Miguel: We are focused on expanding our 
business around Asia and South America 
right now. Of course, there are blank spots, 
but we’re working to be stronger and to 
consolidate our brand in new places and 
increase our sales in Europe.
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Leonid, your companies have been 
undergoing a lot of changes since the 
end of last year, resulting in the creation 
of a vertically integrated Astkol Group of 
Companies. Why did this restructuring 
process become necessary? What are 
your goals?  

Leonid Fishman: Thank you for the 
interview. Expansion and growth are a 
much more accurate term to reflect what 
is happening with Astkol Group.  Having 
started the company 25 years ago, 
our goal today is to strengthen existing 
business relationships and developing 
new ones, pursuing expansion on a 
geographical and a product level.

Can you explain which companies and 
activities now operate under the Astkol 
Group of Companies? 

Leonid: Today, Astkol Group consists 
of 8 businesses: manufacturing, import, 
distribution, and wholesale companies, a 
retail network of 32 stores with drop-off/
pick up locations and internet shops, 
media and edutainment companies.

Astkol-Alfa and FishEro – import, 
distribution, and wholesale business – 
www.astkol.com 
Djaga-Djaga - wholesale, manufacturing 
of adult toys and BDSM leather products 
with over 700 SKUs, online and offline 
retail network – www.djero.ru 
Sexstudy – B2B online sales training 

At the beginning of March, Leonid Fishman announced that he 
would implement a new business structure for his companies and 
activities in the Russian erotic market. Now, these businesses 
and activities are all lumped together under the banner of Astkol 
Group of Companies. We interviewed the Astkol CEO and learned 
that this step is actually part of a much bigger strategy aimed at 
expansion and growth.

The synergy of the companies within the Group 
has already produced strikingly positive effects
Leo n id  F i s hm an  ta lks  r e s t r uc tu r ing ,  s yn e rg ies ,  e xpa n s ion ,  a n d  g row th

Leonid Fishman, CEO 
of the Astkol Group of 
Companies 
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centre for retail personnel – www.sexstudy.ru 
Biomed-Nutrition - Intimate cosmetics 
manufacturer under the Djaga-Djaga brand with 
over 90 SKUs - http://djaga-djaga.com/
ProSack YouTube channel – 119 episodes 
filmed and uploaded, over 5000 subscribers, 
550,000 views since it was launched in the 
summer of 2018 
ThaiFest Annual International Adult Novelty 
B2B Congress, now in its 8th year - https://
eng.thaifest.ru/

Astkol-Alfa was founded back in 1998 – could 
you give a brief outline of the company’s 22-
year history?

Leonid: It is hard to put 25 years in a few 
sentences, but I will try!  In 1994, a 200 sqm. 
two-storey shop was purchased on Rosa-
Luxemburg-Straße 23, Berlin, Germany.  In 
1995, we shipped our first container of 
lingerie to Russia.  In 1998, Astkol-Alfa was 
founded in partnership with leading sexologist 
Sergey Agarkov.  In 2000, the trademark was 
registered and the Sumerki Bogov club was 
opened in Moscow. In 2001, through extensive 
R&D investment and work performed at 
National Rubber and Latex Research Center, 
our company developed and registered a 
new PVC material and our first self-designed 
products were produced.  In 2008, my partner 
and I split, with him keeping the retail chain ‘On 
& Ona’ (He and Her), which included 20 shops 
that year. I continued with import, wholesale, 
and distribution under the Astkol brand.  
In 2009, the Group made an investment in 
its first manufacturing facility in Zelenograd, 

near Moscow. FishEro company opened 
in Saint-Petersburg to focus on the north-
western region of Russia.  We re-entered 
the retail business in 2012 with our own 
Djaga-Djaga brand online and offline. The 1st 
Annual International adult novelty congress 
ThaiFest took place in Thailand in 2009. 
In 2015, Alexander Green became partner 
in our Group of Companies. Within just 18 
months, from mid-2018 to January 2020, 
we opened 32 Djaga-Djaga stores and the 
manufacturing segment underwent major 
expansion with production facilities increasing 
fivefold. The Prosack Youtube entertainment 
channel and training project SexStudy were 
launched in 2018 and 2019, respectively. In 
2019, the group acquired a significant share of 
Biomed Nutrition, a domestic, export-oriented 
manufacturer of intimate cosmetics. 

Another part of the Astkol Group of 
Companies: ThaiFest, which has been 
going strong for eight years now
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The Astkol Group of Companies is a fully 
vertically integrated business, active in all 
areas - production, distribution, and retail. How 
important is dovetailing today in an increasingly 
competitive market? How important are 
the synergy effects between your different 
companies? 

Leonid: The synergy of the companies within 
the Group has already produced strikingly 
positive effects. The growth of retail stores 
provides additional revenue streams for 
manufacturing and wholesale companies. 
Each store is an ideal point of delivery for an 
online store and contributes to an increase in 
turnover for the online business.  The growth 

in the range of products manufactured by the 
Group (today, it’s around 800 SKUs) expands 
our wholesale value proposition in the market.  
This leads to a greater presence of our own 
Djaga-Djaga brand in wholesale and online 
businesses as well as in the Djaga-Djaga retail 
network. Brand awareness and loyalty among 
the end-customers has grown exponentially. 
The legacy and impeccable reputation of Astkol 
allows us access to financing on better terms 
than before. Diversification allows us to better 
mitigate value risks, including currency risks. 

Last year, you acquired Biomed Nutrition 
company. Are further acquisitions on the 
horizon? What does your expansion strategy 
look like? 

Leonid: The Group is expanding organically 
and through mergers & acquisitions as well as 
strategic alliances in Russian and international 
markets. A number of such transactions are 
currently underway.  The expansion strategy is 
aimed at increasing our market share, product 
range, and geographical footprint. 

How do you assess the current state of the 
Russian erotic industry? What challenges and 
opportunities do you and your colleagues see? 

The team of ProSack – a 
YouTube channel focusing on 
entertainment and information

At present, there are 32 
Djaga-Djaga brick and 
mortar stores in Russia
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Leonid: The Russian market is growing two 
times faster than the rest of the world and we 
are growing even faster.  Contrary to the rest of 
the Russian economy, the industry continues to 
grow (by some estimates it now stands at 50 
billion Roubles), and the number of offline stores 
is growing as well.  We are used to currency 
fluctuations, high cost of bank financing, price 
wars, etc.  However, more and more players 
are trying to sell major global brands at discount 
prices, and this damages the reputation and 
market share of the brands. As a rule, these 
things end up badly. First, prices are eroded, 
it becomes unprofitable for the distributor 
to work with this brand, and the distributor 
terminates the partnership. The brand is losing 
a professional partner and cannot fill this gap 
with new market entrants who are much less 
qualified. It also results in the shops becoming 
less motivated to work with such brand as they 
make no money. Consequently, the brand leaves 
the market and it becomes very difficult and 
costly to re-enter the market at a later date, as 
new players quickly jump in. Unfortunately, we 
have already seen several examples of this.

A current topic that concerns us all is the 
Corona virus. Since the majority of the products 
on our market come from China, quite a few 
expect our industry to be severely affected by 
production and supply bottlenecks. What is 
your opinion on this topic? 

Leonid: The entire world market will suffer 
from Corona virus. Our industry is no 
exception. We hope to hold out with our stock 
until the supply is fully restored, as we are 
used to making reserve provisions for all sorts 
of unexpected and unforeseen events, such 
as this one. In addition, remember that we 
have our own manufacturing for toys, intimate 
cosmetics, and sewing production of BDSM 
accessories. That is about 1000 SKUs. In 
times such as these, this is a great help.

If you look to the future, what direction  
will you take with the Astkol Group of  
Companies? What challenges await you  
and your company? 

Leonid: The goal of the Group’s development, 
apart from growing organically, is to team 
up with one or several strategic and/or 
financial partners to increase the pace of the 
Group’s development. That also includes the 
participation of partners from within and without 
the international and domestic industry. We 
have conducted our internal valuation based 
on many years of historical results and our 
current business plan is set through 2025. The 
Group is well-prepared and able to enter into 
negotiations with companies of any size and 
market focus, both in Russia and worldwide. 
This is a serious step and a major milestone for 
Astkol Group as a whole.

Today, the Djaga-Djaga 
brand includes 700 

SKUs – from sex toys to 
BDSM products
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Raquel: It is not an easy task although we 
believe that there is a spot in the market 
for everyone wishing to provide good 
products no matter at what price level. 
Not to mention that consumers are key 
drivers of the market. For example, female 
consumers grown up their market niche, 
broader dialogue and understanding on 
sexual orientation created new market 
niches; and there is the vegan/natural 
growing niches as well. We trust in 
commitment with quality, good branding 
allied with business flexibility and mutual 
respect between Orgie Company and its 
customers while end consumers are the 
most important voices to be heard about 
our products so we keep doing right or 
to make right what is wrong. Positive and 
healthy competition is always welcomed 
because it leads us to think out of the box 
so therefore, we all learn something useful 
from it.

Many newcomers start out small, but you 
celebrated your big premiere at eroFame 
2017 with an impressive booth and a big 
product collection. Was that your way of 
telling the competition that you are not 
kidding around?

In a market such as ours, where change is constant and sometimes even long-established names are swept 
away, new brands have a hard time gaining a foothold. Finding a niche of their own to achieving success is a big 
challenge. Up-and-coming brand Orgie has definitely cleared that hurdle. The company hit the ground running 
at eroFame 2017 and hasn’t slowed down since. EAN and Raquel Shaw, Orgie’s PR representative, talk about 
three years of success.

We worked hard and invested 
a lot to get the engine started
Raque l  Shaw on  th r e e  s ucce s s fu l  y e a r s  o f  O rg ie

Shaw (Public Relations) and 
Marcello Hespanhol (CEO) 

It’s been nearly three years since your 
brand entered the market. Do you still 
remember the early days? Did you have 
doubts at that time or were you convinced 
that you would succeed?

Raquel Shaw: Indeed, it has been three 
years since we founded our company and 
Orgie was under detailed field research 
followed by its development. We surely 
remember every step of the way! There 
were no doubts about how we wanted to 
do develop Orgie and we knew that our 
background in the industry would be of 
great value to start a whole new company 
and brand. The biggest challenge 
was that we were doing it in a foreign 
country. On the other hand, it would be 
pure arrogance if we said that we were 
convinced that we would succeed. We 
worked hard and invested a lot to get the 
engine started. The real challenge is to 
keep it running, and we are absolutely up 
for it. 

As we all know, the market is filled with 
products and brands. How difficult is 
it to get a foot in the door and remain 
successful in the long term? 
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have different requirements, so this is the point 
which demands continuous improvement. No 
less important and worthy of mention, we are 
fortunate with a team of suppliers respected 
for their expertise and excellency and the same 
goes to our team of sales reps. In addition to 
all this, we have a great work environment and 
a sensational team of employees, all women. 
Sometimes we feel sorry for our CEO, the only 
man in the premises!  

What part do your partners in the wholesale 
and retail trade play in your success? 

Raquel: Wholesalers and retailers own the 
most valuable tool of the trade: the right to 

Orgie has plans to 
launch a number of new 
products this year

Raquel: Sincerely speaking, no. Not really. 
Back in October 2017, we celebrated Orgie’s 
premiere at eroFame with an impressive booth 
with the great help from Huda and eroFame 
team whom keep supporting us every year. 
We were a new brand with a large range of 
products that nobody ever tested before so 
it was indeed a clear indication to potential 
customers – distributors, wholesalers, retailers. 
EAN Magazine is part of our journey since 
this very beginning when learned about Orgie 
Company and contacted us to know what 
we were up to and it is undeniable that was 
a great boost to pin us in the map of the 
European market. Competitors were the least 
of our concerns as we had a bigger one – to 
market Orgie. We just wanted to mind our own 
business and show all about Orgie brand and 
products. 

Today, your products can be found 
everywhere, which raises the question: What is 
the secret of your success?

Raquel: Today, only two years and six months 
after Orgie Company premiere at eroFame 
2017, we achieved more than we expected 
and we feel it with gratefulness and multiplied 
responsibility, what it is definitely positive 
to keep us kicking and going! Each of our 
products conveys to sensations and well-
being with authenticity and sophistication 
with our Brazilian twist. Our branding visually 
represented by Orgie’s mask has proved 
to send this message surpassing language 
barriers. As like several other good brands, we 
understand that pre and post sales support 
are absolutely important as each customer 
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choose what to bring to the end consumers. 
And Orgie is being chosen by our partners 
among in-numerous other good brands and 
products. Our success is theirs.

Looking back over the past three years, what 
highlights have stuck the most? 

Raquel: The first look at Orgie’s range of 
products all together and ready. Orgie premiere 
at eroFame 2017. The first Erotix Award in 
2018 – quite a surprise, Orgie Bio premiere 
at eroFame, the second Erotix Award and the 
XBIZ Award – a very rewarding 2019! 

Raquel Shaw is in 
charge of PR for the 
Orgie brand

And what were the biggest challenges during 
this time? The development of new products?  
The development of the distribution network? 

Raquel: The challenges were quite a few, some 
predictable and others not. As many may think 
the opposite, relocating from Brazil to Portugal 
was the easiest one as we already were familiar 
with the country that now is our home away 
from home – thank you Portugal! 
The development of new products definitely 
is an exciting challenge added to the creative 
process involved.  In sensual cosmetics, there 
isn’t much left to actually create so what matters 
is how different, special, effective you can make 
it. No doubt that our biggest challenge was 
to set our distribution network, to make Orgie 
known and believed. 

What else is on your agenda this year? What 
goals are you pursuing in 2020? 

Raquel: We are about to release a new product, 
the teaser ad is on this EAN issue. Readers, 
don’t miss it! New products in R&D process and 
hopefully ready for premiere at eroFame 2020. 
Our free of charge trainings is always a priority, 
currently halted because of the circumstances 
raised by the Covid-19. A new selection of 
give-away sachet testers are being produced. 
And an interesting side project with a partner 
wholesaler that will be soon unveiled. Our main 
goal for 2020 is to keep growing steady and to 
be successful with the developments we are 
working on and with those already lined up. 

Of course we also have to talk about the future. 
Where do you see yourselves in five years? 

Raquel: Tough question. We hope to be 
answering the sequel of this same interview.  
Sounds like a good plan for now.
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Melissa, you run the PR agency MAVPR, 
which also counts sexual wellness 
companies among its clients. Can 
you tell us about your background?

Melissa A Vitale: Growing up in a small 
farming county about an hour and a half 
drive from New York City, I knew two 
things: I wanted more than anything to 
have a job balancing hustle, social life 
and a splash of glamour and I was 
absolutely fascinated with the New 
York City media landscape. Graduating 
from Rutgers University with a Communi-
cations degree and a background in 
consumer fashion marketing, I started 
working at one of New York City’s most 
notable beauty PR firms. After three 
months and staring for six hours at 
the labels of face lotions looking for a 
mushroom ingredient for a “fungi beauty 
pitch”, I knew I had to find something 
that better matched my drive and 
ambition. Luckily, I was snapped up 
by Jim Dowd, a vet in PR best known 
for making the current US President a 
household name. With Jim, we were 
working with start-ups who were 
breaking boundaries in industries like 
hospitality, travel, fashion, real estate and 
automotive. We were placing clients in 

names like Fast Company, Fortune and 
New York Times without the overhead 
and frills of the luxury agencies I had 
been at previously. It was some of the 
most exciting work of my life: I once 
orchestrated a stunt that ended with 
crashing a $1M (USD) prototype on live 
broadcast in front of Hearst Magazine 
Tower--and the brand loved it! When Jim 
died, I looked for other PR agencies in 
NYC and across the country that would 
service start-ups with top tier press 
relations at a budget-effective price and 
came up dry. 
That following birthday now four years 
ago, I set up my LLC to conduct 
business as Melissa A Vitale PR. 
Because I as sex-positive and a 
cannabis consumer in my own lifestyle, 
I naturally attracted my first vice client, 
private members club NSFW, run by then 
friend and now business partner Daniel 
Saynt. When word got out that I was 
getting a sex and cannabis entrepreneur 
in headlines on sites like Newsweek, 
Forbes and Inc, my entire business 
became sex and cannabis brands. 
While sex and cannabis brands are very 
different, they’re also very similar both in 
the barriers they face and the media they 
attract. While I try to keep it separate, 

What do cannabis, crypto currencies, and sex have in common? All three are topics that face an uphill battle 
on the way to public acceptance, and many times, they are treated very unfairly by the press. Companies 
and start-ups working in those fields often have a hard time cutting through the clichés and sensationalism. 
Melissa A Vitale has set out to help these companies with her PR agency MVAPR. EAN had the opportunity 
to talk with the businesswoman about the obstacles her clients are faced with and about her strategy to 
change the public perception of these industries.

My passion drives me 
and my client’s success daily
Mel i s s a  A  V i t a le ’s  MAV PR  age ncy  –  PR  f o r  ma l i g n ed  i n dus t r i e s

Melissa A Vitale has worked with lots of 
big names in the PR industry before 
starting her own agency MAVPR
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journalists who cover sex topics usually ask 
for cannabis pitches and cannabis writers of-
ten want to receive the sex-party invites.  Both 
sex and cannabis brands face censorship and 
financial barriers that normal consumer packa-
ged goods are not bothered by. Vice brands 
also need to be approached with education 
beyond sensationalism. All media outlets 
way click-bait with 
sex and cannabis 
headlines but legal 
cannabis and sex 
wellness brands 
prefer thought-
ful coverage that 
engages consumer 
loyalty. I’ve taken 
my conscious and 
targeted PR training 
and melded it with 
my passion for sex 
and cannabis. My 
passion drives me 
and my client’s 
success daily. 

PR agencies often offer a variety of services. 
What would you say are your core competen-
cies? Or in other words: What makes for  
good PR?

Melissa: There are so many communication 
specialities that public relations can encom-
pass. The specific brand of Public Relations I 
specialise in and offer is media relations and 
representation that result in organic press co-
verage. Media relations and representation is 
incredibly nuanced but breaks down into two 

main functions. The first: I maintain relations-
hips with sex positive, wellness, technology 
and business journalists as a reliable source 
for experts, stories and access to industry 
insight they don’t have themselves. Publicists 
can often arrange for last-minute interviews 
with CEOs, overnight product requests and 
access to facilities and behind the scenes in-

sight that readers crave. 
The second function: I 
represent my clients to 
editors and journalists 
in the press. I tell brand 
stories in way that cap-
tivate editors’ attention; 
I pitch seasonal product 
stories that are tailored 
to my clients yet still 
new and exciting to 
journalist; and I make 
sure my clients are in 
the newsrooms where 
their industries are being 
discussed. When brands 

work with me, within a week of sending me 
press samples, I can put their brand in the 
hands of outlets like Allure, Inc Magazine and 
Bloomberg. 
I may be biased, but I think media relations 
can be some of the best marketing investment 
for brands facing both financial and censors-
hip limitations like sex wellness and sex-tech 
brands. Investing in a PR retainer can lead to 
recognition among thought leaders like Marie 
Claire, Forbes and Rolling Stone. While similar 
investments in social media and advertising 
can bring in more sales, the increased brand 
legitimacy to consumers and investors alike is 
unparalleled. 

“WHILE  WILDLY DIFFERENT,  SEX ,  DRUGS & 

CRYPTO ARE S IMILAR BECAUSE THEY ARE 

ALL  ILLEGAL SOMEWHERE IN  THE WORLD.”
M E L I S S A  A  V I TA L E



What are the biggest misconceptions about 
your work that you continue to encounter?

Melissa: Everytime I go to a family 
gathering or in a vanilla space where people 
don’t understand public relations and they 
see my business card that says “Sex, Drugs 
& PR” they immediately think I sell one or the 
other of the words they do understand: sex & 
drugs. I often find myself repeating - I’m not 
a Sex Worker or a Drug Dealer, though I do 
represent sex-positive and legal cannabis 
brands and professionals.  

Your agency specialises in the fields of sexual 
wellness, legal cannabis, cryptocurrency, and 
artificial intelligence. Of course, we’re most inte-
rested in sexual wellness, but could you first tell 
us about the similarities between these fields?

Melissa: While wildly different, Sex, Drugs and 
Crypto are similar because they are all illegal 

somewhere in the world. All of these areas 
are also new, unknown and full of enthralling 
possibilities of a mature marketplace. 
Practically, these brands face similar barriers 
with advertising options, financial hurdles 
like being kicked off payment sites or in the 
case of crypto, not being recognised as a 
legitimate currency. They also all require the 
same tenacity and focus on education while 
representing these brands. It’s really easy to 
form a sensational headline around these vice 
and digital categories of brands; but while 
those splashy headlines garner eyeballs, they 
don’t yield turnkey consumer loyalty. 

On the other hand, what makes sexual 
wellness a unique field?

Melissa:  I think sexual wellness is a unique 
field because of the power of its implication 
on social culture. A pleasure product, once 
considered novelty, is now recognised as 
a gateway to the dynamics of power and 
pleasure only publicly revealed in the wake of 
the #MeToo Movement. Pleasure is more than 
just feeling good; it’s empowerment, self-love, 
intimacy, connection, stress relief, a sleep 
aid, a confidence booster, an escape, a 
paradise and so, so much more for so many 
individuals. Sexual wellness, at least in the 
US, is universally misunderstood. You’re more 
likely to see someone disapprove of a vibrator 
entrepreneur than say, a morally corrupt 
businessman. The brands on the inside of 
the industry are working with a broad, 
positive, and transformative mission for 
pleasure positivity and sexual wellness. 
Lacking the standardised education including 
areas like pleasure and masturbation these 
brands address, many of them are missing 
their target market because consumers don’t 
even know a solution to their desires is availa-
ble. It’s a unique field because of how quickly 
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Apart from sexual wellness companies, 
Melissa A Vitale also counts many players 
in the cannabis industry among her clients 

© Kareem Montes





it has turned from taboo to wellness: now 
masturbation is encouraged daily in pop culture 
like eating an apple was in the 90s. Fitness 
editors are writing masturbation guides and 
business publications are featuring sex tech 
entrepreneurs. Looking back in 20, 30 years 
when sex toys can be purchased in every store 
and can advertise on social media platforms. 
I’ll look back to the entrepreneurs of today who 
legitimised the market. 

On the one hand it is said that „sex sells“, 
on the other hand many media houses still 
seem to shy away from the topic of sexuality. 
How would you describe the current state of 
the media landscape when it comes to sex-
related topics?

Melissa: Sex does sell, and it also makes 
conservative advertisers cringe. But at the end 
of the day, advertisers want to see traffic to 
the websites they invest to be seen on. In the 
wake of the bursting media bubble, Publishers 
have gotten smart. They’re taking advantage 
of all of those late-night google searches that 
usually lead readers down a rabbit hole. “What 
is Sounding,” “How to Fist,” “What do I do if 
I’m attracted to someone other than my wife”. 
Many media outlets have SEO teams that run 
reports on the most searched questions. They 
hand those reports over to editors who assign 
writers to answer those questions with an 
article. Instead of those millions of searches go-
ing to forums and blogs, reputable news outlets 
are sweeping up that traffic. Once users end 
up on a website, they can stay for hours on the 
suggested articles of the site. Subscribership 
is down across the board for media so outlets 
need advertisers to stay afloat. Advertisers 
need traffic and readership to make a return on 
their investment and sex drives clicks. As long 
as consumers demand sex and free speech is 
still intact, Sex will be in the media. 

Do you see differences in this regard when it 
comes to Europe and the US?

Melissa: Where Europe has a legitimate sex 
market with sex clubs, shops and experiences 
in every city, the US has legitimised the sex 
industry through connecting it to wellness. 
Brands in the US are creating products that 
blend with other consumer packaged goods 
and can be sold in stores like Urban Outfitters 

while many consumer sex stores in Europe 
still feature flashy displays and curtain-ed 
doors. The US market is incredibly driven by 
the dynamic of power and pleasure, driven 
to empower womxn and individuals through 
pleasure. I have yet to see the same degree of 
feminism that stands out in the US sex market 
spring up across Europe.  

In recent years, society has become more and 
more open about erotic products, which of 
course has also contributed to their visibility in 
the public space. Do you expect this trend to 
continue? What impact would a more liberal 
society have on your work?

“WHILE  SEX AND CANNABIS  BRANDS ARE 

VERY DIFFERENT,  THEY ’RE  ALSO VERY 

S IMILAR BOTH IN  THE BARRIERS THEY FACE 

AND THE MEDIA  THEY ATTRACT. ”
M E L I S S A  A  V I TA L E
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Melissa: I think right 
now we’re in a digital 
sexual revolution that 
will, like the 60’s Free 
Love lead to more 
open ideals in the 
decades that followed, lead an arc 
of progress towards a more sexually 
accepting society over time. I hope 
in the next ten to twenty years we’re seeing 
sex toys advertised in the same volume as 
hair products or other lifestyle enhancers. The 
more people wanting to read sex toy stories 
is great! Already the past three years we’ve 
seen an explosion in season sex toy stories. 
Before, some outlets may have featured a sex 
toy guide once a year; now every outlet covers 
pleasure products regularly. 

Can you give our readers some free advice 
on how to increase their visibility and improve 
their outreach?

Melissa: Absolutely! First, make the brand’s 
platform accessible to press. Any easy 
option is a press page with a contact email 
for inquiries, along with a short description 
of the company, and a bio including areas of 
expertise of the founder or any spokespeople. 
Next make the brand accessible to events 
where press will be at; partner with event 
and PR agencies who are filling gift bags for 
speciality or themed events that align with the 
brand’s mission. Finally, engage with press on 
social media. Read articles that are relevant in 
your industry and see if the writer has a social 
media account on their author page. 

Follow them and if they 
follow back, introduce 
yourself so they know 
you’re press-friendly! 
Also - don’t be afraid 
to tap your network! 

People want to support entrepre-
neurs so a quick ask to your com-
munity can lead to an introduction 

to writers and editors who may be interested 
in telling your brand’s story. You never know! 

For those who want to dive deeper, I even 
have a blog post on that very topic: 
melissaavitale.com/blog/what-can-i-do-to-
boost-my-pr-without-a-publicist.
Along with a Pre-PR Checklist of everything  
a publicist needs from a brand for a  
successful PR campaign:  
melissaavitale.com/blog/the-pre-pr-checklist

If a company is interested in using your 
services: How can they contact you and 
what would be the next steps after that?

Melissa: Working almost exclusively with 
start-ups, I’m always available to bring new 
brands under MAVPR’s representation. Brands 
looking for targeted top-tier media relations 
can learn more about our services on our 
website and fill out a request for an intro call 
through melissaavitale.com/services.html.  
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Melissa A Vitale has managed to get 
cannabis and sexual wellness companies 
coverage in big, reputable mainstream media 
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When you enter an erotic 
store in Ukraine, you can 
be sure to find products 
from SexOpt there, say 
Anton Huranskyi and Refat 
Seit-Abdulla. The two 
are the CEOs of SexOpt, 
a wholesale company 
founded in 2009 that 
supplies the Ukrainian 
trade members with well-
known, established brands 
to meet their customers’ 
wishes. In our interview, 
Anton and Refat tell us 
more about their company, 
their home market, and the 
challenges facing retailers 
in Ukraine.

The philosophy of our company is to 
bring happiness to people’s lives
The founders of SexOpt,  Anton Huranskyi and Refat Seit-Abdulla,  tel l  us about their  company

SexOpt is a wholesale company based 
in the Ukrainian city of Dnipropetrowsk. 
Since when have you been active in the 
erotic market? How has the company 
developed over the course of this time?

Anton Huranskyi: Yes, our office and 
warehouse are located in Dnipro city 
(Dnepropetrovsk is the old name of the 
city; it’s not used anymore). We chose 
this city as a location because of logistics 
reasons: It is situated in the central part of 
Ukraine, and delivery to any other city in 
Ukraine usually only takes one day. 
We have been active in the market since 
2009. In the beginning, we were located 

in Crimea as a retail online shop with two 
brands for male health, but in 2014, we 
moved to Dnipro city, reorganised, and 
become wholesalers and distributors.  
At the beginning, our team was only three  
people in a little office in Crimea without a 
warehouse. But now, we have team of 20  
people, and we have a big office and 
warehouse in Dnipro. We started with two 
brands, and now we represent more than 
60 brands from all over the world.  

Which countries and markets make up 
your core territory? How many regions do 
you supply in total?

The founders and CEOs of SexOpt: 
Anton Huranskyi (left) and Refat 
Seit-Abdulla (right) with Vinicius 
Campos of INTT Cosmetics



Refat Seit-Abdulla: We work only within 
Ukraine; we do not export products to any 
other countries. We are distributing erotic  
products in the whole of Ukraine - every city 
where an erotic shop can be found. And they 
are all working with us. 

Can you tell us a bit about the people behind 
SexOpt? Is there a corporate philosophy you 
follow in your company?

Refat: Behind Sexopt is team of like-minded 
people who share common qualities such as: 
kindness, responsibility, determination, working 
capacity, positive attitude to life, and all these 
people also have their own, individual strengths 
that enable us to move forward as a team and 
make our company grow fast. The philosophy 
of our company is to bring happiness to  
people’s lives. Because a happy man is 
confident, effective in work, active in live, and 
generates happiness in other people around 
them through kindness. Yes, we want to make 
the world better!

What can you tell us about your current 
product range? What criteria do you use 
to choose new brands and products?

Anton: Today, we offer more than 3500 SKUs 
from our stock in Ukraine. And our range is 
constantly growing thanks to new brands and 
by adding new SKUs from existing brands. 
When choosing a new brand or product, we 
first investigate market demands and our 
customers’ needs. Based on the gathered 

information, we then prepare requests looking 
at criteria such as: quality, safety, innovation, 
manufacturability, packaging design and 
quality, price, and country of origin. Thanks 
to international erotic trade shows, we get 
to see products “live” and get a clear idea 
about a product.

Which product categories are in high demand 
right now? 

Anton: We divide our product range into three 
main categories: intimate cosmetic, erotic 
toys, and lingerie. In the cosmetics category, 
the most popular products are water-based 
lubricants, flavoured lubricants, arousal and 
stimulating products, and liquid vibrators. In  
the category of erotic toys, people love smart 
toys and non-expensive bullets; apart from 
that, products with vacuum wave stimulation 
are very popular, as are pocket masturbators  
- all type of “eggs”, really. In the lingerie 
category, bodystockings and stockings are in 
high demand. I would also like to highlight the 

“WE  STARTED  WITH  TWO BRANDS ,  AND 

NOW WE  REPRESENT  MORE  THAN  60 

BRANDS  FROM ALL  OVER  THE  WORLD . “
A N TO N  H U R A N S K Y I
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warehouse but without investing money to 
buy the products and keeping them in stock. 
Thanks to the integration and data exchange 
tools within our system, new clients can usually 
start selling the next day. We are providing all 
the necessary information for a smooth start: 
photo and video content, descriptions and 
characteristics of the products, actual stock 
and recommended retail prices.

Many wholesalers have also started manufac-
turing and offering private labels. Do you also 
have your own labels? What is your stance on 
this topic?

Anton: Many distributors/wholesalers who offer 
private brands mostly just repack the current 
range of Chinese products; they do not even 
invest in research or development, and of 
course they do not invest in innovation either. 
As a result, this trend slows down the global 
adult industry. We see the same products from 
different companies, and many of them are 
different only in packaging and brands label. 
For now, we have no plans to develop our own 
brands. Instead, we focus on promoting well-
known trademarks in Ukraine. But if we ever 
decide to launch our own design and research 
department, we will let you know.

Let’s talk about your home market. How is the 
adult market structured in Ukraine? Do bigger 
cities have several shops? Are these shops 
modern or are they more traditional sex shops?
  
Refat: The most popular sales channels in 
Ukraine are offline shops, show rooms, online 
shops, Instagram/telegram channels. Many 
of our b2b customers don’t just rely on one 
channel of sales but combine different ways to 
catch a buyer. The adult market in Ukraine is 
still growing and changing, and even though 

fast-growing category of products for intimate 
female health: In addition to classic vaginal 
balls, these also include smart Kegel trainers 
and menstrual cups.

You also offer drop-shipping to your custom-
ers. How important is this business model for 
SexOpt? Is drop-shipping something that a lot 
of your customers use?

Refat: A modern distribution business can’t 
be without a drop-shipping service. Online 
sales dominate, and clients wants to get their 
purchased products as soon as possible. Due 
to the well-oiled logistics within our company 
and the ideal geographical location of our 
warehouse, delivery is very quick. All orders 
that are received before 5 p.m. ship the same 
day. And we guarantee that clients get their 
purchased products the next day in most cities 
within Ukraine. Drop-shipping is a very useful 
tool to start online sales with a huge virtual 

Anton and Refat with their wives, Kateryna and 
Dinara, at the eroFame trade show in Hanover
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In your opinion, what trends will shape the 
erotic market in the foreseeable future?

Anton: Smart toys will continue to evolve, 
teledildonics will move to a new level, the 
category of sexual wellness and sexual health 
will grow, and the development and integration 
of artificial intelligence in the adult industry will 
be a big deal as well.

How is SexOpt preparing to cater to 
these trends?

Anton: We are a young, ambitious and 
fast-growing company, we are open to new 
trends and ready to play our part in realising 
innovative projects in Ukraine. We keep a 
finger on the pulse of time and are ready to 
quickly respond to innovations by offering 
them to our customers.

you won’t find shops in smaller towns, the big 
cities can have two, three, four sex shops 
within just one district. The overwhelming 
majority of offline locations are traditional sex 
shops, but there is a trend toward shops that 
provide modern atmosphere and service. 

What distinguishing features does the Ukrainian 
market have in comparison to other markets?

Refat: In comparison to the European market, 
the adult market in Ukraine has the following 
features. The topic of sex and pleasure is a bit 
of a taboo, as is traditional for the countries of 
the former USSR. Therefore, people’s sexual 
literacy is quite low. The major part of the  
population still believes that sex shops are only 
for perverts and their assortment consist of 
dildos and vaginas. We and our partners make 
efforts to change this view.

Moreover, most citizens of Ukraine have little 
disposable income, which - combined with 
their sexual illiteracy - pushes them to buy 
inexpensive and low-quality products. As a 
result, they have negative experiences and 
are less inclined to trust other products from 
the industry.

But the situation is not so as bad as it might 
seem; the growth of the adult market in 
Ukraine is just beginning. The sexual education 
of people in our country is increasing, and 
as result, interest in sexual products is also 
growing. This has enabled us to grow our 
company by 80-85% every year in the 
past three years.

“WE  ARE  D ISTR IBUTING  EROTIC 

PRODUCTS  IN  THE  WHOLE  OF  UKRA INE 

-  EVERY  C ITY  WHERE  AN  EROTIC  SHOP 

CAN  BE  FOUND .  AND  THEY  ARE  ALL 

WORKING  WITH  US . “
A N TO N  H U R A N S K Y I
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What song do you enjoy most when 
you’re on the drums?

Deborah Semer: Ohhhh just one? Manic 
Depression - Mitch Mitchell, the Jimi 
Hendrix Experience.

What was your childhood ambition? 

Deborah: Performing and directing 
comedy - theatre and music.

How did you get into the sex toy industry?

Deborah: I was not keen on putting 
sex toys on my furniture and towels and 
needed a hygienic storage solution that 
didn’t exist, so I invented it. 

What was the biggest step in your 
career?

Deborah: After quietly working for 2 
years… sharing my invention with Phyllis 
Heppenstall, founder of Peekay Inc. and 
her company buyer who validated that 
FINALLY someone created the storage 
solution the industry and world needed!  
Then she became my first investor. 

Where do you see yourself in  
10 years’ time?

Deborah: On a warm beach with 
sunshine, resting and laughing.

How do you envision the future of the 
sex toy industry?

Deborah: It will be become more 
mainstream and integrated with other 
industries, depending on the country 
and demographic.  In the US, it’s 
integrating with cannabis, CBD and 
health and aging.  We will be seeing 
products in grocery stores and shopping 
malls.  In China, it’s about pleasure  
and discretion. 
I think that female founders will have to 
lead the way to protect our health and 
the quality of products. 

What is your idea of a perfect  
working day?

Deborah: Getting to create things 
instead of fixing annoying problems. 

How do you relax after work?

Deborah: LOL, sleep. I don’t have the 
luxury of “after work” yet. 

Who would you consider your role 
model and why?

This Monthly Mayhem with 
Deborah Semer is about 
Rock and Roll, drums, and 
vices. But of course, it is 
also about hygienic stora-
ge options for sex toys – as 
you would expect from an 
interview with the founder 
of Joyboxx.

M O N T H L Y  M A Y H E M
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Deborah: In this industry, it’s Phyllis 
Heppenstall. As a single mother, many years 
ago, she created something that didn’t exist 
in a conservative rural area in America - the 
first relationship-based and romantic retail 
shopping experience. 
 

Imagine you have been asked to award a 
medal to someone.  Who’s the lucky winner?

Deborah: In the US industry, the award goes 
to Phoebe Grott. As a retail buyer, formerly 
for Babeland and now Pleasure Chest, she 
has integrity and is consistently a kind and 
responsive human.  Hard-to-find qualities, 
even if she saying, no, not now.

Which personal success are you proud of?

Deborah: Helping people and seeing the 
changes I’ve made in the world continue to 
ripple. Keeping my sense of humour, most 
of the time.  Developing a wicked 3-point 
left-handed sky-hook shot (basketball) and  
quitting smoking.  

What do you particularly like  
about yourself?

Deborah: I see something special in 
everyone and everything.  The ability to 
connect the space between discordant 
notes and create a lasting systemic change. 
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• Ergonomic design
• Soft touch silicone
• Phtalates free
• Harness compatible
• Anal safe
• Suction cup

Which vice could you never forgive?

Deborah: You may need to be more specific 
on this, if we are talking about bad habits.  
One of the books I’m writing is called, ‘The Art 
of Vice’. My career is sex. Hugs. Rock-n-Roll. 
If it’s a moral failing’ or something darker, then I 
have a few, but not sure you mean that.
Vice: A vice is a moral failing or a bad habit. 
Traditional examples of vice include drinking 
alcohol, smoking tobacco, and gambling in 
card games. ... But anything can be a vice, as 
long as there‘s someone out there who views 
it as bad behavior or a moral weakness.
 

What song do you sing in the shower?

Deborah: Whichever song I’m working on to 
perform, my go-to song is:  Bobby McGee - 
Janis Joplin

Who would you never ever like to see naked?

Deborah: Cheeto - Trump.

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

Deborah: David Lynch and his film Wild  
at Heart!

You have a month’s holiday.   
Where do you go? 

Deborah: The coast of Spain, Portugal,  
and Denmark.

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

Deborah: That is sooo wide open! A Joyboxx, 
because it’s so handy when it’s sandy, a 
toothbrush, and a journal or laptop to write 
with (assuming endless battery power).  

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

Deborah: Angelina Jolie

Is there anything you would never do again?

Deborah: So. Many. Things. I would never 
be in a relationship with someone high 
maintenance. 

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

Deborah: Don’t judge people by their current 
national leadership or the media. We are in the 
sex, passion, and love industry and that means 
we can always come together!  

“MY CAREER IS  SEX . 

HUGS.  ROCK-N-ROLL.”
D E B O R A H  S E M E R

M O N T H L Y  M A Y H E M
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Art. No. 78400

LIBIDO 
caps for women
10 caps
Art. No. 78402

LIBIDO 
caps for women  
5 caps
Art. No. 78401

Libido power – vitality – 
sexual desire. 

Food supplement – based on the special  
selected ingredients from our caps.

 LIBIDO powder concentrate
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LIBIDO POWER sticks for women

CLITORIS cream for women
Attain a state of pure ecstasy when you use this 
cream with its high quality stimulating and ex-
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PRORINO
Increase your pleasure

CLIORIS
cream 
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 LIBIDO caps for women
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