
 7 5 4 9 1  •  1 2 t h  v o l u m e  •  m o n t h l y  p u b l i c a t i o n  •  0 5  /  2 0 1 8  •  H O S T S  O F  T H E  E R O T I X  A W A R D s  2 0 1 8  •  s t r i c t l y  f o r  a d u l t s  o n l y

Offi  cial media 
cooperation partner

Buch 2.indb   1 07.05.18   17:34



3B: Beautiful Blissful Bodies. This exciting brand represents 

healthy and natural body enhancement for women who want 

to flaunt their femininity, or just want to feel more feminine. 

Due to active ingredients such as Allontoin, Arnica and 

Calcium, Lift&Love supports fuller and firmer breasts and 

Shape&Show gives the buttocks and thighs that desired 

lifting effect. A great addition for any store or webshop; order 

your products now at shop.cobeco.nl

LIFT YOUR LOVE

3B Cosmetics

3B Cosmetics

Prod.code 11800036
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cobeco pharma is producer and wholesaler of pharmaceutical, cosmetic and stimulating products

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

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

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

These products are available at your regular wholesaler. For information, send an e-mail to sales@cobeco.nl or visit www.cobeco.nl

SHOW YOUR SHAPES

Prod.code 11800038 Prod.code 11800034

love your Beautiful Blissful Body
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C O N T E N T

As Commercial Director at LELO, 

Dušan Milenković is in charge of the 

company’s activities in Europe, the 

Middle East, and Africa

Psion Satori is the owner of a sex doll 

that serves as the muse and subject of 

this artistically appealing photography 

project

The General Manager of Dreamlove, 

Mario Romero, shines a spotlight on 

his company and tells us what sets 

Dreamlove apart

ABS bring Rock Candy to Europe – 

Justin Vickers gives us some details 

about the company’s plans for the 

US sex toy line

EAN talked with director Reem Morsi 

about her latest film project, 'Boot-

leg‘, which centres on a group of 

women who set up an underground 

adult store in Cairo

Diego Polloni tells us about the 

problems and challenges facing the 

members of the adult retail trade in 

Italy

Bathmate has stepped outside 

their traditional product ca-

tegory – Brand Manager Tim 

Brown explains why 

Forrest Andrews 

is Product and 

Business Develop-

ment Manager 

at Aneros, which 

makes him the 

perfect choice for 

an interview about 

prostate 

massagers
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adult products a thing of our everyday 

life. Company founders Dina Epstein ad 
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more about him in 
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The show organizer is currently in touch 
with Germany’s largest and best-atten-

ded consumer fair ‚INFA‘ and has plans to 
to rent a huge 
common booth 
(approx. 1.500 
sqm) during the 
fair. The most 
essential and 
innovative com-
panies of the 
erotic industry 
are expected to 
be among the 
exhibitors on 
this booth. The goal of the event is to fami-
liarize an interested female target group as 
well as open-minded couples with erotic 
products on a sophisticated level and in an 

appealing and appropriate way. In order to 
achieve this and to meet the respectable 
reputation of the industry, only products 

that are appro-
priate for this 
event should be 
presented. „It 
would give us 
great pleasure, 
if you are a part 
of this unique 
and trend-set-
ting show giving 
you the oppor-
tunity to present 

the products of your choice,“ the eroFame 
team invites interested companies to join 
them and will send out more information to 
all involved parties within the next days. 

Hanover, Germany - The eroFame team  announces the realization of a consumer fair under 
the slogan ‚eroFame goes public‘. After sending out a  mail in late 2017 to all exhibitors of 
eroFame in order to go through some aspects about optimizing the fair show, over one third 
of the exhibitors expressed their interest in such a b2c event. 

 eroFame announces b2c show
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At the end of May, the General 
Data Protection Regulation 
(GDPR) will take effect across 
all EU member states. Me-
aning, if you run a company 
within the EU and you haven’t 
paid any attention to this big 
new regulation, you clearly 
have some reading to do. 
However, we won’t go into the 
details of the GDPR here – af-
ter all, reliable data protection 
should be par for the course in 
the adult retail trade. Sexuality 
is one of the most private, 
intimate elements of modern 
life, therefore, it is all the more 
important to protect it. Which 
is why the DGPR even lists 
sexuality among the ele-
ments that require particularly 
thorough data protection. Few 
people would be okay if their 
sex toy purchases became 
publicly known. Conse-
quently, adult stores - and 
online shops in particular - are 
required to meet high safety 
standards and handle user 
data with great care.
So far, the simplicity and low 
prices of online shopping have 
weighed heavier than anony-
mity for most consumers, but 
there’s no guarantee things 
will stay that way; every time 
there is news of another data 
leak, that chips away at peo-
ple’s trust in online shopping 
– and once this trust is lost, it 
is very hard to regain it.
The brick and mortar trade on 
the other hand is in a much 
better position as far as data 
protection is concerned. If 
you pay cash for your sex 
toy, there’s no data trail to be 
sniffed out and used against 
the consumers’ wishes.

That‘s it for this month!
Randolph Heil 

 letter from the editor
‚eroFame goes publ ic ‘Dear Ladies and Gentlemen

Los Angeles, USA - B 
Swish celebrates the 
Bwild Classic Bunny. The 
company says that their 
product is perfect for 
beginners and travelers 
alike: “The Bwild Clas-
sic Bunny satisfi es with 
modern design, body-sa-
fe silicone construction 
and satisfying vibrations 
at both the curved head 
and pinpoint precise 

B Swish celebrates the Bwild Classic Bunny Massager

ears. Intuitive controls 
with white backlight and 
convenient AAA-battery 
operation add to the 
experience.” The Bwild 
Classic Bunny has a MAP 
of $35.99, fi ve functions 
and is waterproof. It ar-
rives in packaging with a 
travel pouch and is availa-
ble in three pastel colors, 
including Raspberry, Lila 
and Powder Blue.    
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The skin-co-
loured dildos 

are in a lifelike 
penis shape. 
They have bul-
ging glans, veins 
on the shaft, 
testicles and a 
suction cup so 

that they will stick securely to surfaces. They 
are available in 3 sizes: 17.5 cm, 24 cm and 
29.5 cm. The highlight: the dildos are fl exible 
and can be bent – they will stay in that position 
without returning to their original position. The 
fl exible, realistic dildos from Nature Skin are 
delivered in promotional packaging with an area 
that lets customers feel the product. There is a 
description of the product in ten languages on 
the packaging as well. The packaging takes up 
less space when in storage and can be stood 
up or hung up in store.

Amsterdam, The Netherlands - Mister B has 
developed its own portable and easy-to-use, 
stable and sturdy sling frame. Made in Europe 
of high-quality steel, this very versatile frame is 
designed for not only a four point, but also a 
fi ve point sling mat. On top of that, with several 
built-in fastening rings, it is a frame for bondage 
play as well. Easy to assemble and packed in 
a sturdy carrier bag, consumers can take the 
Mister B Sling & Bondage Frame wherever they 
want. Sling mat and accessories not included 
and available separately.

Flensburg, Germany - The realistic dildos made 
out of extremely soft Nature Skin material are 
now available from ORION Wholesale. 

Flexible, realistic 
dildos from Nature Skin

Mister B introduces 
Sling & Bondage Frame

New from ORION Wholesale
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Rock Candy is a brand that celebrates 
big colours, bold design and playful 

toys. Each Rock Candy toy is inspired 
by candy. Customers can choose from a 
varied selection of cockrings, fi nger vibes, 
bullet vibes, wands, clitoral vibrators, 
dildos, lifelike toys and more – each with 
their own candy inspired twist. Gummy 
Vibes and Gummy Balls are petite 
vibrators that are designed for precise 
pleasure. Justin Vickers, Head of Global 
Trade Sales for ABS, says: “We’re so 
excited to offer this unique brand at ABS, 
and we love the clever, playful approach 
that Rock Candy Toys has taken to plea-
sure. Every one of these toys is a fresh, 
fun addition to the ABS portfolio, and we 
can’t wait to share this exciting new brand 

Beneden-Leeuwen, The Netherlands - 
The Dutch company is going to pump 
up the market with the introduction of 
their brand new line of penis enhancers 
called PUMPED! According to SHOTS, 
clinical studies have proven that vacuum 
erection devices will instantly give harder 
erections, cause temporary fl accid enlar-
gement and can cause permanent penis 
augmentation. These products come with 
a plethora of advantages like delayed eja-
culation and the improvement of sexual 
libido. They also boost production of tes-
tosterone and help maintain longer and 
harder erections. They also help support 
penile tissue after prostate surgery, the 
PUMPED products are there for instant 

with our customers. Rock Candy has a 
big personality and as the biggest distri-
butor in these markets, we’re the perfect 
match.” President of Rock Candy Toys, 
Keith Caggiano, explains why the brand is 
delighted to partner up with ABS: “We are 
excited to work with ABS, they are a well 
respected, forward moving distributor and 
a great choice for the fun candy line. The 
concept behind Rock Candy Toys origi-
nated with a retail focus — we wanted to 
create branding that would instantly en-
velope a shopper in an experience,” says 
Caggiano. “Retailers want to try to keep 
shoppers in their store and when they see 
a candy shop, it’s something that they will 
immediately recognize and connect with. 
Everybody loves candy!” 

results, the company states. Where other 
brands use cheaper materials like TPE, 
all PUMPED products are equipped with 
sleeves, tubes and, if applicable, balloons 
made from high-grade silicone. With 
sleeves for easy insertion and a high-end 
fi nish, these pumps are ready to serve 
discerning clients. As an extra premium 
all PUMPED models come with a free 
silicone cock ring. The initial release of 
PUMPED contains 9 different models in 
4 different colours. They will range from 
classic ‘beginner’ pumps to ‘premium 
rechargeable automatic’ pumps and 
everything else that goes in between! The 
PUMPED line in now available at both 
SHOTS Europe and SHOTS America.   

Ringwood, England - ABS and Rock Candy Toys announced an exclusive UK distribution 
deal and EU partnership to stock the new candy inspired line. 

Rock Candy and ABS join forces

PUMPED now at SHOTS

N E W S

Exclus ive d istr ibut ion deal  s igned 
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The latest in the PULSATOR II line of slimmer, 
lighter, sleeker Stronic toys, the STRONIC 

REAL offers the powerful pulse that customers 
love in a shape they’ve been asking for. The 
STRONIC REAL’s much-requested shape and 
back-and-forth movement means that custo-
mers can enjoy the sex they want, whenever 
and however they want it. Seven speeds and 
three pulsation patterns let them switch from 
a steady pulse to a rapid thrust or a seductive 
rhythm. The signature pulsation movement 

also massages the clitoral legs with 
every thrust, for a fuller, more intense 
orgasm. 
The toy also boasts some serious 
stamina, with up to two hours of 
play on a single charge. It’s average 
size, made possible by PULSATOR 

II technology, makes it a great everyday toy for 
customers who don’t want to spend a long time 
warming up before every session. It’s also nearly 
silent.  

Bremen, Germany – Award-winning German manufacturer FUN FACTORY is delighted to premier the STRONIC REAL, the fi rst 
hands-free thrusting silicone toy with a realistic shape. 

FUN FACTORY introduces STRONIC REAL Pulsator
The f i rst  hands-free thrust ing toy with a  real ist ic  shape promises orgasmic stamina
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The pink massage pearl vibrator stands 
out from the rest because it has seven 

pearl rhythms in the shaft and the wave 
movement means that it can stimulate 
all the pleasure nerves. Furthermore, 
the clitoral stimulator can stimulate the 
clitoris extensively with its seven vibration 
modes. All the functions can be controlled 
separately and the control panel lights 
up. The purple massage pearl vibrator is 
extremely seductive because it has seven 
pearl rhythms and a rotating thrust fun-
ction in its tip. Just like the pink vibrator, 
the clitoral stimulator also pleasures the 
clitoris with its seven vibration modes, all 

Huntington Beach, USA – XR Brands is 
offi cially shipping USA Cocks, an exciting 
new line of ultra-realistic, American-made 
dildos made of exclusive Ameriskin materi-
al. The lifelike line features 6 unique shapes 
made with realistic dual-density construc-
tion and hand-painted detail for the most 
authentic look and feel.  USA Cocks utili-
zes innovative dual-layer technology, fea-
turing a fi rm inner core and soft, detailed 
exterior – including a realistic frenulum 
and scrotum – to produce an unparalleled 
lifelike appearance and physical sensation. 
The six shapes range in length from 7 to 
12 inches and offer diameters ranging 
from 1.75 to 3.5 inches. Each item in the 
USA Cocks line is harness compatible and 
features a strong suction cup base.  “USA 
Cocks are special in that they not only 
are built for the most realistic experience 

its functions can be controlled separately 
and its control panel lights up. The two 
rabbit vibrators can be recharged with 
their included USB cables.
All Jülie Lovetoys are in an exclusive 
design, quiet, discreet and versatile. The 
handy vibrators are made out of skin-fri-
endly silicone and have a wonderful soft 
surface. The copper-coloured elements 
add that beautiful and classy touch to the 
playful shapes and fresh colours. Every 
love toy comes in beautiful packaging that 
can be carried because it has a practical 
handle. There is also a description of the 
product in ten languages as well.          

possible, but they’re also proudly made 
in the USA,” XR Brands General Manager 
Rebecca Weinberg said. “Ameriskin is 
a super-realistic material that’s exclusive 
to XR Brands and each piece in this line 
is made with attention to intricate detail, 
which makes USA Cocks some of the 
most lifelike dildos we’ve ever produced. 
Customers always appreciate a product 
that is made in the USA and feedback so 
far has been incredibly positive.” All of the 
dildos in the USA Cocks collection are light 
skin tones and, unlike most in the cate-
gory, are made from virgin material rather 
than regrind, which makes them lighter 
weight and easier to maneuver, a well as 
less expensive to ship. USA Cocks are 
made in the USA with the highest quality 
materials, and Ameriskin is phthalate-free 
and body-safe.  

Flensburg, Germany - Two new pleasure-givers from the Jülie Lovetoys label are now avai-
lable from ORION Wholesale. 

New sex toys from Jülie Lovetoys

XR Brands debuts ultra-realistic American-made 
‚USA Cocks‘ with dual-density construction

N E W S

ORION Wholesale
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The Weighted Kegel Balls product is ergono-
mically designed to fi t both hand and body. 

This sleek design features two weighted balls, 
connected by a sturdy silicone string. Measu-
ring 4,5 centimeter (1.75 inch) in diameter, this 
product is great for beginners taking their fi rst 
steps in the world of kegel training. Another 
great choice for beginners is the new Recharge 
Kegel Ball Starter. This design offers a compact 
kegel egg with 12 powerful vibrations settings. 
Due to its petite size, this item is suited for 

entry-level consumers and is a great 
way to get introduced to pelvic fl oor 
stimulation. The smooth silicone 
kegel stimulator is USB-rechargeable 
and features a state-of-the-art me-
mory chip that will resume on the last 
function used. The Recharge Kegel 

Ball Advanced – also new in the SCALA assort-
ment – offers the same premium features, but 
has a slightly different silhouette more suited to 
experienced players.

Wijchen, The Netherlands - The new CalExotics kegel arrivals at SCALA offer something for every preference, budget and 
entry-level. The Weighted Kegel Balls, Recharge Kegel Ball Starter and Recharge Kegel Ball Advanced each have their own 
unique skills and thrills, yet are all fantastic choices for a pleasurable, intimate work-out of those pelvic fl oor muscles. 

SCALA now stock various new kegel designs by CalExotics
Pelv ic  f loor  t ra in ing 
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The newest styles are inspired by 
the strappy, caged looks that toy 

with the appearance of soft bondage 
– a trend that has turned into a fashion 
mainstay. Each item in the range of one 
and two-piece ensembles boasts unique 
detailing like fl oral lace, open cup tops, 
corset-look lacing as well as jewel tone 
colors. “These new styles from Baci are 
truly unique,” said Andy Green, President 
of Xgen Products. “We continue to build 

Wijchen, The Netherlands - New and now 
available at SCALA: the Enchanted vibes 
by CalExotics. These feminine, non-in-
timidating vibes offer a combination of 
premium functions and modern, sleek 
design. The new Enchanted collection 
offers consumers a choice between three 
designs: the Tickler, Lover and Bunny. 
Each of these rabbit-style vibes has its 
own uniquely shaped clit stimulator, yet 

Mainzkastel, Germany - The new 
Smoothglide Bio is a 100% natural and 
vegan, organic, water-based lubricant 
that aims to eases vaginal dryness and 
improves slippage during the act of love. 
The lubricant is water-soluble, free of fat 

on prior successes by always coming 
out with new and distinctive pieces, 
and customers will love them.”  The 
entire Baci Lingerie line features all new 
photography, with well-known plus-size 
model Ashley Alexiss highlighted on all 
queen-size styles. Each new style comes 
in three sizes: S/M, M/L and Queen, 
continuing Baci’s vision of empowering 
women of all sizes worldwide with a sexy 
confi dence.  

they all share their premium features. 
Every Enchanted design has four rows of 
pleasure beads, four shaft rotation func-
tions and 12 intense functions of vibra-
tion, escalation and pulsation functions. 
The vibes also have a memory card letting 
users pick up from the last function used. 
The Enchanted Tickler, Lover and Bunny 
all are waterproof, USB-rechargeable and 
made of premium, soft-touch silicone. 

and oil, and dermatologically tested. It is 
furthermore pH-optimized and without 
synthetic dyes, fragrances, or preserva-
tives, as MVW states in a press release. 
It is suitable for love toys and condoms 
made of latex. 

Horsham, USA - Baci Lingerie has added nine new styles to their award-winning White 
Label Collection, and they are now shipping from Xgen Products. Finding the line between 
sexy and sweet has never been made simpler than with the Baci White Label collection. 

Baci Lingerie adds
to White Label Collection 

Enchanted by CalExotics available at SCALA

New organic lube now at MVW

N E W S

Xgen Products 
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 The Alpha One 
can be used 

as a vibrating 
male masturbator 
during intercourse 
and fellatio, giving 

extra sensations 
and pleasure. With its brushed stainless steel 
fi nished and a textured grippy bumper around 
the edge, super soft but tight silicone pleasure 
disk and powerful 3 speed vibrator Alpha One 
is the latest sensation in luxury pleasure. Use: 
vibrating male masturbator, vibrating intercour-
se enhancer, fellatio vibrator, vibrating cock 
ting, Jelque aid and penis enhancing tool.     

Gemenos, France - 
The French wholesaler 
Lovely Planet is now 
offering the vibrating 
anal chain Deep Secret 
M by Marc Dorcel. 
“Deep Secret combines 
the excitation of the 
secret and an incredibly 
intense pleasure, for an 

unrivalled ectasy,” the company said. The soft 
silicone vibrating anal chain is provided with 
a remote that the partner can activate from 
a distance of up to ten meters. It is made of 
Phatalate free silicone, has three beads of dif-
ferent diameters and a dozen different vibration 
modes. It is rechargeable via USB and has a 
running time of up to one hour. 

Zwaagdijk, The Netherlands - The new Alpha One 
is a wonderful discreet, stylish, versatile and a 
very effective, pleasure tool that can be enjoyed 
by men and couples.

Alpha One available at 
Eropartner Distribution

Deep Secret M now 
available at Lovely Planet

Monkey Spanker 

JUST FIX IT!

1802-095
www.orion-wholesale.com

 + 49 461 5040-210 or -114             
grosshandel@orion.de
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The use of brilliant colors can convey 
great value, as is the case with the 

newest NEON products. Kits have be-
come increasingly popular so the NEON 
Couples Vibrating Luv Kit could be a 
bestseller with its playful mix of a minia-
ture bunny vibe and stretchy c-ring that 
can be used with or without the vibrating 
bullet also included.  The NEON EZ Grip 
Stroker is soft and stretchy. It offers a 

Wijchen, The Netherlands - FT London is 
known for its innovative, trendy novelties 
– with its amazing GVibe becoming an 
instant best-seller worldwide. The brand’s 
newest releases: the Gplug Bioskin 
and Gplug Twist are once again prime 
examples of state-of-the-art design, sleek 
aesthetics, thrilling functions and unique 
appeal. The new Gplug Bioskin is a sleek, 
vibrating plug made of FT London’s 
innovative Bioskin material. FT London 
describes it as: “It’s impossible to believe 
how realistic this toy’s material is! This 
design was especially developed for extra 
pleasure seekers: it has the anatomic 
form of a plug designed specifi cally for 
long-lasting use. The blunted point is 
extremely comfortable, while the base is 
fl at to enable long-lasting use. Now YOU 
can stand, sit, run and do sports without 
taking it out!” Other features of the Gplug 
Bioskin include intuitive controls, 6 modes 
of vibration, a magnetic charging interfa-

masturbation advantage by allowing users 
to squeeze the stroker to their personal 
pleasure preference all with the power of 
their own hand.  Like all Pipedream Pro-
ducts, NEON’s custom planograms are 
easy to create, come with free signage, 
and can help drive profi ts. This exclusive 
software can create tailored displays -big 
and small- to fi t into any unique retail 
environment. 

ce, and travel-lock function.
The new Gplug Twist offers a different 
take on backdoor pleasure that will make 
you spin with sensational stimulation! “Its 
exciting twist form was designed for true 
connoisseurs of anal games! It spins and 
enters easily with no additional efforts. 
Being inside, due to its ribbed shape, 
Gplug Twist massages with each rib, deli-
vering vibration and pleasure”, FT London 
describes the amazing new plug. Made of 
premium silicone for maximum comfort, it 
also features intuitive controls, 6 vibration 
modes with changeable intensity, a tra-
vel-lock function and a magnetic charger.
Both the new Gplug releases – the Bios-
kin and Twist – are also compatible with 
the G-ring fi nger vibrator: with the G-ring 
acting as a remote control for the plugs, 
offering great up-sell opportunities to 
make your consumers’ intimate experien-
ce truly unforgettable. Both products are 
available at SCALA.  

Chatsworth, USA - Pipedream Products has expanded the NEON collection, which has 
been on the market since 2012. Each new NEON addition boasts a shade of pink, purple or 
blue. Color is a potent element of visual communication and eyes are naturally attracted to 
bright and high-contrast colors. 

New NEON products now shipping

 Gplug Bioskin and Gplug Twist arrive at SCALA

N E W S

Pipedream 
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They wish to inform other companies, brands, 
professionals and manufacturers, that they now 
have the possibility to manufacture with the 
Lingox technology, being able to order the ma-
nufacturing of their products with their exclusive 
material in their factory. Lingox opens manufac-
turing for other brands and for professionals, 
offering them 100% European manufacturing, 
quality and with unique materials. “Everyone will 
think that a European manufacturing can not 
be competitive with Asian factories … but I as-
sure you, that is not true!”, said Manuel Martin, 
Lingox CEO. “Lingox surprises and transforms 
European manufacturing into a very compe-
titive manufacturing.” For more information to 
Manufacturing and Private Label, contact info@
lingoxfactory.com. 

Zwaagdijk, The 
Netherlands - 
Womens brand 
Satisfyer comes 
with a mens 
line: Satisfyer 

Men, and now the collection is available at 
Eropartner Distribution. The collection contains 
a masturbator which has the ability for inserting 
a different sleeve with a different texture. Six 
different sleeves are available. There are also 
different lubricants available: a neutral, cooling 
and warming variation. There is also a disinfec-
tant spray and a renewing powder to make the 
male collection complete.
 

Seville, Spain - Lingox announced to open their 
manufacturing capabilities for other brands and 
private label. 

Lingox now off ers 
private label manufacturing

Eropartner stocks 
Satifsyer Men collection 

Made in Europe 

Please use water-based 
lubricant

Soft Touch

Flexible

Various Vibration Modes

Can be recharged with the 
included USB cable

Please use water-based lubricantSoft TouchG-SpotVarious Vibration Modes

1803-139
www.orion-wholesale.com

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

20 vibration 
modes

G-spot Vibrator 
0591904 0000

Rechargeable Wand 
0590665 0000
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There are 16 styles overall, featuring vari-
ous colors and designs. With matching 

ties and both black and white tie tops, 
virtually any outfi t can be created. “The Tea-
cher’s Pet brand really plays up the school 
girl fantasy angle,” said Andy Green, Presi-
dent of Xgen Products. “Women are going 

Veendam, The Netherlands - Zolo mas-
turbators and vibrating strokers have 
arrived at EDC Wholesale and are avai-
lable for retailers to order. Zolo products 
are engineered to produce intense and 
pleasurable sensations. The pleasure cup 
series consists of products with unique 
textures and sensations and the po-
cket-pool series is perfect for on-the-go 
pleasure. Convenient, easy to use, and 
discreet. The tried-and-true Original Zolo 
stroker is the one that started it all, intro-
ducing men to a whole new pleasurable 
experience created by a grip-perfecting 
ergonomic shape and snug, textured in-

London, England - The new G Stroker by 
Nexus is a versatile toy that can be used 
by a man or woman, anally or vaginally. 
Ergonomically shaped to fi t and hug the 
curves of the body, G Stroker is designed 
to stimulate the prostate or G Spot and 
perineum hands free. Within the shaft at 
the base there are tiny stroker beads that 
dance up and down in a choice of three 
speeds to stimulate the anus or vagina at 

to love being the most distracting thing to 
show up in the classroom!” Additionally, 
there are nine plus-size styles that are also 
available, leaving no one out when it comes 
to making every woman feel sexy. And 
every skirt has a nine-inch Velcro closure, to 
accommodate all sizes.  

ner channel. The Original puts the user in 
control by allowing him to adjust suction 
simply with the stroke of a fi nger. The 
Back Door Zolo Cup has a tightly ribbed 
texture that mimics the sensations of anal 
sex. The Back Door Zolo Cup is ergono-
mically shaped to provide the necessary 
grip for the ultimate pleasure. Control the 
tightness of the inner textured channel by 
adjusting suction simply with your fi nger. 
The collection also offers masturbators 
with different inner textures and the Zep-
pelin, providing sensation with its rotating 
sleeve. Zolo masturbators and strokers 
can be used by anyone and anywhere. 

the opening. The unique sensation gives 
a light thrusting feeling. For the base, G 
Stroker curves slightly to hug the body 
whilst delivering six different kinds of vi-
bration leading to a combination of stimu-
lation. G Stroker is remote controlled for 
ease of use alone or with a partner or can 
alternatively be controlled straight from 
the toy. It is made from quality silicone, is 
waterproof and rechargeable.  

Horsham, USA - Xgen Products is now carrying new products from Teacher’s Pet, which 
are now in stock and ready to ship. With a variety of skirts, tops, and ties, the Teacher’s Pet 
brand allows women to play out their school girl fantasy. 

 Xgen Products now 
shipping Teacher‘s Pet 

Zolo vibrating strokers arrived at EDC Wholesale

Nexus has launched G Stroker

N E W S

Skirts ,  tops ,  and t ies
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next step: 
eroFame goes public!

…“eroFame b2c“ at the largest        
     German consumer fair: 
     INFA 2018!

… classy, modern, perfectly close  
     to your (female) main target group

… far beyond any „sleezy image“ 
     or a pornographic touch

… 180.000 - 200.000 expected visitors

… target audience: 
     women and couples

… huge community of love toy     
     brands in the heart of fair life 
     (about 1.500 m2)

… individual booths starting          
     from 12 m2 including big           
     meetingpoint, a bar,            
     café, show stage and an 
     ordering station

… 13.10 - 21.10. 2018 
     in Hanover - two weekends      
     included

… hostess service upon request
     (individually trained staff)

… strong regional and nationwide  
     advertisement - supported by  
     market-leading German onlineshops

… ideal connection to b2b      
     eroFame Global Trade Convention

Safe the date!

Mediatainment Publishing eroFame GmbH • Große Kampstraße 3 • D 31319 Sehnde

Phone: +49 5138 - 60 220 14 Huda Lutz • hlutz@mptoday.de

• Germany’s largest event and shopping fair
• about 1.500 exhibitors - with more than 100 exhibitors from abroad/ from about 40 nations
• approximately 100.000 m2 of exhibition space in 8 halls
• daily from 10 to 6
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The ergonomic original design is fun 
and fl irty, featuring a paragon of 

crystals surrounding the base that are 
bedazzling to the eye. These waterproof 
toys are easy to use with the controls 
within the brilliant clusters of crystals 
that BLING. Two of the styles boast 12 
speeds, dual motors, made from the hig-
hest quality silicone with ABS material and 
luster of individual crystals. The waterpro-
of Crystal Butterfl y Dual G Vibe is offered 
in pink and purple with a tapered shaft 

Wasserbillig, Luxembourg - After the fi rst 
press release announcing pjur‘s intention 
to provide increased customer support 
as part of its ‚gives you more‘ campaign 
was published, the company‘s phones 
were ringing off the hook. As a result, 
sales employee Eva Lerbs was soon on 
her way to southern Germany to visit 
the next group of pjur customers. These 
included EroticMarkt stores located on 
the A3, A4, A9 and A92 motorways and 
the Erotikmarkt store at Äußere Bay-
reuther Straße in Nuremburg.  „Some 
manufacturers tend to neglect smaller 
retail outlets in particular,“ explains Eva 
Lerbs. „But it’s often here that you’ll fi nd 
people who are extremely passionate 
about what they do and want to learn 
more.“ This was exactly case at the 
motorway-based EroticMarkt branches 
and at the EroticMarkt store in Nurem-

and a beautiful butterfl y clitoral tickler with 
wings that passionately fl utter, teasing the 
clitoris. The waterproof Crystal Dual G 
Vibe is offered in turquoise and pink. This 
gentle, jaunty rabbit with tiny ears stimula-
tes the clitoris while the perfectly shaped 
knob will tease the interior. Rounding out 
the BLING collection is the Crystal G Vibe 
offered in pink and purple. This waterpro-
of vibe also offers 12 speeds and has a 
solid, high quality, silicone shaft shaped to 
give the big O every time. 

burg. All participants keenly followed the 
presentation using the new pjur training 
folders. „The sales teams are much 
more confi dent about our products and 
how they can use their benefi ts in sales. 
They now know that there‘s something 
for everyone in the pjur portfolio and 
are ideally equipped to recommend the 
best product to customers.“ „In this day 
and age, being able to provide good 
advice is crucial in retail,“ adds Gaby 
Söllner from the Erotikmarkt at Äußere 
Bayreuther Straße. „So we‘re delighted 
about pjur’s visit and the training folders 
provided. We‘re all looking forward to 
using the little goodies we received too. 
I‘d like to thank Ms. Lerbs for the fanta-
stic training and her friendly approach. 
We all had a great time and learnt a lot 
as well. It’s a great way to learn about 
products!“

Chatsworth, USA -  Impulse Novelties is excited and proud to be introducing their newest 
collection, BLING, consisting of 3 separate styles, each design being offered in 2 beautiful 
colors. 

Impulse Novelties announces BLING

pjur love – gives you more personal contact

N E W S

The new col lect ion is  avai labe now 
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Amsterdam, The Netherlands - DUSE-
DO recently added to their warehouse, 
expanding the storage space to 1,800 
square metres, ready to be fi lled with 
new products. The latest additions to the 
DUSEO assortment include MOI – Extre-
me Power Engine – Adjustable Fucking 
Machine. It is a versatile sex machine with 
a detachable ‘fucking machine gun’ and 
three strong suction cups meaning it can 
be attached to any smooth surface – even 
upside down. The frame has two adjusta-
ble screws to change the position of the 
‘fucking gun’ – which is also detachable 
if you want to use it ‘manually.’ The sex 
machine offers 245 to 260 rotations per 
minute, yet only weighs 2.8 kilogrammes. 
Moreover, there is LA Pump, a brand of 
hand-made, diamond-cut, fl ame-polished 

cylinders for enlarging the penis, testicles, 
nipples, etc. All the vacuum pumps of 
that brand that are now available in the 
DUSEDO range are designed for maxi-
mum safety, comfort, and effectiveness. 
Moreover, LA Pump offers cylinders in 
varying sizes, so they defi nitely have the 
right product for any consumer. Another 
new addition to the DUSEDO assortment 
is Hung System. The toys and accessories 
in this brand feature a lock system that is 
compatible with almost all other products 
offering such a system. This way, the user 
can create their own toy, attaching a dildo 
to a harness, a suction cup, a plug, or 
a handle. All Hung Systems dildos and 
plugs are made in Belgium, produced from 
high-quality materials, free of plasiticizers, 
and in line with EU safety standards.

New products and brands available at DUSEDO

N E W S
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Though the unit only includes one 
receiver, consumers can purchase 

additional receivers: Sultry Subs, allowing 
them to play with an unlimited number 
of toys. The great news is that all Mystim 
toys, like the brand its penis- and testicle 
loops, dildos, butt plugs and corona toys, 
are compatible with the Sultry Subs and 
can be operated via the remote control.
Mystim‘s Cluster Buster has a total of 8 
completely independent channels, i.e. 
that all toys can be organized in 8 groups, 
each group following its own program 
and intensity. Mystim describes other 
USP’s as: “The Cluster Buster features 12 

electrostimulation programs for intense 
handsfree orgasms and 5 muscle stimu-
lation programs which are perfect for an 
extremely effective pelvic fl oor training. 
The well-arranged display and buttons are 
backlit, which makes the Cluster Buster 
the ideal toy even in darker rooms. If the 
new ‚Shock Button‘ is pushed, the unit 
emits its maximum strength until the but-
ton is being released again. Both, remote 
and receiver are operated by a strong 
lithium-ion battery guaranteeing a standby 
time of up to 12 months. The fi tting char-
ger is of course already included in the 
starter set.” 

Wijchen, The Netherlands - The new Mystim Cluster Buster – now ready to order at SCALA 
– is an electrostimulation power box. The unit consists of one remote control and a receiver, 
which can be controlled completely wireless. 

Mystim’s Cluster Buster 
and Sultry Subs arrive at SCALA
Electrost imulat ion
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Bath, Englanfd - The Lovehoney Trade 
Sales Team is delighted to announce that 
the world’s fi rst bionic vibrating dildo, 
Uprize is shipping now. Uprize showca-
ses the very latest in innovation in the 
sex toy industry, introducing patented 
Remote Control AutoErect technology, 
which automatically powers the rise and 
fall of the Uprize dildo shaft. When erect, 
Uprize is completely rigid and has a 
strong suction base so it can be atta-
ched to fl at surfaces or fi t into a harness 
for couple’s play. With a motor in the tip 
and 10 vibration functions that range 
from intense to off-the -scale, Uprize is 
designed to pack in the pleasure. The 
product also provides superior comfort 
with its signature curve and coat of soft 
silicone which can be used for G-Spot, 
prostate or other methods of stimulation. 

With its advanced technology, Uprize is 
best suited for those who are well-versed 
with a variety of sex toys and want to try 
something more advanced. Lovehoney’s 
International Sales Manager Kate Hodg-
son-Egan says, “Without a doubt, Uprize 
is a groundbreaking product and we are 
delighted with the positive feedback that 
our customers and distributors have had 
on the range since it debuted at ANME 
earlier this year. Not only do they love the 
product but the fantastic supporting POS 
which will increase sales and encourage 
footfall into stores.” Uprize is available 
in a 6 inch purple and 6 inch fl esh pink 
style; and an 8 inch fl esh pink and 8 inch 
black style. The dildos also come with a 
remote control and are harness compa-
tible. An Uprize strap-on harness is also 
available to purchase. 

 Lovehoney‘s Uprize shipping now  

N E W S
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The Wicked Sensual Care range is for-
mulated to heighten pleasure and en-

hance sensation. It’s Vegan friendly, PETA 
certifi ed and free from parabens. The 
range is designed to put some ‘Spring 
in your Sex’ and the scents and fl avours 
reach from Mocha Java to Vanilla, Salted 
Caramel, Pink Lemonade, Peach, and 
Candy Apple. This lube range features 
hybrid lubes, water and silicone based lu-
bricants as well as lubes that are specially 
formulated for more sensitive skins. ABS 
are also stocking Wicked Sensual Care’s 
Ultra Chill and Ultra Heat silicone based 

lubes that are formulated for temperature 
play as well as masturbation creams. 
Each lube comes in a range of sizes, 
giving customers the opportunity to pick 
from 60ml and 120ml options as well as 
sachets. The aqua range adds sensation 
and comfort, for a lighter feel that’s easily 
cleaned off after play. This range features 
fl avours like Cherry and Cinnamon. The 
silicone range has a silky fi nish and a little 
goes a long way, allowing to play without 
the need for reapplication. ABS will also 
stock anal gels and an antibacterial toy 
cleaner.  

Ringwood, England - The Wicked Sensual Care collection took home an AVN Award for 
Best Lubricant Manufacturer 2018 and the range is now joining the growing ABS family of 
essentials. 

Wicked Sensual Care
available at ABS Holdings
For heightening pleasure & enhancing sensat ion 
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Comprised of seven unique shapes all 
measuring 18 to 19 inches long, Ho-

sed helps users explore their most intimate 
limits and enjoy the deepest form of anal 
penetration possible. Satisfying the search 
for long and fulfi lling anal dongs, Hosed 
features a variety of textures and shapes 
for unique internal sensations. The collec-
tion includes a distinctive “swirl” design 
with a twirled edge running its entire length 
available in 4 versions: the 18 Inch Swirl 
Anal Snake, 18 Inch Swirl Thick Anal Sna-
ke, 18 Inch Swirl Thin Anal Snake, and the 
19 Inch Swirl Anal Snake. Texture lovers 
can experiment with the 19 Inch Ribbed 
Anal Snake or the 19 Inch Spiral Anal Sna-
ke, and the 19 Inch Realistic Anal Dildo of-
fers a more lifelike texture with more than a 
foot-and-a-half of satisfying length. “Hosed 

Wasserbillig, Luxembourg -  pjur is 
continuing its drive to provide enhanced 
customer support. A few days ago, the 
pjur group and Key Account Manager 
Stefan Daniel visited EGO specialist stores 
and Orion in western and northern Ger-
many.  The product training sessions held 
at Orion‘s store in Flensburg and the EGO 
stores in Bokel, Schwarmstedt, Herne and 
Oberhonnefeld were extremely successful. 
„The response was amazing. The emplo-
yees were extremely interested in our port-
folio and wanted to fi nd out more about 
the differences between our products and 
our sales techniques. Our pjur serums and 
sprays and our pjur Toylube proved par-
ticularly popular,“ explains Stefan Daniel. 

is one of the most unique product lines 
we’ve made this year and fulfi lls a demand 
that has remained relatively underserved,” 
XR Brands General Manager Rebecca 
Weinberg said. “Consumers who are into 
size play often struggle to fi nd dildos that 
are suitably long, and Hosed’s 18- and 19-
inch lengths do the job while maintaining 
the traditional diameters that many dildo 
lovers prefer. Hosed makes it possible to 
explore penetrative depth safely, and this 
line is what folks have been looking for!” 
Each item in the Hosed collection features 
a fi rm but fl exible body and suction cup 
base to allow for superior control, especi-
ally during solo play. All Hosed dildos are 
made with black phthalate-free PVC and 
compatible with both silicone and wa-
ter-based lubricants.                               

Jens Jessen, Managing Director of specia-
list retailer EGO was delighted with the trai-
ning: „Thank you pjur for the great service, 
we really appreciate it. Product training 
sessions are always a great opportunity 
to get background information and the 
exact differences between products. pjur 
manufactures premium products – which 
is why they are the perfect choice for our 
stores. We really enjoyed the visit from pjur 
and will defi nitely repeat it in future – after 
all, you never stop learning.“ In line with its 
„gives you more“ campaign, pjur will be 
making more visits to customers this year. 
The group has already planned upcoming 
courses for customers in Hong Kong and 
Australia

 Huntington Beach, USA – XR Brands is offi cially shipping ‚Hosed‘, a fully merchandised line 
of extra-long, super-fl exible insertables made for profoundly satisfying anal play.

XR Brands now shipping ‚Hosed‘ 
extra-long anal dildo line

pjur love – gives you more knowledge

N E W S

Uniquely long di ldos include flexible bodies & suction cup bases for unparalleled exploration
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 With a sleek packaging makeover and 
the addition of USA-made cos-

metics, Bottoms Up has become a univer-
sally trusted name for better and safer 
anal sex with support tools and accesso-
ries to help retailers seal the deal. New to 
Bottoms Up are four specialty products 
made in Topco Sales’ California-based 
lab, each formulated to enhance anal 
play in their own way: Bottoms Up Anal 
Comfort Lube features a thick water-ba-
sed formula enriched with 5% lidocaine to 
gently numb the skin for comfortable entry 
and a satisfying experience. Bottoms Up 
Silicone Lube with Vitamin E is ideal for 
anal play, thanks to its long-lasting formula 
enhanced with vitamin E for skin-nouris-
hing effects. This vegan-friendly, hypoal-
lergenic formula has become a go-to for 

anal sex afi cionados. Bottoms Up Hybrid 
Lube boasts a lush water-based and sili-
cone-based blen that hybrid fans love for 
its long-lasting results. Its thick texture is 
perfect for anal play and its unique para-
ben-free, glycerin-free, vegan blend stays 
smooth and slick. Bottoms Up Anal Ble-
ach is formulated to gently & safely lighten 
the appearance of intimate skin without 
the harsh chemicals typically found in this 
category. This unique product is made to 
be safe for use on genitals and delicate 
skin – even elbows and sun spots! – and 
deliver noticeable results when used 
consistently over time. Each formula is 
available in full-size and 1-ounce bottles, 
as well as a convenient 4-pack of 1-ounce 
bottles for safe and convenient travel or 
on-the-go anal fun.   

Los Angeles, USA – Topco Sales is offi cially shipping the newly expanded Bottoms Up line 
of lubricants and enhancements made for all things anal, now available in travel-friendly 
1-ounce bottles and a convenient 4-piece On the Go set.

Topco releases ‘Bottoms Up’ Anal Lubes 
& Enhancements in convenient travel size

N E W S

USA-made anal sex formulas now shipping in travel-fr iendly bottles & ‘On the Go’ 4-piece kit
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Wijchen, The Netherlands -  The new 
Mojis collection by NS Novelties – now 
ready to order at SCALA – is truly aimed 
at the young, contemporary consumers 
looking for fun, non-intimidating toys 
to enrich their intimate play. The line 
features one classic, tapered butt plug 
silhouette with an emoji in the base. 
Consumers can choose between three 
different emoji-styles: the #ILY, #OMG 

and #WTF – and two colors: black and 
pink. Made of premium, soft-touch sili-
cone and packaged in a modern, sleek 
packaging, they will defi nite animate 
any in-store display… Besides the Mojis 
collection, SCALA has also stocked 
up on the new Oinkz! butt plugs by NS 
Novelties: anal plugs with a naughty pig-
gy-inspired tail attached that will certainly 
make you squeal with delight. 

Mojis by NS Novelties
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“This is a very customer-driven initiative. 
The release of the Keister Bunny is our 
answer for the many male customers who 
have expressed a desire for more creative 
options,” said Craig Mewbourne, CMO of 
Motorbunny. “As the fi rst such attachment 
of its kind for a ride-on-top vibrator, men 
will have the opportunity to safely expe-
rience prostate stimulation in a powerful 
way, while receiving the many benefi ts 
prostate massage can provide.” The 
Keister Bunny is an attachment designed 
specifi cally for safe prostate stimulation. 

Made of 100% body-safe silicone, the 
Keister Bunny features a bunny-shaped 
appendage designed for scrotal and pe-
rineum stimulation. Since the attachment 
does not rotate, it gives men the option 
to explore all levels of vibratory stimula-
tion without risk of discomfort or injury. 
Medical studies have shown that prostate 
stimulation provides men with a natural 
and preventative way to combat erectile 
dysfunction and other prostate issues 
as well as provide early warning of and 
possibly prevent prostate cancer. 

Los Angeles, USA - Motorbunny, the makers of the only motorized ride-on-top vibrator desi-
gned for both women and men, now offers men an opportunity to experience P-spot play in 
a new way with the Keister Bunny – the fi rst prostate stimulation attachment ever made for 
a saddle-style vibrator.

The Motorbunny Keister Bunny 
Attachment invites men to the party

N E W S

The Fi rst  Prostate St imulat ion Attachment made for  a  saddle-sty le v ibrator
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Tokyo, Japan - TENGA FLEX, designed 
and manufactured by TENGA Co., 
Ltd., received the distinction ‚Red Dot‘. 
The TENGA FLEX is a male pleasure 
item, incorporating pleats and spirals 
into the function and design. There are 
two variations: Silky White and Rocky 
Black. The key feature of the TENGA 
FLEX is its spiralling sensations. The 
fi rm but fl exible spiral-ribbed case works 
in combination with the internal air 
pressure. Covering the hole at the end 
of the case after insertion creates an 
internal vacuum, resulting in an auto-
matic spinning movement. The internal 

sleeve of the FLEX is easily removed for 
simple washing, and inverting the cap 
creates a stand on which the sleeve can 
air dry. All stages of use from start to 
fi nish have been considered, to create a 
pleasant user experience. The TENGA 
FLEX is not the fi rst Red Dot for TENGA 
Co., Ltd, who have had several pro-
ducts receive the distinction, including 
several items from the iroha brand, the 
TENGA SVR in 2017, and the TENGA 
3D in 2012. The TENGA 3D series 
marked the fi rst time an item designed 
for solo male masturbation was granted 
this distinction.

TENGA FLEX receives Red Dot Award
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The Grey Wolf Tail Anal Plug and Ears 
and the White Fox Tail Anal Plug 

and Ears Set feature a 19-inch fl uffy tail 
attached to a premium silicone anal plug 
measuring 4.5 inches in total length, 4 
inches insertable length, and 1.75 inches 
at its widest insertable diameter. Each 
beginner-friendly tail is equipped with a 
matching headband featuring furry ears 
to complete the set. The Grey Wolf set 
features grey and white fur while the White 
Fox set is pure white. Both sets feature 
a black anal plug as well as black inner 
ears. “Tailz was originally created to offer 
customers an affordable animal-tail line 
that could be used for role playing, as well 
as general fun fantasy experimentation, 
and it has been a huge hit ever since,” XR 
Brands General Manager Rebecca Wein-
berg said. “It was a no-brainer to introduce 
matching ears to two of our most popular 

Zwaagdijk, The Netherlands - The 
extensive JOYDIVISION collection is 
now available at Eropartner Distribution. 
The collection includes lubricants – with 
and without fl avors, an anal serie with 
lubricants and relax sprays, toy cleaners, 
joyballs, anal toys, prostate stimulators 
and tampons. “Fun combined with desire 
is the focus of JOYDIVISION and they 

Tailz SKUs and the response from our 
customers has been huge – this is exactly 
what the newest generation of sex toy 
shoppers is looking for.” Designed to be 
used in a variety of roleplay scenarios, the 
playful Tailz plugs come in many sizes and 
designs and utilize faux fur and feathers 
for a range of different animal ‚personali-
ties‘ to choose from. The plug bases are 
available in a range of body-safe materials, 
giving consumers the opportunity to further 
customize their experience. Also available 
in Pony, Fox, Bunny, and Kitty varieties, 
Tailz features anal plugs made from borosi-
licate glass, aluminum, silicone, and TPR, 
giving customers the option of a soft or fi r-
mer plug as well as the possibility of a plug 
than can be used for temperature play. The 
tails are all constructed from faux fur and 
turkey feathers and are easily cleaned with 
soap and water.  

want to encourage people to playfully 
engage with their body and that of their 
partner,” Eropartner describes their latest 
addition to their lube portfolio. “Further-
more, JOYDIVISION dermatologically and 
clinically tests its products and checks 
that they are skin-friendly. There are 
permanent quality-control procedures in 
place, including during production.” 

Huntington Beach, USA – XR Brands has expanded its top-selling Tailz animal tail anal plugs 
with two whimsically sexy sets: the Grey Wolf and White Fox. Each new collection includes a 
Tailz anal plug adorned with a bushy faux-fur tail and a headband featuring matching animal 
ears, making it easy to recreate any forest fantasy or simply upgrade shoppers’ club or 
festival wear. 

 XR Brands expands ‚Tailz‘ fur 
anal plugs with matching animal ears

Eropartner now stocks JOYDIVISION

N E W S

Whimsical ,  body-safe anal plugs f itted with faux fur tai ls now packaged with matching ears
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The new pieces are a mixture of 
thongs, briefs, g-strings, and jocks, 

highlighted by a low-rise thong that 
incorporates a unique strappy look on 
the front and back.  “These new pieces 
from Envy offer something different for 
everyone,” said Andy Green, President of 
Xgen Products. “It has been a while since 
Envy has released new styles, and these 

Flensburg, Germany - Six new BLACK 
LEVEL gems for men are now available 
from ORION Wholesale. The washable, 
shiny vinyl outfi ts from BLACK LEVEL 
have been designed exclusively at 
ORION´s headquarters. They stand out 
from the rest because of their fancy styles 
that are in a sturdy stretchy quality – this 
makes sure that the outfi ts fi t perfectly 
and are comfortable at the same time. 
Both fetish lovers and fashionable club-

Wijchen, The Netherlands - The new 
Oinkz! collection by NS Novelties is now 
available at SCALA. The range butt plugs 
combines a classic silhouette with a curly, 
playful twist. It features one butt plug de-
sign in three colors: pink, purple and blue. 
The sleek plug has a tapered silhouette 

are the perfect next step in the evolution 
of the brand.”  Consisting of over a hund-
red style and color combinations, Envy 
Menswear offers something for every 
man. Whether it‘s the everyday comfort of 
a microfi ber boxer, or the convenience of 
a dancer‘s magnetic breakaway closure, 
Envy Menswear is the obvious choice for 
today‘s man.  

goers will love these shiny erotic gems. All 
items from the vinyl label, BLACK LEVEL, 
will be delivered in high-quality card-
board boxes with a detailed image of the 
respective product on it and a description 
of the product in nine languages as well. 
The packaging can be stood up or hung 
up with the hanger in the middle. More 
products will now fi t in the sales space 
because they’re more compact. They also 
take up less space when in storage.

with a curly ‘piggy’ tail attached. The butt 
plug is made of premium silicone, whilst 
the curly tail also allows for easy removal. 
“Packaged in a fun, contemporary packa-
ging, the Oinkz! plug will certainly catch 
the attention in any in-store or online 
display,” SCALA said in press release. 

Horsham, USA - Envy Menswear has added new styles to their collection, and they are now 
shipping from Xgen Products. There are 12 new styles overall, featuring various colors and 
designs, including popular styles such as the rip-away, open back, zipper front, and the 
wet look. 

New pieces from Envy Menswear 
now shipping from Xgen Products

BLACK LEVEL

New butt plugs by NS Novelties now at SCALA

N E W S

Thongs,  br iefs ,  g-str ings ,  and jocks
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BREAST ENLARGEMENT

ANWENDUNG: Täglich die Creme 
auf Brust und Dekolleté mit 
kräftigen kreisenden Bewe-
gungen einmassieren. Um den 
gewünschten Erfolg rascher zu 
erzielen, kann die Creme mor-
gens und abends angewendet 
werden.

APPLICATION: Massage the  
cream daily into breast and  
cleavage area with strong 
circling motions. To achieve the 
desired effect faster, the cream 
can be used in the morning and 
in the evening.

XXL
PERFECT BUSTY
BOOSTER

cream
BODY

SYSTEM  
 BOOST

Perfekt aufbauende Creme zur Anregung des Brust-Wachstums mit der 
einzigartigen Wirkstoffkombination. Zur täglichen Anwendung geeignet,  
ideal kombinierbar mit den Brust-Massage-Übungen. Zur Stabilisierung des  
Erfolges ist eine dauerhafte und tägliche Anwendung empfehlenswert. 
 
A perfect building cream to stimulate breast enlargement with an unique  
ingredient combination. Suitable for daily use, perfectly combinable with 
breast massage exercises. To make the effect last, long-term and daily use 
is recommended.

BOX + Tube (inside) - Art. No. 44073
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Aimed at transgenders and breaking 
through gender-boundaries, the 

Packer Gear collection by CalExotics is a 
prime example of how our industry isn’t 
just helping consumers to maximize their 
sexual potential, but also their personal 
potential, as SCALA stated in a press re-
lease. Packer Gear offers fi lling, padding 
and a masculine touch for those who 
desire to be different.  The new release 
in the collection – the Packing Penis – 
is now available at SCALA in a 4-inch 
(10.25 cm) and 5-inch (12.75 cm) versi-

Bath, England - Lovehoney is delighted 
to announce that their Happy Rabbit is 
back - and it’s bigger, better, and happier 
than ever before.  As seen at ANME 
earlier this year, the Happy Rabbit has 
been re-introduced into the Lovehoney 
brand portfolio. A colourful addition to 
the Lovehoney sex toy family, the Happy 
Rabbit range features a G-Spot Vibrator, 
a Curve vibrator and Realistic Vibrator. 
Happy Rabbit has been designed in 
house and has a unique clitoral rabbit 
shape as well as the iconic exclamation 
point buttons. The combination of the 
high quality silicone material, powerful 
dual motors and fun modern branding 
is unique in the category.  Lovehoney’s 
Sales Consultant Laura Wood says, “ We 
have had great feedback from excited 
customers who are delighted to see 
Happy Rabbit back in our brand port-

on. “The arousing Packer Gear Packing 
Penis is a realistic male bulge that makes 
for a sexy and masculine look. Designed 
for a comfortable and secure fi t inside 
your favorite easy to wear Packer Gear 
harness, the soft and pliable package is 
perfect for anyone looking to show off 
these natural feeling ‘goods’”, CalExotics 
describes the new product. Made of 
soft, pliable TPR – it allows users all-day 
wear, with  comfort and  impact. The 
design is also unscented, body-safe and 
phthalate-free. 

folio! Happy Rabbit has been designed 
and developed based on thousands of 
reviews from Lovehoney customers. We 
saw a gap in the market based on our 
customer reviews which helped in decisi-
ons behind the design, material, functi-
on and power of the revamped Happy 
Rabbit. We’ve amped up the 2 deliriously 
powerful motors, added a worry-free tra-
vel lock feature, and made our best-sel-
ling Happy Rabbit vibrator waterproof 
and USB-rechargeable.  What’s more, 
the price point is also key as it offers 
customers a high quality product at a 
competitive price.”
Eye-catching, inviting, and informative 
POS is also available, appealing to sex 
toy newbies and experts alike. The pack 
consists of a header board, bus stop 
sides, 6 different wobbler designs and a 
product holder.   

Wijchen, The Netherlands - New and ready to order at SCALA: the Packing Penis from the 
Packer Gear collection by CalExotics. This pliable, realistic penis is suited for consumers 
who crave some ‘extra’ fi lling down there. 

New Packer Gear releases at SCALA

Lovehoney’s Happy Rabbit is shipping now

N E W S

CalExot ics 
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This issue is all about celebrating the 
‘hardcore’ products in SCALA‘s as-

sortment that could make the beginners 
blush… As the ‘Dirty’ product category is 
still one of their best-sellers, they wan-
ted to give you a taste of some of their 
favorite explicit products in the SCALA as-
sortment, including editorials on Wet Play, 
Strap-on’s and other naughty items… 
Though they have various features to 
match their theme, such as a Fetish Fan-
tasy by Pipedream special, they’re also 
dedicating many pages to the newest 
arrivals in the SCALA selection. Highlights 

Zwaagdijk, The Netherlands - New items 
from the Jimmyjane collection are now 
ready order at Eropartner Distribution. 
The G-Rabbit Vibrator has a bulbous tip 
that encompasses a powerful motor. The 
shorter size is designed to stimulate the 
G-spot. The fl exibly thin pebble-shaped 
clitoral stimulator is designed to hug the 

are 3 new collections by NS Novelties, 2 
adorable new Mini Marvels stimulators by 
CalExotics and various new designs in 
the Mystim range including vibrators and 
probes. The theme might be ‘Dirty’, but 
they’re also making sure that consumers 
can keep their naughty toys sparkling 
fresh with a feature on toy cleaners, plus 
are going in-depth on the subject of ‘Dirty 
talk’ in this issue’s SCALA’s Tips and 
Tricks. And don’t miss SCALA’s Guest 
spread, where CalExotics is giving some 
kinky advice on how to get dirty with its 
Scandal collection. 

labia and clitoris. The Love Pods have po-
werful motors and dynamic oscillations to 
provide vibrations. Easy to hold and use, 
the ridges mimic the crevices between 
fi ngers. Designed to heighten arousal by 
rolling over sensitive areas all over your 
customers body, the tip also allows con-
centrated pleasure.  

Wijchen,  The Netherlands - The new ‘Dirty’ edition of PLAY magazine is now out! Download 
your copy via the SCALA site (www.scala-nl.com) after customer log-in.

The ‘Dirty’ issue of PLAY magazine is 
now available at SCALA

Rabbits and Lovepods from Jimmyjane 

N E W S

Ready to download
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Seville, Spain - With the new masturba-
tor, Fleshlight wants to capture Vero-
nica Rodriguez’ essence with smooth 
pleasure swirls and velvet nubs that run 
throughout the product. Key Features of 
Caliente: made of patented Superskin 
material, easy to use and clean, intense 
texture inner canal and discrete look. 
Veronica Rodriguez is a Venezuelan porn 
actress. Before she got into porn, she 
was working as a salesperson in a mall. 

But even though she worked so much, 
she couldn’t afford her college.  Soon she 
started modeling, and one time she got 
offered a part as an extra that paid well. 
She found it was a porn when she arri-
ved, and kept coming back to observe in 
the background until she decided to take 
part.  She is a completely bisexual who 
has done lots of lesbian scenes mostly 
with Latina pornstars as her cohorts and 
sometimes with guys too. 

Veronica Rodriguez Caliente 
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The premium sex toy company fought 
off McDonald’s and Pizza Hut in the 

‘Best Consumer Launch’ category, for its 
campaign to launch the Queen Bee, the 
company’s fi rst sex toy aimed at women.
The campaign, entitled ‘Bring Your O 
Game’, focused on the importance of 
orgasms: encouraging open, unasha-
med discussions about sexual pleasure 
and empowering women to achieve the 
orgasms they want and deserve. A pop-up 
store in Manhattan invited women to have 
a consultation with an ‘orgasm stylist’ (a 
licensed sex therapist) before trying out 
everything they’d learnt – and the new 
Queen Bee toy – in the changing room. The 
press and social media went wild for the 
campaign and the coverage for the product 
rolled out for months after. The glitzy awards 
at Cipriani on Wall Street celebrated the 
best PR and social campaigns from the 
last year with brands such as Heineken, 
Frito-Lay and Chevrolet all bagging trophies. 

Flensburg, Germany - New BDSM items 
from Bad Kitty are now available from 
ORION Wholesale. The bondage sets 
are perfect for games of dominance and 
submission between open-minded cou-
ples who would like to experience playful 
punishment and the bittersweet pain that 
goes with it. There are two bondage sets 
available that contain handcuffs, a collar 
and a leash. The collar and handcuffs have 
soft padding on the inside. The fi rst set is 
black and has gold-coloured snap hooks 

Tarana Burke, who kickstarted the #MeToo 
movement, won Best Communicator of the 
Year. Hot Octopuss’s campaign wowed the 
judges because it “kept it classy and upsca-
le in a category that can easily become 
seedy”. This wasn’t just about promoting 
the functional benefi ts of the product, but 
about telling a larger story that positioned 
orgasms as an important part of health and 
wellness and celebrated every woman and 
her own unique orgasm. 
Founder of Hot Octopuss Adam Lewis 
comments: “We like to do things differently 
– to stick two fi ngers up to cultural norms 
and push the boundaries. We do this not 
just in the innovative tech we use in our 
products, but also in our marketing campa-
igns. ‘Bring Your O Game’ wasn’t just about 
showing how fast and powerful the vibrator 
was, but about trying to have a positive 
impact on the lives of the women who tried 
it and get people talking more about sexual 
pleasure.” 

and attachments. The second set is also 
black but the items have an embossed 
weaved pattern in a trendy purple colour 
on them as well. This set also contains 
a mini fl ogger. 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 sight of the 
attractive packaging, which has a descrip-
tion of the product in various languages on 
it, will get imaginations running wild. 

New York, USA - Not content with just shaking up the sex toy industry, Hot Octopuss last 
week disrupted the marketing world too, scooping a trophy at the prestigious PR Week US 
Awards. 

Hot Octopuss takes home ‚Best Consumer 
Launch‘ at the 2018 PR Week US Awards

N E W S

Best Consumer Launch 
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 New bondage sets from BAD KITTY 
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The vibe also comes with luxurious 
gold-detailing and easy-to-use, 

intuitive buttons for maximum control 
during play. With 4 pulsation settings, 
3 vibration speeds and 3 thrusting 
modes, this beauty is a must-have in 
any assortment and will amaze 

 Veendam, The Netherlands - EDC Who-
lesale is exclusive Benelux distributor for 
The Dodil, a moldable dildo which can be 
molded into any kind of dildo desirable. 
Whether someone enjoys long, short, thick, 
thin, ribbed, smooth or bent dildos, the 
Dodil is a fi t for everyone. This unique dildo 
takes the shape of any kind of dildo. Warm 
it up in hot water and the core becomes 
moldable. When the prefered shape has 
been created, the Dodil will get hard again 
by cooling it in cold water. The dildo with 
the desired shape can be enjoyed, reheated 
and reshaped unlimited times. Dodil is 

Wadgassen, Germany - ST RUBBER 
announces the arrival of a new brand 
in their assortment. From now on, the 
wholesaler from Germany offers the 
DOMESTIC PARTNER brand, which has 
its focus on dildos. ST RUBBER offers 

consumers with its sensational skills and 
thrills. Very competitively priced (RRP 
99,99) and packaged in a chic, cont-

emporary packaging – the new Magnum 
Opus by TOYJOY Designer Edition is a 
true eye-catcher in any in-store and 
online display. 

100% body-safe and the core of the dildo 
is biodegradable, which makes the Dodil 
a eco-friendly silicone dildo. According to 
EDC wholesale it is completely safe as it is 
non-toxic and previously used in i.e internal 
medicine. The moldable part of the Dodil 
is 13,5 cm and the handle 5,5 cm. “We 
are thrilled to carry this unique dildo in our 
assortment,” said Andre Visser, Internatio-
nal Sales Director at EDC Wholesale. “The 
Dodil offers an unlimited amount of dildos 
in just this one product. It can be enjoyed 
in so many ways possible, every use of this 
product is a new experience.” 

16 different dildos of the brand, which 
are now available. „We are very pleased 
to have re-listed DOMESTIC PART-
NER and believe in the success of the 
brand,“ says ST RUBBER‘s purchasing 
team. 

Wijchen, The Netherlands - The new Magnum Opus by TOYJOY Designer Edition is a 
premium thrusting vibrator with an incredible 8-centimeter extension ability. The sleek 
USB-rechargeable design offers a special ‘harmonica-style’ shaft which, during use, will 
thrust the user into mind-blowing ecstasy. 

TOYJOY Magnum Opus: 
a masterpiece in thrusting power

EDC Wholesale is exclusive 
Benelux distributor for The Dodil

Domestic Partner new at ST Rubber

N E W S

SCALA
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Shipping 
Now!

Shipping
Now!

Why not hop to it? Join the rabbit revolution at  
www.lovehoneytrade.com

g-spot

realistic

curve

Everyone’s favourite bunny is back  
- and it’s bigger, better, and happier  
than ever before. 

We’ve revamped our best-selling bunny, and set new 
standards in rabbit vibrators at a pocket pleasing price. 
Delivering phenomenal blended stimulation through 15 
vibrating functions, the new and improved happy rabbit 
is sure to put a spring in everyone’s step. 

simple USB charging

more powerful twin motor

100% waterproof

Travel lock

improved shape for
heightened pleasure

NEW FEATURES
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Pocket PULSE and Pocket PULSE 
Remote, launched late last year, are 

the company’s latest ‘guybrators’, now 
lightweight and compact enough to 
slip right into a pocket or suitcase. The 
company reports, that sales between 
January and March show one of the toys 
being sold on average every 15 minutes. 
Reviewers have been impressed with the 
products too: Candy Snatch Reviews 
described the Pocket PULSE experi-
ence as ‘a super-charged wank’; Kayla 

Wijchen, The Netherlands - The new 
Touch collection by Swan is a unique inter-
pretation of classic, rabbit-style silhouettes. 
The collection offers consumers a choice 
between 3 different designs (available in 
the colors purple or teal), each with their 
own special skills and thrills. What makes 
this range truly stand-out from the crowd is 
its state-of-the-art responsive touch panel 
at the base of the toys. This panel allows 
consumers to control their experience with 
a simple swipe in any direction: swiping 

Seville, Spain - Fleshlight Girl Tera Patrick 
Twisted is the Fleshlight male masturba-
tor which replicates Tera Patrick’s butt. 
Available in realistic fl esh tone color with 
her unique and exclusive Twisted texture. 
Tera’s new Twisted texture offers a single 
ring which twists around the full length 

Lords said, ‘he loved the Pocket PULSE, 
and it’s sitting in his nightstand drawer 
right now, which is our ultimate praise 
for any sex toy’; and senior sex blogger 
Joan Price’s 74-year-old tester said the 
toy gave him an ‘explosive and deeply 
satisfying orgasm’. While the Pocket 
PULSE is intended for solo use, Pocket 
PULSE Remote comes with a remote to 
allow partners to play together. Both the 
Pocket PULSE and Remote boast dual 
vibrating motors. 

up or down will control the clitoral vibration 
while swiping right or left will control the 
body rotation. Another bonus is that the 
toys their vibrations are amplifi ed using the 
amazing PowerBullet vibration technology, 
with independently controlled motors for 
versatile vibration and rotation possibilities. 
Each design in the Touch by Swan col-
lection is also made of premium silicone, 
USB-rechargeable and packaged in a chic 
packaging for a feeling of ultimate erotic 
luxury.  

and circumference of the canal slowly 
drawing you deeper and deeper into this 
Twisted experience. The canal tightens 
up as you slide further along the length of 
the sleeve. The ribbing is spaced perfectly 
to allow you to experience just as much 
stimulation as you can handle.   

London, England - Hot Octopuss has set its sights on the travel market with the launch of 
the new Pocket PULSE range. This drive to make pleasure pocketable has been a hit with 
fans, as the company today announces record sales of its new products in the fi rst quarter. 

Hot Octopuss announces record sales

Touch by Swan arrived at SCALA 

Tera Patrick Tease 

N E W S

Pocket PULSE
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The Frederick’s of Hollywood collection 
consists of nine rechargeable items, 

including rings, vibrators and couples sets. 
Each Frederick’s of Hollywood item is 
sealed with a silicone dual density texture 
that is spongy, silky smooth and pliable to 
the touch, for a lifelike feel. The luxurious 
items come in a discreet storage case, and 
ready to gift with wrapping paper, a card, 
decorative ribbon and a foil sticker. Additi-
onally, each item is backed by a one-year 
warranty.  The must-have set for couples is 

Chatsworth, USA - Oxballs just launched 
all-new designs which use a new material, 
they call PLUS+SILICONE. It is super 
smooth rubbery blend of TPR and silico-
ne. According to Oxballs, they combined 
the strength and durability of TPR and the 
blubbery warm non-plastic feel of silicone. 
The new products are: AIR cockring is 
a lightweight design with breathable air 
holes / TRI-SQUEEZE is a 3-ring cock 
& ball sling, for wich Oxballs morphed 
their SQUEEZE ballstretcher onto their 

Amsterdam, The Netherlands- Mister B 
has recently been putting a good amount 
of time and effort in the design and de-
velopment of its own dildo collection, cal-
led Mister B FUCKTOOLS. These realistic 
dildos will be manufactured in Europe, and 
made of soft, phthalate-free vinyl. They’ll 

the Frederick’s Of Hollywood Couples Set 
Vibrator and Accessories to enhance the 
sensual experience of couples. Included in 
the kit is a rechargeable Classic Vibrator. 
The vibe tip is curved to target the G-Spot 
effortlessly. The set also includes a blind-
fold, along with kinky bondage accesso-
ries, including a tickler. The centerpiece 
of the kit is the wrist restraints. Not to 
mention the nipple pumps. Plus a small 
pleasure whip. The set is black with golden 
details and comes in a beautiful gift box. 

TRI-SPORT cocksling / BUTTBALLS 
is their newest asslock that features a 
stretchy rope of balls attached to their 
original COCKSLING in the front. All 
three products are in stock for immediate 
delivery in smooth dull-fi nish colors. All of 
Oxballs products are available in clamshell 
packaging with Oxballs 3D digital pics on 
back showing users how to us or wear 
the product. The company will show the-
se and four more new designs at ANME 
in July 2018.

have a hole in their base, especially desi-
gned to be attached to suction cups, such 
as the one included in every dildo packa-
ge. This suction cup is durable and holds 
extremely well onto smooth surfaces.  
Mister B FUCKTOOLS are also compatible 
with the HUNG System accessories. 

Veendam, The Netherlands - The American lingerie brand Frederick’s of Hollywood has laun-
ched a new line of sex toys. EDC Wholesale partnered with Xgen Products, distributor of the 
brand, and introduced the collection in Europe, which is available for retailers to order. 

Frederick‘s of Hollywood available at 
EDC Wholesale

 Oxballs presents products 
made of new silicone blend

 Mister B presents FUCKTOOLS

N E W S

Ready to order 
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This texture embodies the class, grace, 
elegance and beauty of Angela White. 

Intermixed spirals of soft and stimulating 
surfaces create a wonderful, sensuous 
experience inside. 
The Entice canal enhances the spiral-rib 
texture concept with new impressions and 
creates its own unique stimulation world. 
Because the spiral-rib has a lesser amount 

Ringwood, England - Due to a rise in 
manufacturing costs, ABS has increased 
the current pricing of its Minx, Linx & Kinx 
range by an average of 3%. Justin Vickers, 
Head of Global Trade Sales for ABS, says: 
“We know that customers love the Minx, 
Linx & Kinx range for it’s excellent pricing, 
creative designs and the value that they 
get for their money. That’s why we’ve 
ensured that our price increase - while 

Zwaagdijk, The Netherlands - Hot Oc-
topuss comes with two new cock rings: 
Atom and Atom Plus. 
Atom is a next generation cock ring that 
is as intense for the partner as it is for 
the wearer. Atom houses an extremely 
large motor which generates incredibly 
deep and rumbly vibrations. Atom cre-
ates exceptionally strong erections and 
during straight sex, also provides clitoral 
stimulation to enhance pleasure for both 

of windings (than for instance the Twisted 
canal) the caused ‚milking sensation‘ is 
less intense noticeable but therefore the 
spiral-rib itself and the pointed bump stimu-
lations are much more in the foreground. 
The many bumps on top of the spiral-rib 
provide an intense stimulation and it is great 
to how tight the rib is winding around the 
penis shaft.  

unavoidable - is also minimal. We’ve only 
raised the prices on our Minx, Linx & Kinx 
range to offset the increasing costs of pro-
duction and raw materials and have held 
off on this price increase for as long as we 
could.” The price increase took effect on 
April the 15th. Minx, Linx & Kinx has been 
a hit with ABS customers since its launch. 
It offers a selection of toys aimed at men, 
women and couples. The range features 

partners. The Atom Plus is the world‘s 
fi rst cock ring to house dual integra-
ted motors, enabling intense perineum 
stimulation in addition to the standard 
vibrations typically associated with cock 
rings. Both motors are extremely lar-
ge and generate incredibly deep and 
rumbly vibrations. The Atom Plus creates 
exceptionally strong erections and during 
straight sex, provides clitoral stimulation 
to enhance pleasure for both partners. 

Seville, Spain - Fleshlight Girl Angela White Entice is the Fleshlight male masturbator which 
replicates Angela White’s butt. Available in realistic fl esh tone color with her unique and 
exclusive Entice texture. 

Angela White Entice 

Minx, Linx & Kinx prices increased

 Hot Octopuss introduces 
cock rings Atom and Atom Plus

N E W S

New at  F leshl ight 
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1803-135

1. + 2., 4.– 6. 1., 2.+ 4. 1. + 2., 4.– 6. 1. – 6.
Can be controlled with the button on the toy or via remote controlSoft Touch SiliconeVarious vibration modes Can be recharged with the included USB cable

1. Vibrating Love Ball 
Berry  0589357 0000  
Black 0589349 0000

2. Vibrating Love Balls 
Berry  0589373 0000  
Black 0589365 0000 

3. Anal Beads 
Blue  0525596 0000  
Black  0525588 0000

4. Vibrator 
Berry  0589330 0000  
Black  0589322 0000 

5. Vibrating Cock Ring 
Blue  0589411 0000  
Black 0589403 0000 

6. Mini Vibrator 
Berry  0589390 0000  
Black  0589381 0000

1. 2. 3. 5.

6.

4.

www.orion-wholesale.com
  + 49 461 5040-210 or -114   
grosshandel@orion.de
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NEU
Thrusting Rabbit 

Vibrator  
with Rotation 

0590916 0000

Rabbit Vibrator  
with Wave Motion 
 0590924 0000

Massager 
 0585203 0000

Wand Massager 
 0585246 0000

G-Spot Massager 
 0585238 0000

2-armed Massager 
 0585211 0000

Vibrator  
with a Clitoral Stimulator 

 0585220 0000

Soft Touch Silikon

Rechargeable

2 Motors

EXTREMELY  

       ADDICTIVE
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1803-135

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

Brand NEWs

R
E

V
E

L

D
U

O
 R

H
A

P
S

O
D

Y Dual Layer S
ilicone

Pink 0592404 0000 
Purple 0592412 0000

Pink 0592420 0000 
Purple 0592439 0000

Exklusiv: Die Vibe Couture® collection - high-quality vibrators made out of extremely soft silicone - très chic!

Soft Touch 
Silicone

Various  
Vibration Modes

Can be recharged with the 
included USB cableWasserproof

More features:
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There will probably never be a time when 
having a sex doll or robot at home is just as 

normal as having a TV set, a washing machine, 
or a vacuum cleaner. Still, we have seen a 
strong upward trend in this segment in recent 
years. Firstly, there are more and more 
companies, many of them well-established 
producers, that enter the sex doll market, and 
secondly, the quality of these products seems to 
be improving all the time, reaching new, 
astonishing heights. In the past, dolls looked 
very artificial, but nowadays, you may have to 
take a closer look before you realise that you’re 
staring at a sex doll. And as the market grows, 
the prices go down – even though these 
products still cost considerably more than most 
other products in the adult market. If you want 
to, you can spend a small fortune on one of 
these lifelike dolls, but you don’t necessarily 
have to, as we are starting to see well-made 
models in the mid-price range as well. So, yes, 
more and better products are a clear indicator of 
a maturing market segment. Which means that 
there is also a growing acceptance regarding 
these products, which have traditionally been 
regarded with a lot of skepticism in the past.
And there is another reason why sex dolls have 
a bright future ahead of them: technological 
progress. Giving these dolls a voice and having 
them respond to voice commands could be the 
first big step. Just look at how quickly smart 
speakers have conquered living rooms across 
the world, and you will see how much potential 

this feature holds. The developers of these 
technologies probably wouldn’t be thrilled to 
learn that their invention was being used for 
adult products, but sooner or later, there will be 
an adequate solution, of that I’m sure. Of 
course, we’re still a long way from seeing the 
first true sex robot, and I’d be surprised if we 
encountered anything that actually comes close 
within the next ten years, but that is not to 
disparage the progress that is being made. The 
degree of realism the producers have achieved 
is already winning over more and more 
consumers, and as they keep improving their 
products, that appeal will only increase – not 
least of all because the target audience for these 
products is also growing: The number of single 
households has been increasing in many 
countries, and there is no indication that this 
long-term trend will be reversed anytime soon. 
Admittedly, this combination of a growing 
potential target audience and improving product 
quality doesn’t have to result in a mass product, 
but it definitely points toward rising sales figures. 
Fans of sex dolls will continue to be a subculture 
for the foreseeable future, but it will be a 
growing, expanding subculture for sure.      

Sex dolls are not exactly a 
new invention. However, this 
product category has 
undergone a remarkable 
development in recent years 
– a development that is far 
from over. More and more 
producers present their own 
life-size, lifelike silicone dolls, 
the quality of which is steadily 
improving, and the appearan-
ce of these dolls is becoming 
ever more realistic. Gone are 
the days when the users really 
needed to use their imaginati-
on to interpret crude doll 
features as actual faces; the 
new models are uncannily 
close to their real-life 
counterparts, and modern 
technology also allows for 
realistic movements, different 
facial expressions, and voice 
control. But all technological 
improvements aside, how 
much potential is there in this 
category? Can sex dolls and 
robots become one of the big 
product groups of the adult 
market, or will they always 
remain limited to their niche?

Yes

 Matthias Poehl, editor in chief
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 Randolph Heil, 

editor

It is a fact that dolls represent a quickly evolving 
product category. Just a few years ago, every sex 

shop had blow-up dolls with three holes; today, we 
have silicone dolls and real dolls with a ton of 
features that cost thousands of euros; and soon, 
we will see the first robot heads to add even more 
realism to the supremely sophisticated and 
extremely lifelike dolls available right now. Yes, it 
seems that the evolution of dolls and robots is only 
just picking up steam, and we can only imagine 
what plethora of features these dolls will be offering 
in a few years’ time. Of course, this development is 
also accompanied by a critical discussion in 
society, and even in the adult industry. After all, 
owning a sex robot is very different from having a 
dildo or butt plug. So, the question many people 
are asking is, can or should people have relations-
hips with dolls or robots? And how could such 
human-robot relationships impact society? So far, 
these questions have mostly been touched upon in 
science fiction, just think Blade Runner or 
Westworld. And while there is a philosophical 
undercurrent in these movies or TV shows, they 
also serve to make one thing abundantly clear, 
namely that we are still far, far away from regarding 
dolls or robots as mainstream products. Sure, 
many adult products have shed their stigma over 
the course of time, and sure, there is more societal 
acceptance of sex toys today than there ever was. 
Nonetheless, dolls – and robots in particular – are 
products that (still) have a certain air about them 
that puts off many people. There is a difference 
between vibrators, masturbators and artificial 

persons. Not to mention the steep 
prices; those are definitely another 
big issue that will keep this product 
category from truly breaking out. I 
mean, how many people can – or 
want to – invest several thousand 
euros into such a product? I will not 
contest that there is a growing 
fanbase for this product category, 
but at the end of the day, the 
number of people buying such dolls will remain 
small. As I mentioned before, we are talking about 
the life-sized, lifelike, top-quality products here, not 
the dolls in the lower price ranges – which 
obviously also have a right to exist, do not get me 
wrong. After all, they served as inspiration for The 
Police’s 1978 song ‚Be My Girl – Sally‘ – and I 
quote: ‚I took her to the bedroom and pumped her 
with some life, and later in a moment that girl 
became my wife.‘ But to get back to the question 
at hand: I don’t think it very likely that this product 
category of high-quality, high-price luxury dolls will 
break out of its niche. Of course, I might be wrong. 
And even if I’m right, that doesn’t mean that the 
industry should neglect this category. After all, 
there are many niches that have proven very 
lucrative to producers and trade members. And 
who would know more about niches than the 
members of the adult market?              

No

59

Buch 2.indb   3 07.05.18   17:36



 w w w . e a n - o n l i n e . c o m  •  0 5 / 2 0 1 860

F E A T U R E

The catalyst for this month’s column was 
a blog post about gender labelling (in-

cluding some interesting SEO-related points) 
written by Richard Almgren, creator of The 
Dodil (do read his article – after you’ve read 
this one of course!). Richard’s got his own 
take on the subject, and you’re now going to 
read mine. 

In case you’re not familiar with it, gender 
neutral marketing refers to the abolition of 
traditional he / she gender distinctions and 
stereotypes in a company’s marketing com-
munications. Some major mainstream brands 
and retailers have already dispensed with 
the ‘blue is for boys, pink is for girls’ trope, 
ditching gender-based product categories. 
FMCG giant Unilever has also discovered 
positive advertising effects with its Axe 
deodorant brand from adhering less to looser 
gender defi nitions. Conversely, there are still 
some brands that have put themselves in the 
crosshairs of gender-neutrality advocates. 
UK shoe brand Clarks was very publicly cal-
led out in 2017 for calling a boys shoe range 
‘Leader’ and a girls range ‘Dolly Babe’.

Misogynists and misandrists aside, there’s 
widespread support for gender equality. And 
let’s face it: does a retailer or manufacturer 
care what gender the buyer or end user is? 
Nope. They do care that the money is going 
through their tills (or online equivalent) rather 
than their rivals’. And I can’t see a passi-
onate defence of the old ‘blue is for boys 
and pink is for girls’ arising either. But is that 
because in the erotic trade industry there’s 
not much cause for these colour divisions in 
the fi rst place?

We have a tendency to employ bright, bold 
and arousing colours, shades and tints that 

seek to reinforce a brand’s positioning and 
instil a sense of sexcitement into the procee-
dings. Lots of mysterious and luxurious black 
or angelic, virginal white, and of course bright 
red for in-your-face excitement and temptati-
on. All standard colour psychology stuff. And 
in my opinion, these are not the exclusive 
preserve of one gender over another. 

Among individual consumers, people buy 
what they want, and the obvious assumption 
is that in buying erotic goods they want to be 
aroused, they want to feel good. Hell, they 
want to be feel fantastic. And they’re not go-
ing to buy products that appear indifferent or 
devoid of personality, or anything that makes 
them doubt the effi cacy of the product.

Hopefully we won’t see marketing managers 
being so afraid of employing bold colouring 
in their packaging for fear that they’ll be 
perceived as sexist or be guilty of stereoty-
ping. Arguably I think there’s more likelihood 
of trouble arising from the content or tone of 
voice in the accompanying text. At the same 
time, marketers must also remember that in 
trying to appeal to (or placate) everyone, it 
very often ends up appealing to nobody. And 
that’s never a good idea. 

The obvious answer to any lingering doubt 
is to investigate and act accordingly on the 
fi ndings. Conduct qualitative and quantitative 
research to discover what your customer 
base thinks and feels about such issues. Re-
member, they’re the important ones deciding 
whether there’s food on your table at the end 
of the month. 

On the fl ip side, it raises an interesting ques-
tion: what if customers themselves prefer 
colours or imagery which more progressive 

In his monthly column, Brian 
Gray from Glasgow-based 
erotic marketing agency 
Lascivious Marketing offers 
his thoughts on all things 
marketing. This month he 
considers gender neutral 
marketing and its place in 
the erotic retail trade. 

BLUE IS FOR BOYS 
AND PINK IS FOR….THE PAST ?
Mar ket in g  Ma t te r s exclusive
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voices may deem to be reinforcing gender ste-
reotypes? As a marketer I’ll always espouse that 
brand owners conduct audits so they know how 
relevant they are to key audiences. Also, changing 
social trends should be picked up when conduc-
ting a PESTEL Analysis. So it’s always good to be 
aware of what’s going on in the wider world. That 
said, if there’s still a preference among customers 
themselves for metaphorical ‘blue for boys’ and 
‘pink for girls’ labelling or appearance and such 
like, this needs to be respected. And you’ll have 
consumer research data to proactively highlight 
on your website and social media supporting your 
decision. Of course, the market itself will soon 
enough decide your fate.

It would be folly however to think that consumers 
alone are the sole arbiters: the regulatory en-
vironment is also changing. The UK’s Advertising 
Standards Authority announced in December 
2017 it would be introducing a new rule in the UK 
Advertising Codes that would ban harmful gender 
stereotyping. This was based on a 2016 report that 
provided “…an evidence-based case for stronger 
regulation of ads that feature stereotypical gender 
roles or characteristics which can be harmful to 
people, including ads which mock people for not 
conforming to gender stereotypes.” 

Furthermore, the ASA is also mindful of objectifi ca-
tion and sexualisation in advertising, which can be 
closely associated with gender stereotyping. Some 
people may quickly assume that in an industry 
such as ours, these may be the more likely trans-
gressions. But this probably won’t be the case. 
Why? Because organisations such as the ASA are 
aware of context. In short, if you’re advertising 
sex toys, erotic lingerie or some other adult or 
sexually-oriented product or service, then there will 
be more tolerance and acceptance given to the 
subsequent imagery used. 

This isn’t however the ASA giving erotic advertisers 
carte blanche: they will be found in breach if the 
images are “…overtly sexual or when they objectify 
women by depicting them as passive or in a demea-
ning way.” And astute readers will no doubt be won-
dering whether images of a woman kneeling or being 
submissive while modelling bondage or restraint 
products would be permitted. How will products 
associated with acknowledged sexual practices 
such as BDSM or erotic humiliation fare? Again, 
context should be key. Either the watchdogs accept 
these images and practices as being representative 
of many people’s sexual lifestyles, or perhaps ask 
advertisers to show an equal number of males in 
the same ‘demeaning’ positions, so at least there’s 
gender parity. Answers on a postcard please…
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But while I’ve been waxing lyrical about some key 
points concerning gender neutrality, I’ve been 
doing so up to now on the underlying premise of 
there being merely two genders. Discussion on 
gender neutrality is arguably the tip of the iceberg: 
enter the gender identity debate. In 2014 Face-
book extended its list of gender options from two 
to fi fty eight. The following year it went a step 
further, allowing users to add their own custom 
defi nitions. Contrast this with the fi ndings of a 2016 
UK research study commissioned by women’s 
equality charity The Fawcett Society examining at-
titudes to gender. Over half - 56% - of the 8,000+ 
adults surveyed felt there were only two genders. 
Society is obviously split on the matter: is the erotic 
trade industry equally divided?

This has potential ramifi cations on product naming 
(consider lingerie brands with female named 
product lines, for instance), website design (how 
practical is it to replace ‘For Men’ and ‘For Women’ 
sections with dozens of gender identities?) and 
product imagery. In the latter instance, consider a 
lingerie or erotic clothing brand. Will there now be 
an expectation that several gender identities will 
be represented when it comes to product photo 
shoots? There’s obviously going to be a bigger bill 
regarding model fees. Sourcing may also be an is-
sue depending on location. Furthermore, will com-
panies be seen as discriminating if only one gender 
is featured in product imagery? Or is all this just 
being a tad surreal and cynical? Quite probably.

Let’s face it: seismic changes are not coming 
anytime soon. Gender identity progressives must 
accept that a lot of people still identify as one of 
two statistically dominant genders. I don’t think the 
majority of companies will be rushing to introduce 
non-traditional gender pronouns either. But the 
great thing about any properly functioning market 
is that if people feel their needs are not being 

met by existing manufacturers and sellers, there’s 
nothing preventing new companies entering the 
market to meet such needs, either from a product 
perspective or a corporate mission or values 
perspective. And from a pure marketing perspec-
tive, when it comes to marketing segmentation, a 
needs-based approach is often the most valuable, 
rather than employing standard demographic varia-
bles, such as, you guessed it – gender.

I’m not one for making too many predictions about 
the future. But discussion about gender neutral 
and gender identity marketing does highlight one 
thing at least: the established marketing process 
of segmentation, targeting and positioning will be 
absolutely critical for owners and brand managers 
in providing the products, services, and sense of 
identity and belonging sought by an increasingly 
diverse market.
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“Section 230 of “The Communications 
Decency Act of 1996” [U.S.] says 
that a provider of an interactive 

computer service is NOT to be treated as the 
publisher or speaker of information provided 
on the service by a user.  This means that 
a website provider is relinquished of certain 
liabilities for the content posted or transmitted 
on the site by third party users.  Section 230 
has allowed the Internet to thrive as a place 
of open speech and communication without 
website providers fearing legal consequences 
for themselves based on the (sometimes illegal) 
activities of users on their sites.

Congress stated in the text of FOSTA that 
“section 230 … was never intended to provide 
legal protection to websites that unlawfully 
promote and facilitate prostitution and websites 
that facilitate traffi ckers in advertising the 
sale of unlawful sex acts with sex traffi cking 
victims.” Accordingly, the new law rolls back 
the protections of Section 230 for content that 
promotes or facilitates prostitution or human 
traffi cking.  FOSTA states, in pertinent part, 
“Whoever… owns, manages, or operates an 
interactive computer service …, or conspires or 
attempts to do so, with the intent to promote 
or facilitate the prostitution of another person 
shall be fi ned under this title, imprisoned for not 
more than 10 years, or both.”  An “aggravated” 
violation is committed, when in addition, an 
interactive computer service - 
(1) promotes or facilitates the prostitution of 5 
or more persons, or 
(2) acts in reckless disregard of the fact that 

such conduct contributed to sex traffi cking.
An aggravated violation is punishable by a fi ne 
or prison sentence of up to 25 years. In short, 
an operator, owner, or manager of a computer 
service, that with the intent to promote or 
facilitate the prostitution of another person, or 
should have known of such on their site, can 
be subject to civil or criminal liability under the 
law.  Violations may result in the imposition of 
fi nes and jail time of up to 25 years.  Diligent 
compliance will be key to staying out of trouble. 

For the purposes of FOSTA, an “interactive 
computer service” can be any website which 
allows the posting or transmission of user-
generated content.  Examples include porn 
sites, live cam sites, tube sites, dating sites, 
escort ad services, web forums, as well as 
mainstream websites, such as social media 
sites.  

In order to comply with the provisions of 
FOSTA, at a minimum, companies should 
update the Terms of Service for their websites 
to include a user agreement to abide by certain 
rules relating to the prohibition of the sale of 
sex, setting up dates in exchange for money, 
and other things that could potentially be 
interpreted as sex traffi cking.

In addition to that update, website providers 
must now monitor the postings private 
messages of users on their sites. Yes, you read 
that right – even private messages.  Automated 
software monitoring systems will be ideal for 
fi ltering text-based communications. 
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FOSTA: Implications in
the U.S. and Far Beyond
Maxin e  Lyn n  on  th e  F ig h t  On l i n e  S ex  Tra f f i c k in g  Ac t  exclusive

About: Maxine Lynn is an intellectual 

property (IP) attorney with the law 

firm of Keohane & D’Alessandro, 

PLLC, having offices in Albany, 

New York.  She focuses her practice 

on prosecution of patents for techno-

logy, trademarks for business brands, 

and copyrights for creative materials.  

Through her company, Unzipped

Media, Inc., she publishes the

Unzipped Sex, Tech & the Law®blog

at www.SexTechLaw.com.  

Disclaimer: The content of this article 

constitutes general information, and 

is not legal advice.  If you would like 

legal advice from Maxine Lynn, an 

attorney-client relationship must be 

formed by signing a letter of engage-

ment with her law firm. To inquire,

visit www.Sextech.Lawyer.

On April 11, 2018, the “Allow States and Victims to Fight Online Sex Traffi cking Act of 2017” 
was signed into U.S. law by President Donald Trump. This was a bi-partisan attempt to 
provide federal and state authorities with more tools to fi ght, as the law recites, “sexual 
exploitation of children or sex traffi cking.”  Though stopping sexual exploitation is certainly 
an honorable cause, the new law, known in short by the acronym “FOSTA,” has placed a 
sweeping burden on adult (as well as mainstream) website providers.
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Has a thrilling, realistic shape for a fulfiling sensation
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deliver earthshaking vibrations thru the whole vibrator. 

The two individual controlled vibrators give her
10 vibrating patterns per vibrating motor which provides
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Image analysis may be used for discerning the 
content of images and video.

For large-scale companies that already have traction 
(i.e. money to spend), the answer will probably be 
a tailored software solution integrated into their 
platform.  For other smaller websites, a third party 
provided “canned” system may be more reasonable 
in terms of pricing and feasibility.

Human assessment will likely need to be involved as 
well – For example, to review for confi rmation of fi lter-
fl agged material prior to a disabling of an account 
or removal of a communication.  Though neither 
automated systems, nor humans, will be perfect, it 
will at least show a good faith effort and be signifi cant 
evidence negating “reckless disregard” (basically, 
“should have known”) and “intent” to allow illegal 
activity on a website.

Companies should develop and implement an 
internal cohesive written policy about how to monitor 
and process communications that could be related 
to facilitation or promotion of sex traffi cking or human 
traffi cking.  The policy should address the levels 
of escalation, including warnings (if any), disabling 
of accounts, and removal of communications or 
accounts of users that appear, through fi ltering or 
otherwise, to be promoting or facilitating such illegal 
activity.

This law change is historic in the United States.  
Although many of us in the legal community take 

serious issue with FOSTA’s legality under the U.S. 
Constitution, it typically takes years for a law to work 
its way through the court system in a challenge.  This 
means that FOSTA will be on the books indefi nitely.  It 
is now a “fact of life” for website providers, especially 
those that deal in dating sites, cam sites, tube sites, 
and other adult-oriented platforms.  Its potential 
implications must be taken seriously.  

Note that FOSTA’s effect is retroactive.  Companies 
may be subject to liability for illegal sex traffi cking 
activity that happened through their websites prior to 
the passage of the new law.  Whether enforcement 
for prior activities will actually occur has yet to be 
seen, but beware that it is a possibility.

Accordingly, the stakes are high.  Website providers 
must be conscientious in efforts to comply with the 
new law.  Even if a website is hosted outside of the 
U.S. (for example, in Europe), but is accessible to 
users in the U.S.,  FOSTA may still apply.  Though 
obtaining jurisdiction in U.S. courts would be much 
tougher for sites outside of the country, in some 
circumstances, it would not be impossible. The U.S. 
government and courts have broad powers.
Wherever your web service is based, avoid the 
possible fi nes and prison sentences that FOSTA 
enables.  Get your company set up with proper 
compliance policies, procedures, and systems. Talk 
to an attorney – As I always say, a little time with a 
lawyer can go a long way…  And, it couldn’t be
truer here.                                                              
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 Reem, before we talk about your latest fi lm 
project, would you mind telling us a bit 

about your background and what brought you 
to fi lmmaking?
Reem Morsi: I have been writing stories since 
I was 5 or 6 years old. I would write a story 
point then illustrate it (now known as story-
boarding), but I had no idea that I was planning 
scenes for the story I am writing. Also, my 
father was a fi lm buff and we used to watch 
movies together when I was a child and we 
would critique the fi lms together, from Charlie 
Chaplin fi lms to Doctor Zhivago. I couldn’t 
become a fi lmmaker earlier in my career as it 
was always too expensive, or too inaccessible, 
so I worked as a professional scuba diver, then 
did an MA/LLM degree in international law and 
started working in human rights for around ten 
years, after which I got a scholarship from the 
British government to do an MA in fi lmmaking 
at the London Film School, and everything in 
my life changed. I was fi nally living my dream. 
I wanted to bring stories I saw in human rights 
to the light in a very entertaining way, so this is 
where Bootleg came from.

Your latest project, named Bootleg, is about a 
Muslim woman who starts an underground sex 
toy business in Egypt. Could you tell us more 
about the plot and why you chose this topic?
Reem Morsi: This project was a reaction to 
the rumoured virginity tests that supposedly 
took place during the Egyptian revolution, but 

also a reaction to my previous work in human 
rights and working on fi ghting female genital 
mutilation (FGM) and the terrible impact it has 
on young girls and women. I realised that FGM 
has been portrayed as an Islamic requirement 
but in reality, it is an African tradition that was 
falsely portrayed as an Islamic rule. So Bootleg, 
even though it’s a dramatic satirical comedy, is 
still about the issue of FGM but also the issue 
of sexual pleasure and equality in sexual rights 
between genders. The story has evolved after 
I participated at the Berlin Script Station at 
Berlinale Talents. It is now about three different 
Egyptian women, each with different social 
and economic backgrounds and different 
opinions on sex and sexual pleasure. They all 
unite in starting the manufacturing of sex toys 
in Egypt in the funniest ways possible, from 
trying to create some from bathtub toys to 
fi nally mastering the art and being chased by 
the police. The most famous scene has been 
fi lmed as a trailer, and it is basically one of the 
three women trying to smuggle the toys under 
her clothes into Egypt and being afraid of being 
arrested for owning sex toys.

Big parts of population in Europe and the US 
are becoming more open-minded about using 
sex toys and expressing their sexuality. How 
would you describe the situation in Egypt and 
the Arab world in general in this regard?
Reem Morsi: I don’t think the situation in 
Egypt and the Arab world is opening up, 

The annual Berlinale fi lm festival is not only a showcase for big movies and established 
directors, but also a way for up-and-coming fi lmmakers to show their works to a larger 
audience. At this year’s festival, Reem Morsi had the opportunity to present a teaser of her 
upcoming fi lm Bootleg. The scene that was shown at Berlinale included a woman trying 
to smuggle sex toys through an airport checkpoint. In our interview, the fi lmmaker tells us 
how that scene fi ts into the greater whole of her movie, and we also talk about the current 
situation regarding sex toys in Egypt and the Middle East.

D i r ec to r  Reem Mors i  on  h e r  f i lm  B oot leg  a n d  a du l t  p roduc ts  i n  Eg ypt exclusive

Masturbation is quite 
unacceptable in Egyptian society

Filmmaker Reem Morsi 

hopes Bootleg will hit 

screens around the 

world next year
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unless it’s very underground and hush hush. There 
have been rumours that there are some toys brought 
into the countries and sold privately under the radar. 
The situation is still quite conservative. However, the-
re is a big market for sexy lingerie sold openly as it’s 
expected to be sold to married couples and its usual-
ly for the men’s pleasure. There are also some stores 
that sell sensual oils and other items that are basically 
not sex toys, but they are for prepping the mood – 
so, no sex toys that I know of, but I hope I am wrong. 
Whenever I’ve tried to make surveys about the issue, 
getting people to talk about sexual pleasure, even 
anonymously, there was a lot of resistance and many 
were offended that I even asked. However, some 
people create their own toys or use other non-sex toy 
items to pleasure themselves.

Social habits and personal decisions are one thing, 
but government restrictions and laws are something 
entirely different. Are sex toys actually illegal in Egypt 
and other countries in this region? How strict are the 
laws concerning such products enforced, and how 
strictly are they enforced?
Reem Morsi: When I was doing research for the 
fi lm, I did months of research about sex toy shops 
in Egypt, and I came across a small shop that sells 

lingerie and secretly sells some 
sex toys out of the box in small 
plastic bags, and the owner 
hesitated a lot before showing 
me the toys as he was afraid I 
might represent the government 
and that he might get arrested. 
I assured him I wasn’t from the 
police or government. I would 
imagine that the sale, purcha-
sing, and manufacturing of sex 
toys in Egypt and most Arab 
countries is against the law and 
could be grounds for arrest un-
der lewd behaviour. I even read 
an article a few years ago that 
the ministries of Interior and he-
alth have launched a campaign 
to arrest some prosthetics-ma-
nufacturing workshops for also 
manufacturing wooden dildos.

Let‘s say I would want to buy 
an erotic product in Cairo. How 

could I do that? Is there some sort of underground 
market for sex toys?
Reem Morsi: You will see from my previous replies 
that it’s almost impossible to fi nd a shop to buy 
them, so I don’t think the situation has changed, but 
maybe I am wrong. However, erotic lingerie stores are 
quite popular and openly available. What you would 
need to do is ask a friend of a friend of a friend who 
might’ve travelled abroad recently and might have 
one or two toys to sell, but that’s extremely hard to 
fi nd.

During the Arab Spring revolution in 2011, there was 
also hope that the situation for women and sexual 
freedom in general would improve. How did the situ-
ation actually develop and what is left of this hope?
Reem Morsi: As you saw in my answer to question 
two, it was the inspiration for the fi lm. I don’t think 
the situation improved and since I haven’t lived in 
Egypt in the last two years, I am not completely sure 
where it is, but going by what I hear from my friends 
in Egypt, it has not gotten better. However, I want 
to clarify that the way Egyptian society is portrayed 
in Western media shows women’s rights in a much 
worse light than they actually are. The situation is 
very complex, but yes, it still hasn’t gotten drastically 
better as a result of the revolution. I feel it is at a 
standstill.

“ I  WOULD  IMAG INE  THAT 

THE  SALE ,  PURCHAS ING , 

AND  MANUFACTURING  OF 

SEX  TOYS  IN  EGYPT  AND 

MOST  ARAB  COUNTR IES 

IS  AGA INST  THE  LAW AND 

COULD  BE  GROUNDS  FOR 

ARREST  UNDER  LEWD BE 

HAV IOUR . ”
R e e m  M o r s i
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The tagline of your movie is “Sometimes you have 
to take matters into your own hands.” What is the 
general stance on masturbation in Egypt?
Reem Morsi: Masturbation is quite unacceptable 
in Egyptian society. It is completely unacceptable 
for women or to mention of it on any level, so it is 
the same as in many other countries around the 
world, not just Arab/Muslim countries. But for men, 
its considered a secret habit that is strongly frowned 
upon. It is also considered the last resort. However, 
for women it’s much, much worse.

You recently showed a trailer for your latest movie 
at the Berlinale Film Festival in Berlin. How did the 
audience respond?
Reem Morsi: It was an incredible experience. Many 
audience members, from so many backgrounds, 
including Arabic/Muslim backgrounds, approached 
me after and told me how much they enjoyed the 
trailer and how meaningful the trailer was to them and 
how it impacted their stereotypical views of the region 
and how eager they are to watch the fi lm when its 

released. I was happy to also be approached by 
audience members from the Middle East who also 
loved the trailer. With the kind of overwhelming 
reaction the trailer received, I believe that this fi lm will 
be quite popular around the world upon release. So, 
since we have a few scenes in sex toys shops in a 
western country, we are open to product placement 
if anyone is interested in approaching us as we are 
currently in the stage of fi nancing the fi lm for a shoot 
in 2019 ;-)

When and where will the movie come to the cine-
mas?
Reem Morsi: We are planning to shoot Bootleg 
in 2019 and hopefully start its festival tour then, 
followed by a release in cinemas & online platforms. 
We strongly feel that this fi lm will be quite antici-
pated in many western countries, but we are also 
hoping for a Middle Eastern release as it might lead 
to an open discussion about sex toys and hopefully 
opening the path for a different perspective on 
women’s sexual rights.

 

The poster for Bootleg
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 Please, tell us about yourself. Since when 
have you been working for LELO? What did 
you do before joining the team?
Dušan Milenkovi : Well, you could say I’m 
a Renaissance man. I started my career in 
real estate, moved to the food industry with 
Ferrero, then switched to Reckitt Benckiser 
(FMCG) where I was taking care of several 
brands including Durex, later transferred to 
Zoetis (ex-Pfi zer, animal health division) and 
now I’m here with LELO. It’s been almost two 
and a half years since I joined the company.

What are your duties and 
responsibilities at LELO?

Dušan Milenkovi : As the 
commercial director, I’m 
in charge of managing the 
sales force in the EMEA 
region. We have excellent 
sales teams present in 
most of the EU countries 
we do business with, 
and my role is to support 
them in reaching their 
goals. My responsibilities 
include negotiations, 

contracts, expansions, P&Ls, 
meetings, data analysis, 

people management, solving 
problems, defi ning and chasing 

Different countries have different customs, 
and Dušan Milenkovi  can defi nitely attest 
to that fact. As LELO’s Commercial Director 
for the EMEA region, he is working with 
people in wildly different countries with very 
different cultural peculiarities. His work in 
the European, Middle Eastern, and African 
markets is the main topic of our EAN 
interview, and we talk about the challenges 
of being a company for adult products in 
each of these regions. 

There is still a lot to do to close the gap between     
An i n te rv i ew  w i th  D uša n  M i l en kov ić ,  EMEA  Commerc i a l  D i r ec to r  a t  LELO  exclusive

Dušan Milenković, 

EMEA Commercial 

Director at LELO
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targets, just to name a few. My job is to juggle plenty 
of tasks on a daily basis and see to it that everything 
is done on time.

Europe, the Middle East, Africa. Aren’t those three 
very dissimilar, divergent marketplaces, especially 
when you’re in the business of selling sex toys?
Dušan Milenkovi : I would say that almost every 
country has its differences, and more often than not, 
problematic views on sexuality or usage of sex toys, 
and our job is to adjust to all of them. The Middle 
East is defi nitely an extreme case when it comes to 
their perception of the sex industry and business 
model.

Could you give us a brief rundown of these three 
economic areas? How well-developed are the adult 
markets in these regions, and how much potential do 
they hold for the producers of sex toys?
Dušan Milenkovi : Europe is the most developed 
one by far. The market grows each day organically 
as more and more people become open to trying 
out sex toys. Africa has enormous potential and is 
showing steady growth, but we need a more local 
approach to achieve better results. The Middle East 
is extremely conservative, so we still can’t sell sex 
toys in most countries there. We are still trying to 
understand those markets.

Which distribution structures are in place in the 
Middle East and Africa? 
Dušan Milenkovi : Those markets are still in 
development. For now, we are working directly with 
retailers, but we’re looking for good local distributors 
who would implement the local culture into sales and 
help increase our presence on the market.

Sex toys are invariably linked to sexuality and sexual 
open-mindedness. Is Europe ahead of the rest of the 
world when it comes to these topics?
Dušan Milenkovi : Europe is a melting pot of 
countries and cultures with very different attitudes 
towards sexuality and openness to this topic, so we 

can’t put a general label on all of them together. Of 
course, we do notice a trend emerging in all the EU 
regions, but we can’t put e.g. the UK and Poland 
under the same umbrella. There is still a lot to do to 
close the gap between sex toys and society, and that 
is LELO’s job – to support this movement via PR and 
communications campaigns and activations.

What is your take on these three statements?
a) The European sex toy market is saturated.
Dušan Milenkovi : Yes, it is. We did change the 
industry, and that happened 15 years ago. Since 
then, a lot of new companies entered the market, 
an abundance of toys was invented, and while 
there is room for invention as new technologies are 
constantly being developed in all fi elds, companies 
are getting impatient and tend not to spend the 
necessary time to actually create the true next big 
thing... That results in a saturated market with too 
many players trying to reap the profi ts. With that 
in mind, I would say ‚saturated‘ is the right word. 
Our scope of action is more oriented to design and 
marketing now.

b) Religion and politics in the Middle East are the 
biggest obstacles on the way to a fully-fl edged sex 
toy market.
Dušan Milenkovi : We can’t deny that religion and 
politics have a signifi cant impact on society, customer 
behaviour, and laws of these regions, but we have 
seen a lot of changes in South Asian markets, such 
as India, over the last years. The time hasn’t come 
yet, but in the next decade, we should be seeing 
more markets opening there. We may need to rethink 
marketing completely, but the ever-growing LELO 
team is up for that exciting challenge!

c) Africa has many other problems, and in the 
foreseeable future, few people there will be able to,
 or even want to buy sex toys.
Dušan Milenkovi : I don’t agree with this statement. 
The interest in all things regarding sexual health 
has increased over the past year in several African 

    sex toys and society, and that is LELO’s job
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regions, and although the laws on what you can sell/
import are a lot trickier than in Europe, we believe 
that some of those regions will be developing a more 
open attitude.

Is it possible to create a solid, broad 
foundation for the distribution of sex 
toys in a market if it does not meet 
certain economic standards – 
purchasing power, standard of 
living, income, etc.?
Dušan Milenkovi : Of 
course it is! This is why 
we are always searching 
to fi nd new markets we 
can enter. The potential 
for bringing pleasure to 
people is what drives us. 
Take Croatia for example 
– it shouldn’t be your go-to 
country to sell considering 
the average purchasing 
power, and yet, it is one of 
our leading countries in HEX 
Condoms sales, and one of the 
fi rst to incorporate LELO sex toys into 
FMCG channels.

What are the challenges you are faced with on a 
daily basis when working with partners in these three 
different economic areas?
Dušan Milenkovi : When you are LELO, a high-
end quality and luxury product, the price usually 
represents an obstacle. This does not apply only to 
these two regions – there are countries with lower 
purchasing power in the EU as well. We are always 
on top of our game and deliver nothing but the best. 
It is no wonder that the materials and technologies 
behind the products have their price.

Is LELO in a better position to gain a foothold in 
conservative markets than other companies, seeing 
how it is a very well-known brand with a focus on 
elegant, discreet design?
Dušan Milenkovi : We are celebrating our 15-year 
anniversary this year so it is clear that we have been 
around for a while and customers know about us. 
They know what to expect when they buy a LELO 
product, and what stands behind the experienced 
brand that we are. Our presence in high-end shops 
and department stores around the world is always 
an example of how LELO has found its place in 

mainstream sales channels, even in conservative 
markets.

A unifi ed distribution strategy for Europe, the Middle 
East, and Africa probably wouldn’t make much 

sense considering how diverse these 
economic areas are. So, how does 

LELO operate in the individual 
markets?

Dušan Milenkovi : We have 
multiple strategies, short-term, 

and long-term plans. It is 
impossible to apply a unique 
approach that works 
everywhere. Strategies 
are adjusted as needed, 
depending on the maturity 
phase the specifi c country 
is in. Of course, nothing 

would be possible without 
the help of amazing local 

teams and partners whose 
insight is crucial in making 

plans.

LELO has always been one of the 
pioneers in the adult market. Does that 

pioneering spirit also extend to areas such as 
sales and distribution?
Dušan Milenkovi : I would rather say this pioneering 
spirit is present in marketing, trade marketing, social 
media, and PR. If we look at the history of sales, it 
is easy to see that changes are not as dynamic, but 
we do have a couple of breakthrough ideas we have 
already implemented and a couple more we plan to 
test in the future. New opportunities are emerging 
daily due to greater market openness, the hunger 
for innovation and originality, the need for expansion, 
and general customer open-mindedness towards sex 
toys. Anyways, interesting times await us, and we 
can’t wait to see what’s to come!                            
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 When and how did you fi rst get interested 
in dolls?
Psion Satori: Back in 2002, I remember seeing 
a documentary called ‚Guys and Dolls’ directed 
by Rock Schroeter. It offered an insight into the 
lives of 4 guys that owned a full size, for want 
of a better word, ‚sex doll‘. 
What struck me at the time however, was 
the distinct lack of sex in the fi lm. Rather 
than just being an elaborate sex toy, what 
the documentary captured instead, was 
the signifi cant part these dolls played in 
the everyday lives of the guys and the 
companionship they provided. 
It was a remarkably well made and thought-
provoking piece of fi lm making, and credit to 
the director, Rock Schroeter, for not letting his 
own judgements or opinions get in the way of 
the individuals he interviewed.

When did you buy your fi rst doll?
Psion Satori: It got my fi rst doll just over a year 
ago, an EX-Lite produced by DS Dolls, and I‘ve 
been photographing her ever since.
Back in the day, when I fi rst saw the ‚Guys and 

Psion Satori has found a way to combine 
two of his passions: For one year, he has 
been owning a sex doll, and for one year, he 
has been creating – and publishing - artful, 
stylish pictures of this doll and other models 
like it. In our interview with Psion, we talk 
about his photography, his decision to use 
dolls as subjects, and his thoughts on the 
current discussion revolving around dolls 
and sex robots.

It‘s all a matter of personal taste and    
Ps ion  S a to r i  i s  a  do l l  ph otog ra ph e r  exclusive

More of Psion Satori’s 

photos can be found at:

https://instagram.com/psion_satori  

& https://twitter.com/psion_satori
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I can fully understand the companionship a doll 
would provide in combating loneliness. For example, 
although I use my dolls for photography, it’s hard 
not to develop some kind of emotional attachment 
to them especially as they are so life like, and each 
one seems to develop a personality of their own. 
Maybe I just have a vivid imagination, but rather than 
storing them away in a cupboard after a shoot, I have 
them displayed around my apartment in much the 
same way other people display artwork, whether it 
be a painting hanging on a wall or a sculpture sitting 
on a shelf. The difference being, I can change their 
outfi ts and have them sitting or standing in different 
places around my home so that I have a constantly 
changing... and yes I’ve often found myself talking to 
them.

Do your friends and family know? If so, how have 
they responded to it?
Psion Satori: As I’ve said, my dolls are on displayed 
around my apartment, so when friends visit, they 
see them in full view. Most of them are in the fashion 
business anyway and know I’m a photographer, so 
it‘s not really a problem. 
Interestingly, when people do visit, it‘s the woman 
that are much more interested in the dolls. After the 

I cI cI cI an fulfululllulfulllylylyly ndunddundunduunderserersersrsersstanttantttanttannd td tttd tthehe hehe he ccccomcc panpanionionshishiip ap ap aaaaa dodododod llllll
would provide in combating loneliness. For example, 
although I use my dolls for photography it’s hard
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Girls‘ documentary, the dolls were made of silicone 
and incredibly expensive. That was over 15 years 
ago, and with only a few companies making full size 
dolls, the price, even then, was pushing $10,000. 
That‘s all changed. Now there are numerous other 
companies providing a whole range of different 
dolls in different materials. Silicone is still used for 
the better-quality dolls, but the price has reduced 
signifi cantly. DS Dolls for example, offer their fl agship 
167cm tall EVO doll for less than £4,000.
A few years ago, manufacturers have started using 
a cheaper alternative to silicone, known as TPE 
(Thermoplastic Elastomer) and the price has dropped 
even further. You can now purchase a TPE doll for 
less that £2000.
More recently still, about 18 months ago, DS Dolls 
launched their ExLite doll, made from PU foam. Up 
until that point, life size silicone and TPE dolls were 
pretty heavy at 30kg or over, and took time and 
effort to move around. However, due to its innovative 
construction, the ExLite, weighs only 8kg and is 
probably, at £500, the cheapest realistic life size doll 
on the market today. Granted it‘s not as robust as a 
silicone or a TPE lady, but for photographic purposes, 
it’s absolutely outstanding.

What are the advantages of living with a doll?
What does it give you that a human person 
might not?
Psion Satori: I‘m not sure there‘s a conclusive 
answer to that because everyone is different. 
What appeals to one might not to someone else. 
It‘s all a matter of personal taste and preferences. 
Personally, I enjoy my own company and living on 
my own gives me the freedom to do what I want, 
without having to worry about anyone else. I still go 
on dates and have girlfriends, but it‘s unlikely that I 
will ever choose to live together with someone. For 
others that are maybe not so comfortable alone, 

   preferences
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initial surprise, they all comment on the attention 
to detail and how life like they look. There is always 
surprise that the hands are so realistic and have 
fi nger nails! They‘ll also give me fashion tips on what 
the dolls are wearing and offer advice on doing their 
hair and make up... the guys on the other hand will 
have a quick feel and say nice tits, then move on. 
Family is a different matter. My parents are pretty old 
school and unfortunately believe everything they read 
in the press and see on TV. Given all the sensational 
reports about ‚sex robots‘ taking over the world that 
appear in the mainstream media every other week, 
I don’t want to have them thinking their son is partly 
responsible for the downfall of civilisation as we know 
it. 

There is a big discussion about dolls at the moment, 
even in mainstream media, and a lot of it sounds 
like a philosophical discourse. What do you want to 
add to the discussion, looking at this topic from the 
viewpoint of a user?

Psion Satori: I‘d seriously question that there is 
a ‚philosophical discourse‘ around dolls in the 
mainstream media! Most of what I‘ve read is 
sensationalist nonsense. Apart from the reporting 
on ‚Sophia‘ being developed by Hanson Robotics, 
nearly everything else is perpetuating a myth that 
dolls objectify women and are a danger to society. 
Seriously, I really don‘t understand how, what a 
person does in the privacy of their own home, as 
long as they aren‘t hurting anyone, is anyone else‘s 
business. If you want to talk about objectifying 
women, just take a look on Instagram - some 
women don’t need any help in this department, they 
are masters of the art of objectifying themselves, 
but they call it self expression. Despite what the 
media would have you believe, dolls are not ‚sex 
robots‘. By defi nition, a robot is a machine that can 
carry out a complex series of tasks. Dolls on the 
other hand are basically heavy lumps of rubber. 
Beautifully designed and increasingly realistic, but 
still an inanimate object that takes time and effort to 

move about. Admittedly there are a few companies 
currently developing robotic heads with AI (Think 
Alexa/Siri built into a pretty face). These heads will 
be able to be placed on a dolls body and controlled 
with an app, however true ‚sex robots‘ that can move 
independently and are a long way off. 
Personally, I fi nd all the talk about ‘sex robots’ 
replacing women hysterical. Women have had sex 
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Psion Satori: I‘ve had a camera for as long as I can 
remember and although I don‘t make my living from 
photography, I do use it as part of the creative process 
in my work in the fashion industry, so I‘m not exactly 
an amateur. That said however, photographing my 
dolls, is still just hobby. It‘s fun and gives me the 
opportunity to develop my own artistic skills.  Not 
just behind the lens, I‘ve also become quite adept 
at hair and make up, not to mention getting to grips 
with editing software such as Lightroom. With a little 
imagination, the right lighting and outfi t, the results can 
match working with a living model.

How is it different working with dolls instead of live 
subjects? And how would you describe your photos?
Psion Satori: The technical aspects, lighting, camera 
settings etc. are almost identical, but that‘s were the 
similarities end. A good model, knows how to pose 
and what to do with their hands. They can move their 
eyes and know when to look into the camera or not. 
Shoots with a living model are very fl uid and you can 
capture numerous different poses in a short space of 
time. Models will also do their own make up or have 
a Make Up Artist on hand, and most importantly, 
they‘ll dress themselves! 

robots in the form of vibrators for decades, and 
owning one is seen as ‘empowering’. The double 
standard is breathtaking. 
You started using your doll as a muse, taking photos 
of it. How did that start?
Psion Satori: I was curious how dolls would 
compare to shooting real people.  When I saw the 
ExLite available for £500, curiosity got the better 
of me. To be honest, I wasn‘t expecting much. 
The original marketing photos that DS released of 
the ExLite, weren‘t terribly good, but at that price, 
I fi gured, what the hell, besides, it would pay for 
itself over a few months with the amount I‘d save 
hiring professional models. To say I was pleasantly 
surprised would be an understatement. It‘s not until 
you see the doll in the fl esh that you really appreciate 
the artistry, skill and attention to detail that goes into 
making them. They truly are works of art. So yes, 
‚muse‘ would be an accurate description. There‘s 
hardly a day goes by that I wont change her outfi t 
and take a few photos. Having her around is a 
constant source of inspiration and enjoyment.

Is photography just a hobby for you, or is there more 
to it? Do you have previous experience in this realm?

Psion Satori uses 

art as a way to 

change the public’s 

perception of dolls
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When photographing a doll however, you have to do 
everything yourself. It all takes time. I try and make 
my photos look as realistic as possible, and there‘s a 
serious amount of work and pre-planning that goes 
into each shoot. Apart from costume choice, hair 
and make up, getting a doll to look natural in the way 
she is posed is undoubtedly the most challenging 
and time consuming part of any shoot. It‘s worth 
taking the time and I‘d like to think my photos 
capture the beauty and elegance of these amazing 
works of art and help to challenge the perception 
that they are purely elaborate sex toys. 

What kind of feedback do you get? How do people 
respond to your pictures?
Psion Satori: I post my photos on social media and 
the feedback is generally positive. That in itself isn‘t 
that surprising, as most of the pictures I post aren‘t 
overly explicit, so there‘s really nothing to complain 
about. What I do fi nd interesting however, is the 
increasing number of followers that my accounts 
are attracting even though it‘s obvious the photos 
are of dolls. Aside from ‚normal‘ people, I‘m also 
being followed by other photographers,  cosplayers, 
models, MUA‘s fashion brands and bloggers and 
the odd porn star thrown in for good measure. Most 
of the comments are about the photography or the 
costume rather than the doll itself. The 2B cosplay 
shoot I posted on twitter, for example, attracted over 
10,000 views in the fi rst few months alone, with quite 
a number of people asking if it really was a doll. That 
did bring a smile to my face.
I guess the best part of the whole social media thing, 
and this really did surprise me,  has been the fact 
that I‘ve received requests from other photographers 
and models wanting to collaborate on shoots with 
my dolls. I‘ve a few interesting projects lined up with 
some very talented people over the coming months, 
so it will be exciting to see them work their own 
magic. Collaborating with others, will also generate 
a wider audience with their own followers, and go 

some small way to countering the ill-informed bias 
that is coming from the mainstream media about 
dolls, doll owners and robotics... and that can only be 
a good thing.

Where can our readers fi nd your photos? Where are 
they being published?
Psion Satori: You can fi nd all my photographs 
published on Twitter and Instagram on my account 
psion_satori: 
https://instagram.com/psion_satori 
https://twitter.com/psion_satori.
And a couple of my dolls have their own Social Media 
Accounts too:
Ex Lite - https://instagram.com/kayladollx
DS 167 EVO - https://twitter.com/TemptressEVOX
I also do a lot of photography for Cloud Climax so 
you will fi nd a lot of my work published on their 
website too. There are very few doll photographers 
and I feel that my work getting out there is going 
to lead to more understanding and promote the 
acceptance of dolls.Psion means a character in 
a roleplaying game and Satori means sudden 
enlightenment. That is exactly what I hope to do with 
my photographs: enlighten people to dolls and to 
pursue their own imagination.                                  
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 Bathmate is known primarily for penis 
pumps, but with your latest product, Bathmate 
Vibe, you are taking a step outside of that 
product category. Why inspired you to branch 
out like that?
Tim Brown: The simple answer is consumer 
demand. Bathmate are a really strong male 
brand, every show I attend I’m always asked 
when we will bring out a female product, all the 
bricks and motor female staff want a Bathmate 
female product, so it’s time we give the market 
what the market is asking for. 

Can you give us a few details about the 
features of Bathmate Vibe? How is it different 
from comparable products?
Tim Brown: Bathmate‘s new Vibe is the latest 
generation bullet with 10 speed multi – pattern 
programmes. It is USB rechargeable, and 
comes with a 1-year peace of mind warranty.

It’s time we give the market
what the market is asking for
Tim  B row n  p resen ts  B a th ma te  V ibe  exclusive

Men all over the world know and love 
Bathmate and their penis pumps. Now, 
the British brand present Bathmate Vibe, 
a product that marks the fi rst step in 
Bathmate’s plan to create a wider, more 
diverse product range. In order to learn 
more about this strategy and about 
Bathmate Vibe, EAN spoke with 
Bathmate Brand Manager Tim Brown.

Bathmate’s Brand 

Manager, Tim Brown

 “ I T ’S  ALL  ABOUT 

BR ING ING  THE  R IGHT 

QUAL ITY  OF  PRODUCT  AT 

THE  R IGHT  PR ICE . ”
T I M  B R O W N
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Another big advantage of the Bathmate Vibe is that 
it is waterproof, with an IPX 7 Waterproof rating. We 
believe there is no other bullet for sale on the market 
at this time with the IPX7 rating. The Bathmate Vibe 
gives the user the advantage of combining 2 natural 
therapies: Hydro therapy and vibration therapy. The 
benefi ts are:

 -  Relaxes muscles and increases orgasm
 - Increases the ‘feel-good’ hormones
  serotonin and dopamine. The release of   
  these hormones also reduces depression 
  and anxiety
 - Gives a pleasant tingling sensation 
  due to stimulation of sensory nerves
 - Increases blood and lymphatic fl ow. 
  As a result, nutrients in the blood
  are more easily brought to the
  muscles and tissues
 - Increases lymphatic circulation / 
  helps get rid of toxins
 - Vibration and Hydro Therapy, 
  when combined causes your body
  to release encephalin, and other
  pain-reducing neurochemicals.
  It is recommended as a method 
  of pain relief and relaxation
 - Improves your sleep as your
  muscle will be more relaxed

Some people might argue that a bullet vibe is 
nothing new and that there are countless compa-
rable products under the sun. Why did you decide
to take a classic of the adult market and breathe
new life into it?

Tim Brown: I completely agree with your statement, 
yes I agree, but the Bathmate Vibe is the start of 
the journey and not the end, let me explain further, 
we have several other products designed to work in 
conjunction with the Vibe, some of them are female 
and some of them are male, I’ve tried the prototypes 
of the male ones and wow, just wow we are really 
on to something, something new something exciting 
and something very stimulating….the fi rst of the male 
products will be launched at eroFame this year and it 
will blow everyone’s socks off. The female products 

are almost ready and initial feedback from 
our consultation groups indicate we have 
developed new products that provide earth 
shattering orgasms, the fi rst of these new 
female products hopefully will be available 
for launch in ANME 2019. So the Vibe is 
the start of this fantastic journey …

Who is the target audience for Bathmate 
Vibe? Since you recommend a combination 
of hydro therapy and vibration therapy, it 
seems you are aiming for your male pump 
users. Is that correct?
Tim Brown: The Vibe is a unisex product 
for the reasons stated above, as the new 
products start to come to market it will all 
start to make sense….hopefully!

One can’t deny the health aspect that 
arises from the combination of the two therapy 
types. Would you say that Bathmate Vibe refl ects 
trends such as sexual wellness and sexual health?
Tim Brown: Yes defi nitely, does anyone look 
unhappy after they’ve orgasmed? 

 “WITH  INTRODUCTION 

OF  THE  BATHMATE  V IBE 

WE  BEL IEVE  WE  CAN 

CONTR IBUTE  TO  THE 

SEXUAL  WELLNESS  OF 

WOMEN ALL  OVER  THE 

WORLD . ”
T I M  B R O W N
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Sex is such a healthy pastime, it releases 
a lot of the body’s natural feel good 
hormones. Part of Bathmate‘s mission has 
always been to help men psychologically 
by ensuring they have confi dence in 
the bedroom, now, with introduction of 
the Bathmate Vibe we believe we can 
contribute to the sexual wellness of women 
all over the world.

Bathmate is a very well-known brand – but 
mostly among men who already associate 
the brand with your world-renowned penis 
pumps. 
Could the expectations tied to the brand be a 
problem when Bathmate Vibe launches? Or will the 
popularity of the brand help turn this product into a 
success? 
Tim Brown: That‘s a very interesting question, we 
recently had a meeting regarding just that. There 
is defi nitely an expectation when we launch a new 
product. We try and ensure we only bring the very 
best products to market, products of the highest 
quality, that in itself can sometime be a problem, 
when you bring a new product in to an already 
crowded market price point is hugely important. 
However low price and high quality very rarely go 
together. We think with the Vibe we have got it right, 
high quality, coupled with competitive retail price, and 
high margins for resellers. We think due to the Vibe 
being a Bathmate product and having the right price 
point that the Vibe will be a big success.

How much will Bathmate Vibe cost in 
stores?
Tim Brown: £19.99 or 24.99 EUR. 

When will retailers be able to order this 
new product from you or their distributors?
Tim Brown: In June this year. 

Are there plans to branch out into more 
product categories with future Bathmate 
projects?
Tim Brown: Yes, for sure we have some 
really interesting products that are at the 

prototype stage, some of these will make it to 
market and some won‘t, it’s all about bringing 
the right quality of product at the right price.           

 “ THE  BATHMATE  V IBE 

IS  THE  START  OF  THE 

JOURNEY  AND  NOT  THE 

END . ”
T I M  B R O W N
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this market segment with our approach. 
So far, we like to think we have been suc-
cessful concerning this aspect. We knew all 
along that we had to face a huge challenge 
in the competition with a bunch of famous 
brands. Of course, we were aware that this 
would not be easy, but do not forget, it’s only 
nine month ago that we got started with this 
entirely new product line. Nevertheless, we 
are doing very well so far. 

Was it diffi cult to convince the trade members 
of the qualities of your condoms so they would 
add them to their range?
Erik: Most of them responded enthusiastically 
and positively surprised when we announced 
the presentation of our line of condoms. Of 
course, they wanted to fi nd out everything 
concerning quality, design, pricing, etc. At 
fi rst, we received several marginal orders, 
but a while repeating orders started to come
in and that made us feel quite confi dent.   

What sets LEVEL condoms apart from the 
competition?
Erik: Our products stand out with their 
appearance and special design. That goes 
for colours, packing (condoms are wrapped 
in special foil), logo etc. It all fi ts so perfectly 
together that one just cannot ignore that he is 
facing something special. Just have one look 
at the packaging and you recognise how 
special these products are. And what’s more: 
price/quality ratio is really amazing.    

How would you describe your condom line? 
How many different products are part of it,
and what makes them special?
Erik: We offer condoms in three different 
packings, 5 p., 10 p. and 24 p.
Popular condoms: The LEVEL standard 
condom, fi ts magnifi cently as a result of its 
anatomical design.

 Last year, LEVEL added condoms to the 
product range. Are you satisfi ed with how this 
product line has been performing thus far? 
Erik Schieffer: We are quite satisfi ed 
concerning the launch of our new line of 
LEVEL products. So far lots of positive 
reactions as well as real interest for our new 
products. Among long-time established brands 
consumers buy our product although we are 
starters in this market segment. And that 
indeed is very important for a good start.  

Launching products in a saturated market is 
always a risk. What made you confi dent that 
you would be able to carve out your own niche 
amongst all the long-established, big condom 
brands?
Erik: From the beginning we were convinced 
that we would be able to create a difference in 

We still are a young and new brand and
therefore always interested in new partners

E rik  S c h ie f f e r  p resen ts  th e  LEVEL  c on dom l i n e   exclusive

The condom segment is vast 
and fi lled with dozens of 
brands, many of which have 
been around for a long time, 
cementing their position in 
the market. However, Erik 
Schieffer, the CEO of DR 
LIFESTYLE BV, and his team 
were undeterred by the 
competitive situation in the 
market. Trusting that quality 
always fi nds a way, they 
presented their own condom 
line under the LEVEL brand. 
Nine months have passed 
since the line’s launch, so it 
was high time for EAN to ask 
Erik for a progress report.

Erik Schieffer,

head of

DR LIFESTYLE BV
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Delicate condoms: This special LEVEL condom is 
thinner as thin and feels almost like you’re not even 
using a condom at all. Although this condom is 
super thin it’s yet strong like any regular condom and 
provides nevertheless maximum pleasure.
Performance condoms: Enjoy sex more 
intensively with the extra endurance this 
condom provides. This condom is specially 
treated in order to postpone a male 
orgasm. Every woman will appreciate the 
special characteristic of this condom. 
Furthermore, the packaging of each 
condom resembles the colour of the foil 
colour in which the condoms are packed.

Your condoms are part of the LEVEL brand 
– how important is it in a saturated market 
to appear as a brand, and to be perceived 
as such by the consumers?
Erik: We like to think the market is not 
at all saturated. And besides a possible 
saturation, perfectly new products will 
always create a place of their own in any market. It 
all depends on the way your product distinguishes 
itself. Above all we are quite confi dent our products 
just do that!

Interestingly, you present and advertise your 
condoms and lubricants as lifestyle products.
Why did you decide to pursue this strategy?
Erik: Well, as far as we are concerned these products 
are pure lifestyle. A choice for one of these products 

expresses a certain lifestyle of a person. Condoms 
are among the most sold and used products of the 
world. For us lifestyle means that a person cares 
about how to present himself. And it certainly shows 
good taste as well. 

Where can retailers get your condoms? Which 
distributors and wholesalers carry your products?
Do you also work directly with retailers?
Erik: Some of the wholesalers we deal with are EDC 
Wholesale, SHOTS, FACO drugstores, de Haan 
Lifestyle, all of them in the Netherlands, ADLORAN 
in Germany, MAB Lab in France and MaWe for 
Scandinavia. These wholesalers all operate Europe 
wide. Furthermore, we will be represented in the UK 
as well on short notice. Meanwhile we also supply 
retailers in the Netherlands as well.   

Are you looking for more distribution partners?
Erik: Absolutely, we still are a young and new brand 
and therefore always interested in new partners.  

Do you have some tips and tricks for retailers on how 
to ramp up their sales with LEVEL condoms?

Erik: We offer interesting terms and 
conditions and furthermore our organisation 
is lean and mean and therefore we can 
offer tremendous fl exibility. Just get in touch 
with us to experience how we deal with 
things. Whenever you want to participate 
in the development of our organisation do 
get in touch with us. Furthermore, it can be 
convenient to download special banners, 
pictures logos, etc. from our website https://
www.worldofl evel.com/en/press. All our 
products are shown in 3D super quality.

What are LEVEL’s plans for the rest of the 
year?
Will there be more new products in 2018? 
Erik: We are busy designing and building 
a new website focussing on the UK for 

consumers, retailers as well as wholesalers – www.
worldofl evel.co.uk. This is all very exciting and we 
expect to present this new site in a month time 
from now! Of course, we will inform you when we 
are ready to go on line. At the same time, we will 
present several new products under the name of 
our holding Dr. Lifestyle BV. More specifi cally, we 
will introduce new food supplements on our website
https://www.dokterlifestyle.com/en/.                                                                                         

 “WE  KNEW ALL  ALONG 

THAT  WE  HAD  TO  FACE 

A  HUGE  CHALLENGE  IN 

THE  COMPETIT ION  WITH 

A  BUNCH OF  FAMOUS 

BRANDS . ”
E R I K  S C H I E F F E R
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 „Please, introduce the Rock Can-
dy brand to our readers. What 

makes this brand special? 
What types of products 
does it include?
Justin Vickers: Rock 
Candy is an amazing 
brand that reminds peo-
ple just to have plenty of 
fun in the bedroom, which 

is just one of the reasons 
that we love it so much. The 

toys are bright, bold, colourful 
and packed with sensation - and we 

love that there’s such a wide range, too. You 
can choose from cockrings, bullets, dildos, 
wands and vibrators - and the toys are ins-
pired by sweet, irresistible candy - what can 
be more fun than that? The Lola Pop wand 
looks just like a lollipop and the Candy Stick 
vibe looks just like a sweet, sticky piece of 
candy. The fun colours and playful designs 
just put us in the mood to play - and we 
know our customers will love it too!

Rock Candy was started as a brand with a 
clear focus on the retail segment. How is 
that refl ected in the brand’s philosophy and 
business activities?
Justin Vickers: The Rock Candy range isn’t 
just bright and playful, it’s eye-catching too 
- and every toy adds something completely 
different to your experience. The retro inspi-
red style of the Rock Candy range is a little 
nostalgic, and it’s very eye-catching. You 
can’t help but notice it when you walk into a 
store. It takes pride of place. Customers are 
excited just by the look and packaging of the 
brand, and we know that it stands out on 
the shelf, too. The brand is all about having 
fun - and at ABS we always try to bring in 
brands that refl ect the needs of our custo-

mers. Rock Candy is the perfect toy range 
for Summer - it’s light-hearted (but ultra-sti-
mulating) and it really adds a fresh feel to our 
own portfolio. 

How many products does the brand include 
at this point? And what price categories are 
we talking about here?
Justin Vickers: We always try to keep our 
new ranges affordable, keeping them ac-
cessible to all of our customers. We’re lucky 
with Rock Candy as they really do offer such 
a wide variety of toys, so you can pick a 
smaller, less expensive bullet vibe or Gummy 
Vibe fi nger vibrator, or go all out with a toy 
like the Suga Daddy, a dildo with a shaft like 
an ice-cream swirl.

Have you chosen Rock Candy because the 
brand fi lls certain gaps in your product range, 
or was there specifi c demand for the US-
brand among your customers? 
Justin Vickers: We’re very proud of our va-
ried product range at ABS, and we feel that 
Rock Candy adds a playfulness that will re-
fresh our selection. We love the fun, exciting 
and creative way that the brand is marketed, 
and as a team, we’re really excited to work 
with such a modern, fun brand that isn’t 
afraid to put incredibly bold and unique new 
products into the market. There is defi nitely a 
demand for playful products that don’t take 
themselves too seriously - and of course, it’s 
fantastic to stock such a high-quality selecti-
on of toys that’s stylish, stimulating and very, 
very effective when it comes to pleasure. 

Why did you decide to offer the whole Rock 
Candy range right from the beginning?
Justin Vickers: We decided to partner with 
Rock Candy and be their UK and EU distri-
butor because we believe so strongly in their 

The attributes that could be 
used to describe Rock Candy 
are just as diverse as the 
product line itself. However, 
there is one thing that all the 
products have in common: 
They catch the eye and promi-
se fun, carefree experiences 
in the bedroom. ABS Holdings 
has secured the exclusive 
distribution rights to the Rock 
Candy product line for Great 
Britain and mainland Europe. 
EAN wanted to know more 
about the Rock Candy brand 
and collaboration between the 
two companies, and Justin 
Vickers, Head of Global Trade 
Sales at ABS, took the time to 
answer our questions in this 
interview.

We’re very proud of our varied product range at ABS,    
will refresh our selection.

ABS  Ho ld in g s  i s  th e  exc lus i v e  d i s t r i bu to r  o f  Roc k  Ca n dy  i n  G rea t  B r i t a in  a nd  Eu rope exclusive

Justin Vickers, Head 

of Global Trade Sales 

at ABS
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products. Right from the get-go, 
we knew that this was a brand that 
we wanted to offer to our customers. 
We loved the brand right from the start, 
and we’re so excited that Rock Candy felt 
we were the right fi t for them, too. Our deal with 
Rock Candy allows us to offer great support to our 
customers - including plenty of marketing support. 
We can really make sure that the Rock Candy per-
sonality is refl ected and that people know what the 
brand is all about. We can also offer Rock Candy 
at an incredible price which was really appealing to 
us as a company - and something our customers 
will appreciate, too. 

How do you go about selecting third-party brands? 
Which criteria determine if a brand is a good fi t?
Justin Vickers: There are so many factors that 
infl uence our decision as a business when it comes 
to working with third-party brands. The items 

themselves of course 
play a big role, 
but we also 
consider the 
relationship 

that we can 
have, or already 

do have, with the 
supplier. Relati-

onships have 
always been 
at the core of 

ABS and we 
love working with brands 

that value a great relationship, too. As the industry 
evolves, we need to think smarter, and choosing 
brands that we feel we can have a true partnership 
with is as important as ever to ABS. 

ABS is the exclusive distributor for the brand in the 
British market. Why didn’t you go for the exclusive 
distribution rights for mainland Europe as well?
Justin Vickers: We actually do have exclusive 
distribution rights in the EU as well! We felt that 
this was important as mainland Europe is such an 
exciting, growing market for us, and they’re really 
open to new ideas and unique products - and 
Rock Candy certainly fi ts the bill!

What are your expectations going into this distribu-
tion agreement with Rock Candy?
Justin Vickers: Our number one aim with Rock 
Candy is to introduce a fresh, fun selection of 
toys to the market. The brand is so creative and 
clever, and we’re really impressed with the unique 
look and feel of these toys. We defi nitely expect a 
long-lasting relationship with the brand as we have 
similar values and they’re such a great fi t for where 
we’re going as a business. Together, we’re able 
to offer something really innovative to customers, 
and we love watching our customers fall in love 
with new products - and we certainly expect this to 
happen with Rock Candy!

The number of exclusive distribution agreements 
seems to have gone up quite a bit in recent 
months? What is your explanation for this develop-
ment?
Justin Vickers: As a business, we always want 
to focus on items that we know our customers 
want. Thanks to our personal relationship with our 
customers, we have such a good insight into who 
they are, what drives them, what excites them, and 
what they’ll really respond to. Customers never 
shy away from telling us what they want, what 
their needs are and what they’d like to see in the 

  and we feel that Rock Candy adds a playfulness that 

Justin Vickers: There are so many factor
infl uence our decision as a business when
to working with third-party brands. The ite

themselves of cou
play a
but w
consi
relatio

that we
have, or

do have, 
supplier. R
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alway
at the
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love working with
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market. There are so many places to buy goods in 
the EU, and as a business, exclusive distribution 
deals help to set us apart from the crowd. We want 
customers to know that we are THE place to go 
when it comes to buying all of the best and most 
in-demand products available on the market at a 
fantastic price.

Does ABS also offer Rock Candy POS materi-
als for the retailers?
Justin Vickers: Yes, we do. This was a 
really important factor for us, since the 
brand has such a strong personality, and 
their incredible branding is such a big part 
of who they are. Retailers are really going 
to love the POS materials we’re offering - 
they’re bright, playful, fun, eye-catching and 
unique. Customers will feel like they’ve 
just walked into a 1960s candy store! 

When will the trade members 
be able to order Rock Candy 
from ABS? 
Justin Vickers: 
Very soon! As 
we speak, 

Rock Candy is on the water and on its way from 
the USA right now. Our team is busy prepping for 
the product arrival, and we can’t wait to see how 
the market responds to this exciting new range. 
The brand offers an instant mood boost and a 
much-needed injection of Summer fun and we 
can’t wait to unbox it!

The Rock Candy products are intended to generate 
impulse purchases. How should they be presented 
in brick and mortar stores and in online shops to 
yield the desired effect? 
Justin Vickers: Stores will be really impressed by 
the POS materials supplied by Rock Candy -  they 
are amazing!  Retailers can use them to create a 
little candy shop in their stores, they can put them 
on the counter by the till points, and for the online 
reseller they are perfect for fast promotions and 
up-sells. The POS refl ects the unique personality of 
the brand - it’s bold, bright, fearless and fun - with 
a playful retro twist that brightens up your store 
and gets customers excited.

“OUR  NUMBER  ONE  A IM 

WITH  ROCK  CANDY  IS  TO 

INTRODUCE  A  FRESH ,  FUN 

SELECTION  OF  TOYS  TO 

THE  MARKET. “
J U S T I N  V I C K E R S

Justin (second from 

left) and the ABS 

sales team 
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and customer service. Is that also the case in the 
United States?
Kim: Absolutely. It has been astonishing to watch 
the shift of typical, ‚old school‘ adult porn shops 
to ones that cater to women and couples. The 
growth of these specifi c stores has been amazing 
considering that the store I founded in 1993, 
Grand Opening!, has acknowledged to be one 
of a small handful of stores like this at the time in 
the US. 
The demand to distinguish brick and mortar 
stores from online stores leads many of them to 
focus on the educational aspect of sexual health 
and wellness, which also allows stores to be 
more socially acceptable than the sticky-fl oored 
stores of the past.

What does a typical adult retail store in the United 
States look like?
Kim: It’s kind of asking what does a typical US 
car look like?! The newer ones focus on being 
well-lit, well stocked by type of toy and with a 
well-educated staff. The older ones certainly 
remain dated with owners not caring about the 
strong, female demographic that now drives 
a majority of business. And then there’s the 
arcades which have porn shown in private little 
rooms! They still exist and there’s lots of them.

What types of products are popular in the United 
States right now? 
Kim: There has been a HUGE interest in the 
clitoral suction/air puff women’s toys which was 
initially launched by womanizer. There are now 
many styles of these toys in a variety of shapes 
and sizes (and prices).

 First, let’s take a look at the big picture: How 
is the adult retail trade in the US faring?
Kim Airs: The US adult retail market remains 
steady with brick and mortar stores continuing 
to open.

In your opinion, are there big differences between 
the brick and mortar trade and e-commerce?
Kim: With brick and mortar stores that have 
testers on display (which most are doing now), a 
customer can ‚kick the tires‘ and actually feel how 
vibrators feel instead of relying on descriptions of 
their sensations on a two-dimensional website.

What are the diffi culties and challenges facing 
the brick and mortar trade and the e-commerce 
segment? 
Kim: The challenges are many. I think with bricks 
and mortar vs. e-commerce, the competition lies 
when a customer comes into a store to check 
out a product which is called ‚showrooming.‘ 
According to Wikipedia, showrooming ‚is the 
practice of examining merchandise in a traditional 
brick-and-mortar retail store or other offl ine 
setting, and then buying it online, sometimes at a 
lower price. Online stores often offer lower prices 
than their brick and mortar counterparts because 
they 
do not have the same overhead cost.‘
The challenges facing e-commerce is, as always, 
driving much-needed traffi c to their particular 
sites and creating a site which ultimately 
generates sales.

In Europe, many brick and mortar retailers rely on 
a mix of shopping experience, product diversity, 

Many a trend is kicked off in the United States, that is no secret. And since this is also true 
for the adult market, it’s worth keeping an eye on the goings on across the Atlantic Ocean. 
Kim Airs, who has been part of the industry since 1993, gives us some fascinating insights 
into this major marketplace. In our interview, she tells us about the current situation in the 
US adult retail trade, and she gives us a good reason why there will not be any punitive 
tariffs on sex toys.

The US adult retail market remains steady 
with brick and mortar stores continuing to open

K im A i r s  t a kes  a  l ook  a c ross  th e  b ig  pon d  f o r  EAN  exclusive

Kim Airs is a 

veteran of the 

US adult market
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What is the average US consumer buying, and what are 
the consumers’ purchasing decisions based on?
Kim: I’d say it’s still gender-based with men buying the 
strokers and women buying the vibrators. And for the 
majority of time, it’s about pricing so the least expensive 
toys will most likely be the best sellers.

Some politicians in the US are very conservative in their 
views on sex, sex-related products, etc. How indicative 
is that of the country as a whole? 
Kim: Like everything that has to do with sex and 
politics, it’s defi nitely what politicians and the public 
have in their closet. Some are comfortable with keeping 
the closet door open but most like to keep it very, very 
closed.

How much acceptance is there among Americans 
when it comes to things such as sexual health and sex 
toys?
Kim: I think there’s been a strong generational shift 
in what is accepted. With all of the sharing via social 
media, I think that younger Americans probably have an 
easier time discussing these things. The Baby Boomer 
generation is realising that sexual health is important 
and that their sexual freedom attitudes they had in the 
60’s and 70’s can be well used when talking about 
sexual health and aging.

As far as marketing is concerned, the days when sex 
toys were aimed specifi cally at men or women or 
couples seem to be over. Today, there seems to be 
a more holistic approach that is all about inclusion. Is 
that one of the big changes that has happened in the 
industry these past few years?
Kim: I would say yes in only one area – pegging aka 
using a strap on for a woman for anal penetration for a 
man. There’s been a really big increase in that area – it’s 
not just for lesbians anymore! I also think it’s also that 
women are buying cock rings for guys more so they 
can have him last longer for her. 

When did this change begin, and what triggered it? 
Kim: I think the strength and growth of the internet had 
a lot to do with it and I noticed shifts around 2003.

Does the traditional supply chain still work in the 
US - do the retailers buy their products from the 
distributors and wholesalers, who in turn get their 
products from the producers? – or is the industry 
moving away from this model?
Kim: Ah, the slippery slope of the distributors world. 
Small manufacturers feel they can’t get ahead 
if they keep selling to distributors at signifi cant 
discounts. Retailers prefer to buy from distributors to 
consolidate their buying, so they do not have to have 
several different companies on their books. Small 
manufacturers don’t want to sell directly to retailers at 
the distributors discount rates because retailers won’t 
buy the quantity that distributors do. I don’t know 
when this will change because the cycle just keeps 
going on.

At times, there seem to be no bounds to the potential 
of the adult market, and people wonder, when will 
this industry fi nally break into the mainstream in a 
big way? You have been part of the industry for 
more than 20 years. What do you think? When will it 
happen? 
Kim: I think sex toys will never be mainstream despite 
what people think. Yes, you can get a Trojan vibrator 
or a vibrating cock ring at your local drug store but I 
think as a whole, sex is one topic that will never be 
discussed as freely as, say, football. And since the 
adult market is all about sex, well, we still have a long 
way to go for acceptance.

Or will sex toys always remain niche products – albeit 
very lucrative niche products?
Kim: With that being said, yes, they will continue to 
be niche products – at least the more phallic ones.

The US President has imposed punitive tariffs, and as 
a result, the probability of a trade war has increased. 
Will this development affect the US adult market in 
some shape or form?
Kim: So far the list has included aluminium, steel, and 
other metals so I think we’re pretty safe right now. I 
don’t think he’ll create tariffs on any sex toy because 
I am sure he uses them all the time – especially 
strokers and butt plugs!                                          
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made major contributions in this space and 
has continued pushing technology forward 
in a meaningful way. It made perfect sense 
to us to team up and create some exciting 
new products together in the interactive toy 
category. When you bring two companies 
together with a creative and collaborative 
mindset, exciting things can happen.

So, Esca and Fuse are the result of this team-
up. What features and unique qualities do 
these products bring to the table?
Suki: Both Esca and Fuse offer the consumer 
many ways to enjoy them which makes these 
products extremely compelling. Esca and 
Fuse are both interactive pleasure products 
elevating the experience of remote sex. When 
connected to Kiiroo’s Launch with Fleshlight 
male masturbator, both of these products’ 
vibrations can be controlled by the Launch 
user. What’s even cooler, the Fuse can control 
the stroking of the Launch and even the stroke 
length with a simple double-tap to the tickler.  
The bi-directional control integrated in Fuse’s 
tickler is the fi rst of its kind.  Like we mentioned 
before, Fuse and Esca offer the user choice.  
Both Esca and Fuse are compatible with other 
Kiiroo devices such as Onyx 2 and Pearl 2.  
When taking advantage of the touch-sensitive 
aspect of Fuse, the user can connect it to 
multiple different devices, so if partners are 
from different or the same gender identities or 
sexual preferences, they are not bound to the 
combinations of devices they can use. Fuse – 
Fuse, Fuse – Launch, Esca – Fuse – Launch, 
etc Both Esca and Fuse also sport LED lights 
that in fl ash in sync with vibrations to provide 
instant visual feedback to your partner when 
playing remotely.  
Last but certainly not least, both products are 
also App connected offering myriad features 
and controls and are compatible with both the 
iOS and Android platforms.

 Your two new products – Esca and Fuse 
– were launched in collaboration with Kiiroo. 
How did this collaboration come about?
Suki Dunham: Since our inception, OhMiBod 
has been an innovator in technology-enabled 
pleasure products. Kiiroo, like OhMiBod has 

Suk i  D un h a m,  f oun de r  o f  Oh MiB od ,  on  th e  dev e lopmen ts  i n  th e  sex  tech  s e g ment  exclusive

OhMiBod is undoubtedly one of the big 
pioneers when it comes to sex tech, 
interactive sex toys, and integrating modern 
technologies in products such as vibrators. 
The two latest products brought to us by 
the US company are named Esca and Fuse, 
and they have been created in collaboration 
with Dutch creative powerhouse Kiiroo. To 
learn more about this collaboration and 
the developments in the sex segment in 
general, EAN spoke with Suki Dunham, the 
founder of OhMiBod. 

Brian and 

Suki Dunham, 

architects and 

heads of OhMiBod, 

at eroFame 2017 
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In January, you presented these two products at 
CES, which marked OhMiBod’s eight time as an 
exhibitor at that event. Are the you only ‚sex toy 
people‘ at that show? If so, why is that?
Suki: Yes. We are pretty much the only pleasure 
products company there. A few others have 
participated at different points in time, but no other 
company has really stuck with it. Like I mentioned 
early, tech-enabled pleasure products is what we do 
so it makes sense that we exhibit there. Being a part 
of CES also supports our brand mission to normalize 
sex toys in the eyes of the general public.  

Esca and Fuse are interactive vibrators – is sex tech 
your main focus right now? What more is possible 
in this segment? Are we nearing the end of the fl ag 
pole?
Suki: Sex tech has always been our focus from our 
fi rst music driven vibrator that connected to an
iPod to our blueMotion line of Bluetooth-enabled 
vibrators. We believe that there are many more 
exciting advancements to come in this space.

Sex tech doesn’t just have to be about App-connec-
ted devices. Developments in motor technology, 
vibration delivery methods, battery design and life 
and ergonomics can all be pushed forward with 
advancements in tech.

Sex tech, teledildonics, interactive vibrators – 
some critics feel these products are just expensive 
gimmicks that offer no real added value to the 
consumers. How do you counter this argument?
Suki: We believe that no one can deny the fact 
that we live in a connected world. We manage our 
exercise and health, order meals, go out on dates, 

etc…all initiated through the use of our smartphones. 
The idea of sharing intimate moments in a connected 
way doesn’t feel like a gimmick to us at all. It feels 
like a progression and a change in the way in which 
people experience intimacy.  Many young people 
today have their fi rst intimate moments digitally 
whether it is a sexy text, snapchat, or skype. For this 
generation, a connected sex toy is not scary, but 

instead seems pretty natural.  
Also, we meet and hear from so 
many people in long distance 
relationships these days and they 
truly love what we are doing.  
Being able to stay connected to 
the person they love while being 
physically apart is not a gimmick 
to them.

You put modern technologies 
into your products, but for 
stimulation, you rely on traditional 
vibration. Does this technology 
have a future, or will it ultimately 
be replaced by products like 
womanizer, Satisfyer, and Sona?
Suki: What’s great about this 
world is that we are all different 
and we all have different likes 
and dislikes. What works for 

one, may or may not work for another. I don’t believe 
that all vibration technology will be replaced by one 
technology, but instead that the fi eld of development 
will continue to expand and offer the consumer more 
options to experience pleasure.

Esca is Bluetooth-enabled

for app-controlled play

 “SEX  TECH  HAS  ALWAYS 

BEEN  OUR  FOCUS  FROM 

OUR  F IRST  MUS IC 

DR IVEN  V IBRATOR  THAT 

CONNECTED  TO  AN  IPOD 

TO  OUR  BLUEMOTION 

L INE  OF  BLUETOOTH 

ENABLED  V IBRATORS . ”
S U K I  D U N H A M

Esca is a versatile

wearable massager 
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What is your assessment of the current situation in 
the sex toy market? Which trends hold sway over this 
market right now?
Suki: It’s pretty apparent to me that the suction-
oriented products are a ‚thing‘ right now, otherwise 
we probably wouldn’t be seeing so many companies 
introducing their own version using that technology. 

OhMiBod has always been dedicated to changing 
people’s attitude toward self-pleasure. Do you 
already see a positive change in society?
Suki: We defi nitely believe that we as an industry 
have come a long way in changing people’s attitude 
toward self-pleasure. We see this every year at 
CES as the tech public becomes more curious and 
comfortable about what we do.  We still have a ways 
to go, but the conversation is changing.

OhMiBod was and is very committed to adding a 
more “mainstream consumer goods” approach to 
sex toys. Have you come closer to this goal?
Suki: I believe we have. We now sell our products in 
mainstream stores in the US.  It is exciting to see our 
products on the shelves of a big box retailer.

Where can European retailers get your products? 
Which distributors carry OhMiBod?
Suki: Eropartner in the Netherlands have been our 

distribution partner in Europe carrying our entire line 
of products since the very beginning.  We have also 
been long time partners with Dildo Assorted in Spain.

What are your plans for the rest of the year?
Suki: We will be releasing some new App features 
in the coming months and have some exciting new 
products that we will release later in the year, so stay 
tuned.                                                                     

 w w w . e a n - o n l i n e . c o m  •  0 5 / 2 0 1 8

 “ I  DON ’T  BEL IEVE 

THAT  ALL  V IBRATION 

TECHNOLOGY  WILL 

BE  REPLACED  BY  ONE 

TECHNOLOGY. ”
S U K I  D U N H A M

The Fuse intimate

dual-stim massager is 

Bluetooth-enabled, 

with two-way communi-

cation so partners

can share their pleasure 

from any distance

Fuse is developed in

cooperation with Kiiroo

and is compatible with 

Fleshlight Launch and other 

interactive Kiiroo devices
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 Not so long ago, few people even knew 
about prostate massages, and now, the market 
is full of products dedicated to this form of 
stimulation. When did this trend begin and 
what caused it?
Forrest Andrews: While prostate massage 
dates back to the writings of the Tao and 
Tantra millennia ago, and some knowledge of 
it persisted in Asia; Western culture was slow 
on the uptake with this one. Part of it had to do 
with deeply embedded taboos when it came to 
anal play and an almost obligatory association 
with gay sex, particularly in the case of men.  
The ice began to thaw to a certain extent with 
the emergence of New age culture in the 70’s, 
80’s and 90’s and its approach to health with 
the introduction of acupressure, acupuncture 
and other holistic health practices. But with 
all due modesty, the defi ning moment seems 
to have been the development of the Aneros, 
our hands-free male G-spot massager/
stimulator.  Originating as a health product 
for the treatment of prostatitis, BPH and 
Chronic Pelvic Pain Syndrome, it became clear 
that the Aneros was also a powerful erotic 

Just a few years ago, when people brought 
up the prostate in conversations, it usually 
had to do with health-related problems. 
The fact that the prostate also represents 
an erogenous zone went widely unnoticed. 
But throughout the past few years, that 
has changed, and today, a lot of people 
know that prostate massages also have a 
health aspect – and that they are sexually 
stimulating. Since the beginning of this 
development, Aneros has been a driving 
force in advocating the positive aspects 
of prostate stimulation. The company’s 
Product and Business Development 
Manager, Forrest Andrews, answers all 
our questions about this topic in our EAN 
interview.

Aneros developed the world’s fi rst hands free,     
Male G-spot massager creating the market for     

An i n te rv i ew  w i th  An e ros  P roduc t  a n d  B us in ess  D ev e lopmen t  Ma n a g e r  Fo r re s t  And rews  exclusive
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stimulator capable of generating intense prostate-
centred, whole-body orgasms (Super O’s). Once we 
created a men’s forum, reports of fantastic, almost 
metaphysical experiences spread quickly with users 
sharing their experiences. Over time these accounts 
made their way into wider circulation on the internet.  
In this way we believe that Aneros is responsible for 
creating the market for Male G-spot stimulators that 
we see today. 

What makes a prostate massage sexually 
stimulating?
Forrest Andrews: The prostate is supplied by a 
group of nerves known as the prostatic plexus.  
One of these (the pudendal nerve) branches off to 
the penis.  Simply put, many of the sensory nerves 
involved in male sexual arousal are routed over and 
through the prostate. Stimulating the prostate directly 
produces subtle sensations initially that can be used 
to build a unique type of arousal, one capable of 
generating non-ejaculatory orgasms of 
immense magnitude.  

For a long time, the prostate was 
associated with a lot of things, even 
cancer, but never with sexual satisfaction. 
How can this be explained?
Forrest Andrews: It’s true, in Western 
culture the prostate was generally 
associated with health conditions affl icting 
seniors…not with an erogenous zone.  
To a great extent this has had to do with 
the predominance and immediacy of a 
traditional orgasm (ejaculation) through 
penile stimulation.  For most men, it’s 
about pushbutton gratifi cation...rub here, 
have an orgasm. In addition, with most of 
our equipment located externally in front 
of us, few men venture any farther. It’s 
amusing, but most men are convinced 
they know everything there is to know about sexual 
arousal and orgasm!  We say it’s time for them to 
fi nd out what their bodies is capable of!

Is it still a problem for many men to insert a toy 
anally?
Forrest Andrews: When was it ever a problem to 
insert a toy anally? LOL.  Well, the truth is for some 
men it has been and continues to be. For some it’s a 
conceptual thing, for others they fi nd the sensations 
strange or uncomfortable.  With respect to the fi rst 
point, the problem usually revolves around cultural/

religious taboos about anal play or a gay 
connotation with this activity.  In regard to 
the taboos, this is something that people 
must get over. There’s nothing evil about 
anal play.  The anal sphincter has as many 
nerve ending as your lips and stimulation 
of this area can be very pleasurable. Of the 
gay connotation, it must be said that there 
is nothing inherently gay about anal play. 
Gay and straight people both kiss, gay and 
straight people enjoy anal play, end of story. 
On the subject of discomfort, when properly 
approached anal insertion is an easy and 
pleasant experience.  Again, this should 
be done slowly, with copious amounts of 
lubrication, particular in the case of those 
who are new to it.  Aneros products are for 
the most part modest in size, with a few 
that are relatively small.  Good prostate 
massagers are not massive toys, they are 

small to medium size devices that are responsive to 
one’s own contractions providing gentle, yet focused 
stimulation of the prostate. 
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If someone is interested in prostate massages, what 
should they know before trying it for the fi rst time?
Forrest Andrews: To begin with, if someone has 
never experimented with anal play then the usual 
cautions apply (use plenty of lube, relax, start slow, 
allow your body to become accustomed to it, etc.).  
But beyond that, when focusing on the prostate, 
there are a few other things to consider.  
First and foremost, the prostate is not 
an extension of your penis and does not 
respond to stimulation like your penis 
(harder, faster, longer).  As a matter fact, 
it’s just the opposite, vigorous, sustained, 
stimulation can actually desensitise the 
gland and can, in some instances, cause 
harm.  The prostate responds best to 
gentle stimulation that may be alternated 
with more moderate pressure. 
Second, if your goal is a Male G-spot 
orgasm, know that it’s the product of 
gentle stimulation with arousal built over 
time.  It’s not something that you can 
force (as with the traditional orgasm).  As 
such, it often requires some patience and learning to 
achieve.  That said, there are some folks who get it 
instantly!  If the goal is to amplify a traditional orgasm 
(say getting your prostate massaged simultaneously 
with penile masturbation or activities with a partner 
like oral, or intercourse), then no special knowledge is 

required outside of the usual precautions about anal 
play and avoiding aggressive stimulation of the gland.
Lastly, it’s important to know that prostate stimulation 
doesn’t feel like manual stimulation of your penis. 
Many people have likened it to the feeling of an 
urgency to urinate at fi rst. This is gradually replaced 
by a subtle tickling sensation which leads to a deeper 
more profound sensation within the abdomen over 
time. There may also be a pleasant electric type 
sensation emanating deep inside the body and 
radiating outward along the underside of the penis.

How should the retail trade respond to the increasing 
demand for prostate massage toys, and how can 
retailers benefi t from the popularity of this segment? 
What should they do to create awareness and inform 
their customers about the advantages of prostate 
massages?
Forrest Andrews: Education is the key. But for 
retailers to educate the public, they must fi rst be 
knowledgeable about the subject themselves.  Our 
company devotes a tremendous amount of time and 
resources to educating our partners and retailers 
through training sessions and collateral materials 
and the public directly through our website.  With 
respect to advantages, I tell people that our products 
can be used in two distinct ways; 1) As an amplifi er 
for traditional sexual encounters (ones that end with 
ejaculation) and, 2) As a device for generating Male 
G-spot orgasms.  These Super O’s as they’re also 

called, are intense whole-body experiences 
that can last minutes at time instead of the 
10 to 20 seconds of a traditional orgasm. 
And better yet, since there is no ejaculation, 
there is no refractory period (the loss of 
arousal following ejaculation), so it’s possible 
to have multiple orgasms one after the other!

Aneros has been providing consumers with 
prostate toys for roughly 15 years. What can 
you tell us about your target audience? Is it 
mostly sexually adventurous men? Or are 
there also many couples in this group?
Forrest Andrews: It’s a combination of both 
actually.  Certainly, sexually adventurous men 
are a major part of our customer base, but 

couples have been and continue to be a large factor 
too.  Although the majority of expos we attend are 
trade oriented at this point, the ones that are open 
to the public have one thing in common...there’s a 
disproportionate number of sales to couples and 
women buying our products for their partners. 
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given us a unique position in our industry.  All of 
our products are expertly designed and rigorously 
tested for quality and performance.  We maintain a 
well-established user forum, 55K members strong.  
This community has provided support and advice 
for tens of thousands of members since 2002 and 

has emerged as the major source of what 
is known about the male multiple orgasm 
today. 

Your range of prostate toys is divided into 
four groups: ‚Beginner‘, ‚Intermediate‘, 
‚Advanced‘, and ‚Couples‘. What are the 
differences between these categories?
Forrest Andrews: To begin with it’s 
important to understand that these 
categories were designed as a short-hand 
for the consumer.  They are not mutually 
exclusive of one another, which is to say 
there is some overlap between them.  
So, where there are some products that 
are best for Beginner and Intermediate 
users, all of them can be enjoyed by 
advanced users too!  These categories 

were established by our company in accordance with 
feedback from Aneros forum members. 
The beginner group is comprised of products that 
are easy to use and have a proven record of success 
for users seeking the Super O.  We considered them 
balanced, having characteristics of an equal measure 
of performance and intensity of massage.  They are 
in the mid-sized range. 
The intermediate group is comprised of products that 
tend to skew slightly towards intensity of massage vs. 
performance.  Most in the group are larger in length 
and girth.  

When I’ve been there myself, I’ve always enjoyed 
selling to couples.  It’s often easier to engage them 
with the idea of trying something new, particularly with 
the potential of a whole new orgasmic experience 
to explore. In the case where there’s a guy who’s 
squeamish about anal, I direct my attention to the 
female partner, telling her about the advantages of 
prostate play.  Generally, she will start to work on her 
partner from there. 

Throughout these 15 years, the market for adult 
products has changed quite drastically, and sex toys 
have become more societally accepted. Has Aneros 
also benefi ted from this development?
Forrest Andrews: Yes, it has, but as a company that 
had its start in the alternative health industry we had a 
bit of an edge in this area to begin with.  Many of the 
men who originally used our products for health issues 
stumbled upon on the erotic application of the Aneros. 
In the years since we’ve been able to effectively 
market our devices as pleasure products that are 
good for prostate health, which has helped us cross 
over and achieve greater acceptance.   

What are the most important 
characteristics that any quality toy 
designed for prostate massages should 
have?
Forrest Andrews: A good prostate 
massager should be anatomically 
designed, producing stimulation at a 
focused yet safe level of intensity.  It should 
be made from non-toxic, high quality, body 
friendly materials. It should be smooth 
to the touch for maximum comfort and 
compatible with a wide range of personal 
lubricants.  It should be easy to use and 
easy to clean.  

Which qualities set your products apart 
from the competition?
Forrest Andrews: Again, Aneros developed the 
world’s fi rst hands free, self-powered, Male G-spot 
massager creating the market for prostate massage 
devices.  All of our products are anatomically designed 
to produce focused stimulation of the prostate, anus, 
and perineal acupressure spot simultaneously, with 
one’s own contractions.  As a company that started, 
and still operates a separate marketing arm in the 
area of men’s health, we’ve been fortunate to have 
scientifi c studies on our products and scientifi c papers 
published to attest to their effectiveness. This has 
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The advanced group is comprised of products that 
skew markedly towards performance vs. intensity of 
massage.  When used as a device for achieving Male 
G-spot orgasms, it is advised that the user have 
better than average muscle tone as this is a factor in 
having optimum control of these models. 
The couples group is comprised of items 
intended for use during intercourse or other 
forms of couples play where the device 
functions as an erotic amplifi er and intense 
ejaculation is the ultimate goal.  These are 
the smallest devices we produce.  

Given that more and more companies 
discover the potential of prostate toys, how 
important is it to present your products as 
a brand and make sure that this brand is 
also perceived as such? 
Forrest Andrews: At Aneros we are 
proud of our brand and we have taken 
great efforts to protect it with a number of 
patents.  With so much poorly designed 
and manufactured merchandise on the 
market these days, we’ve made it our 
mission to draw a distinction between 
Aneros and most of our competitors.  With 
our long history as an originator in this 
fi eld and 75% of our products devoted to 
prostate massage, the Aneros brand is 
fi rmly associated with prostate massage 
devices today.  This stands in stark 
contrast to other companies who sell a wide variety 
of sex toys with prostate massagers having a limited 
role in their product line.  

Who are your distribution partners in Europe? Where 
can retailers get your products?
Forrest Andrews: Our distribution 
partners are Eropartner, ABS, Lovely 
Planet and SHOTS and Dildos Assorted.

Do you support the retail trade with POS materials, 
product training sessions, etc.?
Forrest Andrews: Yes indeed, our point of sales 
materials includes product brochures, display 
stands, sell sheets, postcards, mailers and videos.  
At the current time we provide training for all of our 
European distributors. For the future we are looking 
to develop training videos for retailers as well, (with 
translation). 

How much potential is there left to mine in the 
prostate toy segment? And how can this potential 
be realised? Also, will there be new and revolutionary 
product ideas, or have we more or less reached 
the end of the fl ag pole in terms of product 
development?
Forrest Andrews: Our product sales numbers have 
grown steadily almost every year since we’ve been 

in business. That’s been the case even in 
the years when we’ve not released any 
new products.  So, it’s clear to us that the 
market for high quality prostate devices 
is still growing.  However, to maintain this 
for the long term, new products must 
be released.  Fortunately, we have many 
products currently in development that will 
see us well into the future.  As one of the 
founding members of the Aneros forum, I 
consulted with the company starting back 
in 2003.  Initially I began as a product 
tester and later took a more creative role 
helping Aneros refi ne many of what are 
today their classic legacy products. For 
the last 3 years I’ve been on board as 
their Product and Business Development 
manager.  I see a bright future for this 
company ahead as the word about Male 
Multiple Orgasms continues to spread. 

What are your plans for the upcoming 
months? Will we see new Aneros products 
in the near future?
Forrest Andrews: While I’m not at liberty 

to discuss specifi cs, I can say there will be 4 new 
product releases in 2018, with the fi rst release around 
the end of July.  Be sure to check them out!            
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 „Diego, how is business?
Diego Polloni: We cannot complain about 
the way business is going because we have 
been operating the RED PARADISE sex 

shops since the 1990s, and we have 
evolved and improved over the 

years. The fi rst RED PARADISE 
store was 30 square meters, 
and now we have 4 mega 
RED PARADISE stores with 

250 square meters each. But 
the difference between the past 

and today is that back then, when we fi rst 
improved our stores, sales increased a great 
deal year after year. This kind of growth is no 
longer possible, and we consider ourselves 
fortunate if we match the results we achie-
ved the previous year.

How many brick and mortar stores do you 
run? And do you also have an online shop. 
Or, put differently, do you bank on a mul-
ti-channel strategy? 
Diego: We have 4 RED PARADISE sex sto-
res around Milan on streets with high traffi c. 
Our website, REDPARADISE.IT, is a site 
created to let the customers know the ad-

dresses, the opening times, and information 
regarding the locations of our stores. We 
do not sell online because the prices of the 
stores would confl ict with those of the site - 
since online prices usually have to be much 
lower if you want to brave the competition.

How would you describe the current situation 
in the Italian adult market?
Diego: The adult market in Italy has always 
been an important market. The difference is 
in the turnout of customers because today, 
there are fewer customers in the stores.

You have been active in this market for se-
veral years. How has the Italian adult market 
evolved and changed throughout that time?
Diego: The market has evolved for us at 
RED PARADISE because we have worked to 
make our stores more inviting for a special 
type of customers, catering more to women, 
couples, and young people.

What are the biggest problems facing the 
adult retail trade in Italy today?
Diego: The big problem in this market is 
people’s tendency to buy online. 

To what extent does the political situation in 
Italy affect consumer behaviour? Does the 
uncertainty regarding the country’s political 
future lead to consumer restraint?
Diego: The Italian problem is has more to do 
with fi scal pressure than politics. This does 
not help small and medium-sized companies, 
and often, with all these taxes, it seems like a 
miracle that we even survive. 

What are your current top-sellers?
Diego: The best-selling items are the more 
modern and technological sex toys, the sado 
/ maso sector is also very much in demand. 

Italy has voted, but true political stability 
is still a ways off, and the economy also 
has some recovering to do. In short, the 
environment for the Italian adult retail trade 
is not exactly perfect. Diego Pollino is the 
head of RED PARADISE, running four stores 
in the greater Milan area. In our EAN inter-
view, Diego tells us what he does to overco-
me these adverse circumstances, and why 
he feels that competition from the internet 
is a much bigger problem for his business 
than the political and economic situation. 

 To win the crisis you 
have to have new ideas.
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How would you describe your customer base, and 
how has the audience changed over time?
Diego: As I said before, our customers have 
improved, and we can say that it is more a quality 
clientele given the strong presence of couples and 
women. 

What do you do to face the aforementioned chal-
lenges and problems? How do you make sure your 
stores remain successful?
Diego: To overcome these problems, we at RED 
PARADISE adopt a policy that differentiates us 
from the competition because we have stores 
full of products with a large variety of items, from 
lower-priced to the more expensive products. In a 

crisis, retailers tend to buy less but we feel this is 
a serious mistake because you need quality and 

variety and that is exactly what you get at a 
RED PARADISE store. 

You are entertaining the idea of opening a 
‚Red Paradise Express Store‘? What can you 
tell us about this plan? What is your goal?
Diego: To power through the crisis, you 
have to have new ideas at low costs. The-

refore, we are working on the birth of the fi rst 
RED PARADISE EXPRESS store, smaller 
size than a RED PARADISE ‚classic store‘ 
where we will sell slow-selling and discon-
tinued products. It is not a real outlet but a 

small RED PARADISE store where we can do good 
business. I think this shouldn‘t be criticized; on 
the contrary, this idea allows us to dispose of the 
products that have remained unsold in the other 
four stores.

Critics might argue that the Express Store is a step 
away from price stability. How do you counter such 
criticism?
Diego: The thing to criticise is the sale of products 
on online sites that completely kill price stability for 
those who have brick & mortar stores, since we are 
the ones who are paying rent and who are having 
many other additional costs. 

What does the future hold in store for Red Paradi-
se? And how will the Italian retail market for adult 
products develop? 
Diego: In addition to the RED PARADISE EX-
PRESS project, we plan to completely re-do our 
site REDPARADISE.IT. Also, we will start a Face-
book page, an instagram account with blogs, and 
we will create a Youtube channel, but that’s still 
in the future, so we should leave these things for 
the next interview! And with regard to the future of 
RED PARADISE, there will be new store openings 
of which I will not speak right now because I am 
superstitious. 
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sector more professional. The main elements 
of our history have been speed, adapting 
to our clients, and our continual increase in 
businesses which has really helped Dreamlove.

What makes Dreamlove different from other 
distributors on the market?
Mario Romero: It‘s not that what we do is 
different, it‘s that we are different in many 
aspects. The experience of buying from 
Dreamlove, with the combination of brands, 
logistics, and fast rotation of stock, further 
reinforces the strength of a distributor that 
continuously strives to be in contact with the 
client, offering the reliability of a solid business 
that can adapt to your needs. The creator of 
Dreamlove said, „We move forward without 
stopping being ourselves, without insecurities, 
putting size before our own expectations 
and before dream goals, feeling and offering 
confi dence.“

How do you choose which brands and 
products to offer?
Mario Romero: We do a daily analysis. The 
truth is that we have a team that constantly 
works to ensure we choose the best brands 
and the best products. Since we fi rst started, 
we’ve seen many changes, but we look ahead 
offering the best products for the best price. 
All our clients have seen how Dreamlove 
channels work, and we work much harder than 
other distributors to keep the inter-
mediary client informed. We receive news 
almost daily and we constantly support the 
brands that take their work seriously. At the 

 Dreamlove is one of the leading Spanish 
distribution companies. Before we go into 
more depth, could you give us an overview of 
your company?
Mario Romero: Dreamlove is always in 
motion. To us, Dreamlove means: active, 
lively, dynamic. Since we started our journey 
in 2007, we haven’t stopped reinventing 
ourselves to stay innovative. Thereore, we’ve 
evolved to become a front runner in the sex 
toy and specialised lingerie sector in Europe. 
This project has grown primarily thanks to 
our clients and because the businesses that 
have confi dence in Dreamlove have seen their 
business grow every year. Any business can 
benefi t from a strong distributor that’s adapted 
to the needs of the market.

Dreamlove has been active in the market 
since 2007. How has the company developed 
since then? What were the milestones of your 
history?
Mario Romero: We’ve been in this sector 
since 2007. The company was born with a 
clear focus on service and logistics, coupled 
with technology and good products. We’re 
mainly a young team full of energy whose 
focus is centered around speed, quality, and 
above all ensuring profi tability for our clients 
by offering the most competitive brands. 
Since we started, growth has been constant. 
We’re passionate about the world of logistics, 
technology, and manufacturing, and making 
this sector internationally recognised. The 
industry is changing, and we can proudly say 
that Dreamlove has contributed to making this 

Ever since Spanish wholesaling company Dreamlove was started in 2007, it has grown 
at an impressive pace. As Mario Romero, the company’s General Manager, explains 
the main reason for this success is that the company is always quick to respond to new 
developments and challenges in the market. In our interview, Mario tells us about the 
current activities of Dreamlove, and how the team’s enthusiasm and dedication benefi ts 
the company’s customers.

Since we started our journey in 2007, we haven’t 
stopped reinventing ourselves to stay innovative

Mar io  Romero  p resen ts  S pa n i sh  d i s t r i bu to r  D rea mlov e  exclusive

Mario Romero, 

Dreamlove‘s 

General Manager
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end of the day, our clients must have the most 
information.

Which role does customer service play for 
Dreamlove?
Mario Romero: It plays an important role. The 
quality of customer care is not only based on fast 
and effi cient service when it comes to processing 
an order, nor is limited to a quick response when 
a problem arises. Dreamlove has grown to an 
international level through quick management 
of customer service and effective problem 
solving. We have a motto in the offi ce 
which is: effectiveness, effi ciency, and 
professionalism. These three words defi ne 
the concept of our business.
Are you offering your own brands as well?
Mario Romero: Yes, we have our own 
factory in China with quality control of 
our staff there. We have developed and 
manufactured brands that have experienced 
quick acceptance and rotation in the market, 
not just because of the quality. We have 
products whose store presence is incredible, 
and the price-quality ratio has made brands 
such as Amoressa, Intense, Intimichic, 
Coverme, Treasure, Womanvibe, Waterfeel, 
and Nina Kiki frontrunners on an European 
level. We already export brands like Nina Kiki 
to the United States, and we are hitting all 
our targets. In addition, we continue to develop new 
products and introduce innovations.  

Apart from being a distributor, Dreamlove is also 
offering a tupper sex service. What can you tell us 
about this part of your company?

Mario Romero: The tuppersex sector has declined 
in recent years and is not a business that’s at its 
best. However, it has helped open up other ways of 
creating awareness for a product among customers. 
Today, social media sites play an important role, and 
there are also brand and product trainings or small 
events, all of which are substituting for the famous 
tuppersex. You could say that it has evolved to 
become more attractive to the public.

Dreamlove is one of the wholesalers 
that also offer a dropshipping service 
to its customers. Where do you offer 
these services and how do they benefi t 
retailers?
Mario Romero: Dreamlove is a specialist 
for dropshipping, and we offer an 
impeccable service. Our products arrive 
within 24 hours in almost all of Europe, 
and we already offer dropshipping to 
an important market share. Behind the 
whole world of dropshipping are many 
years of great work. As a distributor 
specialising entirely in erotic products, 
lingerie, and cosmetics, we’ve allowed 
many companies to turn to e-commerce, 
and we are always striving to offer the 
latest technology to our client.

Even though you are shipping 
internationally, your home market is Spain. Could you 
describe the situation in this market as you see it?
Mario Romero: Spain is diverse, open minded, and 
unlike other countries, its laws aren’t so restrictive. 
In Spain, the adult sector has grown exponentially. 
Not as fast as Germany or the United Kingdom, but 

The Dreamlove 

team at eroFame
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that’s basically because we’re not a country that 
plays such an important economic role. Even so, if 
we talk about percentages and look at fi gures, taking 
into consideration the economic level, mentality, and 
the law, we can see that the market has grown more 
than in other countries.

Trends come and go. Which products are in high 
demand in the Spanish market right now?
Mario Romero: In Spain, we see a strong increase in 
brands like Fleshlight, to give but one example. Other 
than that, this a diffi cult question to answer. At times, 
there are brands that don‘t grow as much as others, 
but in proportion to investment and marketing, each 
brand that Dreamlove distributes has seen steady 
growth. On the whole, we are very happy with the 
performance of each brand.

Since Dreamlove specialises in e-commerce, what 
role does online shopping play in Spain? Or are brick 
and mortar stores the preferred place to buy sex 
toys?
Mario Romero: E-commerce has evolved drastically 
in recent years, much in line with other European 
countries where the same thing has happened, but 
physical shops have also evolved and are adapting 
to this revolution. The image that a physical shop 
projects sometimes surpasses an online shop, but 
it can also be the other way around. Physical shops 
have a long way to go, and to say that e-commerce 
negatively affects shop is only half true. Stores 
also benefi t from the growth in the sector and the 

visualisation of erotic products. Currently, there is 
a general feeling of adaptation, and our European 
clients know how important it is to adapt to the 
customers by always learning new things and by 
being a professional in the Adult Toys sector.
Finally, we would like to thank EAN Magazine for the 
interview and for mentioning us. By the way, we will 
soon have events in our large showroom, offering 
additional discounts for all our customers.  More 
information will soon be available at dreamlove.es. 
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 Maude will offer a range of sex essential 
products, like lubes, a vibrator, and condoms. 
What will make these products stand out on 
the market?
Dina Epstein: Sex is a human experience. 
When we speak to our consumer, it’s in a 
human way. Our symbols are universal, our 
colour palette is muted, and our products are 
all easy-to-use: Our condoms are in buttercup 
packaging which means you know which way 
is up, the lube is in a pump bottle, and our 
vibe is ergonomic and only three speeds. If 
we successfully break down the discomfort of 
buying and owning these products by creating 
human-focused design, then we’ve done our 
job.

How would you describe the philosophy 
behind maude?
Eva Goicochea: We created this company to 
simplify sex—how you buy the products, how 
they are designed, and how they’re marketed 
and spoken about. Our mission is “to create 
modern essentials that encourage a happy and 
healthy sex life for all people.”
While this seems easy and nice, when you 
really think about it, sex has been so taboo, 
so gendered, so complicated, that it isn’t tied 
to everyday wellness or happiness. Yet, it’s an 

We created this 
company to simplify sex
Dina  Eps te in  a n d  Ev a  G o i c oc h ea  f oc us  on  w h a t  rea l l y  ma t te r s  exclusive

Eva Goicochea and Dina Epstein want to 
encourage a happy and healthy sex life for 
all people. This has been their mission since 
they started their company maude, and in 
order to achieve it, they pursue a strategy 
that could be described as concentrating 
on the essentials. At the beginning of April, 
maude debuted several products with 
elegant, minimalistic design that perfectly 
encapsulate the brand’s philosophy. EAN 
interviewed Eva and Dina to learn about 
the products and why they feel that their 
approach is the way to go.

Before starting maude, 

Dina Epstein worked for 

Kiki De Montparnasse 

and Doc Johnson

Eva Goicochea can 

look back at ten years

of experience in marketing 

and brand strategies
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everyday (and can be every day) human experience. 
As a company, we’re thoughtfully saying, enough. 
Let’s simplify this space for all people.

Could you tell us a bit about your 
background and how you came up with 
the idea of creating maude?
Eva Goicochea: My background is in 
marketing and brand strategy over the 
past 10 years, but I was a legislative 
aide in healthcare in my twenties. I was 
one of the fi rst employees at Everlane, 
working as head of social media and 
culture. I then co-founded my own watch 
company, Tinker Watches. Maude was 
created from my love for product and 
public health after realizing how much 
this space needed to be evolved.
Dina Epstein: I studied industrial 
design at RISD and then worked in 
the industry at Kiki De Montparnasse 
and Doc Johnson, so I was familiar 
with sex products and given that the 
idea for maude is to improve upon the 
current over assortment on the market and how 
it is presented to us it was an easy choice to start 
maude.

What can you tell us about the products that were 
launched in the fi rst week of April?
Dina Epstein: We have four products: a 10 pack 

of “rise” condoms (ultra-thin latex), “vibe” (a 
body-safe silicone vibrator), and two “shine” 
lubricants, one silicone and one organic 
aloe-based. Our focus is both on quality and 
inclusivity so, as an example, instead of just 
making an organic lube, we also made a 
silicone version to include those that prefer or 
need it.

Your tagline is ”sex made simple“. Do you 
consider this a countermovement to the 
thousands of similar products we see on the 
market today? Has the adult industry become 
too complicated for the consumer?

Dina Epstein: From our perspective, this 
industry is evolving too slowly. It essentially 
is ground zero for an outdated culture of 
sex, not to mention is just so over-assorted 
and complicated, that most mainstream 
consumers don’t connect with these brands. 

It’s incredibly frustrating that the market doesn’t 
refl ect a modern, intelligent customer who want to 
integrate sex into their regular lives.

 “ I F  WE  SUCCESSFULLY 

BREAK  DOWN THE 

D ISCOMFORT  OF  BUY ING 

AND  OWNING  THESE 

PRODUCTS  BY  CREATING 

HUMAN FOCUSED  DES IGN , 

THEN  WE ’VE  DONE  OUR 

JOB . ”
E VA  G O I C O C H E A

Shine and Rise 

are the names

of the maude

lubricants and 

condoms
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With a clean, non-gendered design, maude seems 
to aim not only at the adult retail market, but could 
also be suited for mainstream outlets. Will that be 
part of your marketing strategy?
Eva Goicochea: Maude is an essentials company 
and we create products that are for every day in 
how they are designed, purchased, and used. 
We don’t plan on becoming a toy-focused company 
or a retailer of other brands and will always provide 
a simplifi ed assortment that eventually can sit on 
a big box shelf. Because of this, our marketing 
and messaging is aimed at a wider audience and 
to-date, we’ve already seen traction and interest
 from a cross-section of consumers.

You were able to secure over half a million dollars in 
venture capital. A lot of start-ups in the adult industry 
complain that it is hard to get the funding they need 
due to the nature of their products. Could you tell a 
bit about your experiences in that regard?
Eva Goicochea: Given our experiences in being on 
teams that built successful consumer brands and our 
friendly approach to sex, we actually found VCs and 

investors to be receptive and interested in Maude. 
In fact, a lot of them came back and said that they 
were able to have conversations about it whereas 
with other companies, they still felt hesitant to 
broach the subject. It took 7 months, but we have 
a cap table that includes four institutional investors 
and a lot of other startup founders.

When will consumers and retailers in Europe be 
able to buy maude products?
Dina Epstein: We are very excited to launch in 
Europe and currently working on the required EU 
standards for our line. Our hope is that the EU will 
get our products by 2019.

Can you tell us about your plans for the future?
 Are you already planning to extend your portfolio?
Dina Epstein: We plan to expand the line later this 
year with travel friendly options and are looking 
ahead to expand our SKUs to include wellness 
goods.                                                                    
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Marcello, Massimo is now your offi cial 
brand ambassador for Germany and 

several other countries? How did this come 
about?
Marcello Hespanhol: I met Massimo through 
a mutual friend, who is also our distributor in 
Portugal and Spain today. Massimo is a big 
name in sports marketing and very proactive; 
that made me very enthusiastic about his 
work. We began fi eld research together by 
visiting potential partners for Orgie, so you 
might say that he participated in the birth of 
our company and followed up with a sales job 
during the initial months. When it was time to 
hire a person who could represent our brand 
with the dedication and professionalism it 
deserves, there was no doubt that Massimo 
was the right choice.

You are setting up a warehouse and a 
team in Germany to take care of the 

retail side of business. Why did 
these steps become neces-

sary?
Marcello: Introducing a 

new brand of sensual 
cosmetics in the mar-

ket it is not an easy 
task, we all know. 
The market is very 
competitive and, 
in the opinion of 
many, it is already 
saturated at 
this moment. 
We believe that 
informing our 
clients about Or-
gie products and 
optimizing the 

delivery of small 
orders is a big step 

forward that will help us achieve success and 
consolidation of the brand faster.

Is supporting and training the retailers an es-
sential step if you want to successfully position 
your products in today’s market?
Marcello: Yes, I believe this is the right path 
in today’s market. Provide training to the 
distributors, retailers and their staff so that they 
can know the product, its unique qualities, and 
its advantages. Once the distributors/retailers 
understand that our product deserves to be 
on their shelves and be recommended as an 
option to their customers, our brand will be 
on the right path to consolidation in this highly 
competitive market.

How important is the German market in the 
context of your worldwide activities?
Marcello: Today, Germany is not our biggest 
market, but we want it to be, so we focused 
our efforts on setting up this structure aimed 
at the German market and neighbouring 
countries.

Could you imagine setting up ambassadors, 
warehouses, and/or retail teams in other im-
portant markets as well?
Marcello: Yes, our goal is to repeat this stra-
tegy in other countries once this fi rst endeavour 
is working smoothly and we have a replicable 
model.

In terms of distribution, you decided to work 
with both, retailers and wholesalers/distribu-
tors. Why did you choose this strategy?
Marcello: We started our project focusing on 
distributors, but we noticed interest among re-
tailers who want to buy directly from the brand. 
We received many queries from small stores 
interested in our products and while assisting 
them these past months, we have found that 

Orgie have laid the founda-
tion for their next steps in 
Central Europe, establishing 
a warehouse in Germany, set-
ting up a team to support the 
retail trade and the distribu-
tors, and appointing Massimo 
Artioli as the offi cial brand 
ambassador. EAN had the op-
portunity to speak about these 
steps and Orgie’s plans for 
the future with CEO Marcello 
Hespanhol and the new brand 
ambassador, Massimo Artioli.

t tthe endd oof thee dayyy, wee as Orggie nneed 
paarttnnerrs wwhho bbelievve in oouur brannd likke we do

Mar c e l lo  Hespa n h o l  a n d  Ma ss imo  A r t i o l i  ou t l i n e  O rg ie ’s  p l a n s  f o r  c en t ra l  Eu ro pe exclusive

Marcello Hespanhol, CEO of Orgie  
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many stores want to work directly with the brand. 
On the other hand, several other retailers prefer to 
buy from distributors for the convenience of buying 
multiple brands in one place.
I believe that you catering to both distribution chan-
nels, in a way so that one does not harm the other, is 
the ideal strategy

Orgie had its big premiere at eroFame 2017. Where 
does the brand stand today? How much of the Eu-
ropean market are you covering at the moment, and 
are you happy with the market penetration you have 
achieved in these markets?
Marcello: Orgie is in almost 100% of the stores in 
Portugal and in 70% of the Spanish stores. These 
two countries were our initial focus and they received 
most of our attention when we started the brand. We 
believe that we are doing very well. The results we’ve 
got from eroFame 2017, thanks to the work of our 
ambassador Massimo Artioli and our team of repre-
sentatives, have enabled us to also penetrate other 
countries at a very good pace. Today, we have clients 
in Germany, France, Italy, Switzerland, Austria, Czech 
Republic, England, Ukraine, Hungary, and others, we 
also have ongoing negotiations with partners Hong 
Kong, China, and Chile.

What are your plans for the upcoming months?
Marcello: In May, I will be going on a business trip 
to China to start work on a small line of sex toys; we 
are also developing new cosmetics that will launch at 
the next eroFame, and we will bring some products 
to Europe that are made in Brazil. These steps are 
moving along simultaneously, each one with its requi-
red prep time before launch, but soon we will have a 
good rhythm of releases, with several new features.

Massimo, please, tell our readers about yourself. 
How did you join Orgie, and what did you do before, 
professionally?
Massimo Artioli: I met Marcello (the CEO of Orgie) 
and his partner at the end of December 2016.

We spend more than two 
weeks around Europe to 
create a rapport and to es-
tablish how their 16+ years 
background and experience 
in the erotic business could 
make this brand successful in 
Europe. We visited some import-

ant European 
companies to 
understand how 
good (or bad) our 
products are. We reali-
sed that we could create 
something that is different 
from all the other brands out 
there. We could offer a Brazilian 
experience to Europeans like 
me and you. The following nine 
months, up until eroFame in 
October, we dedicated our time 
to every single detail of the fi rst 
batch of orgie products. I do not 
know how many hours we sat 

together, just talking about the name of the brand 
and the packaging of each single product.
About myself: I am originally from Italy and I worked 
as export manager for more than 10 years for diffe-
rent international companies, mostly in the sports and 
fashion business. I decided to join Marcello‘s project 
because this is a chance to build up a new brand in 
a challenging market. And something fashion can be 
found in the Orgie collection, too.

What exactly are your duties at Orgie? Which mar-
kets fall within your responsibility? 
Massimo: I am the direct contact for each client out-
side of Portugal and Spain. In these two countries, 
we work with an exclusive distributor. From the fi rst 
phone call or the fi rst visit to all the orders we receive 
in our HQ in Portugal, I am always the face of Orgie (I 
hope a nice one!!!) for the client.

”THE  MARKET  IS  VERY 

COMPETIT IVE  AND ,  IN  THE 

OP IN ION  OF  MANY,  I T  IS 

EVEN  SATURATED  AT  TH IS 

MOMENT”
M A R C E L LO  H E S PA N H O L 
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I plan the presence of the Orgie collection at different 
local and international fairs and events and I organise 
the visits of our trainers at our clients. I live in the 
wonderful city of Berlin, but my offi ce is my computer 
and hardly a week goes by when I’m not travelling 
somewhere in Europe. Together with our sales team, 
we cover all of Europe from France to Ukraine and 
from Greece to Norway. At the moment – not even 
eight months after launch - we are proud to be pre-
sent in more than 15 countries around the old world.

How would you describe your work or, more preci-
sely, what is it like working with your customers?
Massimo: I still believe in the marketing 101. I need 
to meet each client personally, because I wish to un-
derstand, what he/she expects from our Orgie collec-
tion and how we as a company, with our know-how, 
can support his/her business. I am all ears when and 
if a client has marketing ideas or suggestions on how 
to promote and to better sell our products. Through 
our graphic department, we support our clients with 
online banners, posters, fl yers, counter displays, 
and whatever they need to present the products as 

professional as possible. At the end of the day, we as 
Orgie need partners who believe in our brand like we 
do. This is the reason why I never call them clients, 
but ‚partners‘. We need their ideas and their retail 
know-how in order to remain up to date and under-
stand the European market.

You are setting up a warehouse in Germany. What 
can you tell us about that?
Massimo: We know that each partner should be 

able to expect small minimum 
order quantities, fast delivery, 
and low transport costs so they 
can re-order as many time as 
they want with less risk.
This is the reason why we plan 
to have a second warehouse 
in Berlin, for all these partners 
in and around Germany. We 
will be able to ship the order to 
them within 3 to 4 working days, 
with delivery within 24hs and, 
of course, with very competitive 
shipping cost.

Is it correct that there will also be a team to support 
the retail market in Germany? What are Orgie’s plans? 
What will this team be doing?
Massimo: You are very well informed. Yes, we plan to 
set up several teams of trainers and educators in the 
main European countries who will visit the different dis-
tributors and maybe their brick-and-mortar stores so 
that their employees can also be trained about Orgie 
products. Some of our partners are small retailers who 
feel better buying directly from the brand, and such 
training will be provided to them as well. We want to 
share with them how the Orgie products can offer a 
Brazilian experience to each and every customer.

What was the motivation to take these steps?
Massimo: The motivation came from different sides: 
the great response we had when we launched Orgie; 
presenting quality products with an outstanding 
branding; offering assistance and support under 
continuous improvement to our partners and to those 
who want to carry Orgie brand.  And the key motiva-
tion is that each Orgie product has something special 
and we want to have as many people as possible 
discovering it. Some of our products (the pearl or 
the lips massage) already include a guide with ideas 
and suggestion on how to enjoy the products more. 
Videos are in production, too.

 ” TODAY,  GERMANY  IS  NOT 

OUR  B IGGEST  MARKET, 

BUT  WE  WANT  I T  TO  BE . ”
M A R C E L LO  H E S PA N H O L 
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And what are your expectations regarding these 
changes?
Massimo: Well, we are working with the best results 
in mind, so we expect the best of it.  We want a win-
win for everyone who believes in Orgie products while 
the end-consumers get our attention and message 
through the training provided to our partners. After 
all, we want the Orgie collection to add more fun and 
excitement to the nicest hobby in the world.

What can you tell us about Orgie’s current 
position in the countries you are in charge 
of?
Massimo: We have actually been around 
for less than 8 months, the baby has just 
started walking. We are very happy that so 
many distributors around Europe trust and 
appreciate the quality of the Orgie products 
and their packaging. I’ve received so many 
invitations to different events and fairs for 
the coming months that I need to plan a 
6-day working week! In the next months, 
we are curious – and looking forward! – to 
receive the fi rst feedback and suggestions 
from the users of our products. 

What are the biggest differences between 
these markets?
Massimo: If you look at our goal, we want 
to make the people happy who use our 
products and to let them enjoy their sex life. 
In all these countries, I see interest in something new 
and different, among everyone from distributors to end 
consumers.

Thanks to our experience in Brazil, and 
some special secret ingredients from Ama-
zonia, we are able to deliver exactly that.

How much potential do you see for Orgie 
in these markets? What are your goals for 
the brand?
Massimo: At the moment, we produce 
more than 100 erotic products in Brazil. In 
Europe, we only have 20 of them. The fi rst 
collection ‚a Brazilian experience‘ reached 
much higher sales than we expected.  Just 
few days ago, we closed a great deal with 
one of the biggest European distributors, 
which will lend even more credibility and 
awareness to our brand. My motto in life is 
‚never give up, just move on‘. All I can say 

to our existing – and our future – partners is, come 
visit us at eroFame 2018 and you will fi nd out which 
goals we can reach together.

 “AT  THE  MOMENT    NOT 

EVEN  E IGHT  MONTHS 

AFTER  LAUNCH   WE  ARE 

PROUD  TO  BE  PRESENT 

IN  MORE  THAN  15  COUN 

TR IES  AROUND THE  OLD 

WORLD . ”
M A S S I M O  A R T I O L I 

Buch 2.indb   6 07.05.18   17:41



W W W . E D C W H O L E S A L E . C O M

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

Buch 2.indb   7 07.05.18   17:41



 000

I N T E R V I E W

 w w w . e a n - o n l i n e . c o m  •  0 5 / 2 0 1 8

    The incredible quality of our Ultimate Fantasy Dolls 
                at such an aff ordable price point is unrivalled.

Sunny  Rodg e rs  t a lks  P iped rea m’s  U l t ima te  Fa n ta sy  D o l l s exclusive

 00 0000000000000000000000000000

 „Do the Ultimate Fantasy Dolls represent a quantum leap in 
Pipedream’s doll segment?
Sunny Rodgers: We’ve been known for creating great dolls for a 
long time, but the Ultimate Fantasy Dolls are a HUGE leap as far as 
the quality, craftsmanship, attention to detail and realism. Therefore, 
we created the new collection name, Ultimate Fantasy Dolls, in the 
Pipedream Extreme category. Up until now we’ve created 
well-respected inflatables with inserts and moulded body parts, 
but we wanted to make these dolls very special and next level. 
We went to great lengths to ensure the high quality of these 
lifelike dolls. Combined with their affordability, the availability of 
our Ultimate Fantasy Dolls makes them unlike any other sex doll 
on the market today. 

Brands such as Pipedream Extreme Dollz and Pipedream 
Extreme Toyz are successful and well-established in the 
marketplace. Why did you decide to create a new brand for 
‚Kitty‘ and ‚Carmen‘?
Sunny: Ultimate Fantasy Dolls fall under our Pipedream 
Extreme Toyz category. We knew our Kitty and Carmen 

Kitty and Carmen are the fi rst products in 
Pipedream’s new Ultimate Fantasy Dolls 

Line. When the US company set out to 
develop this collection, their goal was to 
set a new standard for life-sized and 
lifelike dolls. In our EAN interview, 
Pipedream Brand Manager 
Sunny Rogers explains what makes 
these two dolls so signifi cant – for 
Pipedream but also for doll lovers 
around the world.

Sunny Rodgers, 

Pipedream’s Brand 

Manager 
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Ultimate Fantasy Dolls were going to be extremely 
popular and that we would be adding additional 
versions to this collection. We also knew that creating 
these affordable, lifelike dolls would be the next trend in 
our industry and they deserved to have a brand name 
all of their own. 

How long did it take to bring these dolls to life, from 
the initial brainwave to the finished product? 
What were trickiest parts during development/
production?
Sunny: It took our development team over a year to 
bring these dolls to life due to the complicated and 
lengthy production process. During this initial production 
ramp-up period we were able to create streamlined 
methods to monitor quality and efficiency at our 
exclusive doll factory in China. Other than made-to-or-
der, high-end doll manufacturers, no one in our industry 
is offering affordable, high-quality lifelike dolls that can 
ship from the U.S. We have an established global 
distribution network that will allow our Ultimate Fantasy 
Dolls to be offered throughout the world. So, for the first 
time ever, people outside of the niche realistic doll 
community will have the opportunity to own their own 
lifelike Ultimate Fantasy Dolls purchased from our 
reputable company.

Could you give us a summary of the key features of 
‚Kitty‘ and ‚Carmen‘?
Sunny: First and foremost, the incredible quality of our 
Ultimate Fantasy Dolls at such an affordable price point 
is unrivalled. The Ultimate Fantasy Dolls are life-size, 
standing just over five feet tall, and have a super-strong 
stainless-steel skeleton with moveable and bendable 
joints that are ready to pose however users wish. These 
dolls are created with amazing attention to detail from 
their facial features to their posable fingers with painted 
fingernails to the tip of their realistic toes. Our Ultimate 
Fantasy Dolls even come with a heating element to help 
provide the most realistic sex play experience available. 
Every Ultimate Fantasy Doll comes with our extensive 
Care & Usage Guide, which outlines the best ways to 
clean, store, and care for our dolls. Our Guide, 
translated into six languages, includes internal and 
external cleaning and maintenance; foot, skin, and hair 
care; and make-up removal and application; plus, 
storage and overall long-term care. But it’s always a 
great idea to have stores offer additional items such as 
Moist Body Lotion, Refresh Toy Cleaner, and Pipedream 
Extreme Toyz Fanta Flesh Revive.

Which materials are used to make these dolls as 
realistic and lifelike as possible?

The Ultimate Fantasy 

Dolls represent a 

quantum leap in 

Pipedream’s dolls 

range
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Sunny: Our super-soft Fanta Flesh skin gives every 
Ultimate Fantasy Doll a true lifelike feel. They have 
top-quality wigs that can be styled according to 
personal preference. Every doll features posable fingers 
and feet with painted fingernails and toenails. They are 
indeed life size at 165 cm and 168 cm in height with 
posable joints. They have beautiful detailed eyes and 
eyelashes, and full, supple lips. Our team enforced strict 
measures to ensure every Ultimate Fantasy Doll has a 
true-to-life body with firm, perky breasts, a perfect-
ly-shaped ass, and an invitingly realistic pussy. 

Your dolls represent a combination of modern 
technology, top-quality materials, and tons of features. 
That kind of quality probably comes at a price – how 
much do the dolls cost?
Sunny: We recommend an MSRP of U.S.$2,995.00, 
which is incredibly affordable given the high quality and 
craftsmanship of each individual Ultimate Fantasy Doll.  

Who is the target audience these products are made 
for?
Sunny: Doll buyers are predominately men, with single 
women being the smallest group of purchasers. 

However, there are quite a few couples who purchase 
dolls together. We’re finding that a lot of couples want 
to enjoy sexual exploration without bringing another per-
son into their relationship and our Ultimate Fantasy Dolls 
provide exactly what these couples are seeking. We are 
also busy designing additional Ultimate Fantasy Doll 
styles to be added to this collection, catering to almost 
every niche available. In the Ultimate Fantasy Doll 
Collection there will be something for everyone. 

Hoch much demand is there for dolls? Is this product 
category still a small niche?
Sunny: The demand for our Ultimate Fantasy Dolls has 
been overwhelming positive. Lifelike doll owners are 
passionate about them and there are forums and clubs 
dedicated to them as well. 

Are the Ultimate Fantasy Dolls maybe better suited for 
e-commerce sales than for brick and mortar retail 
stores?
Sunny: We realised that some of our customers won’t 
have space and/or resources to have an actual Ultimate 
Fantasy Doll in their store, so we created detailed 24” x 
36” posters that retailers can showcase in their stores. 
As far as online sales, it does appear as though a lot of 
our Ultimate Fantasy Dolls are being sold online due to 
the information we’re already receiving from our 
customers.

Are these products already available from your 
distribution partners in Europe? 
Sunny: Check with all major distributors for our Ultimate 
Fantasy Dolls. These dolls are so popular that they have 
a limited availability. Orders are being filled on a 
first-come basis, so we recommend getting orders in 
quickly. 

Does Pipedream also offer POS materials for the 
Ultimate Fantasy Dolls?
Sunny: Contact your Pipedream sales representative to 
discuss creating customised POS materials for stores. 
We also have videos available. 24” x 36” posters are 
available that retailers can showcase in their stores. 
More pictures are being added to our website and we 
are also receiving users submissions. 

Are there plans to add more products to the Ultimate 
Fantasy Dolls line?
Sunny: We are already working on additional styles of 
Ultimate Fantasy Dolls to add to this collection. Many of 
our current prototypes are in response to customer 
feedback we are already receiving.

The producer-recom-

mended retail price 

of Kitty and Carmen 

is roughly 3000 US 

dollars
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Nelson: In a market that is being fl ooded with 
cheap products, where companies launch 
fetish collections without understanding the 
product, Bon4 stands out for its high quality 
and great user experience. This fi ts in perfectly 
with the Mister B philosophy. Being fetishists, 
we use all the products we sell ourselves, 
and I can assure you, you can fi nd the Bon4 
products in the homes of many Mister B 
employees.

Isn’t the brand colliding with several others that 
are already part of your line-up?

Nelson: I wouldn’t call it 
colliding, I’d rather see 
it as complementary. 
Customers will have a 
wider selection of good 
articles to cater to their 
BDSM customer. 

Which criteria does 
Mister B go by when 
selecting product lines to 
add to your range? 
Nelson: The main criteria 
are quality and story. Is 
this a product that we as 
Mister B can get behind? 

In the case of Bon4, we can wholeheartedly 
say, yes, we do.

So the philosophy and the brand mission have 
to be congruent?
Nelson: Yes, this very important, because 
when there is mutual understanding, there is 
a passion for telling the story to the customer. 

 Mister B recently became the exclusive 
distributor of the Bon4 brand in Europe. How 
did this collaboration come into being?
Nelson Sousa da Cunha: Bon4 and Mister 
B have a long-standing close relationship. 
Both brands specialise in high-quality fetish 
products and both share a love for, and deep 
understanding of the fetish segment. Since 
both companies tell a similar story, we both 
decided to take it to the next level.

What are the unique qualities of Bon4? Which 
product categories does the brand cover?
Nelson: Bon4 is known 
for its high-quality 
chastity cages, both 
in silicone and steel. 
Apart from that, they 
carry a selection of 
silicone puppy tails that 
are among the very 
best out there in the 
market. Besides, they 
have a unique selection 
of cock and ball toys, 
whips, paddles, and 
butt plugs. Bon4 stand 
out because they 
put a lot of time and 
effort into their designs. The products are well 
thought-out, coming from the mind of a fetish 
lovers who consider the end user experience 
their top priority. A Bon4 product is something 
you want to display.

Why is this brand a perfect match for Mister B? 
Why did you want to add Bon4 to your range?

A Bon4 product is 
something you want to display
Ne lson  S ousa  da  Cun h a  sh a res  de ta i l s  a bout  M i s te r  B ’s  pa r tn e r sh ip  w i th  B o n4   exclusive

Mister B and Bon4 have been collaborating closely for a while, and now, their business 
partnership has gotten even closer. In our EAN interview, Nelson Sousa da Cunha, the 
owner and CEO of Mister B, tells us why both parties decided to enter into an exclusive 
distribution agreement.

Nelson Sousa da Cunha, 

owner and head of Mister B

 “ I  CAN  ASSURE  YOU , 

YOU  CAN  F IND  THE  BON4 

PRODUCTS  IN  THE  HOMES 

OF  MANY  MISTER  B 

EMPLOYEES . ”
N E L S O N  S O U S A  D A  C U N H A
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If we don’t understand a brand, how can we sell it 
to our customers? We get excited by brands we 
understand, and we want to share that 
with the world.

Why did you opt for an exclusive 
distribution model with Bon4?
Nelson: Why not? We see this more as 
a partnership where we work together to 
convey the story of both our brands. 

Which criteria determine if exclusive 
distribution makes sense or if it’s better to 
go for a non-exclusive partnership?
Nelson: Criteria that may play a role 
include the kind of effort you need to invest to sell a 
product. Just adding products to a catalogue won’t 
do it for some brands. Like mentioned before, telling 
a story, highlighting its qualities, showing what makes 
that brand stand out from others. I like to compare it 
to a nice designer bag. You won’t fi nd it everywhere, 
but you are willing to go to that store where you get 
the experience. Having it everywhere will take away a 
bit of its magic.

What are the advantages and disadvantages of this 
distribution model
Nelson: The advantages are that you can share your 
joint vision and bring a product to the market without 
having it slaughtered in price wars. Disadvantages? 
You tell me. 

Critics often argue that exclusive distribution is 
pointless in a free, global market because there is no 

way to control distribution across all markets. 
What is your stance on this topic?
Nelson: My stance is that critics will be 
critics. For every story, there are two visions 
and the only right vision is the one in which 
you believe, the philosophy that takes your 
company a step ahead. Like mentioned 
before, we all want to do is earn a decent 
living in a world that is changing at a fast 
pace, where big internet companies are 
taking over the market more and more, and 
we have no idea what the impact will be in 
the long run. Protecting your brand is very 

important, because the brand is what makes the 
company – what would Mister B be without its 
brand?                                                                    

 “ I F  WE  DON ’T 

UNDERSTAND  A  BRAND , 

HOW CAN  WE  SELL  I T    

TO  OUR  CUSTOMER?”
N E L S O N  S O U S A  D A  C U N H A
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 Vanessa, you recently wrote your fi rst book, 
titled “Crystal Healing & Sacred Pleasure“. 
What prompted you to write about this topic?
Vanessa Cuccia: In 2011, I came up with a 
concept for the Chakrub - an instrument of 
pleasure made from natural crystal. The brand 
Chakrubs itself is rooted in the philosophy, 
„Know thyself and thou shalt know the universe 
and God.“ When we explore ourselves in 
intimate ways with conscious awareness and 
love, we develop emotional intelligence, self-
awareness, and a sense of spiritual connection. 
Crystals facilitate this process as we honour 
them as tools for pleasure and purpose. In my 
book I go more in depth to these philosophies.

When you are not busy writing books, you are 
running Chakrubs, a company for crystal sex 
toys. Before we talk more about your book, 
could you tell us a bit more about the latest 
developments at your company?
Vanessa Cuccia: It’s been wonderful. We are 
expanding every day. I’ve been doing more 
workshops, we’ve added new products, 
started featuring different crystals of the month, 
and have many exciting things in the works 
behind the scenes.

Could you tell us a bit more about the 
connection between sexuality, sex toys, crystal 
healing, and pleasure?

Crystals facilitates the energetic 
body’s natural ability to heal itself.

Vanessa  Cuc c i a  t a lks  a bout  h e r  book  “C r ys ta l  Hea l i n g  &  S a c red  P lea su r e  exclusive

Spirituality is a category that seldom 
gets the spotlight in the market for erotic 
products. But at Chakrubs, the company 
of Vanessa Cuccia, it is front and centre. 
Now, Vanessa has poured her knowledge 
of sexuality, care, crystals, and spirituality 
into a book: “Crystal Healing & Sacred 
Pleasure” will be published in June, and 
we had the opportunity to get some 
information about it ahead of time in 
our interview with Vanessa Cuccia.

Vanessa Cuccia, founder

of Chakrubs and author

of “Crystal Healing &

Sacred Pleasure”

Buch 2.indb   2 07.05.18   17:41



Buch 2.indb   3 07.05.18   17:41



 w w w . e a n - o n l i n e . c o m  •  0 5 / 2 0 1 8158

I N T E R V I E W

Vanessa Cuccia: I fi rst created Chakrub crystal 
sex toys for myself. After leaving a sexually abusive 
relationship, I needed to reconnect with my body and 
reclaim my pleasure. At the same time, I knew what I 
wanted went much deeper than an orgasm. Crystals 
facilitates the energetic body’s natural ability to heal 
itself, so my intention with Chakrubs was to merge 
crystal and sexual healing. Along the way, I realised 
that these tools could be used to help others awaken 
pleasure and overcome trauma.

How would you describe the readership of 
your book? Should the reader have some 
prior knowledge to get the most out of it?
Vanessa Cuccia: This book is meant for 
anyone who can approach its topics with 
an open mind and receptive heart. I made 
sure to include a wealth of resources 
so that these rituals are accessible to 
everyone, no matter how far along they 
are on their journey.

Do you feel that spirituality is something 
that is missing in today’s adult market? 
Or for that matter, in the sexuality of most 
people in general?
Vanessa Cuccia: I don’t think that it is missing 
entirely, but it certainly isn’t at the forefront. When 
you look at who has had control of the narrative 
around sex and who has had agency in terms of sex, 

it becomes obvious why spirituality has not been 
a priority. The patriarchy recognised that women 
would not be as easily controlled, oppressed, 
and objectifi ed if they were sexually empowered. 
However, I do think the tides are changing and 
that as women wake up to their sexual potential, 
spirituality will become more interwoven into sex.

In your book, you talk about exercises for self-love 
dedicated to the chakras. Could you give us 
an example of such an exercise?
Vanessa Cuccia: To get in touch with 
the sacral chakra, which governs our 
reproductive centres and rules creativity 
and desire, I offered a clitoral massage ritual 
using a yoni egg or Chakrub.

Not everybody believes in the healing 
powers of crystals and the importance of 
chakras. How would you convince those 
sceptics to give it a try anyway?
Vanessa Cuccia: I invite sceptics to look at 
crystal healing through the lens of intention. 
They might not feel the subtle energies of 
crystals, but simply selecting a crystal 

based on what they want to invite into their lives puts 
them on a path to manifest it. They can keep it in 
their pocket or purse as a constant reminder of what 
they are attracting and to help align their actions in 
support of that.

 “ TH IS  BOOK  IS  MEANT 

FOR  ANYONE  WHO CAN 

APPROACH  ITS  TOP ICS 

WITH  AN  OPEN  MIND  AND 

RECEPTIVE  HEART. ”
VA N E S S A  C U C C I A

Chakrub Original 

Indian Jade

Chakrub Prism
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Different crystals have different properties. 
For example, the Amethyst is said to be calming, 
while Obsidian absorbs negative energy.

Would you mind telling us about your favourite stone 
and why it is dear to you? Or do you pick a stone 
depending on what you need that day?
Vanessa Cuccia: There are certain Chakrubs, like 
the Xaga, that I’ve had for several years and have 
developed a deep relationship with, but in general 
I work with stones based on what I need in that 
moment. The Xaga -- which is obsidian -- helped me 
confront my past and understand what I needed to 
let go.

When will the book be published and how much will it 
cost? Where can retailers turn to, if they would like to 
offer it in their shops?
Vanessa Cuccia: The book is $29.99 and available 
for pre-order now through Amazon, Indigo, B&N, 
and Indiebound. It will be in stores June 5th as the 
offi cial release date. For information on becoming a 

retailer for Crystal Healing and Sacred Pleasure in the 
United Kingdom and Ireland, please email salesuk@
quarto.com. To become a retailer in the United 
States, please contact Jeff Spencer at Jeff.Spencer@
Quarto.com or 1-612-344-8117. For additional sales 
information, visit quarto.com/contact-us.

What are your plans for the time after the release? 
Will you continue your career in literature or focus 
on crystal toys again? Or something completely 
different?
Vanessa Cuccia: I am just doing my best to follow 
the path that’s being laid out for me. I would love 
to write another book if the timing aligns and the 
inspiration is there. Chakrubs is my passion and 
we have so many exciting things planned for the 
upcoming months and beyond. I’m sure that other 
opportunities will present themselves as long as I 
remain open and receptive to them.                       

Chakrub Xaga

Chakrub Amethyst

Chakrub Original Heart
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Andre Visser: There isn’t just one criterion in 
selecting third-party brands, it’s a mix of fi nding 
the perfect partner with special, outstanding 
and unique products. And we also select 
brands to offer a wide variety of products, 
popular brands, etc. Every supplier is carefully 
selected and we also take market demands 

into account.  Today’s 
retailer is very well aware 
of the market and its 
customer‘s demands 
and knows what brands 
and products he want in 
his assortment.

To what degree does 
customer feedback affect 
the composition of your 
product range?
Andre Visser: The 
feedback from our 
client is very important. 
Our assortment is 
built on providing our 

customers with their needs, so keeping close 
and personal contact is important to make the 
necessary changes in our assortment to offer 
the perfect product range. Customer feedback 

 Could you give us an overview of your 
range of third-party products? Which brands
of which producers do you carry?
Andre Visser: We carry a wide assortment 

of different brands and offer a great variety 
of products. Not only toys, but we have 
also added new lingerie collections to the 
assortment in the 
past months. We are 
a fast-growing house 
of brands, with over 
120 labels and we 
continue to grow our 
assortment by adding 
new brands. We are 

the proud distributor 
of brands popular 
brands like Satisfyer, Doc 
Johnson, Fleshlight, Dorr, 
BeWicked, etc.

Which criteria carry 
the biggest weight 
when you select 
third-party brands for your range? Do 
your customers also express interest in 
certain brands/products they’d like to 
see in your line-up?

We carry a wide assortment of diff erent
brands and off er a great variety of products.

Sp ot l i g h t  on :  th e  th i rd -pa r t y  b ra n d  a sso r tmen t  o f  ED C  Wh o lesa le  exclusive

Andre Visser, International Sales Director at EDC Wholesale, answers all of our questions 
about the third-party line-up of the Dutch company. Among other things, we learn how EDC 
Wholesale picks new third-party brands for their range, and how closely the team work with 
the suppliers. Moreover, we discuss the requirements for success in today‘s distribution 
business, and we talk about the current developments in the market.

Andre Visser,

International

Sales Director at

EDC Wholesale

 “WE  HAVE  A  GREAT 

BUS INESS  RELATIONSHIP 

WITH  OUR  SUPPL IERS .  A 

GREAT  RELATIONSHIP  IS 

A  KEY  ELEMENT  IN  OUR 

MUTUAL  SUCCESS . ”
A N D R E  V I S S E R
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is only a part of the composition of our assortment, 
we are also keen on trying new things and to see the 
response from the market.

Nowadays, a distributor does so much more 
than just purchasing, logistics, sales. Would 
you mind describing the main pillars of your 
business?
Andre Visser: Our main pillars are to be a 
perfect partner for our online customers, 
brick and mortar customers and those how 
are active in both fi elds. We need to keep up 
with the digitalization of the industry in order 
to be the best partner for all our customers. 
You can only do so by listening to your clients 
and maintain personal contact, which is also 
one of our main pillars.

EDC Wholesale is known as a modern, 
creative, fl exible, and progressive company. 
But how is that refl ected in your activities 
relating to your third-party brands? 
Andre Visser: Our team travels the world to 
fi nd the perfect partners, amazing products, 
and outstanding brands. We make the right 
deals by maintaining a personal relationship 
with our vendors. We recently added an amazing 
product from the brand Dodil. We are always looking 
for something special and we are thrilled to see how 
that works out.

How would you describe your business relationships 
with your suppliers?
Andre Visser: We have a great business relationship 
with our suppliers. A great relationship is a key 

element in our mutual success. We are 
always open and honest towards our 
partners, which is a perfect base to create 
the best deals for our customers.

EDC Wholesale is still a comparatively 
young company, but you have been 
around long enough to witness several 
changes in the industry? How has the 
market developed throughout the past 
years? 
Andre Visser: The market has changed 
from a brick and mortar industry to a 
digital-dominated scene and in some 
ways, the market requires a different 
approach. As a young and fl exible 
company, we are able to anticipate quickly 
to changes, which makes us the perfect 
combination of traditional and modern.

There is a lot of debate about the erosion 
of the traditional supply chain in the adult 

market. Did this development weaken the position of 
distributors and wholesalers?
Andre Visser: There are indeed some changes in the 
traditional supply chain at the moment. Unfortunately, 

 “D ISTR IBUTORS 

WILL  REMAIN  WHEN 

THEY  D IST INGUISH 

THEMSELVES  WITH  A 

PERFECT  M IX  OF  TH IRD 

PARTY  BRANDS ,  HOUSE 

BRANDS ,  SUFF IC IENT 

SUPPL IES ,  AND 

INNOVATION . ”
A N D R E  V I S S E R
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some parties create an overlap in a competitors 
territory, and this does not benefi t the supply chain 
in the industry. The upside is that many parties come 
back from the decision to buy directly from the 
manufacturer because it often doesn’t work out as 
they had expected. A trustworthy partner offers more 
than just a product, it’s a package deal which comes 
with service, sales, marketing, returns, etc. This is 
something that a producer offers altogether. 

Nowadays, most distributors offer professional 
customers service, smooth logistics, a wide product 
range, private brands, etc. How diffi cult is it – and 
what can you do - to set yourself apart from 
competitors in the distribution segment?
Andre Visser: It’s certainly a challenge to distinguish 
in all aspects. But at EDC Wholesale we believe that 
offering our customers a great service should be a 
priority in order to serve our customers the best way 
possible. 

In recent months, several products have launched 
that are only available from one distributor. Are we 
seeing a comeback of exclusive distribution, or are 
those just isolated instances?
Andre Visser: In my opinion, these are isolated 
instances, because a brand can’t benefi t its full 
market potential when focussing on one distributor. 
Especially because the market has become so much 
more than just the traditional industry. 

How do you envision the future of distribution? How 
will this business develop? 
Andre Visser: Distribution will remain an important 
aspect as many retailers don’t prefer to keep a large 
supply of the products they offer their customers. So, 
a local distributor is key to supply small amounts of 
products quickly. Distributors will remain when they 
distinguish themselves with a perfect mix of third-
party brands, house brands, suffi cient supplies, and 
innovation.                                                              

 “WE  ARE  ALWAYS 

LOOKING  FOR  SOMETHING 

SPEC IAL  AND  WE  ARE 

THR ILLED  TO  SEE  HOW 

THAT  WORKS  OUT. ”
A N D R E  V I S S E R
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You‘ve upgraded the Viaman line with a 
number of new products, most notably 

the Viaman Extendor pump. This product 
isn‘t part of your traditional product category 
of enhancement supplements, so: How did 
you end up adding a penis pump to the 
Viaman line?
Samuel Ruddy: As the industry knows, 
pumps are just as popular as the supple-
ments within this segment. In most cases, 
people who buy pumps don’t usually buy the 
supplements and vice versa, so, for us, the 
main reason is to increase our market share. 
The Viaman brand has gained traction year 
on year but has really started to dominate in 
the last 12 months.

Penis pumps are available in the market in 
every conceivable version. What can Viaman 
Extendor do that other pumps can‘t?
Samuel: The market is crowded with a lot of 
pumps that pretty much offer the same sorts 

of things. Viaman Extendor has studied the 
competition and with its features, it stands 
alone as a complete and all-round device.
It has been designed as a premium enhan-
cement device with several eye-catching 
and luxury features. The fi rst of these is its 
automatic function; once you have selected 
the intensity level to suit your needs, the 
device will automatically adjust to apply the 
desired level of pressure. This allows for very 
precise control and eliminates any danger of 
over pumping. Viaman Extendor is wireless 
and features USB charging, making it com-
pletely portable and very convenient. Lastly, 
the tube of the device is made of top grade 
materials that will not crack or split under 
pressure and has a built-in scale to help with 
tracking gains.

Is the target group you want to cater to with 
the pump the same that normally buys your 
Viaman supplements?

Several new products have 
been launched in the Viaman 
line: There are three new food 
supplements and a penis 
pump – which obviously marks 
a fi rst for Viaman, being that 
this is the fi rst time they have 
moved outside their traditional 
product category. Comfort 
Clicks Wholesale Business 
Manager Samuel Ruddy tells 
us more about this expansion, 
about the new products, and 
about the launch of the fi rst 
food supplement for women, 
named Viaher.

The Viaman brand has gained traction year on year 
but has really started to dominate in the last 12 months

Samue l  Ruddy  on  n ew  V i a ma n  p roduc ts  a n d  th e  debut  o f  V i a h e r exclusive

Samuel Ruddy, Com-

fort Click’s Wholesale 

Business Manager 
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Samuel: Whilst the segment and the demogra-
phic is almost identical, this is something where 
people choose one or the other and so by having 
the best in breed for both, means that we can 
take the brand further and to an audience that has 
wanted to get into what we offer and how we offer 
it but this time via a device.

Do you want to expand your product range further 
with other articles apart from supplements?
Samuel: Evolution is critical to a brand’s success 
and Viaman has kept busy developing products 
that are innovative, fresh and that consumers buy 
again and again, therefore we see no reason to 
stop what we have been doing. In fact, we have 
added 40% of our current range in just the last 14 
months alone.

For the male consumer, you have released Viaman 
Viper Pro, Viaman Volume, and Viaman Plus. What 
can you tell about these new products? Which 
unique selling points do they bring to the table?
Samuel: The new Viaman products we have 
released stand apart because of the natural high-
strength, pure grade ingredients that we use, 
compared to the relatively low-strength formulas 
of other products. We are also unique in the level 
of rich vitamins, minerals, and nutrients with which 
we infuse each item, making these new products 
more robust and well rounded. There are no side 
effects to worry about when using any of these 
supplements, thanks to the purity and quality that 
goes into these items.
It doesn’t matter how much we talk about it, the 
proof is in re-orders and that is where this product 
has really exceeded even our expectations.

Viaher marks your fi rst product that was de-
veloped and produced exclusively for woman. 
Could you tell us more about that?
Samuel: There is a lack of high-grade, good qua-
lity enhancement products available to women; 
with most products on the market being nothing 
more than repackaged male supplements. We had 
wanted to create a female-focused product for a 
long time, with the same high level of detail that 
we had already applied to the Viaman range. 
Viaher is the result of thorough research into the 
best natural extracts to help with female enhance-
ment. It has been designed with the busy, active 
woman in mind, as a convenient way of helping 
them to reclaim vitality, energy, and desire.

Do supplements for women repre-
sent special challenges in terms of 
ingredients, marketing, packaging, 
etc.?
Samuel: The way in which we 
formulate, brand, and market 
Viaher is very different to how we 
market any of our Viaman pro-
ducts in some ways, but also quite 
similar in others. The ingredients in 
Viaher have been chosen with only 
women in mind, as the sexual ma-
keup and needs are very different, 
which we respect through the ext-
racts that we use for this product. 
In the same way, packaging and 
marketing needs to be approached 
differently, as our experience tea-
ches us that our female customers 
are looking to get different things 
out of enhancement supplements, 
when compared to men.
The ladies that buy Viaher from us 
are no different in terms of their ex-
pectation surrounding good quality 
and value; they want the very best 
product, which looks great and 
can offer results.

Are there plans to expand Viaher 
into a similarly versatile product 
line as Viaman?
Samuel: Following the good initial 
response for Viaher, we are already 
investigating options on how we 
might expand this range. Watch 
this space!

You use very special ingredients in 
your products. What can you tell 
us about these ingredients?
Samuel: We source extracts 
from all over the world, choosing 
ingredients that have held solid 
reputations across many different 
cultures for hundreds, if not thous-
ands of years. It is not just plants 
though, as we also seek out the 
world’s fi nest vitamins, minerals 
and nutrients, which we can use to 
enrich our product formulas. Many 

The five new additions 

to the Viaman range and Viaher
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of these have well researched and well docu-
mented effects, which gives our fi nal products 
a unique quality.

How much research and development goes into 
selecting your ingredients?
Samuel: There are a lot of brands on the market 
that rush to release something new every month. 
On the other hand, we have never been afraid to 
invest the proper time researching and develo-
ping our products. The ingredients that go into 
a product such as Viaman have been carefully 
chosen, not only based ion the individual history 
or status of that ingredient, but also how well it 
will blend with the other extracts and nutrients, 
on order to make a comprehensive formula. 

What is the legislative situation in Europe con-
cerning enhancement supplements?
Samuel: It is a little bit of a minefi eld because 
there are UK regulations and EU regulations on 
food supplements. There are many products on 
the market today that fall foul of the law at both 
levels either due to ingredients or via packaging or 
content claims. The Viaman range is probably the 
only one that has been designed, formulated and 
presented with the regulations in mind.

The market for supplements is moving at great 
speed. How do you manage to remain relevant with 
your products in this market?

Samuel: We have established feedback 
loop that consists of all types of buyers 
– end users, wholesalers, distributors – 
offl ine and online and this allows us to keep 
our ears to the ground to keep moving 
forward.
What tips can you give resellers about 
presenting products like yours? How can 
they sell these with the greatest possible 
success?
Samuel: Placement, positioning and taking 
advantage of the brand name as people 
are aware of it and ask for it across Europe. 

Can resellers purchase your products only 
from you, or also from distributors and 
wholesalers?
Samuel: We have channels set up at multi-
ple levels and in various markets, therefore 
its best that if you want to get into the 
brand, ask us and we will put you in touch 
with one of our partners.

What plans and goals will you pursue in the coming 
months?
Samuel: Brand advertising will take place from July 
in print media across 15 European countries and 
this will help generate a pull strategy that will benefi t 
our brand our retail partners. As the campaign will 
be new and have a long duration, it will mean 
everyone can take advantage.

“THERE  IS  A  LACK  OF 

H IGH GRADE ,  GOOD  QUA 

L ITY  ENHANCEMENT 

PRODUCTS  AVA ILABLE  TO 

WOMEN;  WITH  MOST  PRO 

DUCTS  ON  THE  MARKET 

BE ING  NOTHING  MORE 

THAN  REPACKAGED  MALE 

SUPPLEMENTS . ”
S A M U E L  R U D DY
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Jeremy, you are the operator of the 
website msieur-jeremy.fr and the Youtube 

channel M‘sieur Jérémy, where you blog 
about sex toys from a male perspective. Sin-
ce when have you been blogging and what 
made you start your own website?
Jeremy: First of all, I was in a male blog 
team who talked about a lot of things for 
single guys! It was a sort of a fraternity (the 
blog name is www.club-des-branleurs.fr), 
with a lot of guys who made reviews of porn 
fi lm, sex toys, single men “COOK recipes” for 
meeting girls, and also video games! Also, 
we met a lot of followers, and had parties 
and activities outside … it was crazy! Don‘t 
drink alcohol with a lot of funny singles guys!
It was fun, and I chose to create this new 
blog two years ago, and also to create 
a character on Youtube, called “M‘sieur 
Jeremy”, who could speak about sex toys 
and male sexuality without porn, without 
communitarianism, to all guys - straight, gay, 
couples, singles...

It was really important for me to speak about 
male pleasure neither from a gay, nor from 
a straight perspective. Just as a male. And 
the most important thing for me is to fi nd so-
lutions if someone tells me about a problem 
(handicap, penis size, erectile disfunction, 
improve stroking …).

Most blogs that discuss and test sex toys are 
made by women and therefore focus on toys 
for women. Why is the scene for male-orien-
ted sex toys is still relatively small?
Jeremy: Because sex toys for women are 
very well-designed, the technology is smart 
and so it‘s fun and easy to make a review. 
Also, there is another problem: When I tell 
somebody I ‚m a blogger and Youtuber 
talking about sex toys for men, everybody 
asks me “Do you really try dildos?” No! I try 
masturbators and stimulators. I think many 
men don‘t know about the existence of a lot 
of products that are very interesting 
for guys.

As the market for adult pro-
ducts grows and expands, so 
does the community of blog-
gers who write about them. 
And just like the products 
themselves, most of these 
bloggers cater to women 
or couples. But there are 
also those who have zeroed 
in on a male audience and 
male-oriented sex toys. One 
of them is M’sier Jeremy. 
On his website of the same 
name, he posts French-lan-
guage articles and reviews 
about toys for big boys, and in 
our EAN interview, he tells us 
which criteria are important to 
him and what he thinks of the 
current product range in the 
adult market.

M‘ s ieu r  J e remy  ta lks  sex  toys  f o r  men exclusive

 

n 

o 

I think most people don‘t know about the existence 
of a lot of products that are very interesting for guys.
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Which aspect is particularly important to you when 
you test and review erotic products?
Jeremy: Size! It‘s very complicated to fi nd a mas-
turbator with a good, larger size. I‘m also looking at 
the price and the materials that are being used. One 
month ago, I was doing a review of a masturbator 
that was priced at more than 100  and I can‘t get 
inside because it‘s too small! There are a lot of pro-
ducts that are very expensive but have no quality. 
Also, it‘s important to me that the product evokes a 
reaction when I touch it. When it‘s a vagina replica 
for example, Fleshlight signature are the best for 
that.

Apart from your articles, you also release videos in 
which you present new products. Could you descri-
be the process of making those clips?
Jeremy: Yes! At fi rst, “M‘sieur Jeremy” was a 
Youtube channel, but two months ago, Youtube 
closed my channel without explanation and without 
the possibility of communicating to somebody in 
charge. It‘s very diffi cult to speak about sex and sex 
toys on Youtube. So I lost more than 120 videos 
and all of my followers!
The big problem was that my whole blog was full of 
Youtube videos, so it was suddenly empty as well.
I decided to make another Youtube channel and 
also a PornHub Channel where I can upload all my 
previous videos as well as new ones.
My process is very simple: I receive the products for 
review or I search on the internet for a product that 

could help my subscribers - I 
receive a lot of questions from 
men who need a special pro-
duct or are looking for particular 
sex toys.
In fact, I‘m regularly looking to 
help guys who are handicap-
ped, so it‘s diffi cult for them to 
fi nd the right product and get 
all the information they need to 
know, for example the size or if 
it‘s hands-free. When I receive 
the product, I‘ll try it and I write 
what I like or don‘t like.
And after that, it‘s time to make 
a video, which I try to do in a 
fun way, clearly removed from 
anything porn, with a good vibe 
and a smile on my face. In this 
video, I explain why I chose 
this product, why it is good, or, 
if it is not, I try to recommend 
another product from the shop 
that sent me the product.
I really want to make a video 
with a big smile and funny mo-
ments, because I have a lot of 
young guys (teenagers) who fol-
low me, and they discover their 

body and most of them are a little afraid sometimes, 
because they don‘t know how to explore their se-
xuality, whether it‘s about masturbating or sex with  
boys or girls - or how to talk with somebody about 
sex (dick size problem, erectile dysfunction, etc.).
For me, it‘s important, to reach out to a large audi-
ence and I think humour is important. I really want to 
explain to everybody, that it is not dirty to talk about 
sex toys and sexuality. And I hope doing this will 
help people accept sexuality more easily.

Vibrators, dildos, air-pressure toys … most products 
on the market are designed for women. Why do you 
think there are less products for men on the market? 
Jeremy: I think a lot of toys are for women because all 
the communication for the products is literally focused 
on them. These products are no longer only for sale 
in sex shops, but they are in supermarkets, in lingerie 
shops or even in design shops.
The real problem for men is that except from brands 
like TENGA or KIROO, there are few products for mas-
turbation that are „non-vulgar“ or that are innovative. 
The products are often very basic and that‘s a shame! 

“ I  CHOSE  TO  CREATE  TH IS 

NEW BLOG  TWO YEARS 

AGO ,  AND  ALSO  TO  

CREATE  A  CHARACTER 

ON  YOUTUBE ,  CALLED 

“M ‘S IEUR  JEREMY” ,  WHO 

COULD  SPEAK  ABOUT  SEX 

TOYS  AND  MALE  SEXU 

AL ITY  WITHOUT  PORN , 

WITHOUT  COMMUNITA 

RIAN ISM,  TO  ALL  GUYS   

STRA IGHT,  GAY,  COUPLES , 

S INGLES . . . ”
J E R E M Y
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Jeremy: For men, I receive more and more 
questions about prostate massagers. Anal sex for 
heterosexual men is becoming more accepted, little 
by little. Sex toys that are interconnected are really 
hard to start. I think it‘s a shame that they are not 
presented everywhere, especially devices that seem 
cool like the Kiiroo Launch, which would also be 
perfect for people with disabilities.
And fi nally, the famous sex dolls and robots, but that 
scares me a bit. I have received a lot of vibrating 
products for the penis like MAN WAND or PULSE. I 
think they are really cool to use, I love that.

Your blog is aiming at a French audience. How 
would you describe the attitude towards sex toys 
and eroticism in France today?
Jeremy: There are only few people on Youtube 
who talk about sexuality and objects of pleasure in 
France, and we sometimes receive messages that 
are very violent.
I do not know why people stigmatise sexuality so 
much! It‘s crazy in the era of the iPhone.
Also, I receive very positive messages from guys 
who tell me that I was able to present them with so-
lutions to some of their complex problems through 
my videos. So, I‘m optimistic that open-mindedness 
is gaining ground. 
Concerning the sex toys industry: I am still a little 
disappointed that many companies do not manufac-
ture directly in Europe, but I‘m very happy when I 
see brands becoming more popular and events like 
“SEXTECH” arriving in France. 

What are your plans for msieur-jeremy.fr in the 
upcoming months and years?
Jeremy: Currently, I don‘t have a job, so I am 
looking for one, my last employer dismissed me 
because he did not appreciate the fact that I pursue 
an activity in connection with erotic brands.
I hope to continue to help to evolve the sexy and 
sexo scene with a „feel good“ image, continue to 
collaborate with brands, and get to boost my image 
and the character of Msieur Jeremy.
I have been contacted more than once to put my 
twist and my name on products, but I would like to 
only be associated with products I like.
Besides that I would like to create something, a ran-
ge of toys and accessories, but I would like it to be 
manufactured in France and Europe, and it is very 
hard to fi nd somebody to start such a project. In the 
meantime, I keep having fun and doing what I love, 
and meeting brands, magazines, and people.

While sex toys for women are becoming more and 
more mainstream, toys for men are still frowned 
upon by society. Do you agree with this statement? 
Jeremy: Totally! Men‘s toys are often very ugly, 
fake vaginas or products that are generally not very 
elegant. When a woman buys a sex toy, we say she 
is a liberated woman. When it is a guy who says he 
uses sex toys, he is a pervert or a guy who must 
have a disastrous sex life. That is completely wrong! 
This is why I created my Youtube channel with my 
face on it to explain that I‘m a normal guy with a 
penis (and I like it) and that I like sexuality, porn, and 
also sex toys. I‘m not a pervert, I‘m just a cool guy 
who needs and wants to have a good sex life.

Which trends do you see in terms of new products? 
What should we be on the lookout for in the next 
months?

I N T E R V I E W

Buch 2.indb   6 07.05.18   17:42



W W W . E D C W H O L E S A L E . C O M

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

Buch 2.indb   7 07.05.18   17:42



 w w w . e a n - o n l i n e . c o m  •  0 5 / 2 0 1 8178

I N T E R V I E W

For those of our readers who don’t know 
Motorbunny yet, would you mind telling us 

more about the product?
Craig Mewbourne: The Motorbunny is a 
motorised, saddle-style vibrator that simulates 
‚cowgirl-style‘ sex. A rider can choose either 
fl at, non-penetrating attachments for vibrating 
clitoral stimulation, or penetrating attachments 
that rotate as well.

What sets Motorbunny apart from similar 
products?
Craig: Price, a spirit of innovation (via adventu-
rous product development), and a commitment 
to responsive customer service. The last two 
years have validated that customers appreciate 
those qualities the most, so we’re lucky that 
we chose to start by focusing on those three 
things! 

Now, you are launching the Keister Bunny. This 
new attachment for Motorbunny is aimed at 
prostate stimulation, correct?
Craig: Yes! It’s designed to allow men to ‚hop 
on‘ and harness the power that women have 
been enjoying since Motorbunny began.

How did the idea for this new attachment 
come about?
Craig: Our customers. It’s impossible to work 
on developing Motorbunny and not wonder 
how it could be used be used by different peo-
ple, but from the very moment we launched, 
there were questions from customers about 
prostate stimulation and which attachments 
were best for it. There was a clear desire for it 
in the market. 

Is Keister Bunny your response to the growing 
popularity of prostate stimulation?
Craig: We think prostate stimulation has been 
incredibly popular for quite some time, but per-

haps the growing acceptance of the practice in 
the mainstream might have fueled some custo-
mer inquiries. (For instance, the movie Road 
Trip ((2000, U.S.)) prompted many viewers 
to ask, “Wait, that’s a real thing?”) Certainly, 
the reduction of the stigma attached to the cor-
relation between prostate stimulus and sexual 
preference is making it easier for users to fi nd 
and enjoy aides for that kind of experience. 

Is it correct that Keister Bunny represents a 
worldwide innovation?
Craig: As far as we know, no other manufac-
turer in the category has bothered to explore 
the idea of attachments for prostates, or even 
acknowledge publicly that their products might 
be enjoyed in this way. 

What can you tell us about the materials, the 
design, and the functionality of Keister Bunny?
Craig: The Keister Bunny is made of premium 
100% silicone and features the same mount 
design as our other attachments. The not-
ched-bulb design of the shaft is popular among 
handheld prostate stimulation aides, but the 
Keister Bunny also features a ‚tickler‘ up front 
for scrotal and perineum stimulation. Unlike 
our other penetrative attachments, the shaft is 
not hollow and doesn’t allow for rotation--only 
vibration. Our research indicates that rotation 
isn’t ideal for this type of use, and we’re con-
fi dent that our users will be able to generate 
lateral movement as they desire. (Also, we have 
a thrusting product in development that should 
be a more natural fi t for users who require 
movement other than vibration!) 

What other Motorbunny attachments are avai-
lable at the moment?
Craig; This answer may be long! We really try 
to cover a broad range of experiences. The 
Motorbunny is such a powerful and versatile 

Craig Mewbourne, CMO of 
Motorbunny, presents a new 
attachment for Motorbunny 
that adds a whole new di-
mension to the straddle-style 
personal pleasure machi-
ne. The name of this latest 
attachment is Keister Bunny, 
and it is all about prostate 
stimulation. And judging from 
what Craig tells us in our EAN 
interview, Motorbunny might 
become much more visible in 
the European market in the 
near future.

 We want the Motorbunny world 
to be full of choices!
Ke is te r  B un ny  –  Moto rbun ny  w i th  a  n ew  a t ta c h men t  exclusive

Craig Mewbourne is CMO of American-ba-

sed Motorbunny, LLC, a company deter-

mined to make sexual creative experiences 

accessible, acceptable and affordable 
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machine that it would be criminal to dictate a small 
set of available experiences or use-cases. Three TPE 
attachments are included in the Motorbunny Starter 
Kit (fl at, small, large, and a cover for an even larger 
experience). Additionally, several Premium 100% 
Silicone and TPE attachments are available. Flat, 
non-penetrative attachments include the ‚Versa,‘ a 
TPE attachment with a ridge in the middle, and the 
should-be-released-by-publication ‚Mt. Gushmore,‘ 
a silicone attachment with ridges at the front for 
multiple clitoral heights. New penetrative attachments 
are constantly in development, but currently cover a 
focus on the G-spot (the ‚Lolli‘), high clitoris-stimula-
tion (the ‚Bunny Buddy‘), genital realism (‚My Friend 
Dick‘), and others. And the Keister Bunny isn’t actual-
ly our fi rst male-focused attachment. The ‚Jiggle Butt‘ 
provides a vaginal and anal penetration experience in 
a slappable, TPE form-factor.

While comparable products usually cater to women, 
Motorbunny was always presented as a product for 
women AND men. Why did you choose this strategy?
Craig: It felt like a natural step. We’ve got this 
powerful motor. We can use it to create versatile 
experiences. We asked ourselves, ‚Why would we 
limit this interesting tool to only one type of person, 
just because that’s what everyone else has decided 
to do?‘ It’s not an approach that was determined by 
social or political inclusivity, but rather a natural step 
to fulfi l our goal of providing the most creative sexual 

experiences possible. To do 
otherwise would be like building 
a car that we think only one gen-
der can drive. Not to drone on 
about this topic, but shortly after 
releasing the Keister Bunny, we 
received an email from a custo-
mer that was very touching. His 
father had deceased from pro-
state cancer, and he was happy 
to see that more products were 
being made available for healthy 
stimulation of the prostate, and 
that these experiences were not 
being shunned. Emails like those 
are excellent reminders to our 
team that, while we’re a playful 
company that really wants to 
get people off, we also have the 
opportunity to affect the quality 
of life for all customers. Why 
would anyone not embrace that 
chance?

“THE  MOTORBUNNY  IS 

SUCH  A  POWERFUL  AND 

VERSATILE  MACHINE  THAT 

I T  WOULD  BE  CR IMINAL 

TO  D ICTATE  A  SMALL  SET 

OF  AVA ILABLE  EXPER IEN 

CES  OR  USE CASES . ”
C R A I G  M E W B O U R N E
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Is Motorbunny available in Europe? Where can 
retailers get this product?
Craig: We’re currently still available only via direct 
purchase online. 
 
Are you interested in expanding your distribution net-
work in Europe? Are you looking for new distribution 
partners?
Craig: We are! We’ve had high-level discussions 
there, and nothing has been signed yet. We are 
excited to explore who we can partner with, and how 
we can become even more accessible in that market. 
We’ve been obsessive about controlling customer 
interactions so far (since it’s one of the things that set 
us apart), but we’re confi dent that we can iron out 
logistical and service-oriented challenges to make 
Motorbunny more visible for Europeans. After all, 
our mission is to provide more creative sexual 
experiences to as many people as possib-
le, and we won’t be able to do that by 
staying in our own backyard. 

What are your plans for the future of Motorbunny? 
Will there be more attachments?
Craig: I hinted at a new product coming soon that 
will include thrusting capabilities. That should be avai-
lable sometime this year, and we think it will be a suc-
cess among customers looking for a more realistic, 
human, sex simulation. Also, internet control will be 
added to our MB LINK app in the coming weeks, if 
not days. This would allow a rider to consent to cont-
rol of their Motorbunny to anyone around the world. 
We believe professional cam performers and 
long distant couples will enjoy the experience 
very much. And, yes, new attachments 
are always in development! We want 
the Motorbunny world to be full of 
choices!
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The Keister Bunny is an 

attachment designed spe-

cifically for safe prostate 

stimulation
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„If you didn’t put all your energy into 
marketing – for erotic companies or 
otherwise – what would you do with all your 
time?
Brian Gray: Is my livelihood dependent on 
this? If yes, I’d probably return to lecturing 
(probably marketing or economics). If money 
wasn’t an object, then there’s more options. 
But I’d be doing something for sure: all men 
need a project to work on, a goal to achieve. 
Otherwise ‚the little grey cells‘ (as Hercule 
Poirot called them) go downhill quickly.

What was your childhood ambition? 
Brian Gray: Growing up, I wanted to be an 
RAF pilot: unsurprising as I grew up just a 
few minutes’ flying time from the RAF’s most 
important Cold War fighter base. Seeing F-4 
Phantoms flying overhead was always cool. 
Maths and physics weren’t exactly my hot 
school subjects however which put a 
dampener on any pilot plans.

How did you get into the sex toy industry?
Brian Gray: Back in 2009 I’d launched a 
consultancy offering marketing research to 
what I now call the ‘love and lust business’ 
and its subsectors. I’d already skirted around 
the internet dating industry (even considering 
it as a PhD topic back in 2003), through my 
YouGov ‘LoveTrack’ research and in other 
projects. I’d also conducted member 
research for the (now-defunct) UK Adult 
Industry Trade Association a few years ago. 
But in 2017 it was time for Lascivious 
Marketing to be conceived which offers a 
wider range of marketing expertise for 
companies in the dating, erotic lingerie, 
fetishwear, sex toy, and pleasure products 
sectors.

What was the biggest step in your career? 
Brian Gray: Receiving my MSc in Marketing 

in 1998 at the world-renowned University of 
Strathclyde Business School. Being taught 
by top marketing academics and 
practitioners made the blood, sweat and 
tears all worth it. It was the foundation for my 
subsequent marketing career. Two decades 
later, it still ranks as probably one of the best 
years of my life for a few reasons. Halcyon 
days! 

How do you envision the future of the sex toy 
industry? 
Brian Gray: I think established ‘legacy’ 
brands will maintain high levels of visibility. 
But more artisanal or design-led specialists 
offering unique high-quality, body-safe 
products with a genuine customer focus will 
increasingly attract more discerning 
consumers seeking more personalised, 
differentiated items. The bigger companies 
will see decreased wallet shares as a result. 
And while established players may lose 
market and wallet share as the sex toy 
buying public become more educated and 
find brands they emotionally connect with, 
they will still have the upper hand in terms of 
raw sales promotion and ad buying power. 
The challenge for the smaller, artisan brands 
with less resources behind them therefore is 
whether they can manage not only to meet 
demand but also simultaneously invest the 
required time and effort in marketing – 
analysis, audit, planning, strategy and tactics 
– to survive and thrive. If they can, they’ll 
have a great chance. In the meantime, in an 
industry with no entry barriers, there will be 
no shortage of new players appearing. 
But without good marketing (and I mean 
marketing, not just ‘communications’) 
I don’t fancy their chances at all. 
There’s so much competition; if they
neglect to build and nurture their brand, 
possess a genuine customer focus,

Roaring over the Scottish 
Highlands at low altitude – 
preferably at Mach 2, behind 
the stick of a F-4 Phantom. 
That is a dream Brian Gray, 
head of marketing agency 
Lascivious Marketing, has had 
since being a child. In this 
edition of Monthly Mayhem, 
we learn why that career as 
a jet pilot with the Royal Air 
Force never came to be and 
why Brian ended up working 
in the erotic industry instead.
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and have a consistently satisfied customer base, 
they’ll be toast.

What is your idea of a perfect working day? 
Brian Gray: Aside from receiving a plethora of 
emails from ambitious companies saying ‚Help us 
improve our marketing now! And yes, we have a 
marketing budget to pay for it!‘?  I’m at my creative 
or analytical best in the morning and evening. 
Afternoons are best spent talking with clients and 
prospects, while evenings are either for relaxing 
away from work, or networking with the smart and 
fun in the industry, either one-to-one or at a bigger 
gathering.

How do you relax after work? 
Brian Gray: ‘Relax’ ?  ‘…after work’ ? I’ll need to 
look up these words in the dictionary! My wife and I 
are guilty of a good tv box set binge-watch. We’re 
currently loving ‘Californication’ – the scriptwriting 
is excellent. I don’t know how we missed it when it 
was originally shown. As a cricket fan I’m also 
avidly watching this year’s Indian Premier League 
20/20 matches just now. 
The lure of the television is kept in check by my 
desire to have a strut. I love to get out for a walk, 
whether it’s my lovely local park by the river, or 
further out into the beautiful Scottish countryside. 
Just recently, I decided to take up drawing, 
something I’ve not done since my school days. At 
the moment though, I’m buried in books learning 
about perspective, vanishing points, and hatching, 
rather than actually drawing. Let’s just say I’m not 
going to be exhibiting anytime soon, but who 
knows about the future. Be afraid… 

Who would you consider your role model and why? 
Brian Gray: The ‘why’ is the easy bit. The person 
has to be successful, calls it like it is (whether good 
or bad), has gravitas, and has little time for political 
correctness or virtue-signalling. Who is the 
archetype for all this? This is the tougher part. 
Perhaps someone like Clint Eastwood?

Brian Gray 
Quest ions  & Answers

Imagine you have been asked to award a medal to 
someone. Who’s the lucky winner? 
Brian Gray: Mrs Tammie Jo Shults, the ice-cool 
Southwest Airlines pilot (and previously the first 
female US Navy F-18 pilot) who landed the 
damaged 737 recently.  ‘Lucky’ isn’t the most apt 
word, but she sure as heck deserves the medal. 
And more.  

Which personal success are you proud of? 
Brian Gray: The rather predictable ones would be 
receiving my MSc, and passing various business 
milestones since then. From a purely personal 
perspective, my rockstar interviewing days with the 
likes of Def Leppard, Iron Maiden and others back 
in the mid 90’s.      

What do you particularly like about yourself?  
Brian Gray: I’m blessed by being very creative 
AND very analytical. I also see through bullsh*t very 
easily. 

Which vice could you never forgive?
Brian Gray: Mediocrity.

Who would you never ever like to see naked? 
Brian Gray: Are we basing this according to 
appearance, character/behaviour, or both? Either 
way, the list is very long! You should have asked 
who I’d LOVE to see naked. That’s a more positive 
angle to consider. It would have got me into equally 
as much trouble I suspect! Ah well…

With whom would you like to go to the cinema and 
what film would you watch? 
Brian Gray: I’m in agreement with Gabrielle who 
answered this question last month. I’d probably 
opt to spend it in a nice bar or restaurant. That 
said, if it had to be the cinema, it would be with my 
wife, and would probably be a spy film. Our most 
recent trip was to see Red Sparrow. I’d read the 
Jason Matthews novel (and follow up) a couple of 
years ago and loved them. It’s always the case that 
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the film adaptations miss things out or change 
things, but it was still a really good film. 

You have a month’s holiday. Where do you go? 
Brian Gray: ‘Holiday’? Pass that dictionary again. 
Although part of me would love to say somewhere 
far-flung and exotic, I get restless on long-haul 
flights. I’m also very aware that the UK is full of so 
many great places I’ve still to visit and enjoy. I’d 
probably travel around the country taking in some 
of these. A mix of cities, coastlines, mountains and 
everything in between. 

Which three things would you take with you to a 
deserted island? 
Brian Gray: If I’m staying put, then I’d want a fully 
loaded minelaying boat, as well as a big cannon or 
artillery system so I’m left in peace! Then a 
never-ending supply of food (especially curry) and 
drink (good craft beer and wonderful Scotch).

What song do you sing in the shower? 
Brian Gray: Most of the time, it’s something 
marketing-related occupying my thoughts, rather 
than singing. Funnily enough, regarding your last 
question, there’s a famous UK radio show called 
‘Desert Island Discs’ with celebrities choosing 
which eight recordings they’d take with them to a 
desert island. To somewhat answer your question 
(and break the DID rules) I’d take five albums: 
‚Hysteria‘ by Def Leppard, ‚Back in Black‘ by AC/
DC, ‚Southside‘ by Texas, a compilation of 
favourite Iron Maiden tracks, and then finally some 
Bach or Mozart. 

If you could swap lives with somebody for a day, 
who would it be? 
Brian Gray: Remember my RAF fast jet pilot 
ambitions? Strap me in, fuel me up, let me light 
the ‘burners and watch me soar! I’d love seeing 
both the sunrise and sunset 40,000 ft up in the 
wild blue yonder, while between those hours I’d 

be turning and burning down at 
100 ft through the Scottish 
Highlands. I’d have some fun 
that day.    

Is there anything you would 
never do again? 
Brian Gray: Yes, but I’m not 
saying what! Everyone’s got to 
have a little secret here and 
there, don’t you think?

Do you have some good advice 
you want to share with our 
readers? 
Brian Gray: There’s this great 

consultancy called Lascivious Marketing. You 
should call them immedi…  Make each moment 
count. Whether it’s in your business or personal 
life, don’t waste a second. Those precious little 
seconds add up but can never be reclaimed. The 
clock’s ticking and you never know when your 
own one will suddenly stop. Never take time for 
granted. Oh, and never become a slave to 
technology either: put your smartphone down 
and wean yourself off social media. You’ll be a lot 
better for it.                                         

“MAKE  EACH  MOMENT 

COUNT.  WHETHER  I T ’S 

IN  YOUR  BUS INESS  OR 

PERSONAL  L IFE ,  DON ’T 

WASTE  A  SECOND . ”
B R I A N  G R AY
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Extrem hochwertiges Massage- & Gleitgel, 
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