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Nexus launched new masturbator

letter from the editor

Dear Ladies and Gentlemen

Eclipse

The Corona crisis has
spread across the globe, but
while some countries have
been forced to shut down
public and economic activity
almost entirely, other nations
have been fortunate enough
to maintain a semblance of
normalcy. Still: We are all
affected by the crisis. Fortunately, we can see the first
silver linings on the cloudy
horizon: Almost everywhere,
authorities are beginning to
soften their social distancing
measures. Obviously, nobody has a sure-fire formula,
and all the contradicting
voices in the public sphere
– some of whom demand a
swift relaunch of public life
while others advise more
caution – only muddy the
waters instead of creating
clarity. But it should be
self-evident that a second –
and potentially even worse –
wave of infections would be
devastating for people and
for the economy. Therefore,
most experts agree that
some of the measures that
were introduced in recent
weeks will continue to be
part of our lives for while.
Like any other industry, the
erotic market has to adapt
to this new situation. To just
put our heads down and
continue as before would
be a risky strategy. Instead,
everybody in this industry
should stand united in this
situation. This is the time to
pull together.

London, England - Nexus has developed a male masturbator designed to focus solely on
the most sensitive area of the penis, the tip.

T

he hand held masturbator called
Eclipse is the first of its kind to
combine stroking and vibration for a full
sensory experience “We wanted to create
a masturbator unlike
anything else on the
market”, says Monique
Carty, Nexus Director. “We knew that by
targeting the most sensitive
part of the penis that we could
create something really satisfying. The
tester feedback we received was amazing
and I’m really excited to launch our first
masturbator into the market.” The shape

of Eclipse means it fits comfortably in the
palm of the hand, allowing the user to
control with ease. However, in testing, it
also became apparent that the curved
shape can also bring a new
dimension to partner play.
When one is using on
the penis, the other
can push up against
the unit to experience
the strong vibrations
against their erogenous
zones. Eclipse is made from
quality silicone and like all Nexus products is waterproof and rechargeable.

Obsessive spring collection

now available at EDC Wholesale
Veendam, The Netherlands - The sexy
lingerie collection of Obsessive is back in
the EDC Wholesale
collection and available
for retailers to order
now. The Holland-based wholesaler added
new lingerie styles to
the comprehensive
lingerie collection,
offering everything from babydolls to sexy
dresses, strings, garter belts, bodystockings, and bra and thong sets. Obses-

That‘s it for this month!
Randolph Heil
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sive lingerie offers a collection of sexy, yet
elegant designs. Made of the highest quality textiles for comfortability and confidence
to give daring women
that feeling of pure
desire, flirty sweetness, or fetish aggression. Owwbsessive
lingerie and underwear
is becoming more and more popular on
the European market and is now available
at EDC Wholesale.
w w w. e a n - o n l i n e . c o m • 0 5 / 2 0 2 0

Pleasure swings by WhipSmart now at Tonga
To defy the gravitational pull
Axel, The Netherlands - The new swings by WhipSmart that were recently added to the Tonga webshop enable customers to
perform positions that are hard to do without support.

T

he door swing supports up to 200 lbs / 90
kg, is easy to use and fully adjustable. It is
made of high quality materials. The same goes
for the Pleasure Swing that can be attached
to the ceiling and has a spring. With the spring
it can hold up to 200 lbs / 90 kg, without the
spring even double this weight. The cuffs
of each WhipSmart swing are padded and
can be adjusted to many sizes, just like the

straps. With the Love Lift and the
Body Swing users will be able to lead
and lift, and to position the limbs
of their partner in exciting positions
that can be maintained for a longer
time. Customers who wish to add
variety to their love life will get much
value for their money, all in the comfort of their
homes, with WhipSmart swings.

RCC WHOLESALE

S U P P L I E R S O F S E X U A L H E A LT H P R O D U C T S

WE ARE OPEN
Our role serving our customers during this time is a critical one.
At every level of our company, we’re working to provide the products
and services that our customers need most at this time. RCC Wholesale
operations continue, but delivery times may be longer than usual.

TM

BLUE

TM

PINK

Stay up to date with our latest news: www.rcc-wholesale.com | trade@rcc-wholesale.com

N E W S

pjur launches

disinfectant ‚pjur DESINFECT‘
Hygienic cleaning to pjur‘s proven premium quality standards
Wasserbillig, Luxembourg - pjur announces launch of highly effective disinfectant for skin
and hands in May 2020.

T

he product, manufactured in Germany, is free from alcohol, perfume and
microplastics. It offers quick, safe and
hygienic cleaning to pjur‘s proven premium quality standards. This product is skin
friendly, pH-neutral, vegan and does not
dry out the skin. Registered in line with
Germany’s Biocide Notification Ordinance. Whether you‘re in the office, at home
or on the road, pjur DESINFECT lets you
quickly and hygienically clean your hands
when you don‘t have access to soap and
water. Instructions for use: To hygienically
disinfect your hands, apply at least 3 ml of
the disinfectant onto the dry palms of your
hands. Rub evenly into your hands for at
least 30 seconds. Do not wash off. The
100 ml bottle’s practical design is great
for when you’re on the move – it fits into
any handbag, backpack or office bag.

New at SHOTS:

The screw-top bottle has a spill protection
feature that en- sures it is absolutely leak
proof. pjur DESINFECT does not contain
alcohol for a very good reason. When
used frequently, alcohol-based products
can dry out hands, causing the skin to
become chapped and brittle and making
it more susceptible to bacteria and viruses. To help boost sales of the new pjur
disinfectant, first orders come with a free
PoS Kit specifically designed to address
the issue of disinfection in stores. The
kit contains helpful materials such as a
„The correct hand disinfection“ chart and
information signs saying „Please disinfect
your hands HERE“ or „Please observe
hygiene instructions“ that can easily be
put up in store. The pjur DESINFECT PoS
kit is automatically added to the first order
of pjur DESINFECT products.

SEXY TIME lingerie by EXPOSED

Beneden-Leeuwen, The Netherlands MAGIC SILK’s sub brand EXPOSED is
proud to introduce their exciting new
collection: SEXY TIME! The assortment
consists of 12 scintillating styles including; bra sets, chemises, and a cami
garter and body. The fabrics are soft and
comfortable to wear. All styles come in
three sizes: S/M, L/XL and Queen Size,
08

which is equal to XXL/XXXL. There’s a
variation between romantic lace styles,
and boss-babe strappy sets. It’s got
something for everyone and due to the
stretch, it’ll fit perfectly. The photography
is classy and sophisticated and shows
both the regular and queen size. All
photos are available for download on
SHOTS‘ image bank.
w w w. e a n - o n l i n e . c o m • 0 5 / 2 0 2 0

KONDOME

EROS Super Concentrated

Made in Germany

WHOLESALE

Secura
Bodyglide Bowl
New at ST RUBBER
Wadgassen, Germany - Super Concentrated
Bodyglide 3ml bottles in a bowl by EROS are now
available at ST RUBBER.

T

12 pieces 415707 • 24 pieces 415715
100 pieces 415723 • 1000 pieces 415570

hey contain
a silicone-based medical lubricant
with unique
formulation
in the proven EROS premium silicone quality.
According to ST RUBBER they guarantee
pure gliding pleasure and extremely longlasting gliding without drying out. If you
have any further questions, ST RUBBER’s
customer service will be happy to help you on
phone: +49 6834 4006-0 or the online shop:
www.strubbi.com.

TENGA GEO
Tokyo, Japan - TENGA
announces
an addition to
its reusable
product lineup:
the TENGA GEO. The TENGA GEO is made
of thick and soft custom material and is
available in three different geometric designs
inspired by nature: AQUA, CORAL and GLACIER. By inverting the product, the geometric
shapes transform into densely-packed internal
details. The item is easy to wash, dry and
keep clean. A promotion campaign will go live
on May 8th.

ORION-WHOLESALE.com

09
2003-071

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

video section on Bateworld.com
The Bator Training Series

London, England - For 10 years Bateworld.com has been one of the leading online male
masturbation communities.

I

t’s sexy, fun, and educational, with over
80k+ members from around the globe,
thousands of photos and videos submitted from users, there is no shortage of
masturbation material and it continues to
grow. For the first time, and in collaboration with sex toy designers Hot Octopuss,
Bateworld will be releasing the Bator
Training Series, an all new video series to
illustrate different ways of masturbating.
From Frotting, Bating With A Buddy, and
Edging just to name a few. “This has
been a long time coming and we are so
excited to finally share and add to the
diverse experiences we provide for our

members,” saysBateworld CEO, Peter
Rising. “We would like to thank Hot Octopuss for their incredible support of this
arousing new series.” The Bator Training
Series is produced by Bateworld member
and marketing manager milkingCOACH
and will feature real men, most of who
are also Bateworld members. All videos
filmed in HD quality will be available for all
members to enjoy, with plans to release
a new video every other Friday. Training
videos are currently being produced and
we will be reaching out to other members
for possible collaborations to add to this
hot, exciting, and educational series.

LE DÉSIR by

SHOTS now expanded
Beneden-Leeuwen, The Netherlands - LE
DÉSIR has been proven to be a major
success for SHOTS. It was such a hit
that it sold out within three days during
their Ibiza tradeshow. Extra quantities
are being produced now, but due to the
popularity SHOTS expects stock to move
fast. The look and feel is luxurious and
outstanding. Unpacking the box feels like
opening a gift. The beautifully designed
sleeve holds a box including a lid with a
card inside. The sleeve cover stars Playboy model Sephora Noori, and she looks
10

absolutely stunning. The new collection
consists of 24 styles varying from suspender bodystockings to dresses and bodies.
All items are very soft and comfortable to
wear, and due to the stretch most styles
even go up to XXL. It’s an easy-fit. All
styles have a good affordable price which
keeps the RRP around € 21,95 leaving
the reseller a generous margin. Because
of the affordable prices, it’s easy to take
up the complete collection and fill a slat
wall in the retail store or expand the online
collection with easy-to-sell products.
w w w. e a n - o n l i n e . c o m • 0 5 / 2 0 2 0

Eropartner

stocks ‚Kinky Me Softly‘
RIANNE S

Zwaagdijk, The Netherlands - RIANNE S has
turned a beautiful handbag into a naughty item
for couple play.

T

2000890

he ‚Kinky
Me Softly‘
bag contains
7 exciting
products for the
BDSM curious
couple and it’s the perfect and sophisticated
start into that journey. Start with the handcuffs,
ankle cuffs and cross strap to make your intimate partner surrender to you. Use the blindfold
to heighten your partner’s senses. Tickle with
the feather, squeeze with the nipple clamps and
softly spank your partner with the whip to kinky
your partner sensually and softly. The package
contains: bag (41x 30 cm), handcuffs, ankle
cuffs, pleasure feather, nipple jewels, blindfold,
whip and cross strap.

LABOPHYTO

new at ST RUBBER
Wadgassen,
Germany The LABOPHYTO brand is
now available
from ST RUBBER. Nine different articles can be ordered.
For any further questions, ST RUBBER’s
customer service can be contacted via phone
at +49 6834 4006-0 or visit the online shop
www.strubbi.com.

ORION-WHOLESALE.com
2003-071
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New Sex Toys from ‚Sweet Smile‘
ORION Wholesale
Flensburg, Germany - ‚Sweet Smile‘ is one of ORION Wholesale’s best-selling labels. This
is because the lifestyle design of these playful sex toys simply makes you want to love. Two
new stars in the sky of pleasure from ‚Sweet Smile‘ are now available.

T

he ‚G-Spot Panty Vibe‘ is the all-round
pleasure-giver in the panties! The innovative, slightly raised lay-on surface with
dots stimulates the sensitive clitoris while
the delicate vibrator, with its penis-shaped shaft and slight glans, gets inserted.
This means that the G-spot, vagina and
clitoris can be simultaneously stimulated
by ten powerful vibration modes. The
vibrator can be worn inside underwear
very discreetly. The ‚G-Spot Panty Vibe‘
can be controlled at the push of a button
or via remote control. It can be recharged
with the included USB cable. The ‚Double
Vibrator‘ is a real all-round pleasure-giver
for HIM and HER! The velvety soft double
vibrator has a motor at either end. It is an
anatomical shape and can be used for
either the prostate and perineum or the
G-spot and clitoris. The pleasure-giver
provides stimulation with its ten power-

ful vibration modes and its extra Power
Boost. It’s wonderfully flexible and adapts
perfectly to the contours of the body. It
can be easily controlled with the remote
control and recharged with the included
USB cable. All the sex toys from ‚Sweet
Smile‘ are made out of silicone with a
velvety soft PU coating. They are delivered
in a high-quality cardboard box that also
has a description of the product in various
languages on it as well. The product can
be seen behind the blister packaging once
the front of the box has been opened. The
front of the box has a magnetic fastener.
Not only is the packaging eye-catching
and guarantees a sale, but it can also be
stood up or hung up with the hanger in
the middle. More products will now fit into
the sales space because they’re more
compact. They also take up less space
when they’re in storage as well.

New at SHOTS: the REALROCK vibrating line
Beneden- Leeuwen, The Netherlands
- Following the incredibly successful
relaunch of REALROCK last year, SHOTS
saw unprecedented demand for these products and have responded with a vibrating
version of their REALROCK SKIN dildos.
The vibrating range of REALROCK SKIN
14

dildos exhibit the same supple, flexible TPE
material whilst also harnessing the power
of a 10 speed, 18000 RPM motor. From 7”
to 10”, with and without balls the REALROCK SKIN vibrating dildos come in two
colours and customers will be delighted
with the whisper quiet vibrations.
w w w. e a n - o n l i n e . c o m • 0 5 / 2 0 2 0

EDC Wholesale is now
shipping Real Fantasy
Dildo collection
Veendam, The Netherlands - The dildo collection from Real Fantasy is now available at EDC
Wholesale.

T

he house
brand
collection was
introduced by
the company
at the 2019
eroFame Trade Convention in Hannover, which
showcased 16 realistic dildos including 4 vibrating versions. The package design of the Real
Fantasy collection emphasizes the gender-neutral purpose of the products. But instead of
using neutral colors, EDC designer Melanie
created a bold and trendy street style design,
that appeals to the target group of these types
of products which are equally male, female and
applicable for every sexual preference. The
collection offers dildos with and without balls
and in different sizes, the dildos are realistic
and made of soft and flexible material. Each
Real Fantasy dildo has a male name to make it
even more realistic. The dildos feel smooth and
follow the shape of the body. The strong suction cup makes sure the dildo stays in the right
position when it‘s placed on the floor or the
wall. This sex toy can be used in combination
with lubricant for comfortable use. When looking for a realistic experience, the vibrating dildo
might just be the perfect solution. The material
feels very lifelike. The vibrator has 10 different
vibration settings: 3 speeds and 7 patterns and
comes with remote control, which makes it the
perfect toy to use together. Use a water-based
lubricant for a comfortable penetration.
15
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XR Brands expands Rimmers

Series with new ‚Gyro‘ gyrating shapes
Brand-new additions feature vibration, gyration & swirling sensations

Huntington Beach, USA – XR Brands has expanded its top-selling Rimmers series with
brand-new Gyros, a series of anal stimulators equipped with rotating beads at the base and
one-of-a-kind gyration movement.

G

yro plugs come in three shapes and
feature powerful motors and convenient remote-control operation, giving
users the option to enjoy some of the
most stimulating anal plugs on the market
with ease. Available in three models – the
smooth Gyro R, the rippled Gyro I, and the
curved Gyro M – Gyro Rimmers plugs feature internal rotating beads in each plug‘s
shaft, emulating the sensation of analingus. While the beads stimulate the high
concentration of nerve endings around
the anus, the internal portion gyrates and
swirls against deeper erogenous zones
for a remarkable experience. “Consumers
loved the original Rimmers plugs and we
knew we could take that concept to the
next level with Gyro,” XR Brands President

Rebecca Weinberg said. “Rimmers Gyro
deliver the same rim-job-like sensations
enhanced with gyration and vibration, all
powered by a wireless remote control.
Today’s consumers want more from their
plugs and Rimmers really delivers; from
the quality silicone construction to the
intensely pleasurable rotating and gyrating
stimulation, Gyro Rimmers are in a class all
their own” Gyro Rimmers anal plugs come
complete with wireless remote control,
USB charging cable, and a convenient storage case. Each body-safe, phthalate-free
plug comes packaged in a sturdy, eyecatching box suitable for shelf or slat-wall
displays. The packaging coordinates with
the original Rimmers and Slim Rimmers
plugs for easy merchandising.

New Toys for Men and Couple’s from You2Toys
Flensburg, Germany - Six new toys from
You2Toys for men and couples are now
available. All six love toys are made out of
skin-friendly silicone with a soft PU coating
in a classic smoky blue colour. There are
two different cock rings with vibration, a
vibrating penis sleeve with a testicle ring,
a vibrating butt plug, a vibrating prostate
vibrator with a bar for perineum stimulation (remote controlled), and a cock ring
with a perineum stimulator and vibrating
16

butt plug. The six new love toys come in
simple blue packaging with a description
of the product in various languages on it as
well. There is also a space on the packaging where the product can be seen. The
packaging can also be stood up or hung
up with the hanger in the middle. Furthermore, the packaging is more compact
which means that more products can be
presented in a sales area and they also
take up less space when in storage.
w w w. e a n - o n l i n e . c o m • 0 5 / 2 0 2 0
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Packaging
RLoveution
All for one love and one love for all! The new packaging
for Satisfyer love toys got more beautiful. Thanks to fresh
colors, to a modern, outstanding design and premium
quality boxes. The revamped packaging unites all of
Satisfyer’s much loved collections – for a professional,
contemporary and coherent brand identity.
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www.satisfyer.com · sales@satisfyer.com

Stock photo. Posed by model.

Let´s talk

about ...
“This vibrator has

“Brings you to

“Mind

given me approximately

orgasm in record time.”

Blowing Satisfaction.”

“Satisfyer is the perfect

“This was bringing out

1.000 orgasms.”

“Sweet baby Jesus, I‘m

companion that countless

a whole new side of me.

never leaving my flat again.

women swear take them

I felt greedy. I felt insatiable.

It felt like nothing I have ever

right to heaven.”

I felt limitless. I felt like
a sex goddess.”

experienced on this earthly
plane, SRSLY.”

“...it sucks on your
clit like a real mouth, so
“Best, Touch-Less-Vibrator
this vibrator is a hero.”

“It‘s basically magic.”

it‘s perfect for anyone who
can‘t get enough of the
sensation of oral sex.”
“The Satisfyer Pro-G
spot Rabbit vibrator
is the perfect device

“The Satisfyer is one of
the most revolutionary toys

“Get ready for

to help you get lost

on the market.”

your life to change.”

in wonderland.”

®

Join the
App
RLOVEution
The new Satisfyer Connect App is a step up in the modern love game! Our free app
connects to most of Satisfyer love toys via Bluetooth and globally over the internet
offering endless functions, including the possibility to create new vibration rhythms
and patterns – on top of the already existing ones. Our app is available for Apple,
Android, tablets and Apple watches updated and enriched monthly with new functions.

App, oh yes!
We are proud
winner of

In its first-ever appearance at CES, Satisfyer debuted its new revolutionary app, Satisfyer
Connect, which received the world-famous CES TWICE Picks Award for its success in blending
sexual health and technology on an interactive platform. This award demonstrates the appetite
and respect for the merging of two rapidly growing categories: sexual health and technology.
Judges specifically praised Satisfyer Connect for its features including haptic programming,
motion sensing and the ability to develop custom vibration patterns.
CES TWICE Picks Awards are given only to the top consumer electronics that launched at CES!

www.satisfyer.com · sales@satisfyer.com
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®

Launch
soon
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Join the

appride

MSRP incl. 20% VAT

39,95 €

Double
Joy
Partner Vibrator

App blowing
satisfaction
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Launch
soon

MSRP incl. 20% VAT

49,95 €

Double
Fun
Partner Vibrator

Launch
soon

www.satisfyer.com · sales@satisfyer.com
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Under app

control
MSRP incl. 20% VAT

59,95 €

Double
Love
Luxury Partner Vibrator
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ORION Wholesale
Novelties and bestsellers now in the new MAG!
Flensburg, Germany - In April 2020, ORION Wholesale will be replacing its previous monthly
AdM (Offer of the Month) brochure containing customer information with the new magazine
‚MAG‘. Not only does ORION Wholesale want to inform its customers about products with
this new customer information in a magazine style, but above all it would like to offer informative added value and transparency.

T

hat is why MAG contains additional interviews, information, a look
behind the scenes of the erotic specialist
and reviews alongside ORION Wholesale’s novelties and bestsellers. The
first edition, which is 44 pages thick, is
now available as an online version in the
Wholesale shop for all retailers. It can be
downloaded at www.orion-wholesale.
com. In future, the monthly magazine
will be available as a printed version as
well as a download. ORION Wholesale
offers the best possible product range
with its full assortment and is permanently
working on expanding and optimising its
assortment. The focus is on quality and
modern innovations, and of course the
satisfaction of customers – even during
the current situation. Due to the global
measures regarding the Corona crisis, the

ORION Wholesale team has been working
in various shifts and from home for some
time. However, the sales department and
customer service are still available via telephone, e-mail, Skype and WhatsApp as
usual. The shift system, with the sufficient
safe distance between employees, has
also been introduced into the logistic
department. This ensures that all the
orders can be processed and dispatched
at present. The ORION Wholesale team
would like to thank customers for their solidarity during the Corona crisis. “We are
receiving lots of calls and messages at the
moment from customers who also just
want to chat and exchange information”
says Sven Jacobsen, ORION Wholesale
manager. “This shows the incredible solidarity in the industry and allows us to look
to the future with optimism.”

Chester, England -. Playharda Wholesale are pleased to bring a new brand of
extreme toys available for retailers to
purchase. Gangbangster specialises
in the extreme, the unusual and the
downright kinky! This incredible range
of PVC butt plugs, dildos and depth
trainers have already proved to be a

massive hit with customers, and we are
thrilled to be offering such an exciting
and creative brand. The pricing point is
perfect, and toys are phthalate-free and
compatible with all lubricants. And best
of all, they are made with love in Europe!
Gangbangster is now available to order
at PlayHarda.uk. 

PlayHarda.uk presents Gangbangster in the UK

36
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Stock photo. Posed by model.
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SHOTS releases three CBD ranges
Oils, lubricants, delay products and pheromones
Beneden-Leeuwen, The Netherlands - SHOTS always looks to create products that answer
the latest customer demand.

F

ollowing the emergence of CBD as a
sexual stimulant, SHOTS have created
three distinct brands that combine CBD
with a broad range of enhancements
including pleasure oils, lubricants, delay
products and even pheromones. The
original range contains hemp leaf imagery

for adult stores and web shops, the Natural CBD line contains softer packaging
for mainstream outlets, whilst the Original
CBD from Amsterdam speaks to customers who associate these products with
the home of hemp! All three ranges are
available now.

HOT Disinfectant Liquid Spray 100ml
Wadgassen, Germany - From now on
retailers can pre-order the HOT Disinfectant Liquid Spray 100ml at ST RUBBER.
The alcohol-based spray is used for
hygienic and water-free cleaning of
the hands. It has a cleaning, germ reducing and antiseptic effect. For

the ST Rubber Team this spray is an
indispensable companion on the road.
For pre-orders or further questions
regarding the spray please contact ST
RUBBER’s customer service on +49
6834 4006-0 or send an e-mail to
info@st-rubber.de.

New massage candles

from LoversPremium available

Zwaagdijk, The Netherlands - The 4-in-1
candles from LoversPremium are fun
and easy to use. It’s a candle, moisturizing lotion, massage oil and body balm
in one! The scented massage candle,
which is enriched with natural ingredients
can be enjoyed together. Once melted,
the temperature of the candle is only 38°
Celsius - comparable with a hot tub. The
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massage candles are available in three
scents: Japanese plum, Pink Flower
and Vanilla Cream. How to use: as body-warm massage lotion, care balm and
moisturizing cream. Light the wick and
wait until the burning pool is fluid. Extinguish the flame, wait a little while and
then massage the warm wellness balsam
gently into the skin.
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Friend with Benefits

now available at EDC Wholesale
Masturbators

Veendam, The Netherlands - The lifelike and affordable masturbators from Friend with Benefits are the perfect choice for
every man and available to order at EDC Wholesale.

E

very masturbator feels just like the real
thing and is always ready to please. The
collection offers 14 masturbators, with a
variation of sleeves, butts, hips, and torsos,
made from high-quality TPR that feels silky soft
and realistic. The material bends and moves
easily to every rhythm during penetration. The
inner structures of the masturbators are all
unique and offer a sensational experience each

time. To offer an even more realistic
experience, the product names are
all related to fictional female names,
like Asley Rose, Nicole Adams, and
Jessica Walker. The package design
is discreet with appealing images and
soft tone colors to attract both male and female
customers to encourage couples to play with
the masturbators. 			

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

NEW

Rechargeable

DOPPIO
MOVE

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

STRUBBI.COM
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Sunny Rodgers gives

online lecture for UCLA
David Geffen School of Medicine
Los Angeles, USA – For her fourth year as a regular lecturer for the Couples and Sex Therapy Training Program within UCLA’s David Geffen School of Medicine, Sunny Rodgers, PhD
student and clinical sexologist, did something different.

B

ecause California has been under a
mandatory lockdown since March,
they held Rodgers lecture this year online
in a virtual classroom. “I am always honored to speak with medical and psychiatric
students about the sexual wellness and
health benefits that can be attainable with
pleasure products,” said Rodgers. “This
year was different because of California’s
strict stay-at-home orders to prevent the
spread of the coronavirus. I presented
my lecture live online and although the
students weren’t able to touch and feel the
many products I shared, they still learned
a lot of valuable information and were
able to ask comprehensive questions.”
UCLA is embracing the beneficial medical
and educational uses of intimate pleasure products. From helping women with
urinary incontinence and rebuilding vaginal
strength after childbirth, to the medical benefits of prostate massage, many schools
are now discovering the countless advan-

Sunny Rodgers, founder of
the Sunsplash Media Group

tages of pleasure products. This intensive
lecture series is overseen by the American
Association of Couples and Sex Therapists
(AACAST), an organization dedicated to
the education, training, promotion and expansion of integrated skills and knowledge
for couples and sex therapy. “I was a little
worried since Sunny is so interactive and
well suited to in person lectures, but she
was just as amazing online. The students
just loved it,” said Wendy Cherry, Co-Director of the Couples and Sex Therapy
Training Program at UCLA and Co-Founder of AACAST. “So much gratitude to
Sunny for such an awesome online lecture.” Rodgers launched Sunsplash Media
Group, which offers her expertise for product and educational trainings in person,
online, and via videos, as well as creation
of unique content geared specifically to
client needs. For more information, contact
sunny@sunsplashmediagroup.com or visit
www.sunsplashmediagroup.com

TENGA launches THE EGG SHINY: PRIDE EDITION
Tokyo, Japan - TENGA proudly announces a regular addition to the TENGA EGG
lineup: THE EGG SHINY: PRIDE EDITION. While previous rainbow items from
TENGA have been limited edition only,
SHINY: PRIDE EDITION is a special rain40

bow themed redesign of the TENGA EGG
SHINY, created to celebrate Pride worldwide. Pride shouldn’t have to end when
the festivities do. Part of the proceeds for
this product are contributed to activities
related to sexual minorities.
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NEW

Pleasure within Reach
INTOME Hand Sanitizer Gel

DESIGNED IN CALIFORNIA

Since 20 07 B Swish has taken care to design chic , body-safe
and af fordable personal massagers to reflec t our philosophy
that feeling good should be free from compromise.

Back in stock at EDC Wholesale
Veendam, The Netherlands - The Hand
Sanitizer Gel from INTOME is back in stock
at EDC Wholesale and available for retailers
to order now.

T

he Hollandbased
company
introduced this
new item several weeks ago
but sold out
in a matter of
minutes. New
stock has arrived today. In line with the current
demand for hygienical products, the company
recently added the Hand Sanitizer Gel to its
INTOME house brand collection, offering a
range of intimate care products. The 100ml
Sanitizer kills germs and bacteria to prevent
the spread of germs.
The gel comes in a practical bottle making it
easy to dose. Eric Idema, CEO at EDC Wholesale commented „We are pleased to have
the Hand Sanitizer back in stock so quickly
after running out of stock of the first batch.
We see a tremendous demand for hygienical
products, like toy cleaners, lubes, condoms
and disinfecting products. Stocking these
items has our main priority, to be able to
supply in the current needs. In these times,
where supply and demand are out of balance,
we are doing everything within our possibility to offer these types of products to our
customer base.“ EDC Wholesale emphasized
that the Hand Sanitizer Gel is not suitable for
cleaning sex toys.
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Cobeco’s MALE range

consists out of 20 different products
A complete line for men of all ages, ethnic backgrounds and sexual preferences

Berkel en Rodenrijs, The Netherlands - When Cobeco first launched their MALE range, their
purpose for this range was very clear.

T

he goal was to create a complete
line of lubricants for men of all ages,
ethnic backgrounds and sexual preferences. Therefore, when the line originally
launched, the range consisted out of
different types of special lubricants, that
could be used for different purposes
and different sexy situations. Specialty
lubricants such as a MALE Cobeco White
lube, which has a natural white colour that
simulates real sperm. A premium for the
MALE range was also the addition of the
MALE Cobeco Powder lubricant, which is
a unique powder, that after the addition of
water – either cold or warm water – can
be used as an intimate massage gel, with
the perfect consistency, just as you like it.
As the special lubricants in the MALE range were received very well in the market,
because they answered a special demand
on the lubricant market, the request for
more products with the same philosophy
aroused. Where the range not only got
expanded by adding a smaller 150ml size

of already successful lubricants, Cobeco
also added other products such as different varieties of delay sprays. Cause next
to the MALE Cobeco delay spray, Cobeco
also offers a warming delay spray and a
cooling delay spray. Cobeco had a lot of
requests from the market that they wanted products “on the go” – which could
be used in any situation and which enabled people to be prepared for lovemaking anywhere. Cobeco therefor created
products in an easy, handy sachets,
which discretely could be taken anywhere. A cleaning wipe, an sachet containing
erection cream and a delay spray wipe
were born into the MALE line, all created
with the original users of the MALE range
in mind. Gradually throughout the years,
and after proving its own success time
after time, more products with the same
philosophy where added to the MALE
range. Today, the MALE range consists
out of 20 different products, each of them
having their own special power.

New at ST RUBBER: SHOTS Sexy Socks
Wadgassen, Germany - Five different
sexy socks from the SHOTS brand can
now be ordered from ST RUBBER. These
socks are particularly distinguished by their
unusual designs. The articles are available
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in sizes 36-41 and 42-46. For orders or
further questions regarding the SHOTS
Sexy Socks, please contact ST RUBBER’s
customer service on +49 6834 4006-0 or
send an e-mail to info@st-rubber.de.
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Back to basics –

the pjur AQUA Range
Amazing lubrication and great with sex toys

Wasserbillig, Luxembourg - The launch of the new pjur AQUA Panthenol was also the starting signal for the new pjur AQUA series: Water-based personal lubricants offering amazing
lubrication, while being non-sticky and compatible with erotic toys.

W

ith the changeover from pjur
AQUA to medical class IIa, pjur
updates the front and gives the popular
classic a fresh look. What makes the
pjur AQUA range so special - pjur AQUA
range is targeted at consumers who
prefer water-based personal lubricants
due to the more natural texture and who
are looking for high quality products with
moisturising ingredients. pjur’s water-based lubricants can be used for masturbation, sex and are compatible with sex
toys. All-time favourite among customers
- pjur AQUA is a premium water-based
personal lubricant, that shouldn’t be

missing in any range. It offers amazing
lubrication, leaving it feeling smooth
and fantastic. One of the most popular
products in the pjur portfolio. Available
in 2 ml (Sachet), 30 ml, 100 ml, 250
ml and 500 ml. pjur AQUA Panthenol pjur AQUA Panthenol is a water-based
lubricant that is enriched with panthenol.
It offers amazing lubrication, without getting sticking and is also compatible with
all erotic toys. Panthenol is a common
ingredient in skin care products: it enhances the skin‘s elasticity and protects
stressed and irritated skin. Available in
30 ml, 100 ml and 250 ml.

Calvista to distribute

WOW Tech’s new ROMP collection
Melbourne, Australia – Calvista, the exclusive partner for Womanizer in Australia
and New Zealand, have secured the
rights to distribute the much anticipated,
entry-level addition ROMP from WOW
Tech. The new ROMP range includes nine
products, three that uses WOW Tech’s
trademarked Pleasure Air Technology,
Shine, Switch and Free. Other pleasure
products from Romp include a selection of vibrators, such as the Jazz dual
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stimulator, Hype, the Flip wand, the Beat
bullet vibe, Juke and the Wave clitoral
stimulator. The range comprises of quality
designs and features, the packaging
portrays a fun and fresh look. ROMP will
be launched with promotional materials
including product stands and testers for
display, as well as slatwall skins and additional branding materials that will stand
out in stores. All ROMP product offers a
two-year limited manufacturer’s warranty.
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WOW Tech provides

virtual training and e-commerce tips
26 sessions

Berlin, Germany – As COVID-19 continues to affect the global community, WOW Tech
Group, the makers of the premium Womanizer and We-Vibe, has been supporting global
retailers with free online trainings and resources in North America.

S

tarted on 14th April, a series of live
training webinars were rolled out for
interested retailers in Europe. 26 sessions are planned so far but more will be
added over the following weeks. Led by
WOW Tech’s experienced sales team, the
webinars are be available in five different
languages (German, English, Spanish,
French and Dutch) and are designed
to keep retailers up to date with new
products, their features and benefits.
Furthermore, as many offline shops are
closed in the wake of COVID-19, some
webinars give creative advice on how to
improve the online presence and maintain sales during this crisis. After each
session, attendees will receive all relevant
materials by mail which can be used as

further guidance. To date, the previously
launched online training sessions have
been well-received by more than 400
retail staff members in North America.
“We’ve always strived to provide the best
possible training and resources to our
trusted retail partners and their staff, and
we fully intend on continuing to deliver in
that regard during these difficult times,”
says Thuve Bremen, WOW Tech’s Chief
Commercial Officer. “From offering online
training in multiple languages and time
zones, to sales and merchandising bestpractices, we’re committed to helping our
partners every step of the way.” If you
have any questions about the online trainings, please reach out to emeatraining@
wowtech.com.

SHOTS has a sweet tooth
Beneden-Leeuwen, The Netherlands SHOTS releases five new 500gr luxury jars
of candy. Fruity Tits and Dicks, Liquorish
Tits and Dicks and Pink Pussies will be in
the mix to satisfy clients. Over the last six
months, SHOTS has had a huge success
with their Little Genie’s confectionery. The
Penis Lollipops were an instant success
and went over the counter in extremely
large numbers. Also the Naughty Mints,
Penis Suckers, Candy Penis Straws, X-Ra46

ted Candy, Candy Penis Bouquets, Sex
Syrups, Fuckers Lollies, and other penis
shaped candy were a fantastic success
and tasted even better! What perfect
reason for SHOTS to continue to expand
in this successful niche market. SHOTS
believes that sweets will become a permanent product range for their customers.
The new 500 gram jars look luxurious, but
are very competitively priced and taste
overwhelmingly yummy.
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Pipedream donates Jimmyjane

massagers to local hospital
LAC+USC Medical Center

Chatsworth, USA - Pipedream Products has donated 150 Jimmyjane muscle massagers to
the emergency room staff of Los Angeles County + USC Medical Center (LAC+USC Medical
Center), a 600-bed facility and premier academic teaching hospital serving mostly low-income and uninsured folks in Southern California.

T

he donated massage wheels provide on-the-go tension relief to the
nurses, residents and support staff on
the frontlines of battling the COVID-19
pandemic. Dr. Jessica Osterman, MD, is
Clinical Associate Professor of Emergency
Medicine (Clinician Educator) and Assistant Residency Director for Emergency
Medicine at LAC + USC Medical Center
distributed the Jimmyjane Evoke Sol-O
and Jimmyjane Evoke Rol-O Massage
Wheels for to the ER staff. “It’s an honor
to work with Dr. Osterman and provide
these support tools to the staff at LAC+USC, who are working tirelessly right now,”
Pipedream Products CEO Matthew Matsudaira said. “These doctors, nurses, and
support staff are true heroes working day
and night to care for Angelenos in the face
of the COVID-19 outbreak. After learning

about the sacrifices Dr. Osterman and her
colleagues were making for our community, we realized one of the ways we could
directly thank staff was to provide them
with self-care tools they can use on-site
and on the go.” Unlike typical massagers,
Jimmyjane Evoke Sol-O and Jimmyjane
Evoke Rol-O are not sex toys – the premium silicone massage tools are designed
to work out kinks and tension from smaller
muscles, including the neck, shoulders
and calves, with ease. “We are so thankful
to Jimmyjane for this unique donation,” Dr.
Osterman said. “Our doctors, nurses, and
the staff who help the hospital run day and
night are working harder than ever, and
we’re always looking for ways to support
them through their shifts. They lost their
minds when they received their gifts!
Everyone sends tons of gratitude.”

Tonga adds Teachers Pet
Axel, The Netherlands - In the past month
Tonga has added several labels to their
online store, one of these labels is Teachers Pet. Schoolgirl costumes like these
have always been popular, and judging
by the response Tonga received tot the
Teachers Pet skirts and panties, they are
even more in demand now. The slogan
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‚play classroom at home‘ seems appealing in the current ‘stay at home – play at
home’ period when many people have to
find their entertainment in their own house.
Available in regular One Size and two Plus
Sizes, the lingerie and skirts each have a
red plaid dessin, the skirts are super short
and the panties have an open crotch. 
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Sronger together
pjur offers individual webinars to customers and partners

Wasserbillig, Luxembourg - The ongoing Covid 19 pandemic is challenging manufacturers
and retailers alike. pjur would like to put this time to good use, offering individual webinars
to use the time wisely.

T

hat is why pjur is offering virtual meetings and training. pjur is looking to
the future, to a time when shops are open
again and customers are keen to make up
for lost time. Participation shall motivate
and strengthen sales personnel for the
time when shops will reopen. For example,
with tips for more sales, the advantages
of the pjur range and the best product
advantages and sales arguments from the
perspective of the consumer. The participants will learn first-hand what distinguishes the spring innovation pjur DESINFECT
and how they can be among the first to
order the new products. All participants
will furthermore receive a sample of pjur
DESINFECT for free. With the pjur webinar,

pjur creates an offer to stay in touch,
exchange ideas, ask questions and to use
the time to refresh knowledge to get off
to a stronger start after the crisis. The pjur
webinar at a glance: Receive information
to help drive revenue after the crisis/ Tips &
Tricks – Learn all about the benefits of pjur
products and sales-boosting arguments/
Available now – Book the course for when
it suits you best/ No fixed times – pjur
works around partner’s availability/ Easy to
access – a link will be sent per e-mail/ Personal – Training will be held by pjur contact
partner/ Individually tailored – get answers
to your questions and ideas/ Thank you –
receive a gift: pjur DESINFECT 100 ml
for free.				

Cottelli Collection Stockings
Flensburg, Germany - Sexy stockings
are the epitome of pure femininity and
that is why every woman should own at
least one pair. The new collection from
‚Cottelli Collection Stockings‘ offers
breathtaking stockings that add that
sexy finishing touch to any seductive
outfit. Stockings are essential accessories with that little extra that create the
perfect look – they could be tights or
hold-up stockings, or they could have a
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classic denier or be in a seductive lace
look with a decorative sewn-on seam at
the back and beautiful details. The new
collection is now available from ORION
Wholesale. All the stockings from the
‚Cottelli Collection Stockings‘ collection
are available in size S to XL. They are
delivered in flat packaging that can be
hung up in store. There is also description of the product in various languages
on it as well.
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THE NEW SUCK-O-MAT® 2.0:

We are reinventing sexual wellness
for modern women.

“This is not a “Want” type. It’s a
“NEED” type.”
“A single’s mom secret to spice up her
life.”
“My legs went straight out like those
goats who faint when scared.”
“If B.O. make you live longer, I’ll be
immortal.”
Tracy’s Dog customers
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Contact Number:1-914-825-2308
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Singin the Corona blues
Wi l l th e Co r o na crisis up set th e ero tic ma rket in th e lo ng run?

Yes

M

any economic experts have presented their predictions and scenarios
for what the world may look like in the
months and years following Corona, and
most of them seem to agree that there is
no getting around a global recession – a
recession that will probably be more
severe than most other economic crises
in recent memory. So, obviously, there are
hard times ahead, also for the erotic
market. After all, recessions have a way of
dampening consumers’ shopping mood.
People don’t spend as much money, and
they don’t spend it as freely when their
economic existence is threatened due to
unemployment, short-time work, lower
income, an increase in the cost of living,
etc. The brick and mortar trade has been
in a rough spot for years, and in most
countries, retailers were forced to shut
down their stores for several weeks. It will
take a lot of perseverance to come back
from this period in which they generated
no turnover at all. And it will be double
hard to stand their ground against the
e-commerce segment because if anybody
has actually benefitted from the current
situation, it would be online stores. But
who knows, even this boom could prove
temporary. We’ll have to wait and see if
somewhere down the road, the e-com-

Matthias Johnson,
editor in chief

Several countries have
already loosened the
measures that were
introduced to prevent an
uncontrolled spread of
the Corona virus. Still,
there can be no doubt
that the Cornoa crisis and
its effects – the economic
ramifications in particular
– will continue to impact
our lives for some time.
But will there also be
long-term effects for the
erotic market – and if so,
what will the market look
like post Covid-19?
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merce segment may also suffer from the
effects of a pessimistic consumer climate.
For the time being, all we can say is that
the Corona crisis has definitely sped up
the ongoing trend of people shopping
online rather than offline. However, even if
you are active in the e-commerce market,
these developments don’t mean that
everything is hunky-dory for all e-tailers.
On the contrary. Because the bitter truth
of the online shopping boom is that the
big companies reap the lion share of the
rewards. In time, this could lead to a
market with much fewer, much bigger
players. As you probably know, we have
already seen signs of this development for
years, and the Corona crisis will only
accelerate it further. As a result, the good
old distribution model that has served this
market well for so many years will come
under even more pressure. Granted, at
this point this is all just speculation, but it
is far from unrealistic. Actually, it is much
more realistic than I’d like. So let’s hope
that, for all our sakes, the optimists are
proven right and that that the erotic
market really is as crisis-proof as
they claim.
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No
T

he stock markets are in a tailspin, the
unemployment rates have reached
staggering heights, and many entrepreneurs
are fearing for their very existence. There can
be no doubt that the Corona crisis is also an
economic crisis, and yes, it will leave a mark on
the erotic market as well. The bricks and mortar
segment has its back to the wall right now, and
we can only hope that the financial support
promised by many European governments will
help them hang in there and survive this
emergency situation.
But here is the good thing about crises: No
matter how hard they hit, sooner or later they all
subside. Several European countries have
already started loosening their shutdown
regulations and are now taking the first steps
back to normalcy. And if you ask me, this
normalcy will not be drastically different from the
way things were before Corona. It certainly won’t
be as bad as some prophets of doom and
gloom prognosticate right now. And things will
also be back to normal for the erotic market.
Brick and mortar retailers who make it through
the current shutdown and the immediate
aftermath will learn valuable lessons. Obviously,
those lessons will be different for each retailer,
depending on their own, unique challenges.
Generally speaking, I would expect everybody
to learn the importance of an online presence.
That does not mean that everybody will focus
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exclusively on online sales, nor
should they. As a matter of fact,
coming out of weeks of staying at
home, many consumers will
probably appreciate the
experience of going to a store and
getting personal advice in a whole
new way.
As for the e-commerce segment:
It had already been picking up
market shares left and right before
the crisis, and many even argue that it is
the big winner of the Corona outbreak.
What I am trying to say is that the power
of the e-commerce segment is nothing
new; it has merely been thrown into
clearer relief for a little while.
And last but not least, the most important
reason to remain optimistic: The erotic
market is a growth market, and it will
continue to be just that. The driving forces
behind this growth have not been affected
by the crisis at all. People are more open
to using erotic products to have more fun
in the bedroom, and the innovative force
of the industry will continue to enthral
more and more consumers. Corona won’t
change anything about these things.
Therefore, I am confident that the erotic
market will recover more quickly than
other markets.

Randolph Heil,
editor

F E A T U R E

And now the R-Word?
M a r k e ti n g Ma tters

In his monthly column, Brian
Gray from Glasgow-based erotic
marketing agency Lascivious
Marketing offers his thoughts on
all things marketing. This month
he’s further pondering coronavirus
related marketing issues.

S

o, here we are, still neck
deep in a global pandemic
that, depending on who
you’re listening to means
either a threat to mankind,
economic catastrophe, a new era of
technological surveillance and possibly
none or all of the above. If you’re hoping
that I’ve got any pearls of wisdom or
revealing insights to furnish on any of
these, forget it.
We’re all stumbling around trying to
come to terms with it all let alone trying
to manage and recover. Speaking purely
for myself, I feel almost limbo-like. Are
we going to bounce back in a few
weeks, with shops reopened and life at
least looking like what we knew it to be?
Or alternatively, is lockdown the new
normal and I need to prepare myself
accordingly? In the finest rhyming slang
traditions, I don’t have a Scoobie.
In addition to the uncertainty from a
purely epidemiological perspective, we
also have the future economic crapshoot
to consider. In the UK, who do I listen
to? The differing predictions of Her
Majesty’s Treasury or those of the Office
for Budget Responsibility? And as for the
IMF’s own doom and gloom assessment,
thanks a lot: as if more depressing news
is sought.
And while there’s been a raft of sex toy
brands and retailers talking about big
sales boosts in the past few months,
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there’s also been a number of articles
highlighting decreased desire and increased
stress and anxiety among people. Simply
buying a bucketload of sex toys isn’t going to
do much good if there are bigger relationship
or psychological issues to be addressed.
Again, mixed messages offered by mainstream
media that’s churning out ‘doom porn’ articles
like there’s no tomorrow.
Whether someone has already lost a job or is
merely mindful of what could be in store in the
coming months, recessions (both potential and
actual) leave their mark. Confidence is eroded
and somehow that pricey item that somebody
had their eye on buying a few months ago,
doesn’t seem such a prudent purchase now.
And while I’m not saying with any degree of
certainty that a global recession is looming, I’m
also reading enough on the matter to say it’s
not a stretch to imagine either. Whatever the
case, it doesn’t do any harm being ahead of
the curve if the worst occurs.
Back in late 2008 I was working in London
at one of the big global marketing research
agencies belonging to marketing behemoth
WPP. They’d produced an internal document
about marketing in a recession as the financial
crisis was unfolding. I can’t get my hands on
it just now as I’m being a good boy under
lockdown. What I could find however (and
duly alerted my ‘Six of the Best’ newsletter
subscribers to it a few weeks ago) is a Harvard
Business Review article from 2009. “How to
Market in a Downturn” written by John Quelch
and Katherine Jocz makes for some very
interesting, never mind invaluable, reading.
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The authors contend that in a recession it’s
far more important to forget about market
segments based on demographics, income,
gender and so on. Instead, they advocate
segmentation according to psychological
factors and subsequently identify four
key groups:
1. Slam on the brakes
2. Pained but patient
3. Comfortably well off
4. Live for today
The brake slammers are the ones who feel
they could be hardest hit and quickly take
steps to minimise their exposure to what’s
already hit or about to. According to Quelch
and Jocz they’ll eliminate, postpone, decrease
or substitute purchases. They’ll tend to be
lower income consumers, but not exclusively
so. The pained but patient brigade will also
take a critical look at their finances during
times of economic uncertainty but tend to take
less drastic action than the brake slammers.
This is the largest of the four segments.
Comfortably well-off consumers are in the
enviable position of feeling secure and
confident in their ability to ride out any
economic storms. Changes in consumption
are minimal. Although they tend to be in the
top 5% income bracket, this isn’t always the
case. Less wealthy individuals are included
if they are nonetheless financially stable;
the recently retired are prime examples.
Meanwhile, the live-for-tody’ers are the ones
carrying on as if nothing’s happened and
consume in the same manner – unless they
lose their jobs.

F E A T U R E

Quelch and Jocz not only highlight the four key
segments in more detail but they also contend
that such groups re-evaluate their perceptions
of your products given what’s going on. Are your
wares seen as essentials, treats, postponables
or expendables?

you have to tread carefully. Extremely carefully.
And with the utmost sensitivity. The road to hell
is indeed paved with good intentions: wellmeaning but crassly phrased questionnaires
are prime examples. The risk of alienating your
customers is significant.

Stepping back for a moment, we have to be
honest with ourselves. The threat to life is far
greater from a lack of oxygen, hydration, food
and shelter than it is from a lack of orgasms.
But to a stressed out medical doctor or nurse
working 12 hour shifts in a covid hospital
ward who needs a release from the horrors
experienced earlier in the day, there’s certainly
no opposition from me to question a sex toy’s
status as an essential purchase in this situation.
Likewise, a professional sex worker such as an
online cam performer will require products to
professionally carry out their duties: essential
purchases again. In conclusion, it’s still the
consumer who’s the final arbiter in all this.
One person will deem buying a sex toy to be
essential, another will see it as a treat and so on.
This does however have the potential to impact
upon your sales significantly.

This is not the time to be quickly drafting
a survey during your lunch break and then
uploading it later in the afternoon. By all means
create the first couple of drafts of the survey
yourself but get an experienced marketing
research professional to review it before doing
anything else. There are ways of eliciting the
required data that ‘civilians’, being brutally
honest, just don’t have the chops for. Yes,
the topline data is fine in its own right – to a
degree. But it’s the cross-tabbed data (which
only comes about from thoughtful careful survey
questioning) that the value really comes from.
In short, if ever there was a time for a survey to
be carefully created and the results analysed
properly, this is it.

So, when thinking about your own customer
base, how do you think they are split among
the four groups? And how do your consumers
now view your product ranges? Are they
perceived as essentials, treats, postponables or
expendables ?
I’ve already written about customer research
here (two articles from January/February 2018
available on the EAN website) and I’ve also
blogged about it on the Lascivious Marketing
website in response to some horrendously
‘designed’ (and I use the term extremely loosely)
online surveys being peddled by well-meaning
but out of their depth adult brands.
Bear in mind that in order to answer some of
these questions and identify your segments
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To add some much needed icing to the cake,
the HBR article also helpfully identifies the right
tactics to employ for each customer segment
according to whether they view products as
essentials, treats etc. Seriously, I can’t do the
HBR article justice here in a few paragraphs:
read it for yourself and absorb
it well.
When you do so you’ll realise the potential
of all of this moving forward. You’ll be able to
communicate with your customers and email
subscribers more appropriately, with messages
that really resonate. And in times like these, such
an ability has never mattered more.

Brian can be contacted at lasciviousmarketing.
com, found on Instagram @lasciviousmarketing
or phoned on +44 (0)141 255 0769.
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Womanizer™ DUO is (Luxury) Product of the Year ...
. . . and for g o o d r e a s o n
The Womanizer DUO was awarded twice in 2019. Both as ‘Sex Toy
of the Year’ at the XBIZ Europe Awards and as ‘Luxury Product of
the Year’ at the StoreErotica Awards, which take place during the
ANME sex toy expo in the US. And Womanizer was a deserved
winner! Because the DUO enables women all over the world to enjoy
incredible climaxes – clitoral, vaginal or both ...

60

What makes Womanizer DUO so
special?
The two-time award-winning Womanizer
DUO is the Rabbit Vibrator 2.0
– and heralds a whole new era of
dual stimulation. The toy was further
developed with the help of both the
global Womanizer tester pool and on
the basis of numerous reviews of its
predecessor ‘InsideOut’; all of this took
the DUO to a whole new level.
The Womanizer DUO pampers the
clitoris and G-spot at the same time.
While the clitoris is massaged with
gentle air vibrations using the innovative
Pleasure Air™ Technology, the powerful
vibrator stimulates the G-spot and the
vaginal area. Compared to many other
conventional products, the Womanizer
DUO is equipped with a flexible vibrator
arm that adapts perfectly to individual
body shapes. This ensures that female
hotspots, especially the G-spot, are
optimally stimulated.
But there’s more: Womanizer DUO
has 12 intensity levels for vibration and
clitoral stimulation as well as ten different
vibration modes for even more variation.
Last but not least, the award-winning
toy is equipped with Smart Silence™
Technology. In plain speak, this means
that the stimulation only starts when it
senses skin contact. Until then, the DUO
remains in standby mode and returns to
standby when it is removed from
the body.
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Vaginal orgasms? Yes, please!
“The vaginal orgasm is usually created
by stimulating the vagina and clitoris,”
explains Nicole Engel, a qualified
psychologist and sex therapist from
Berlin. “The clitoris and vagina are very
close together. Since the clitoris is not
just the glans clitoris (the externally
visible clit) but also the paired crura
(these are like the ‘legs’ of the clitoris)
and vestibular bulbs that surround the
entrance of the vagina, the entire clitoris
is always stimulated when a penis enters
the vagina for example.”

“E T J U S TO D U O D O LO R E S
E T E A R E B U M AT V E R O

Exploring your own hotspots
The Womanizer DUO is perfect for
exploring your own, very personal
pleasure zones: “Every woman should
have a connection to her clitoris, vulva
and vagina by consciously discovering
and sensitizing all three,” explains Nicole
Engel from Berlin. “The more sensitive
the genital area, the higher the chance
of pleasure. Pleasure is just as much a
matter of practice as other things in life.
It is therefore a question of awakening as
many sensors as possible in the genital
area and then finding out what you
personally find rousing.” And with the
multiple award-winning Womanizer
DUO, the journey of discovery is
especially fun ...

E O S E T A C C U !“
AUTOR
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Snapshot of the US adult retail
K i m A i r s a n a lyses th e situa tio n o n th e o th er side o f th e big p o nd
transitional time where the seedy stereotypes of male-centred peepshows and
porn theatres has necessarily made way
to fancy websites and upscale boutiques
aimed at couples and women.”

The bricks and mortar
retail trade is experiencing change around the
world, and the US is no
exception. While demand
for ‚customer experiences‘
(as customer service here
in the US is now called)
is still necessary in bricks
and mortar stores, with the
ever-increasing presence
of online sales and now
the international COVID-19
illness, retail is constantly
addressing ways to stay
relevant, and, more
importantly, open for
business. Three adult
business owners were
interviewed for this
article and while their
businesses have slightly
different demographics
and focal areas and are
located in different parts
of the country, many of
their responses are
very similar.

Kim Airs has been active in the US
erotic market for several years

N

enna Joiner, of Feelmore
510 in downtown Oakland,
California and the recently
opened second store in
neighbouring Berkeley, feels
that the market for bricks and mortar retail
stores remains strong. “For us, business
is good. I just opened a new store but do
not know what the new normal will be.
The spending habits of our customers
are usually based on jobs and if we focus
on what is going on now and if their pay
decreases, it will be tricky.” Jennifer Downey, of the eight-store chain Ambiance in
Ohio, shared “From my perspective, these
have been our best years, other than the
Shades of Grey year. We’ve been open
for almost 40 years now and people are
still interested in the products we sell, and
new innovations keep people coming into
the stores.” Kali Morgan, of Philadelphia’s
PASSIONAL Boutique & Sexploratorium,
had a different outlook on the adult retail
scene. “There seems to be an interesting
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It is often believed that e-commerce will
eventually be replacing traditional retail,
yet these business owners felt quite the
opposite. There is still a strong presence
of buyers for sex toys who prefer to touch
and feel products and Kali realizes that
“Sexuality is a kinesthetic sport and there
will always be those consumers who yearn
to touch and experience products before
purchasing them, at least initially.” Nenna
suggested another reason why traditional
adult retail remains robust in the US. “In
order to remain relevant, I firmly believe
that a strong social media presence can
bring customers into a store. You have to
expand your reach using new channels
to reach customers.” Jennifer sees both
e-commerce and bricks and mortar
business increasing. In e-commerce,
she feels her store is in competition with
thousands of websites globally, yet locally,
the stores are very well established with
little competition in the area. “Consumers
want to talk to someone and touch and
feel the products. Also, we offer a level
of product education that is lacking in
many online stores.” She continued, “In
e-commerce, they buy it and leave, and
no one talks to them. We sell them more
by upselling products like toy cleaners and
lubricants in our stores which increases
the sale.” Another benefit the customers
w w w. e a n - o n l i n e . c o m • 0 5 / 2 0 2 0

There are currently eight
Ambiance stores in the state of Ohio

in stores experience also has to do with what
exactly they are buying. All three store owners
agreed that buying online can be a bit deceptive because in this industry, size DOES matter!
For example, what looks like a full-size bottle of
lubricant may be a much smaller size when they
receive the product. The opposite is true when
looking at a dildo or vibrator: What looks small
online can arrive being much larger than the
customer anticipated.
For a long time, the bricks & mortar retail trade
was said to be a discontinued model yet quite
a few are even talking about a ‚renaissance‘
of bricks and mortar retailing. Kali felt that “with
large online retailers like Amazon purchasing
brick and mortar grocery outlets (for example,
the large grocery chain Whole Foods here in
the US), it could certainly seem that way.
Interestingly, with the COVID-19 pandemic
and the resulting preventative quarantines,
it might just exaggerate that need for face to
face human contact in addition to online and
indirect contact.”
Nenna compared adult stores to the liquor
business here in the US. There was Prohibition
from the 1920’s to mid-1930’s when those who
wanted to drink made their own liquor and once
Prohibition was lifted, society then switched over
to drinking beer which was the renaissance for
the alcohol industry. “I think women are opening
more stores has a lot to do with the increase
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of bricks and mortar stores,” Nenna shared.
“We’ve elevated the palate of the sex shops and
what the general customer can expect in those
stores.”
It also seems that the current challenges facing
the adult retail trade are not
so current after all: dealing
with landlords willing to lease
a store to an adult business,
“CONSUME RS WANT
banks who are willing to loan
TO TAL K TO SOME ONE
money for the usual store
growth needs, insurance
AN D TOUC H AND FE E L
companies for the necessary
TH E PRODUC TS. AL SO,
business insurance, and
credit card processors to
WE OFFE R A L E V E L OF
handle that side of the
P RODUC T E DUC ATION
business. Despite being
in business for 40 years,
TH AT IS L AC KING IN
Jennifer Downey’s Ambiance
MANY ONL INE STORE S.”
stores still face pushback
from those three areas of
JENNIFER DOWNEY
business. Kali felt “There are
always many challenges
but none of them seem
insurmountable… the roller coaster economy
and educated consumers requiring a more
educated staff, among other issues.”
Regarding solutions to these challenges, these
entrepreneurial women have their own ideas.
Nenna contributed “Sex shops are like any other
retail store. We should be treated like other

F E A T U R E

they were 20 years ago or even 10 years ago in
terms of quality.” Jen has found it interesting that
there is an increasing demand for anal toys
and suggested it may have to do with more
societal acceptance of
“pegging” and men’s
prostate massage.

“ IN ORDE R TO RE MAIN

Nenna Joiner, founder
and manager of Feelmore

merchants who pay tax and rent.” Kali took a
different approach, focusing on her single store
location: “Staff education is our specialty as
well as interactive consumer educational
opportunities.” Regarding solutions for their
business challenges, Jen threw her arms into
the air and exclaimed “I wish I had them! But
being in business for 40 years must mean we
are doing something right.”
Of course, addressing trends in the adult market
is something that both, the store owners and
consumers have a keen awareness about.
Bluetooth technology has been increasingly
popular as couples travel and try to stay
connected through sex toy use. Kali’s customers
seem to demand products addressing health,
safety, and ecological concerns. “These seem to
be more at the forefront of consumer requests,
along with the longevity and quality of products.”
Kali continued, “Overall, the toys on the mainstream market today are miles beyond what
64

The bestsellers at the
stores remain constant.
RE L E VANT, I FIRMLY
“Rabbits, for sure,”
BE L IE V E THAT A STRONG
explained Nenna, “and
men’s masturbation toys.
SOC IAL ME DIA PRE SE NC E
Small vibrators are also
C AN BRING C USTOME RS
very popular for women.”
Jen from Ambiance
INTO A STORE .”
shared: “Pills and
NENNA JOINER
aphrodisiacs are
constantly selling. The
quality of the pills is now
consistent, with no recalls
because of questionable ingredients - that used
to impact their sales. Customers still come in
weekly for their pills.” While Kali couldn’t share
a particular bestseller, she acknowledged that
personal recommendations by her educated
staff are what creates and increases sales.
“That and we have great results with products
when the manufacturer provides free samples
to all of our staff members.”
When it comes to purchasing decisions, there
were different thoughts about the customers.
Jen believes that “the female in a couple selects
the products and whether they can get off on it
or not. There are a lot of choices out there and
we can give them the features and benefits
such as why silicone is better than jelly rubber.
Ultimately, it’s education that can drive the
consumer. The price sometimes drives sales and
the brand sometimes does, especially for
manufacturers that offer multi-year warranties.”
Nenna suggested that at Feelmore, it’s the
customers’ pockets that drive purchasing
w w w. e a n - o n l i n e . c o m • 0 5 / 2 0 2 0

NEW

DOPPIO
MOVE

FLEXIBLE

PLEASURES

FOR PARTNERS
IN LOVE

COME2GETHER
DOUPLE
PLEASURE

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

Rechargeable

STRUBBI.COM

F E A T U R E

decisions. “If you have a store that knows
about the products, the customer trusts
the store. There seems to be only one
company with brand loyalty which is Lelo
but other than that, I don’t think there is
brand loyalty in this business.”

“A S LON G A S TH E RE IS

D E M A N D FOR H EALTH Y,

S U S TA I N A B L E, QUALIT Y
S E X U A L I T Y P R OD UCT S ,

When US consumers want to buy sex
toys, sustainability, resource conservation, and waste avoidance may impact a
purchase. Nenna suggested that these
choices are made if the customer is
already making conscious choices in
these areas. But, she stated, “Since adult
products are hidden in drawers or under
the bed, no one can see what you’re
using. It’s not like the public statement
you make when you drive a Prius or other
electric car.”

WE AS A N I N D US T RY WILL
C O N TI N UE TO P R O VIDE

THE M W I TH CON F IDEN CE
A N D COMP ET E N CE . ”
KALI MORGAN

Kali from Passionale commented: “With
our staff and customers, these concerns
impact our buying decisions and there has
been so much more product design that
addresses these issues but there is still
a lot of waste in terms of packaging, etc.
There is definitely room for improvement.”
Jen from Ambiance felt that only a very
small portion of customers take these
issues into consideration when buying a
sex toy. “If it doesn’t turn them on, they’re
not going to buy it anyway.”
Jen has a different view on who’s buying
sex toys in their stores. Describing
the situation in the eight-store chain
Ambiance, she mentioned “Mostly
women are buying and I’m seeing women
of all ages. Mostly 30 and up but we are
also seeing more women in their 20’s
coming in. When they’re younger, they’re
not going to take out a toy when they have
sex with a new partner. Women in their
50’s who have never had an orgasm or

Kali Morgan’s PASSIONAL
Boutique & Sexploratorium
is located in Philadelphia,
Pennsylvania
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toy realize it’s becoming more and more
acceptable. I’m 64 and no one thinks I’m
a weirdo!” Jen continued, “We’ve always
been geared to women. Guys are still
afraid of toys and that stupid stigma
of being threatened by them still exists
in the US.”
Both Nenna and Kali’s stores have a
similar take on who is buying their
products: Nenna thinks it’s kind of mixed
and depends on the narrative of the
business. “Having a female as your logo
will lead more women in your store and
your branding will likely appeal to that
demographic. I navigate that to make sure
there’s an equal or close enough balance
so we don’t have to have a meeting to
reach all of the gender differences.” Kali felt
her customer base crosses many genders
and basically, her customers are “people
with nerve endings who enjoy products
that produce pleasurable sensations.
“Many “targeted” marketing efforts fail
in our store as they seem exclusionary
if marketed to a particular gender, body
type, etc.”
One element that is striking in the US
market more so than in Europe, is why
gender inclusion plays a much greater role
in adult retail sales. These store owners
feel strongly about the politicisation of
gender here in the US with Nenna sharing
“When it comes to cities, they tend to be
safely politicised. However, the south is
more restrictive with how they deal with
race and gender. I think it has a lot to do
with the fact that we do not have universal
health care here as they do in Europe.”
Ambiance’s Jen felt that all genders and
preferences want to support small businesses while being out, no matter their
preference. “We have a huge clientele of
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that was more difficult for previous generations.
Also, much of the sex and health education
here in the US reached a fever pitch during the
AIDS crisis which coincided with the advent of
the internet. Now it’s a totally different world and
this planet has miles to go in terms of a global
embracing of diversity and inclusion, but it is
miles better than it was! My outlook is optimistic.
Queer people, women, persons of colour, and
people with disabilities are actively participating
in our industry more than during any other time
in recent history.”

LGBT customers and staff members, making us
more open and friendly. Europe seems to have
always been comfortable with sex, nudity, and
sexual preference so maybe that has a lot to
do with it.” Passionale’s owner Kali has a more
in-depth explanation for the differing attitudes
regarding inclusion: “I do not have a lot of
experience with the industry outside of the US,
but my home country has a history of exclusion,
phobia, and segregation, not just in the adult
industry but across all industries. Before, adult
stores, like other businesses in the US and specifically in Philadelphia, were owned by the Mafia
and staffed largely by men. Female-owned sex
shops began in 1972 with Eve’s Garden, then
Good Vibrations, who both changed that in the
US. Afterwards, the internet also played a role in
opening up opportunities and markets, as well
as changing the target demographics for
marketing, staffing, and product design in the
adult industry and erotic media.” Kali continued, “Technology has opened up ‘do it yourself’
media opportunities and networking in a way
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Last year here in the US, the plusOne adult toy
brand - which is offered in large, mass market
store chains such as Target and Walmart caused a great stir and it was reported in many
media that sex toys had now arrived in the
mainstream. Is that a good thing for these small
store owners? Kali believes that perhaps it is.
She shared “I used to believe that it was
probable that companies like mine would
ultimately put ourselves out of business once
we had conquered the shame and the misinformation surrounding human sexuality. I used
to joke about it in the 90s that my goal in life
was to make it unnecessary for people to seek
out specialty stores for the products we sell.
But two decades later, I realise that it is such
a huge undertaking to train my staff members
on the 20,000 items we sell in our store that
I cannot imagine how a big box retailer could
possibly do it… but really, only time will tell. As
long as there is demand for healthy, sustainable,
quality sexuality products, we as an industry will
continue to provide them with confidence and
competence.” Jennifer doesn’t feel threatened
by mass market retailers either. “I actually shop
at these stores and they’ve been selling them
online forever,” she mentioned. “One thing I like
about it is that when it’s sold in a mainstream
store, once a customer starts with one product,
they’ll want more of a selection. People who try
them know they need to come into a store like
w w w. e a n - o n l i n e . c o m • 0 5 / 2 0 2 0
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“ W E ’ V E BE E N OPE N FOR AL MOST 40 Y E ARS NO W
AND PE OPL E ARE STIL L INTE RE STE D IN THE

PRODUC TS W E SE L L , AND NE W INNOVATIONS
KE E P PE OPL E C OMING INTO THE STORE S.”
JENNIFER DOWNEY

Jennifer Downey, founder and
head of the Ambiance store chain

mine to get more. I think these large stores will
ultimately bring me more business. It is only a
matter of time before they expand, but I don’t
see that happening for a while. Nenna’s take is
more unique. I’ve always seen the mainstreaming of sex toys coming. We, as small business
owners, have to do more. It’s up to us to be the
ones educating people. Consumers can now
go online and buy directly from the factories that
make toys, but we’re opening up the market
rather than creating a controlled need. We’re not
telling them why our small, educational stores
are important. We need to change that.”
Looking into the future, these wise businesswomen have their own ideas about where the
US adult retail trade is heading. Jennifer feels
that they will be facing the same challenges until
there is a stronger division of church and state.
“Right now, the crazy ones pose the biggest
problem as religion and politics shouldn’t mesh.
Religion is such a ‘buzz kill’ when they say sex
is only for procreation! The best gift you can give
to your children is a loving relationship and treat
each other nicely and respectfully.” Nenna thinks
that there are plenty of new opportunities
available and that other sex shops are not the
only competition out there. “I also think that we
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don’t have a system in the adult business to
review toys honestly and factually. We’re left to
our own research to find the information instead
of getting info that’s freely given.” Passionale’s
Kali summed it up this way: “Seems like there is
some divergence in how products and people
are connected in this country. But overall, an
emphasis on higher quality products, more
inclusive marketing, and business practices
on the part of younger, more progressive
companies and a destigmatising of engineering
and design for sexual pleasure are all positive
signs showing that we are on the path to
growth.” She continued with the challenges
facing the future of adult, stating “The US needs
to reach outside its own borders and learn from
the ways that other countries, continents, and
cultures are embracing and enhancing sexual
pleasure through products, education, and
acceptance. The US adult industry is no
exception to this. I always say ‘Think globally,
act locally’ and that’s true more than ever.”
With the world getting smaller and smaller and
the demand for high quality sex toys getting
bigger and bigger here in the US and Europe,
there is no doubt the US adult retail market is
here to stay, COVID-19 be damned!
w w w. e a n - o n l i n e . c o m • 0 5 / 2 0 2 0

WWW.EROPARTNER.COM

Tomatenmarkt 1 | 1681 PH Zwaagdijk | The Netherlands | T. +31 (0)228 82 00 00 | info@eropartner.com | www.eropartner.com

I N T E R V I E W

WWW.EDCWHOLESALE.COM

12

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

WWW.EDCWHOLESALE.COM

EDC Wholesale | Phoenixweg 6 | 9641 KS Veendam | the Netherlands
13
Phone +31 (0) 598 690 453 | sales@edcwholesale.com | www.edcwholesale.com

I N T E R V I E W

I think sex toys should be presented in a real,

fresh, light-hearted and yet comprehensive way
De on Bl ac k p r e s e n ts L e ts Ta l k S e x .n e t
Years of experience and
more than 900 reviews:
LetsTalkSex.net offers
concentrated knowledge
about sex toys and other
sex-related products.
Deon Black started the
project out of personal
interest in 2013, and he is
still heading LetsTalkSex.
net today. In our interview,
we discuss the makings
of a good sex toy – and a
good sex toy review.

Deon, you are the founder and editorin-chief of LetsTalkSex.net. What kind of
project are we talking about here? How
do you talk about sex on the website?
Deon Black: LetsTalkSex.Net is and has
been the best sex toy review website in
the world since 2013 to say the least.
We help people from all around the world
making an informed buying decision when
it comes to sex toys and sex-related
products in general. Our reviews come
from hands-on testing and real-life
experience. Our team includes certified
sexologists and experienced sex toy
users. We are honest and direct, and
yes, the best.

Deon Black,
of
editor-in-chief
et
LetsTalkSex.n

When did you launch the site and why?
How did you come to write about sex and
sex toys?
Deon: I have been using sex toys for
over 15 years now. But the story behind
it... it‘s crazy. In my 20s, my dating life
was pretty bad, I struggled with it and
when I reached rock bottom, I decided to
take control of it for good. I spent years
studying seduction and dating women
around the world, completely transforming my sex life. I had lots of failures
but also lots of fun. I have incredible
memories from that time. At my peak,
I was dating 11 girlfriends at the same
time. And as my sex life became
abundant, I also found out how bad I was
under the sheets. So, I promised myself I
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would push this to the opposite level and
become the best lover ever. I read all sex
books I could find, I practiced techniques
and trained with many of the women I
was dating and started integrating sex
toys in my sex life as well (thanks to a
crazy girl I met who introduced me to
them). Believe it or not... soon my lovers
were saving my name on their phone‘s
contact list as Sex God and I had a long
list of girls knocking at my door daily.
Feeling blessed with my sex life, I decided
to help guys who were struggling in bed,
so I wrote a book, called „LAST“,
designed to help men improve their
stamina in bed, later rebranded „The 47
Hour“ (the47hour.com). I also adopted
this pseudonym, Deon, which means
God, and at the same time I started my
epic blog about sex toys and I decided to
call it LetsTalkSex.Net. At the beginning,
I was writing all sex toy reviews and
comparisons myself. I remember that
back in the days, most people in this
market were writing about sex toys in
such sleazy ways, and the majority still do
now. I hated that. I think sex toys should
be presented in a real, fresh, light-hearted
and yet comprehensive way.

How has the site changed since 2013
and what kind of articles can visitors
expect from you today?
Deon: It has changed a lot. At the
beginning, I was doing all the reviews
myself and it was all about men‘s toys.
w w w. e a n - o n l i n e . c o m • 0 5 / 2 0 2 0
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As LetsTalkSex.Net increased in popularity,
I started collaborating with sexologists and
other experienced sex toy users, both men
and women. We have some big educational
projects in store, but hey, you have to keep
an eye on our site for updates.

People’s preferences and bodies are different
person to person. Is it even possible to test and
evaluate sex toys objectively?

One central aspect of LetsTalkSex.net is the
sex toy reviews. How do you approach this
topic? What are your criteria?
Deon: We do real in-depth research before
publishing a single article. We have been
around for a long time, but we don‘t have
a huge number of articles published. This is
because at times it takes us 2-3 months to
publish a review. We test all sex toys ourselves,
consult with sexologists in our team as well as
with other professionals in the industry such as
product developers, engineers as well as giving
away lots of toys to our friends to get additional feedback. We want to make sure we only
recommend the very best.
3
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Deon: Given the feedback we receive
daily from our readers we are confident
our recommendations work for most people.
Of course, there will always be someone who
doesn‘t fit in the group, but hey, it‘s just a toy
after all. My advice if you are just shopping for
sex toys for the first time is to buy something
on the cheap scale, don‘t make this choice a
big deal. First of all, just do a test and see if
you like using toys. I have a friend who told
me he laughs if he just holds a toy in his hands.
Definitely sex toys are not for him, and it‘s
good he discovered this on a $20 rather than
a $200 toy.

The market for toys and other erotic products is
constantly growing and the number of products
is almost overwhelming. How do you choose
which products to show on your site?

I N T E R V I E W

“WE WAN T P EOPL E TO FE E L GOOD ABOUT

SEX TOYS , AN D AT THE SAME TIME NOT MAKE
TH EM A BIG DEAL . I FOUND THIS DE TAC HE D
EN J OYMEN T TO BE THE WAY TO GO.”
DEON BLACK

Deon: Yes, it‘s true, every day new toys come
out in every direction of the market. It‘s
crazy. We receive daily emails from sex toy
manufacturers promoting their products as
well as from sex toy developers looking for my
approval for their crowdfunded project. But
we stay focused on our mission to help our
readers buying the best and only the best
sex toys out there based on our personal
experience, our extensive testing, and our
in-depth research. We can‘t let the new shiny
thing distract us from our company‘s objective.
Therefore, we review the sex toy industry
trends quarterly and plan on what to cover
next, then we do our professional testing and
take it from there.

Is there a product that has really impressed
you lately?
Deon: I‘d never thought I‘d see a sex toy
becoming an Instagram influencer with 2
million followers @lilmiquela.
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Having tested over 900 toys over the years,
you must have seen the good as well as the
bad. Are there some general rules about what
makes a good erotic product or sex toy?
Deon: I believe this is the same as for every
industry, the sex toy industry is no different.
A sex toy is good and successful when the
owner creates it with the customer in mind,
sacrificing his ego or his idea of what „should“
work.Take Steve Shubin for example. Yes,
pocket pussies existed before, but they looked
terrible and cheap. He took the idea and
made it into something classy, high-end, and
associated it with some of the most beautiful
girls in the world. He played to the customer‘s
need, but also to their sight, their imagination
and their emotions... It‘s one thing to
masturbate with a cheap piece of plastic, ugly
to see and that makes you feel guilty about it,
and a completely different thing to masturbate
with a patented SuperSkin Fleshlight moulded
after your favourite star. The main difference
between the first and the second is imagination.
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“ W E ARE HONE ST AND DIRE C T,
AND Y E S, THE BE ST.”
DEON BLACK

Another big section on LetsTalkSex.net is tutorials.
What exactly do you teach your readers?
Deon: We have written a lot of tutorials over the
years, mostly about how to use or clean specific
sex toys. One of our most recent tutorials is about
BDSM. One of my team members worked in a New
York dungeon for years as a professional Dominatrix.
The stuff you see in Fifty Shades of Grey, but real. I
asked her to write a BDSM 101 tutorials for those
who would like to try this lifestyle and have no idea
where to start from. She also mentions for each
BDSM „technique“ interesting anecdotes related to
her professional experience.

What can you tell us about your readers? Who are
you doing all this work for?
Deon: We have the coolest readers on earth. Our
readers are people who love sex toys and are cool
about it. We keep our tone light-hearted because we
want to communicate a positive, fresh, empowering
vibe throughout our articles. We want people to
feel good about sex toys, and at the same time not
make them a big deal. I found this detached enjoyment to be the way to go.
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What will the future of LetsTalkSex.net look like?
Are there any projects or new sections that are
already planned?
Deon: So many projects. Some of them were
supposed to go live this month, but we all
know what‘s going on in the world right now,
everything is shut down, people can‘t gather in
groups and it‘s not easy to meet with my team
and start filming...
To be honest, I wanted to send you an email
yesterday and tell you: „Hey can we do this
interview next month or in two months?“
Because there are so many new things
coming up on LetsTalkSex.Net both in filming,
photography, and various initiatives that I
thought it would be better for my brand to
be published in your magazine when all this
new stuff was live.But then... my girlfriend
told me: „How would you feel if someone
promised you to do an interview and then
cancel last second?“ She said: „I know you,
you would tell them to **** off“. So, I decided
to apply the Golden Rule, and here is my
promised interview.
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The fight is going on -

FREE THE ANAL PLEASURE!!!
S i z e d o e s n ‘ t ma tter? Yes, it do es, sa ys GANGB ANGSTE R!
The annals of eroFame are filled with eye-catching presentations, but GANGBANGSTER’s ‚Make Your Ass Great
Again‘ campaign at last year’s show definitely stands out as one of the most memorable eroFame moments
so far. Several months have passed since then, but the French brand hasn’t been idle. Vincent Renou, Sales
Manager of GANGBANGSTER, tells us what the brand has been working on and which new trends we can
expect in the anal toy category.
The last time we spoke was right around
the time of your eroFame debut. Did
the show have a positive effect on your
international business?
Vincent Renou: Thank you for this new
interview. It’s always a pleasure to talk to
EAN. Yes, last interview was right after
the eroFame 2019, and it was a very
exciting moment for all of the team.
Our Donald Trump campaign created
great buzz, and we met more important
European customers in three days than
you’d normally prospect in three years.
So yes, participating at eroFame has had
positive effects, but the B2B market is
not about harvesting - it is more about
planting seeds, and we have grown step
by step since this amazing show.

And how was the feedback from the trade
members? I am sure the visitors loved
your Donald Trump cardboard display, but
how did they respond to your products?

Vincent Renou,
Sales Manager at
GANGBANGSTER

Vincent: We had a lot of people asking
about that Donald Trump cardboard,
but we also had people call us to ask if
we sell the ‚Make your ass great again‘
cap. We were very surprised about those
requests and decided to send the caps
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out for free we ran out of stock. The thing
is that this campaign made us well-known
and getting more eyes on our ranges like
ANALCONDA or ANIMHOLE right after
eroFame was very important. We received
many messages asking us where people
could they find our products.

The market for dildos and plugs is
populated with countless products.
They come in all colours and shapes,
and they are available from brand
manufacturers as well as private labels.
How did you manage to carve out a
niche in this competitive market?
Vincent: We are not a brand manufacturer and we are not a dildo re-packager;
we are our own manufactory and we are
developing our own toys, from the idea
for the toys to the final product, going
through all the manufactory work.
This makes for a a big difference in
today’s market. The moulds are our own
and you will never find our products on
‚wish‘ or ‚Alibaba‘ packaged under a
certain brand and sold at 10 times the
original price. We are independent from
this part of the trade and that gives us
a unique identity. We also found our
position because we like to be original
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with the shapes in our brand universe, so it’s
getting easier to recognize our dildos amidst
all the others.

The product category of anal toys stopped
being a distinct niche quite some time ago. Do
you feel this development? How do you respond
to it?

“W E ARE A SMAL L MANUFAC TORY, OFFE RING

AL MOST HANDMADE DIL DOS AT AFFORDABL E

PRIC E S. THAT’ S AL L AND W E ARE PROUD TO DO
I T THIS WAY.”
VINCENT RENOU

Vincent: Most of the industry recognize our product as fetish - not anal, not gay, but fetish. We
have been nominated at XBIZ Los Angeles 2020
as Fetish Line of the Year, same thing with our
two nominations at AVN 2020. So yes, anal toys
are less and less a specific niche as anal pleasure is now a common pleasure. I think the old
idea that anal pleasure is only for gay people is
falling by the wayside and that is good. Moreover, the best blogger for extreme anal pleasure
is a girl on Twitter, @siswet. Our products aren’t
even limited to anal play – people also use them
vaginally. Because of all of this, we have seen
that the sale of big toys has increased by 15 to
20% each year, and we don’t try to just occupy
one part of the market. We want to develop and
grow, using our 15
years of knowledge to bring pleasure to as many
people as possible.

The '3in1‘ mentioned in
the interview is the latest
product from French
dildo manufacture
GANGBANGSTER

Your products are - without exaggeration - very
large. Are they suitable for newcomers, i.e. #
consumers who are just taking their first steps
when it comes to anal pleasure?
Vincent: This is a funny question because
on our website, www.gangbangster.com, we
3
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classify our collections from the smallest to the
biggest, and for beginners, we recommend
our PLUGGIZ or BLACKYDICK collections. They
are nearly normal size, and from there,
you can move on to bigger collections like
ANALCONDA and XTREM MISSION.

Why is interest in anal sex and the
corresponding toys growing? Have people
become keener to experiment in recent years or
is the topic simply more in the spotlight?
Vincent: Yes of course it’s more in the spotlight
because this cultural taboo about anal pleasure
is dying, even among straight men in the
occidental society. But the evolution must
continue. A lot of men in our countries still consider that one finger in the ass during a prostatic
exam is a shame. The fight is going on - FREE
THE ANAL PLEASURE!!!

How has your product range changed
since eroFame in October 2019?

A cucumber
with balls?
No problem for
GANGBANGSTER

Vincent: Since eroFame, we have
created around 40 new products that
we are launching step by step, our
latest ‚baby‘ being the ‚3in1‘ that
your readers might have already
seen in the EAN Magazine. We are
very proud of it because it is tall,
big, and spectacular… very well
made and eye-catching. So,
our range is not changing in terms of
style, we are still
GANGBANGSTER! But it is growing in terms of
options, and that’s
what we want to
do: be creative.
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Where do you get the ideas for new products
and how long does the whole process take,
from idea to finished product?
Vincent: I would say if you have a pinch of
crazy and creativity in you, you can find thousands of ideas. For example, the ‚3in1‘ was born
from a debate in the office; we were discussing
‚Is it possible to get 3 dicks in 1 hole?‘, so we
searched on the internet and found very few
porn scenes. Ultimately, someone suggested:
Let’s do this more comfortably with one dildo.
Another example would be a discussion about
cucumbers. The producers of this vegetable are
our worst enemy in the industry but they ignore
the sexual application of their produce, so we
thought, why not simply do a cucumber with
balls? The process of creating and producing
the toy could take three months to one year.

On your website, you have been publishing the
results of tests on your products, which were
carried out by an independent laboratory. Why
did you decide to take this step?
Vincent: We care about the safety of our
customers and have always been very strict
about making products without phthalates and
cadmium. There is no proper law prohibiting
the use of these substances in sex toys - you
can find certifications for baby stuff but not for
pleasure products. So, we thought it would be
good to let people know that way.

How did your customers react to this step?
How important do they take this topic?
Vincent: It is a guarantee for them. They do not
buy unsafe toys from an unknown manufactory.
We show that they can trust us on that point.
The next step could be to create a safety label
for our products.
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You produce all your lines in France, while the
lion share of sex toys in our market comes from
China. Why did you choose
to go domestic?
Vincent: To produce in
France is very comfortable
for us because we know
what we are producing,
what will be our real stock,
and if there is even the
smallest trouble in the manufactory, we are there and
can solve it quickly. Maybe
producing big quantities in
China is more interesting
margin-wise, but this is not
our philosophy. We are a
small manufactory, offering
almost handmade dildos at
affordable prices. That’s all
and we are proud to do it
this way.

Vincent: The same way we make our toys
100% safe, we also package our toys using a
simple recyclable plastic film
The stuff of legends:
to avoid the waste created
GANGBANGSTER’s
cardboard Donald Trump
by a a box that 80% of the
at eroFame 2019
final customers leave in the
store anyway because the
package is not discreet.
We are also working on a
system to recycle the vinyl
of the dildos that are not
used anymore. I can’t tell
more about that at this
time - but a sex toy without
any waste and 100%
recyclability is one of our
goals.

What are your further plans
for 2020?

Do you feel vindicated in
this strategy in view of the
rampant corona virus, which will probably lead
to considerable production and delivery losses
in China?

Vincent: To continue to be
happy, to create more and
more crazy things, even if
this year we really want to
share our spirit with our
American friends and extend our brand there.
And most of all, we want to continue on our
path step by step, little by little. We don’t know
other way to do it.

Vincent: Yes, it is a problem and we don’t
really know right now what the final
consequence is going to be. But it could
happen in every country, it could be a virus, a
political event, a war, there is always a risk.

There is a growing trend towards sustainable
products, products with Fair Trade seals or
products that produce
less waste or conserve resources. How are you
reacting to this demand?
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This event brought everybody

together like one big happy family
O s c a r He i j n en o n th e SH OTS Ibiz a Tra de Sh o w a nd Pa rty
Following 15 years in Nijmegen, SHOTS decided to change things up on
the occasion of their 25-year anniversary, moving the SHOTS Sales Week
and the SHOTS Party to the sunny isle of Ibiza. From March 9 to 13,
the distributor’s clients and suppliers got to soak in the atmosphere and engage in fruitful face-to-face business conversations. We interviewed SHOTS’ own Oscar Heijnen to
learn more about the event, which will probably go
down in the annals of this market as the last industry
event to take place before the Corona crisis took
hold of Europe, and seeing how all big trade
shows and events have been cancelled, it may
well stand as the last event of its kind for
quite a while.
Let’s take a quick look back at the
beginning: When you announced the end
of the SHOTS Sales Week & SHOTS Party
in its previous format in August 2019,
many people asked themselves what the
reason was. Could you sum that reason
up for us?
Oscar Heijnen: Yes. 15 years ago, more
and more customers started coming to the
Four Day Marches of Nijmegen to witness
the arrival of the participants and the big
finish. That was the start of the SHOTS
Party as we knew it, and for 15 years, our
event would be closely allied to the biggest
event that my hometown of Nijmegen is
hosting. We started with a few old garden
chairs and a crate of beer and the party
grew into a huge event which by the end
had a 250-person guest list. In July 2019,
the party had become too big for its own
good. It was the little things that started
to bother me, for example, it was almost
impossible to speak to all the guests on a
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personal basis and take time for each of them.
We had actually been doing the same ‘thing’
for 15 years, which is not at all in our nature!
Our company is known for being innovative and
ahead of the market, so we thought it was time
for a change, but it is extremely difficult to make
a huge success even more successful. I think
we certainly did, and that is a great compliment
to our crew.

At the same time (summer 2019) you
announced that there would be something new
- but when and how did the idea of moving the
event to Ibiza originate?
Oscar: Yes, I can still remember the
management meeting like it was yesterday. It
was the shortest meeting of all time, because
the main question was, where are we going
to move the whole circus? Various cities and
locations were proposed, but, after mentioning
the island of Ibiza, I saw a big smile on
everyone’s face. Ibiza! Making the impossible
possible, yes, that is really something for us, I
thought. Of course after Ibiza was thrown on
the table, nothing better came up. The first
SHOTS Trade Show and Party on tour had to
take place in Ibiza - a plan we then executed
very successfully. No matter how difficult it was
to move the entire SHOTS showroom from
Beneden Leeuwen to an island under all that
time pressure, in the end, it worked perfectly.

Did your 25th anniversary play a role in this
decision? Did you feel the need to create
something unique?
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Oscar: Organising this fair and party felt like
we were putting together the first SHOTS
Party and Trade Show but on a much larger
scale. Everything felt new and we were also
unfamiliar with the hospitality industry in Ibiza.
We suddenly had four nights to fill with dinners
and entertainment, which was quite something.
The pressure was tremendous and the time
frame short and we were also celebrating our
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25th anniversary. So, it had to be bigger, better,
and more beautiful given the fact that we were
organising this event on one of most beautiful
islands in Europe. A 25-year anniversary is
something very special, but it is even more
wonderful to reminisce with customers who
have been loyal to your company for 25 years
and make the effort to travel all the way to Ibiza!
How beautiful life can be!

“ W E HAV E RE C E IV E D

C OMPL IME NTS FROM AL L S I D E S .”
OSCAR HEIJNEN

In retrospect, was the move to Ibiza everything
you hoped it would be?
Oscar: I thought it was a great success, but
it also caused quite a bit of stress behind the
scenes. The Covid-19 virus was on its way
to Europe, and we were very lucky that we
didn’t organise this a week later, because
Europe went into lockdown limiting air traffic
and closing borders and closing shops. The
ETO Show was two days after us, and they
cancelled two days before opening. We literally
crawled through the eye of a needle, and luckily
everyone got home safe and sound because
that was of course our priority. The world
looks very different now, we work from home
and keep 2m apart, while other countries are
completely locked down. The SHOTS Ibiza
Trade Show and Party may well have been the
last event we’ll see in a long while.

And what feedback did you get from your
customers and suppliers? Has everyone
returned home satisfied?
88
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Oscar: Fortunately, yes, that was of
course a great concern, but everything
went well, and the feedback on our trade
show and party was very good. We have
received compliments from all sides. The
trade show was also a risk, of course,
as it was organised in one of the most
expensive places on Earth, and we were in
unfamiliar territory. Luckily, there were local
heroes on hand like Amanda Carrington,
who had good local contacts and helped
us put this event together. They say you
are nothing without good people around
you. Well trust me, if I had to do it alone, I
would still be organising it now. It was also
great to see nearly all vendors contribute
and sponsor the event. I would like to
thank them once more: XR Brands,
Doc Johnson, Perfect Fit, and especially
the main sponsor of the SHOTS Party,
Pipedream. Without the support of these
four top players, this tremendous event
would never have been so successful.

Years ago, in-house exhibitions or similar
events were considered a good and
welcome opportunity to buy cheaply,
today it’s all about communication
between manufacturers (or brands),
distributors, and retailers. What are the
reasons for this change?

More time for extensive one-on-one
conversations between your customers
and your suppliers - that was your plan.
Did it work out?

Oscar: Yes, in Ibiza we stuck to the
same successful concept. On day
one there was a ‘meet and greet’, so
everybody got to know each other. On
days two, three, and four there was
the SHOTS Trade Show where our
customers had appointments with our
suppliers. Every evening, we organised a
catered event to end an eventful day. On
day four, there was the closing party set
against the backdrop of a beautiful Ibiza.
We had a well-known DJ, a nine-piece
band called Ibiza Lights with a copper
and brass section who blew our socks
off, various burlesque performances,
and to top it all off, Igor and his team
from Good Looking Cooking flew over
to serve us the catering that the SHOTS
parties are renowned for!

Oscar: Yes, instead of planning 30 to 45
minutes with customers at a busy show
like eroFame, we now had the help of 15
vendors that had 15 meetings with our 50
customers. That did work for the shortterm business and I’m curious to see how
it will turn out in the long term. Education
on products was the main goal, but it was
also important for our suppliers to hear the
issues of their customers - provided there
were any. It felt good, and it was so cool to
see how positive everyone was. This event
brought everybody together like one big
happy family.
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Oscar: There is still the ‘cheap element’
because we still sell old stock out at cost
price, or even below it, but there is a
change, yes. Nowadays, branding is very
important, and we think that to do it right,
direct contact between our customers
and the brands once or twice a year will
help promote their products in a better
and faster way.

For over 15 years, the SHOTS Party has
been the crowning glory of the SHOTS
Sales Week. Was it similar in Ibiza?
What did you come up with for SHOTS
Ibiza Party?
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Your event took place at a very eventful time,
because in the beginning / middle of March the
corona crisis began in many countries. How did
you deal with it? Did it have an impact on your
planning? Were you worried that you would have
to cancel the event?
Oscar: Actually, we were just ahead of the
outbreak in Europe, just before all other events
were cancelled. I really think we were the last
event in our industry on the planet, and yes, I
was worried. My biggest worry came on the
last day of the event when Trump announced
he would close the border for people travelling
from Europe. The way he announced it was very
worrying as it sounded like nobody travelling
from Europe would be allowed to enter the
country. Luckily, just a short moment after
his speech, the White House corrected his
announcement saying American citizens would
always be welcome home, so our suppliers
could safely return home.

And next year? Ibiza again or do you already
have other ideas in the drawer?
Oscar: We have many other ideas. Actually,
we had plans to do a second SHOTS Trade
Show at the end of this year, but let’s see how
the world can contain the Corona virus, and
make sure everybody is safe and healthy. Until
then, plans for a SHOTS Trade Show and
Party at another fantastic, impossible, bizarre,
new, never-before-done location will stay on
my desk. Ibiza might be a possibility, but I
don’t think so because we always want to
innovate. But hey, I never say never...
I would like to close with a thank you again to
everyone involved: the SHOTS crew, SHOTS
customers, and all our suppliers. Stay safe
and stay healthy until the next SHOTS
Trade Show.
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online shop

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

online marketing

online visibility
• increasing
campaigns
• advertising
content
creation
•
• text
• image
• video
• audio

come price
Special wel

highly
functig ofronmal
startin

0,-d
p
Online-Sho 2.50

marketing
• influencer
monthly
reports
• personal point of contact
•

social media marketing

creation
• profile
content
for each profile
• campaigncoordination
• target grouppreparation
definition
• evaluation / analysis
•

...and will
successfully launch
your web presence.

www.mediatainmentbiz.de
Große Kampstr. 3
D - 31319 Sehnde

phone: +49 (0)5138 - 60 220-0
fax:
+49 (0)5138 - 60220-29
e-mail: info@mpgtoday.de
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The Onyx+ has a new style of motor with a different

“stroking” sensation than that of its predecessors
Busy t im e s a t K i i r o o a s th e br a n d i n tr o d u c e s new Po rnh ub To ys a nd th e th ird genera tio n o f th e O nyx ma sturba t or

Catching the consumer’s eye is becoming more and more difficult as more and
more products vie for space on shelves and shopping sites. Vibrators that look
alike and do the same things are a dime a dozen and won’t get anyone excited
anymore. No, in order to stick out and make an impact you need unique qualities in a product. Kiiroo has proven a true expert in bringing exceptional ideas to
the market. And now, they have pulled two more aces from their sleeves. Firstly,
there is the new edition of their Onxy masturbator, whose inner workings have
been changed drastically to make it one of the most technologically advanced
products on the market. And secondly, the Amsterdam-based company has added new products to their Pornhub Toys Collection, combining quality products
and a strong brand – a sure-fire combination that is bound to get a lot of attention. In our EAN interview, Frank Kok, the Sales Director of Kiiroo and Pornhub
Toys, tells us more about these latest additions.
A lot has happened at Kiiroo in recent
months: Not only did you release an
updated version of Onyx in February, the
new Pornhub Toys collection is about
to launch as well. Let’s talk about the
new version of Onyx first. What kind of
product did the third generation of Onyx
turn out to be?

Frank Kok, Sales Director of
KIIROO & Pornhub Toys

Frank Kok: We released the Onyx+
in February 2020 after months of
user testing and an overhaul of the
interactive technology. Since this was
the third time we released Onyx, we
had years of feedback that needed to
be incorporated. In order to create a
new product that seemingly looked the
same but performed optimally and to the
standards our customers were looking
for was the plan, and I think we hit the
nail on the head.
The Onyx+ is a lightweight, travelfriendly automatic masturbator. The
third-generation Onyx has a completely
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different rotating motor that goes in a
continuous up-down motion simulating
intercourse.
Onyx+ can reach up to 140 strokes
per minute while still maintaining a
more silent motor than both of its
predecessors, making the sensory
experience of using Onyx+ even more
exciting.

What has changed in the new Onyx+
when compared to the previous
versions?
Frank Kok: The Onyx+ has a new style
of motor with a different “stroking”
sensation than those of its predecessors.
The rings inside Onyx+ no longer
contract in an up-down motion, but
rather move simultaneously to emulate
a hand or orifice going up and down.
The outer casing is sleeker and more
premium than it was before, too.
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The new Onyx+
launched in
February

One of the key features of the
Onyx line is the ability to connect
with various content providers.
How does this work? Which
services can you connect to?
Frank Kok: We have a mobile
app, FeelConnect, where
all the magic happens. You
connect your Onyx+ to the
FeelConnect app on your
mobile phone via Bluetooth.
Once connected, you go to a
compatible site, find the video
you want, and scan the QR code to sync your
device with the content (it can be 2D or VR).
We have a variety of partners; FeelMe,
Pornhub, uFeel.tv, FeelXVideos, Naughty
America, VirtualRealPorn, WankzVR,
BadoinkVR, and many, many more.
We are also compatible with a variety of
webcam providers such as IsLive, Flirt4Free,
Stripchat, Streamate, and many more.

How was the feedback you’ve gotten on the
new Onyx+ so far?
Frank Kok: It has been really great so far!
- “When I pressed play, I could feel all the
motions of the 10 rings contracting at different
speeds, creating a heavenly sensation. I let
my partner control the speed and intensity
from their end, and this only added to the
excitement. “
- “Kiiroo Onyx+ is an amazing machine. I have
owned a lot of male pleasure toys, and I have
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The inner workings
of Onyx+ have been
completely overhauled

to say that this is among the best
in my collection. I absolutely love
the fact that whenever it is fully
charged, I can use it at any place,
indoors or outdoors. The design
is stylish and cool, and it provides
unforgettable vibrations that will
never let you down. It is perfect
for both people in relationships
and single guys who like living by
their own rules.”
- “State-of-the-art enjoyment In
all honesty, as I used and was
totally pleased with the Onyx+ I’d
been so honoured to test drive, I kept thinking,
between bouts of happy moans and joyous
groans, that this was an important step on the
sex tech trail.”

What will be the next steps for Kiiroo with
regard to Onyx? Do you already have some
new features in mind which you’d love to
implement in the next iteration of Onyx?
Frank Kok: Our parent company,
FeelRobotics, just signed a major deal with
Immersion Corporation, experts in haptic
technology who build touch experiences in
the digital world. This is a major landmark for
KIIROO because this means that we will be
able to ensure our customers get the best
haptic experiences on the market.

Another highly anticipated line of toys is the
new Pornhub Toys collection. Which new
products are you adding here?
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Frank Kok: Upgraded, premium versions of
favourites such as the Tighten Up Ring and
Anal Training Set, as well as new female toys
such as the Tempest Clit Stim and the sleek
new gold-metal bullet. We also have new
versions of the strokers, both manual and
automated/Bluetooth enabled, and the wand
set launching later on this Summer.

How has the overall design of the products
of Pornhub Toys changed when compared
with the ones that have been on the market
before?
Frank Kok: The products of the first
generation were less premium. We are now
using higher quality materials such as highgrade silicone and gold-metal embellishments,
improved, more modern designs, and also,
all the toys are USB rechargeable. The
packaging is also much more in line with a
premium brand; we have moved away from
the Pornhub orange to gold.

Who is the intended audience these
toys? Are you targeting the visitors
of the platform or do you think the
products will appeal to a wider
range of customers?

The new Pornhub
Toys Collection
makes every
store shelf shine
with its classy
golden hue

Frank Kok: The visitors to the
platform are a big target audience
for us, especially the stroker
products, as they will enhance the
Pornhub viewers’ user experiences!
We also think that many sex-positive
couples will buy into the brand because the
products are really effective and well-designed
and will enhance pleasure and sex for anyone
using them.

When and where will the new toys be available
for retailers?
Frank Kok: The new female toys and the
upgraded best sellers are available right now;
the new strokers and wand will launch May/
June. New toys are also being planned for
eroFame.
Our official Pornhub Toys distributors in
Europe with available stock are Eropartner
Distribution and Rimba, Kazanova69 in
Russia, and Sexxes Ltd in Ukraine. If you want
to know who our distributors are outside of
Europe and Russia please contact me via
sales@pornhubtoys.com

High-quality materials have
been Kiiroo’s big priority
during the development of
the new Pornhub Toys
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Culturally, sex toys are pretty

universal, sex toys have a massive appeal
Di ffe r e nc e s a n d s i m i l a r i ti e s – A c o m p a r i s o n between th e ero tic ma rkets in th e U S a nd E uro p e
We couldn’t have asked
for a better interlocutor
for this interview than Ryan
Fraga, Director of Sales
& Operations at Blue Ox
Designs. He has extensive
knowledge of both,
the American and the
European markets, and he
knows the differences and
the similarities between
the two regions. Those
differences and similarities are the main topic of
our interview, and as we
discuss them, Ryan dispels
the preconception that
most trends originate in
the United States, and he
stresses the importance
of protecting brands in
this interconnected
world of ours.

Ryan Fraga,
Director of Sales
& Operations of
Blue Ox Designs

Before we go into detail: You know the
American market as well as the European
market. What are the five most important
differences between these two markets in
your opinion?
Ryan Fraga: Most markets have similar
needs for men’s products: cool products
that are fun to use, edgy, and really work
well - men use toys hard and want them
to fit and function and most importantly,
last. The US market is so big, but the
retail and online shops are pretty diverse
in who they aim their product at. We do
our best to make sure stores get the right
mix of our product assortment to that
store, product that fits what they are. We
make the best basics (c-rings, JO toys,
cocksheaths), we also make a lot of fetish
based and even extreme toys - it’s such
a broad range, it is pretty easy to find the
right mix. Our goal is to offer the right
toy selection for each shop.
The difference in Europe is the
customers and the buyers are
more intense about ‚knowing‘
the toys, they research more
and want to know more
about a product before
investing in it. They go
deeper into the quality,
all the features and the
quality of the materials.
Europe often has less
retail space in the store so
they curate more. We are o
ften the only brands of men’s
toys in a shop in Europe.

The EU has about 513 million citizens,
the USA about 328 million - so is it just
the cultural and linguistic heterogeneity of
Europe that acts as a hindrance?
Ryan: Oxballs/hünkyjunk product
packaging has our Oxman or hüjman
‚modeling‘ the toy…a digital picture of
the product, in use, says more than
lengthy descriptions. It is quicker for the
customer to get what the toy does, so
we avoid language issues with that, it
also allows a customer to figure out a
toy without having to ask a store clerk
questions.
If anything, our goal is to make our
sometimes complicated toys quick
and easy to understand. It’s not difficult
to show our massive line of toys to
buyers even when the language barrier
is there, simple hand gestures, a bit of
mime, a few provocative gestures and
it is clear what the toy is. Culturally, sex
toys are pretty universal, sex toys have a
massive appeal.

If you look at the structures of the two
markets in terms of manufacturing,
distribution/wholesale, retail, do you see
similarities?
Ryan: Yes, in most ways it is the same,
distribution in Europe is more focused
from one company to another, a bit
more specialised than some of the US
distribution. Perhaps the lack of space
forces more careful purchases.
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In Europe, the main problems facing the
rotic market seem to be the disintegration
of the traditional supply chain, falling prices,
oversupply, Amazon, etc. Is it the same in
the US?
Ryan: The cost of importing USA-made
products can be a problem. Shipping costs
and tariffs here in the USA have made things
difficult… I disagree that there is an issue
with the supply chain, if anything there
are more ways to get products from more
sources than ever.
We make a product that is unusual in a way,
we are more specialised, so we aren’t
competing with every penis shaped dildo
because we don’t really make the more
common men’s products. Amazon is a problem
here in the USA and overseas, price gouging,
or dumping is always a problem, fake products
are as well - rarely do those selling our product
on Amazon have any form of customer service,
that is a real problem. We police this the
best we can even when there are roadblocks
created by Amazon.

The advent of e-commerce was both a curse
and a blessing for the European market. Has
this development been similarly cataclysmic in
your home market?
Ryan: Sure, but it is here and we adapt, we
have been very careful how we let our product
be sold or distributed as much as possible
here in the USA and overseas, we must protect
our brand. Our products, especially the Oxballs
Fetish or hard-core toys, really need to be
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seen in retail stores where the customer can
see and feel the material, understand how it
works, and know if it will fit and feel right for
them…pictures online can’t fully show a
product. Honestly, even the simplest toy
should be seen and felt first.

In recent years, the European erotic market
has changed a lot. Where do the two markets
stand today in terms of progressiveness and
in the relation between the erotic and the
mainstream market?
Ryan: We are a specialised men’s brand,
Oxballs has amazing designs perfect for
beginners or those new to using toys in their
play - we also sell very intense toys for more
advanced sexual play. Our hünkyjunk brand is
universal in its reach. The markets in Europe
and the USA have become very similar
because there is such easy access on the
internet and even more on social media.
Oxballs’ customers have seen the brand
and the product in use, our customers are
often fans as well and love to show off their
gear and everyone sees that, if they like what
they see they will buy it.

Would you agree with the statement that the
majority of the trends that dominate our market
originate in the US?
Ryan: No. Trends in all forms of design are a
world vision. Colours, shapes, and influences
come from anywhere if you are an innovator, a
creator. If you are just copying others or
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following the crowd, your product will be
boring. Obviously, we innovate.

What were the biggest hurdles you had
to overcome in order to enter the
European market?

Inclusion seems to be the big topic in the USA
right now, but is less present in Europe. How
can this be explained?

Ryan: Not too many, we were so new and
different when we started Oxballs the
distributors and shops came to us. We make
a product that people want, the biggest issue
we have now is the logistics of being in so
many trade shows in so many places and
traveling to see customers - we love the
personal touch but it is a lot of work to keep
the connection, especially when we’re a
world away.

Ryan: The USA was built on inclusion though
we screw it up often. We don’t have the
deep cultural history of Europe but we have
vast diversity.

You are doing business in many markets
around the world, including the United States
of course, where sex toys are often mentioned
in debates and discussions about female
empowerment, sexual diversity, inclusion,
etc. Do you feel that the topic of sex toys is
politicised more strongly in the US than over
here in Europe? And if so, why is that?
Ryan: We are a brand that started out 12 years
ago narrowly aimed at the Gay fetish market.
Now, our toys are a part of straight men,
couples, women, and anyone that wants to
explore their own sexuality including toys in
their mix. It is very empowering to own your
sexuality, have fun in private, or if it’s your thing,
show off more overtly…again, access to the
internet, social media has opened up the world
to personal expression.

What is more difficult: to be successful as a US
brand in Europe or as a European brand in the
USA? How do you justify your answer?
Ryan: We are successful in both, the real
answer is simple - you must have good design
to find a customer, amazing customer service,
and keep your products in stock to keep that
relationship strong.
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Oxballs works with distributors in the European
market. Why did you choose this strategy?
Ryan: We choose distributors carefully, they
have a reach we cannot match in Europe.
They offer service to a retailer that is far faster
than if ordering direct from the USA.
Our vision is the be a true partner with retailers
and have our product available any way we can
get it to them.

How and in what form do you support
your European distributors and their retail
customers, even though you are separated
by the Atlantic?
Ryan: We travel when possible for meetings,
attend trade shows of course, but we also
have new showrooms in the USA in our
new location that are state of the art
‚communications‘ rooms with 3D camera
systems that can connect a 360 view of a
meeting with any customer that has a iPhone
or television or computer. It is really exciting
to connect so instantly to one customer or
hundreds for trainings, or when we launch
new product.
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There is something magnetic about

candy sex toys on a subsconscious level
Br and A m b a s s a d o r Ca s e y M u r p h y r e v e a l s th e f un a nd p h ilo so p h y beh ind Ro ck C a ndy To ys
Give us a little introduction to the Rock
Candy brand. What kind of business did
the founder seek to build?
Casey Murphy: Rock Candy’s founder
is David Joseph, who also serves as our
President. David is an industry Hall-OfFamer who started his career in the
early 2000’s as the co-owner of Red
Light District films. In 2017, he parlayed
his experience from the studio/content
production side of the industry into the
sexual wellness industry, developing Rock
Candy (and Bedroom Products, our sister
company). David’s vision included building
two cohesive pleasure product brands that
would compel a large audience of sex toy
consumers while supporting retailers with
comprehensive merchandising tools.

What was the whole inspiration behind
a candy-themed sex toy line? How did
the founder decide to use this theme and
promote it as a fresh and fun idea?

Casey Murphy,
Rock Candy Toys
Brand Ambassador

Isn’t it time someone made sex toys fun again? That’s the mission
behind Rock Candy Toys, a brand full of pleasure product basics
that’s quickly nabbed the industry spotlight. Though Rock Candy
has only been around since 2017, their colorful designs and
constant trade show presence made them an instant household
name. Lead by Sales Director Tracy Leone and Brand Ambassador
Casey Murphy, this California company is throwing it back to the
good ol’ days of rainbow-splashed slim smoothie vibes, delectable
mini bullets and price points no retailer can resist. Rock Candy’s
cheerleader in the field, Casey Murphy, gives EAN the inside (ice
cream) scoop on the brand’s mission to bring light-hearted play
back into the bedroom.
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Casey: Since day one, the biggest
components behind Rock Candy have
been energy and connection. Prior to
launching in 2017, there was no fullrange collection of pleasure products that
carried out the candy theme in every nook
and cranny of the brand. David set our
team’s sights on creating something really
special that would not only enhance the
in-store experience for sex toy consumers,
but also support the sales efforts of our
brick-and-mortar retailers. Since candy is
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universally cherished (just about everyone has a
favorite piece of candy, right?!), we believed that
a full-fledged line of candy pleasure products
would not only spark an immediate connection
with consumers, but also tie into the impulse
purchase strategy effortlessly. Our approach to
visual merchandising was extremely intentional;
we really set out to create an enchanting
environment on every level, using nostalgia
and familiarity as our vehicle to do so. At the
end of the day, we hoped that our products
and overall vibe would stimulate a response in
consumers similar to the ‘Disneyland’ effect;
and in turn, take them ‘out’ of the sex toy store,
and transport them into an imaginative world of
(adult) candy.

How did the team decide on the designs for
the toys? What did you find exciting about
producing this colorful line?
Casey: Our first run of toys included the Candy
Stick, Lala Pop, Suga Stick and Swirls vibrators
(AKA the Sweet Spot collection); to us, those
were the most identifiable shapes that would
seamlessly translate into vibrating sex toys! One
of our best-selling items to-date is the Gummy
Bear bullet vibe; which maintains the exact same
look and feel of a lifelike gummy bear. This bullet
was included in our Candy Shoppe collection,
which featured smaller, easily accessible items
like disposable cock rings and different entrylevel bullet vibes, contained in a vintage-inspired
candy dispenser replica for retail countertops.
We enlisted mainstream (former Disney)
packaging designers to create it; knowing
that between the iconic visual aesthetic, store
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placement, and impulse-purchase appeal, it
would capture a quick sale in the same way that
bubblegum and candy bars do in the checkout
aisle of the supermarket.
The most exciting part of producing the line
was (and is) the creative freedom that we get to
enjoy on a day-to-day basis! The Rock Candy
team includes a lineup of seasoned industry
veterans who have covered the entire adult
industry landscape from studio production to
manufacturing and distribution -- so there is no
shortage of innovation between all of us! What
is extremely rewarding is seeing the
end result of our efforts at the
end-user level; for example,
watching consumers’
faces light up with
delight after they pick
up a Gummy Vibe,
or a Candy Stick
and realize it’s not
*actually* candy.
(Success!)

Based on your market
research and experience,
what does the Rock Candy
team find that toy consumers are
really wanting today? How does Rock
Candy fit into that market need?
Casey: Ever since the ‘50 Shades’ boom, the
pleasure products industry has grown leaps
and bounds in regards to social perception
of pleasure products. However, what we
consistently see and hear the most (especially
at retailer events) is curiosity. New or first-time

I N T E R V I E W

consumers come out of the wood work every
day, and so many of them want to know where
to start; how to bring up the topic with their
partner or how to get their partner on board with
a new toy.
There will *always* be a beginner shopping for a
first-time toy, or someone who gets excited just
by looking at one of our products on a wall. With
that said, we know there will always be a market
for approachable, minimalistic toys as much
as there is a market for the Lelo and WeVibe
consumers. During in-store presentations, I
almost always get pulled aside by a customer
who has the desire to explore either alone
or with their partner, but they are lacking the
reassurance to take the first step. There is
something magnetic about candy sex toys on
a subsconscious level, and we are determined
(and grateful) to offer the ‘gateway toys’ to more
pleasure exploration and sexual empowerment
for all genders and experience levels.

Why did your team decide to forgo the whole
high-tech, sleek-modern, ultra-chic trends in
sex toys in favor of a completely different market
offering that’s simple, in-your-face, and brightly
colorful?
Casey: Part of what makes (real) candy so
appealing is that there is something for everyone
to appreciate; and often it doesn’t take much
more than a splash of color to trigger positive
feelings or happy memories, whether you’re
eating it or simply looking at it. All of the items
in the Rock Candy sex toy collection were
designed to be as welcoming and consumerfriendly as possible, especially to those who
haven’t yet used a sex toy during partner play or
solo masturbation. There is nothing intimidating
about candy; and we strive to maintain that
same concept, with the hopes of transforming
misconceptions about sex toys as shameful
or ‘tabboo’. The Rock Candy price points,
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packaging, product functions, and design
attributes purposefully align to address - and
hopefully erase - any hesitations that a first-time
consumer might experience.

How can sex toy retailers and distributors get
involved with Rock Candy? Where can we catch
you at coming events and within the industry?
Casey: Retailers can find Rock Candy with
our distribution partners East Coast News,
Eldorado, Holiday Products, and National Video
(US), as well as SHOTS and Windsor Wholesale
(International).
We will be exhibiting at ANME as well as on both
the B2B and B2C sides of AVN. Our Director
of Sales, Tracy Leone, is a stellar road warrior
who travels the world year-round supporting our
distributors and brick-and-mortar retailers, so
plan to see us at most B2B shows throughout
the year. We will also continue to provide
product education and in-store support for
brick-and-mortar retailers within the US in 2020.

Do you have any exciting news about what’s
coming next for Rock Candy’s product line?
Casey: We recently released our first edible
product - Poppin’ Rock Candy (oral sex
crackling candy) - and we’ve received such a
great response so far that we are looking to
include more edible sexual wellness items in
the future. Most of 2019 was spent examining
what was working well for us, and applying
retailer and distributor feedback to our existing
products. In 2020, we will be exploring
enhanced product features and functions such
as rechargeable vibes and couples toys.

This interview is contributed
by Colleen Godin, EAN U.S.
Correspondent
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Our motivation is to deliver Exploration

with Rotation, not Vibration
Z u m i o p r e s ents Mo del E
Like Zumio X and Zumio
S, Zumio E also relies on
rotation rather than vibration to create stimulation.
However, there is a major
difference, as Kevin Bailey,
CEO of Zumio, and Joan
Highet, the brand’s Chief
Marketing Officer, explain
in our EAN interview. The
two also tell us about another change that should
be a pleasant surprise for
fans of the brand: Zumio
has lowered its prices.

Zumio should be a household name to
everyone, but for those few who don’t
know your products yet, could you
explain what makes your products so
special?
Kevin Bailey: There are really two major
– and equally-important – characteristics
that set Zumio apart from anything else
– what it does and how it does it. First,
Zumio was built for self-exploration. Its
small tip lets users stimulate precise areas
so they can discover new pleasures.
Second, the tip does not vibrate – it
ROTATES. This creates a completely
unique sensation that makes exploration
much better.

Before we talk about your new product,
let’s talk about your new pricing policy.
What are the reasons for your price
reductions?
Joan Highet: Obviously, we knew
retailers would likely see greater
success if we were able to lower the
price, so we went to work on that
goal. Between the smaller packaging,
increased production volume, and
streamlined manufacturing techniques,
we are now thrilled to release the same
quality products at a great new price.

There are some products on the market
that are very similar to Zumio. Did this fact
also play a role in your price reduction?

Kevin Bailey (CEO) and Joan
Highet (Chief Marketing Officer)
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Joan Highet: Our motivation is to deliver
Exploration with Rotation, not Vibration.
While similar products do an equally great
job at delivering pleasure, we feel we
stand alone in our mission. The pricing
change is there to make it easier for
retailers to join us in our mission.

Now for your new product: How did the
idea come about and how long did it take
to realise it?
Kevin Bailey: We’ve had the Model E
concept in development for some time,
but thanks to our fully controlled
manufacturing process, we were able
to bring it to life very quickly.

What exactly does your new product do?
What are the unique selling points?
Kevin Bailey: Like all Zumio products,
the Model E uses a powerful motor and
internal mechanics to deliver powerful,
pressure-sensitive rotational stimulation.
The difference with the E is how that
stimulation gets delivered. The Model E
uses a completely new tip. First, it’s
made from metal which makes it more
ridged. Next, the tip is even smaller than
the Model X, providing more precision.
Finally, the stem is curved, which creates
an elliptical pattern when it rotates.
This allows the user to get different
sensations depending on how the toy is
being held.
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Unlike Zumio’s X and
S models, Zumio
E has a smaller tip
made of metal

What do consumers look for today when
they buy sex toys? What impacts their
purchasing decision? How do you as a brand
react to changing consumer buying habits
and demands?
Joan Highet: I think the fact that there are
SO many options on the market answers
this question most clearly – consumers want
options. Obviously, there are different budgets
– and each consumer wants the highest quality
for what they can afford. Rather than react to
changes, we’ve chosen to present options that
stand alone in the market to show consumers
discover what they’ve been missing.

the simple
controls to
pressure
sensitivity, it
works like you
expect it to.

When will your new product be launched in
Europe and which distributors can retailers
turn to in order to obtain it?
Joan Highet: The Model E is available
now through Eropartner.

How difficult is it to be successful with a
new product in today’s market, which seems
nigh saturated?
Joan Highet: We think sex toys are a lot like
music. There are enough songs out there to
keep anyone from ever getting bored, and yet
new ones are written every day. We just focus
on creating our ‘music.’

What can the market expect from you in the
coming months? Where is Zumio headed in
2020 and beyond?
Joan Highet: More support, comprehensive
online training materials, and new options to
help consumers explore their bodies.

What challenges do you see for the sex toy
market and how is Zumio preparing for them?

From your point of view, how has the
market evolved with regard to products
in recent times? What were the most
noticeable changes?
Kevin Bailey: In addition to the continuous
improvement in quality, I think there’s been a
subtle shift to simplicity. People want something that feels intuitive and does what they
want. Zumio sets out to be exactly that. From
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Kevin Bailey: Obviously, we’re all living through
an unprecedented period of uncertainty. The
adult market, like all markets, will face a range
of challenges over the next several months.
Rather than being quick to react, we are
concentrating on supporting our partners and
long-term growth.
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We made something that works really well,

and therefore there’s no need to mess with it
A m y Bal d w i n ta k e s u s be h i n d th e s c e n e s o f U berlube
People all over the world swear by Uberlube, and not just in the context of sex but also in various other aspects
of their daily lives, from sports and exercising to styling. Given this level of success, there is no real reason for
Uberlube to change their brand philosophy. But that doesn’t mean that the team are resting on their laurels. As
Brand Ambassador Amy Baldwin shares with us in our EAN interview, we may actually have a new Uberlube
product to look forward to.

Let’s start with the obvious question:
How does Uberlube cope with the
current situation? How does the Corona
crisis affect your business in particular?
Amy Baldwin: Uberlube is registered as
a medical device, so we are considered
“necessary” and are able to stay in
production while continuing to look out
for the health and well-being of our team.
Things are changing quickly, and so far,
we are seeing an increase in online sales,
as well as an obvious decrease in orders
from brick and mortar stores. However
as of this week within the US, we are
now offering drop shipping for online
retailers so they can still sell Uberlube
online even if their doors are closed.

Some say that the erotic industry is
more crisis-proof than other industries.
What impact do you expect for the
sector as a whole?

Amy Baldwin,
Uberlube Brand
Ambassador
and coach

Amy Baldwin: My guess is
that brick and mortar stores
will take a hard hit over the
next year, but online sales
will continue to persevere
as people will feel more

comfortable ordering from the privacy of
their own homes.

For those of our readers who do not know
Uberlube yet, could you briefly introduce
your products to us?
Amy Baldwin: Sure! Uberlube is a
luxurious silicone lubricant that actually
moisturises the skin. No flavour, no smell,
Uberlube is made of clean ingredients
– just silicone and a little vitamin e. We
have hundreds of doctors on board who
recommend Uberlube to their patients
whether they are experiencing dryness
or perhaps they just want to enhance the
skin on skin contact.

While other lubricant manufacturers
keep coming up with ever new lubricant
variations, Uberlube uses a proven
formula with no frills. Why are you
pursuing this strategy?
Amy Baldwin: We made something that
works really well, and therefore there’s no
need to mess with it. Uberlube often gets
the “I never knew lube could be this good”
response from new customers, so we
w w w. e a n - o n l i n e . c o m • 0 5 / 2 0 2 0

I N T E R V I E W

keep it exactly as it
is while focusing our
energy on getting it
to as many people as
we can. Once they
try it, they are likely
to love it and buy it
again and again.

Can we expect new
Uberlube lubricants
in the future?
Amy Baldwin:
We are currently
testing out various
formulations for
a hybrid lubricant. We can’t make any
promises, but you may see a new product
from us at some point down the road.

Uberlube is not only marketed as a
lubricant for sex, but also advertised for
its benefits in styling and sports. Was this
a by-product of the development of the
lubricant or was this part of the concept
from the beginning?
Amy Baldwin: It just happened. The
intention was to create a nice-feeling
body-friendly lube that was there when
you want it and then blends in with the
skin when you don’t want it anymore. The
many other uses came after the fact. And
the creativity for usage continues to grow!
We’ve heard people use it as a makeup
remover, makeup primer, for shaving,
chafing and massage, and more!

Can you briefly explain how Uberlube can
help with styling and sports?
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„W E HAV E HUNDRE DS O F

DOC TORS ON BOARD W H O
RE C OMME ND UBE RL UBE
TO THE IR PATIE NTS

W HE THE R THE Y ARE

E XPE RIE NC ING DRY NE SS
OR PE RHAPS THE Y JUST
WANT TO E NHANC E THE

SKIN ON SKIN C ONTAC T.“
AMY BALDWIN

Amy Baldwin: For style: Uberlube coats
the hair follicles for added shine, and it
even tames of hair frizzies. For sport:
Uberlube coats the skin as a protective
layer from the friction that vigorous skinon-skin or skin-against-cloths contact
often creates.

What plans does Uberlube have for the
future? How do you expect the company
to develop in the coming years?
Amy Baldwin: We have been getting
involved in the medical side of the market
– mostly with Md’s and gynaecologists
– providing them with samples and
knowledge to share with their patients, and
we will continue to grow in this sector as
we are seeing a lot of positive feedback.
Doctors are handing out samples to their
patients, patients are loving our product,
and then they go buy it online or in retail
stores. The cycle continues and just about
everyone benefits!
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You can experience more pleasure!
Dr. Sad ie Al l i s o n l a u n c h e s G o L o v e CB D N a tu r a ls

GoLove co-founder Dr. Sadie Allison is the author of several best-selling sex
tip books and the CEO of TickleKitty.com, a go-to retailer for the latest,
greatest sex toys. Her newest venture, GoLove CBD Naturals, dives into
the natural wonders of CBD and holistic sexual health. Alongside her CBD
scientist partner in business and life, John Renko, Dr. Allison has developed
GoLove Lube, a water-based CBD intimate lubricant. GoLove promises to
soothe vaginal discomfort, solve unwanted dryness and calm the mind for a
relaxing experience that‘s all pleasure and zero discomfort. While most CBD
products are oil-based, Renko and Allison dedicated themselves to creating
a water-based lubricant – a rarity in the niche. According to GoLove, CBD is
not water-soluble, and the team had to first overcome the near-impossible
challenge of dissolving and stabilizing 200mg of CBD into a water-based,
body-safe lubricant. According to Dr. Allison (and the rest of the lubricant
world), water-based lubes are the safest option for all body sensitivities and
can be used with any condom or sex toy material. Now consumers can
experience all the benefits of CBD lubricant – like heightened sensations,
relief from chafing or
The founders of GoLove
CBD Naturals:
painful penetration and
John Renko and
fuller orgasms – with the
Dr. Sadie Allison
clean simplicity of an
H2O lube. EAN
nabbed an
interview with
Dr. Sadie Allison
as she ramps
up marketing
efforts for
the GoLove
brand.
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How can couples incorporate CBD sex
products into their playtime together? What
does a unique product like GoLove add to the
sensual experience?
Sadie Allison: While there’s many CBD
delivery methods such as tinctures, edibles
and salves, when addressing sexual foreplay
and intercourse, delivering CBD through a
water-based lube offers the consumer a distinct
advantage. Water-based CBD lubes are
designed specifically for sexual play and
intercourse and offers quick absorption to the
localized area through the vulvar and vaginal
mucosa, penises and scrotums, maximizing

you calm the mind and get you out of your
head and into your body - naturally. Women
have anxiety about body-image, inability to
orgasm, anticipation of pain, etc. Men worry
about sexual performance, penis size, ability to
make their partner climax, premature
ejaculation etc. In a 3,000 person survey, 1 in 4
women said they like to drink before sex to
lower anxiety, and 1 in 7 said they can’t have
sex with their significant other without drinking.
It’s no surprise that CBD is an increasingly
popular option over alcohol. And for most
people, a reduction in

SE XU AL
“B Y AD DI NG CB D TO YO UR
OP EN ED UP TO A
EX PE RI EN CE S, YO U AR E
PL EA SU RE TH AT YO U
WH OL E NE W WO RL D OF
DI DN ’T HA VE BE FO RE .”
SADIE ALLISON

CBD’s therapeutic effects. GoLove CBD
Naturals is a scientific-based sexual wellness
brand, focused on our niche specialty of
CBD delivery through water-based sex
lubricants. Since CBD has natural anti-anxiety
properties, it’s very popular now for couples to
use water-based lubes with CBD. It can help
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anxiety leads to a more positive, less inhibited, more explorative and comfortable sexual
experience. Less stress = ability to enjoy more
pleasure. So by adding CBD to your foreplay
and sexual experiences and benefiting from it’s
anti-anxiety and anti-inflammatory properties,
you are opened up to a whole new world
of intimacy, connection, comfort and pleasure

I N T E R V I E W

that you didn’t have before. Lastly, you can
experience more pleasure! Using a silky,
water-based lube enhances tactile sensation,
so you can feel increased pleasure through
the sensitive nerve endings of your pleasure
receptors. With increased sensitivity, reduced
anxiety and less pain, a new world of sexual
pleasure, playfulness and connection can be
at the tip of your fingers.

Sadie Allison: Reports show that 3 in 4 four
women will experience dysapreunia (painful
sex) due to dozens of conditions such as
endometriosis, vaganimsus, post-partum isues
and pelvic floor dysfunction, to name a few.
Vaginal dryness and atrophy are also common
challenges, especially during menopause.
CBD is an amazing, natural anti-inflammatory
and can help reduce pain from inflammation,
and for many, allow intimacy to occur, and/or
with less discomfort. When using water-based

How can CBD be useful for solo exploration or
with sex toys?
Sadie Allison: A good solo session usually
involves lube. For all the benefits of CBD one
would receive with a partner, you could also fully
enjoy by yourself, too. More comfortable selfloving if you have discomfort is a key
reason people use water-based CBD lube. And
it especially caters to women still discovering
their bodies. I’ve spoken with thousands of
women over my two-decade career as a sex
educator and I’m always amazed at how many
women are still easing into their sexual selves,
and learning to embrace their sexuality through
masturbation. So if you’re a newcomer to
self-pleasure, the relaxing effects of CBD can
help a lot. CBD’s anti-anxiety can help you relax
mentally and support embracing a deeper understanding of your body through self-love and
pleasuring without fear or shame. As for toys,
using lube with vibrators and dildos offer the slip
and glide you want. CBD waterbased lubes can be used with silicone toys
safely, and are latex safe too, which many
women use for extra cleanliness. If using a
sex toy anally or vaginally, CBD can help with
the comfort aspects as well.

CBD lube, the CBD assimilates into the body
and interacts with your TRPV1 vanilloid receptors, which are nonselective cation channels
known to mediate pain, perception and inflammation. When this interaction is happening,
CBD is depolarizing the TRPV1 receptors resulting in those areas becoming analgesic (pain
reducing). For millions of women who suffer
from these conditions that involve pain or
inflammation, CBD can now provide welcomed
relief, in a natural herbal remedy.

How can CBD help those experiencing pain or
discomfort during sex? What about folks recovering from past sexual trauma?

What were you goals in launching GoLove? Did
you have the aforementioned target market in
mind during development?
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Sadie Allison: When we created GoLove
CBD lube, we set out to support this group
of women. Our first objective was to make a
water-based sexual health formula that was
safe for the body and made only of superior
ingredients that would not irritate the delicate
vaginal skin. For the anti-inflammatory benefits,
we infused 200mg or organic CBD–a substantial amount for the highest efficacy–and is
the highest amount you can find on the market
in a water-based lube. In GoLove CBD lube,
you will also find natural wetting agents and
hyaluronic serum, a deep skin moisturizing

How does your proprietary CBD lube work?
What ingredients are in it?
Sadie Allison: Our first priority was to make
GoLove CBD lube in a high-quality water base
so it’s safe for everybody and is latex and
silicone-toy safe. The body-safe, pHbalanced water base alleviates the potential
issues oil-bases can introduce to sensitive
vaginal tissue such as trapping unwanted
bacteria and causing

IS A SC IE NT IF IC -B AS ED
“G OL OV E CB D NA TU RA LS
D, FO CU SE D ON OU R
SE XU AL WE LL NE SS BR AN
D DE LI VE RY TH RO UG H
NI CH E SP EC IA LT Y OF CB
IC AN TS .”
WA TE R- BA SE D SE X LU BR
SADIE ALLISON

super-humectant. For those recovering
from past sexual traumas, if what you’re
experiencing is mild anxiety and/or pain,
CBD can certainly be worthwhile to explore
and see how it can help you. It can help you
calm the mind so you can engage in foreplay
or lovemaking with more ease. And if you
have discomfort, CBD’s anti-inflammatory may
help reduce it. However CBD isn’t a cure-all.
If you’re experiencing deeper-rooted issues,
severe physical or emotional pain from past
trauma, please consider seeking help from a
sexual therapist or qualified clinician.
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infections or disrupting the vagina’s natural
pH balance. The vagina is naturally acidic and
maintains a low pH to keep it inhospitable for
undesirable bacterial growth. We heavily s
crutinized every ingredient for its safety
and quality and included ingredients like
Gluconolactone, which is a natural moisturizer,
anti-oxidant, pH regulator and broad-spectrum
preservative. It’s also infused with hyaluronic
serum - a luxury skincare super-humectant
that retains 1000x its water weight and is a
deep skin moisturizer. The surfactants chosen
to solubilize the CBD into the water base are
commonly found in baby products. And
what’s not in it? We steered clear of anything
w w w. e a n - o n l i n e . c o m • 0 5 / 2 0 2 0

I N T E R V I E W

associated with allergic reactions or that can be
potentially harmful or problematic to women.
This includes oil, glycerine, paraben, alcohol,
stimulants, L-arginine, petrochemicals, dies,
perfumes, artificial coloring, etc. Our CBD is
of the highest-quality, domestically-grown,
extensively lab tested product and is produced
by a leading member of the Hemp Roundtable
Organization (an advocacy group that sets
standards for high quality hemp production).
One bottle of GoLove includes 200mg of
premium organic CBD – the highest you can
find in a water-based lube. GoLove CBD lube
has passed extensive 3rd party independent
lab testing for pathogens, yeast, mold, bacteria
and cannabinoid concentration. It has also
passed a formal dermatologist HRIPT test and
is certified hypoallergenic. These certifications
can be found on our company website,
GoLoveCBD.com

How would you recommendation using
GoLove CBD lube for first timers seeking
something new for their sexual play?
Sadie Allison: Use liberally and gently
massage 3-4 pumps of GoLove CBD lube all
over your sensual areas - and on your partners,
too. For best results we recommend applying
some 15 minutes before intimacy (when
possible!) for the CBD assimilate into the body.
GoLove CBD lube is packaged in a lightresistant, luxury glass bottle to protect the
integrity of the CBD, and has a unique treatment
pump so you can “dose” your desired amount

of CBD. Each full pump includes 2mg of CBD.
If you’re a newcomer to CBD, we recommend
‚titrating‘ up, which means starting with a small
amount (ie 1-2 pumps, or 2-4mg of CBD), and
increasing the dose over time until you find what
feels best for you. Since every person’s body
will assimilate CBD differently, it’s best to explore
and find the amount that works best for you.

Can you tell us some helpful tidbits that
retailers can use to educate consumers
about GoLove?
Sadie Allison: GoLove is a clean, healthy
water base without any synthetic slipping
agents, so it will naturally absorb into your skin
over time. Simply apply more lube as needed
during your sexual experience. Enjoy it’s clean
silky texture (never tacky or sticky) and rest
assured it won’t need to be ‘washed off’ afterward. Tip: If you are a THC user, you can enjoy
a synergistic effect by combining GoLove CBD
lube with THC, as research shows they work
better, together. Simply consume some THC in
your preferred delivery method before intimacy
along with GoLove CBD lube and you may be
in for a real treat of heightened effects. Yes,
go right ahead, GoLove has a natural pleasant
taste and is lickable! GoLove CBD lube is made
with a nourishing water base, and it can be
used anywhere on the body: try it as a daily
vaginal moisturizer, use it for post-sex soreness
or for a sensual body massage.

ted
This interview is contribu
U.S.
by Colleen Godin, EAN
Correspondent
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The erotic lifestyle magazine.
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a handy-sized magazine to pass it on to their
customers. This way, they provide thousands of
households in Germany, Austria and Switzerland with
erotic topics and fitting product recommendations.
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You have an erotic business or an
online shop and want to receive
MODERN EMOTION for free to
distribute it to your customers?
If so, feel free to contact
Ms Julia Delling on jdelling@orion.de
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Be what you sell. The customer wants authenticity
Mist e r B‘s To ny d e Wi l d e r e v e a l s th e tr a d e a nd trends beh ind mo dern, ga y kinksters
When your target markets define themselves with bolded acronyms, you know you‘ve got a tough crowd on your
hands – that is, unless you‘re a genuine, card-carrying member. The LGBTQ+ and BDSM communities are two
consumer groups that can see the wolf straight through even the most opaque of sheep‘s clothing. Put these
two categories together and you‘ve got a recipe for marketing and product design that shouldn‘t be attempted
by anyone but the most experienced of chefs. To put it simply, there is no fooling a kinky, gay man. If he knows
his leather from his pleather and likes to play hard, don‘t think you can sneak anything past this guy. He‘ll walk
past your section of slat wall with a hearty laugh and never look back. In the spirit of authenticity, who better
to report on the right-here, right-now trends in kinky LGBTQ+ products than the boys at Mister B? They know
what‘s hot because they live the lifestyle when they‘re not busy selling it. Tony de Wilde,
Mister B‘s marketing guru, obliged some brain poking from EAN to let us in on the near
future of the gay kink market.

Tony de Wilde,
Marketing
Manager
at Mister B

Looking back on 2019 and quickly
moving forward into 2020, what’s
your overall opinion on the state of the
LGBTQ+ toy market - both in the kink
toy niche and for “regular” sex toys for
gay or queer folks? How fast is this
market growing?
Tony de Wilde: This market
is ever growing, there are
more and more new players
jumping on the queer/fetish
bandwagon. But not always
with a clear idea or
understanding of the fetish
scene and necessary
product quality standards.
For us this is an opportunity as it makes us stand
out, since the customer is
becoming more demanding
and knowledgeable.

When people visit Mister B, whether
in your physical shop or online, what

type of products are they most often
seeking? Has your clientele changed
at all over time, in regards to the most
popular type of products that people are
usually looking for from Mister B?
Tony: Besides the regular lubricants
and condoms, we see that most
customers choose Mister B for its
selection of leather clothing and hardcore
BDSM toys. We’ve noticed that our
clientele is getting more and more
diversified, spread over the whole
spectrum of genders and sexualities.
As Mister B we try to be as inclusive
as possible, we see ourselves as a true
LGBTQ+ straight-friendly company.

What are the best brands or specific
products you’d recommend within
the niche for which Mister B is most
well-known gay BDSM?
Tony: We have quite a large variety
of BDSM toys under own brand, like
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“WE SOURC E A LOT OF OUR PRODUC TION IN

EUROPE . THIS W E WAY C ONTROL THE QUAL ITY

A S W E L L AS C OME UP W ITH ORIGINAL PRODUC TS
A N D BRANDS.”
TONY DE WILDE

collars, restraints, whips to name just a few.
Next to that we focus a lot on creating our
own anal toy brands like Mister B Fucktools
and WAD (Weapons of Ass Destruction), soon
to be expanded with our XXL range.

Outside of the specific gay men’s market,
what other LGBTQ+ products or brands do
you most often recommend?
Tony: We offer a wide range of products for
different target groups, like for instance the
selection of ‘Trans Masculine’ products in
our assortment.

Are there any specific markets within the entire
LGBTQ+ space that are seeing growth from
new kinds of customers?
Tony: Basically most of them, fetish is
getting more and more mainstream and all
kinds of customers visit our stores and our
website to find their specific fetish outfit
and toys.

Are there any new or upcoming brands/toy
companies that are really “getting it right” for
LGBTQ+ consumers?
Tony: F-Machine, a brand that offers highend Fuck-machines and milking machines.
Definitely worth to check out what they have
coming up next.

How can sex toy brands better understand
and make products for LGBTQ+ consumers?
Tony: We won’t give away the tricks of the
trade, but what I can say is be what you sell,
the customer wants authenticity.

What are Mister B’s Business goals for 2020?
Obviously we know your hope is to keep
selling, but do you have any specific strategies
you’ve built to improve business?
Tony: Apart from the standard goals financially,
we are focusing a lot on producing our own
products and creating our own brands. From
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lubricant to anal toys to new designs in
leather and rubber gear. We source a lot of
our production in Europe. This we way control
the quality as well as come up with original products and brands. For instance, we just released

Tony: Fetishist these days are all about
being their authentic selves, which can
mean a multitude of things. They love
to express themselves through their
fetish gear, whether it is sportswear,

“ THE RE ARE MORE AND MORE NE W PL AY E R S

JUMPING ON THE QUE E R/FE TISH BANDWAGO N.
BUT NOT ALWAY S W ITH A C L E AR IDE A OR

UNDE RSTANDING OF THE FE TISH SC E NE AN D

NE C E SSARY PRODUC T QUAL ITY STANDARDS.”
TONY DE WILDE

Mister B Double-F Fist lube, which is a super
thick, water based lube that doesn’t dry and is
easy to clean.

What does today’s young, kinky gay man want
in a sex toy?
Tony: Today’s young kink enthusiasts are usually
well educated and know what they want.
They like unique products, good quality and an
experience. So it is not just the price or the
product, it is the brand and the experience that
comes with un-boxing it and using the product.

Similarly, what does a kinky, gay guy want
in BDSM gear?
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latex, neoprene, leather, etc. There is a
market for all of the above. Also they don’t
limit themselves to one type of fetish or
color.

What type of sex toys are most popular with
your gay clientele right now, such as anal
toys, masturbators, etc?
Tony: What you see with our customers is
that on the one hand, innovative products
are very popular, like anal toys which you
can control with an app like B-vibe and
toys like that. On the other hand, you see
that more and more fetishes are less taboo
so more people are experiencing with BDSM,
electro, bigger anal toys, etc.
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“ TODAY ’ S YOUNG KINK E NTHUSIAST S A R E
USUAL LY W E L L E DUC ATE D AND KNO W
W HAT THE Y WANT.”
TONY DE WILDE

Which BDSM categories are most popular right
now with your customers, like bondage, impact
play, latex or leather fetish, collars, etc?
Tony: To be honest most of them, haha,
Leather is one of the biggest ones in our
stores and online also because we offer a
wide range of options, styles and colours.
But don’t underestimate the popularity of
bondage and impact play, we sell a whole
lot of whips and paddles. ;-)

Is it important for sex toy and BDSM product
brands to stay involved in the gay community,
such as by vending at gay or kink events,
sponsoring Pride events, having a product
booth at Pride parades, etc? Do gay
consumers purchase more from a brand/
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manufacturer if they feel the brand is
connected to them on a more personal level?
Tony: I think if your product / brand caters
to the LGBTQ+ community then yes,
sure, go for it. Support of the community
is important and always relevant as long
as the intention is to support, and not
just be at an LGBTQ+ event to promote
your brand and profit without investing in
the community.

This interview is
contributed by
Colleen Godin,
EAN U.S.
Correspondent
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M A Y H E M

The Monthly Mayhem is known to be sprinkled with surprising facts – such is
the nature of these interviews. For instance, did you know that Raquel Shaw did
documentaries in conflict zones all over the globe before joining this industry?
Less surprising is the fact that she’d rather be spared the sight of a naked
Montgomery Burns – fans of the legendary TV show ‚The Simpsons‘ will
definitely agree with Raquel on that one. Other than Monty Burns, this edition of
Monthly Mayhem also revolves around Cleopatra, Constanza Pascolato, Audrey
Hepburn, Roy Scheider, and three world-renowned writers.

Raquel Shaw: Yes! Would you grant me
with the rights to use this line?

Raquel Shaw: Perhaps the same as I was
doing before I got into the adult industry:
documentaries, mostly in conflict zones.
Simple way to read this is ‚getting into
trouble after trouble‘.

What was your childhood ambition?

What was the biggest step in your career?

Raquel Shaw: To travel the world. Mission being accomplished since I was 19.
Could not be happier!

Raquel Shaw: Long story short, I’ve
got into the industry when I started h
andling the foreign trade and import
coordination of our company in Brazil.
That was 2006. Before then, I dealt
copyrights of adult films.

Raquel Shaw: Let’s be honest, I am
old and had quite a few careers. When
Cleopatra and I were classmates, she
told me to think big. So I will dare to
mention two – one for each main career:
my work contribution to Orgie Company no doubt!; and my exclusive interview
with Tareq Aziz, then Deputy Prime
Minister of Iraq in the year 2000. History
proves that Cleopatra and thousands of
other women did (and are doing) way
better than me, but I am pretty happy
with these two anyway!

If you weren’t in this industry, what would
you be doing now?

Where do you see yourself in 10
years’ time?

Is your brand the best of two worlds South America and Europe?

How did you get into the industry?
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Raquel Shaw
Que sti ons & A nsw e r s

Raquel Shaw: Being a smoker and workaholic
at my age, alive would be good enough.
And travelling.

Audrey Hepburn, both for their elegance and
impeccable personality, not because of their
professional achievements. Did not get even
close… I still have some time now and will try
harder in my next life.

How do you envision the future of the industry?
Raquel Shaw: Thumbs up for healthy and
positive competition. Thumbs down to negative
and vicious competition. Being a proud incorrigible optimist, I say that our industry is taking
the right path in this sense.

What is your idea of a perfect working day?
Raquel Shaw: That is when we succeed to
accomplish the order schedule for the day
without delays. Being honest, I am happy to say
that I assemble orders together with our team.

How do you relax after work?
Raquel Shaw: That would be wine, girls’ night
out and/or cable TV. Summertime would be
wine (indispensable!) & watching the sunset at
the beach.

Imagine you have been asked to award a medal
to someone. Who’s the lucky winner?
Raquel Shaw: I would need to award two
medals…. Can I? First one would go to my dad,
simply the best. Second one would go to my
former boss for 25 years, Mr. Susumu Saegusa
for believing in my potential when I was only 19
sending me out to the world. I owe to both of
them what I am today.

Which personal success are you proud of?
Raquel Shaw: This question made me realize
that I do not have successes of my own, with
no other involved. Gave it a lot of thinking,
believe me!

What do you particularly like about yourself?
Raquel Shaw: I am a worthless salesperson,
but I am a good negotiator. I like to handle
situations, to deal with people and learn from
human nature.

Who would you consider your role model
and why?
Raquel Shaw: There have been two since
decades ago: Constanza Pascolato, a Brazilian
well-known businesswoman; and the actress
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Which vice could you never forgive?

M O N T H L Y

M A Y H E M

Raquel Shaw: For me, greed is the worst ever.
Ambition is healthy and is what makes us all
work and day-dream about everything we
want for ourselves and our loved ones.
Greed is what makes us do whatever it takes
to get what we want, and a lot of people get
recklessly hurt in the process. This is what I
can never forgive.

What song do you sing in the shower?
Raquel Shaw: There isn’t a song. There is a
play list! I better end this one right here, for the
good sake of all readers!

Who would you never ever like to see naked?

Which three things would you take with you to a
deserted island?
Raquel Shaw: Here I am back to that desert
island. Goodbye husband and nice little
cottage. Hello challenge!
1. Cigarettes. Sorry, non-smokers. Bring it on!
It is one of my many flaws and really enjoy it!
2. Ok, no espresso coffee so I would go fine
with instant coffee as I can manage a way to
boil water.
3. Gave up on the lighter to take a picture of my
dad that I always carry with me. I will try my
best ‚survivor‘ skills to make fire by other means.

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

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

Raquel Shaw: Can I swap lives with three people
in one day, 8 hours each? It would be a busy one
but I think I can take it: Ernest Hemingway while
writing ‚The Sun Also Raises‘, Mikhail Bulgakóv
while writing ‚The Master and Margarita‘ and
Oscar Wilde while writing ‚The Portrait of Dorian
Gray.‘ Would be funny to see how these three
would react living 8 hours of my life but it worth
this day-dream!

Raquel Shaw: I would go to the cinema with
Roy Scheider to watch ‚All That Jazz‘.

Is there anything you would never do again?

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

Raquel Shaw: Really? Do you have enough
paper to print this one?

Raquel Shaw: Oh my… I will keep this one
simple and trouble-free with one name: Mr.
Montgomery Burns, Homer Simpson’s boss.
If he already appeared naked, thank God
I missed that episode!

Raquel Shaw: To that same desert island of
your next question, if you could put a nice little
cottage over there it would be just perfect.
And since we are talking about holidays, I
would bring my husband with me. No internet
access, please!
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Do you have some good advice you want to
share with our readers?
Raquel Shaw: Hmmmm… no. What is good
advice for me may not be good for others.
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