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Womanizer 2GO

letter
from the editor
Dear Ladies and Gentlemen

P r o v e n t e c h n o l o g y, b u t i n h a n d y p o c k e t f o r m a t

The adult market has changed a lot
throughout the past years, and
obviously, so has the adult retail trade.
But even though some people think
that old-fashioned sex shops have
gone the way of the dodo, some of
these dinosaurs still exist. I actually
stumbled upon such a shop by
accident when visiting the town of
my birth. Or, to be more precise, I
stumbled upon it again – but we’ll
get to that later. In any case, there
was a dusty display window covered
with curtains so no one could look
inside the shop. Which is probably
for the best. The only thing visible in
the shopping window was a slogan
made from tinfoil letters, stuck to the
glass in a weird angle: 'For Her &
Him' – very original. I don’t want to
seem like a pessimist but I feel that
the percentage of female customers
in this particular shop was miniscule.
Behind a smaller window, there were
a handful of products, their boxes
bleached by the sunlight, crudely
arranged and surrounded by dead
and dried up houseflies. I wondered
if these flies had maybe died from the
chemical vapours emanating from the
products. But the biggest question
on my mind was: How is this shop
still in business? How can this work?
Is this one of those exceptions that
go to prove the rule? And as I
mentioned before, this was a
rediscovery because that shop had
actually been in that same place for
decades. For as long as I can
remember, throughout all the years I
lived in this town - it’s always been
there. Nowadays, I only go back to
my old home turf occasionally, and
the sex shop is still there. Like a rock
in the surf, it has persisted,
untouched by the waves of change
that have reshaped the adult market
around it. Everything that we consider
normal in the industry today has
bounced off its shabby exterior. One
swallow doesn’t make a summer,
they say. Walking past that shop, I
was really happy that it doesn’t.

Flensburg, Germany - It has revolutionized the erotic industry. It is a lifestyle product that
has sold hundreds of thousands and has made at least as many women happy.
It is uncomplicated, easy to use and makes women's dreams come true.

After the W100, the W500, the Pro40 and the +Size,
a new model is now available: the womanizer 2GO

I

t is celebrated world-wide with catchphrases
such as 'World Debut', 'Orgasm Marvel' and
'Favourite with the ladies', usually with the
addition that it's highly addictive. Those are the
words used to describe the womanizer. And from
June 2017, the product will also be available in a
pocket-sized alternative. The womanizer is an
innovation in the portfolio of erotic products,
because it can achieve (multiple) orgasms without
touching the clitoris! The principle is simple, but
revolutionary: the orgasm is triggered by sucking
the clitoris while the stimulation is created by
means of adjustable pulsating pressure waves.
Due to this not only the long wait for the climax is

a thing of the past, but also over-stimulation of
the clitoris - because where nothing is touched,
nothing can be over-stimulated. As of June 2017,
the womanizer goes on a journey. After the
W100, the W500, the Pro40 and the +Size, a
new model is now available: the womanizer 2GO
- proven technology, but in handy pocket format!
At first sight he looks like a classy, slightly larger
lipstick. But he packs a punch and delivers a
small but intense orgasm on the go. The angled,
pink-colored stimulation head spoils the clitoris
thanks to the proven Pleasure Air Technology.
The six intensity levels can be set at the touch of
a button on the underside, a click feedback with
light effect makes handling in the dark easier. The
womanizer 2GO is waterproof (IPX7) and can
therefore also be used in the bath or shower. It is
rechargeable like all womanizer models with an
enclosed USB cable. Also included are two
different sized attachments as well as an
instruction manual in eleven languages. The
womanizer 2GO is the must-have! Just like a
lipstick, it makes every woman more attractive
and makes her beam. Always and at all times.
For further information,
please visit www.womanizer-wholesale.com

New from SHOTS: LUNA
Beneden-Leeuwen, The
Netherlands - The LUNA
collection consists of a series
of 10 different vibrators and
rabbits. Every model comes
with distinct features like
different speeds, ninety
degrees bendable parts that
stay in numerous positions,

That's it for this month!
Matthias Poehl
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and one of the models has
a unique rotating single ball
hidden under the silicone at
the top of the vibrator.
LUNA is one of the most
affordable silicone vibrator
and rabbit lines in the
market, in stock now and
ready to ship!
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B Swish’s Bnaughty Deluxe Bullet Massager gets an update
New colors, better materials, a stronger motor and more features
Los Angeles, USA - Bnaughty Deluxe from B Swish has been updated and improved for 2017 with new colors, better
materials, a stronger motor and more features. The Bnaughty Deluxe is a silky bullet boasting six powerful and quiet
functions along with a compact remote controller with easy-to-use backlight controls.

W

ith a classically styled silicone bullet with
tapered smooth ridges, the size and shape
of the bullet rests against the users’ sensitive areas
and a new, stronger motor is better than the
previous version according to B Swish. The
6-functions are cycled through the click of a
button on the ergonomically designed remote, now
with a softtouch grip, and is lit up by a red light for
easy play in the dark. The Bnaughty Deluxe is
powered by 2 x AAA batteries, which are now
easier and faster to access thanks to a one-touch

Scala’s Stimul8
drugstore basics
Almere, The
Netherlands The Stimul8
assortment at
Scala Playhouse
has all the basics
to enhance man’s intimate experiences in a
pleasurable and non-invasive way. Male
enhancement products and stimulants can be a
way to intensify the intimate experience. If male
consumers crave hardness and stamina, but need
a bit of help to maximize their potential, the Stimul8
drugstore assortment offers some alternatives with
quality formulas. Products from the male collection
include premium Delay Spray, which allows male
consumers to go harder and longer, Penis
Enhancer Cream for a well-looked after erection,
Erection Cream and arousing Love Drops.
All the products in the Stimul8 assortment are
body-safe and made of quality ingredients. These
budget-friendly drugstore choices come in a
contemporary packaging which is also suitable
for main-stream in-store presentation.
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battery eject button. As a
member of B Swish’s
Deluxe Line of personal
massagers, the Bnaughty
Deluxe arrives in sleek
packaging and is available
in three new colors,
including Raspberry,
Royal Purple and Black.
A velvety pouch is also
included.

The Bnaughty
Deluxe is a silky
bullet boasting six
powerful and quiet
functions

N E W S

LELO captures

the mass market in Germany

L E LO p l e a s u r e p r o d u c t s s o l d o n m e d i a m a r k t . d e
Stockholm, Sweden - LELO last month proudly became one of the first pleasure brands
stocked in the online shop at MediaMarkt, Germany’s electronic specialist number one, a
new sign of the growing mainstream appeal of pleasure objects. Mediamarkt.de offers the
whole LELO product range to their customers.

L

ELO’s long reputation as a luxury designer
makes the brand an attractive partner for
the current diversification for MediaMarkt online
shop. There is a very encouraging trend across
Europe for bringing the most beautiful sex toys
out of the traditional sex shops and installing
them alongside more mundane, more everyday
products, like electronics. Here, they are
positioned as household items, rather than
objects to hide. This is a change in attitude
very much led by LELO. After all, LELO has
already secured similar placements in
mainstream stores across Europe, from

LuisViaRoma in Italy to Selfridges in London, as
well as Muller in Croatia and many more
besides. LELO CMO Steve Thomson said:
“It’s always a pleasure to see products as sexy
as LELO’s alongside the most everyday things
like washing machines. It goes to show that
LELO is as much a part of a normal, healthy
lifestyle as anything else. That’s very rewarding.
We’ve always done more than pleasure
products, including design awards and so on,
so we are the most mainstream pleasure
brand in the world, and this partnership
confirms that.”

New formula for pjur med AFTER SHAVE spray
Wasserbillig, Luxembourg pjur med AFTER SHAVE spray
is now available with a brand
new formula. This
improved formula uses fewer
ingredients without
compromising on quality,
providing even better care for
sensitive skin after shaving
thanks to the addition of aloe
vera and provitamin B5. "The
addition of aloe vera and provitamin B5 help
the After Shave Spray to perfectly soothe and
care for areas of the skin which are subject to
particular strain. We constantly strive to
improve our formulae, which is why we have
improved the popular formula of pjur med
AFTER SHAVE spray”, said Patrick Giebel, pjur
group's Quality Management Representative.
pjur med AFTER SHAVE spray is perfect for

pjur med AFTER SHAVE spray is
perfect for gentle, soothing skincare
after daily (intimate) shaving
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gentle, soothing skincare after daily (intimate)
shaving. When shaved regularly, skin in all
parts of the body can become sensitive,
which can lead to inflammations and pimples.
pjur med AFTER SHAVE spray is distinctive as
it is free from alcohol and perfume and
protects against inflammations and razor burn.
It doesn't sting and it soothes the areas of the
skin which are under strain with provitamin B5;
the added aloe vera also cares for the skin.
It has been dermatologically tested, is
odourless and suitable for all areas of
the body.
About pjur med: pjur med stands for
high-quality personal lubricants and intimate
care products with natural and nature-identical
ingredients for health-conscious consumers.
The range includes silicone and water-based
personal lubricants as well as hygiene and care
products for intimate areas.
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The Bunny On A Budget
Am az i ng q u al i ty and an e v e n be tte r p r i c i n g

Almere, The Netherlands – Give consumers a bunny they can afford without compromising on quality: give them the Bunny On
A Budget. This thrilling vibe from Scala's The Rabbits by TOYJOY range is the ultimate rabbit for beginners, making it a musthave in any assortment.

T

he Rabbits by TOYJOY collection has a
perfect bunny for every budget and
experience level. From basic options for
entry-level consumers to more advanced,
high-end vibes for lovers with a big toy
collection; there truly is something for
everyone. One of the highlights from the range
is the amazing Bunny On A Budget: the
ultimate beginners’ vibe, now ready to order at
Scala Playhouse.
The Bunny On a Budget is a powerful multi-speed
vibrator with a thrilling bunny-shaped clit stimulator.

The vibrator has a classic silhouette,
combined with modern, thrilling power. It’s
available in two versions: smooth purple or
nubbed pink. The smooth purple will softly
caress your contours, whilst the nubbed pink
bunny will add extra stimulation with its little
pleasure nubs. Both versions are made of soft
TPR and feature an easy to use twist-cap
base; making it easy to use and perfect for beginners.
The Bunny On A Budget offers simple, non-intimidating pleasure that is affordable to all; and is the perfect
introduction to the world of rabbit-style toys.
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XR Brands debuts two new 'Head Teaser'
penis massagers with powerful vibration

Unique vibrator design cups head of penis for hands-free stim on most sensitive area
Huntington Beach, USA – XR Brands has expanded its series of Head Teasers, cup-shaped
massagers made for hands-free stimulation of the penis’s nerve-rich coronal ridge and
frenulum. Inspiring an entirely new product category, these Head Teasers are available in
silicone and TPR options and deliver concentrated vibration to the most sensitive parts of
the penis fast and easy – with no hands required!

A

vailable from the Trinity Vibes brand of
affordable essentials, the four-piece Head
Teaser collection features two new designs:
The Clear Vibrating Penis Head Teaser is a TPR
sleeve that fits snugly over the head of the
penis and features internal nubs and ridges for
extra sensation. The attached bullet transmits
vibration throughout the entire sleeve and,
because it is removable, can be used all over
the body for extra massage. The 10-Speed
Silicone Penis Head Teaser features a firmyet-stretchy nubbed sleeve powered by three
speeds of vibration and seven pulsating
functions. Made of premium silicone, this
design is non-porous and offers a firmer
sensation surrounding the penis head. “When
we first created Head Teasers, we had no idea
how fast they’d take off – and now we’ve

The Head Teasers are available in
silicone and TPR options and deliver
concentrated vibration to the most
sensitive parts of the penis – with no
hands required

essentially created a sub-category of its own!”
XR Brands Director of Sales and Marketing
Rebecca Weinberg said. “These clever shapes
deliver surround-sound stimulation to the most
sensitive part of the penis, and unlike so many
other penis stimulators, they are powerful
without feeling bulky and provide hands-free
massage like nothing else on the market!”
Head Teasers by Trinity Vibes presents an
exciting opportunity to build male-focused
inventory with something more unique than the
traditional stroker or masturbator and caters to
a variety of penis shapes and sizes. “And
thanks to their hands-free convenience, Head
Teasers are perfect options for consumers
whose mobility issues make it difficult to
utilize traditional penis masturbators,”
Weinberg said.

Eropartner Distribution welcomes
Olav van Kuilenburg
Zwaagdijk, The Netherlands - Olav van
Kuilenburg has joined the sales team of
Eropartner Distribution on May 1st. He brings
a lot of sales and commercial experience and
has a strong driven mentality. “Olav has an
experienced sales history and we are
pleased to have him in our team to meet our
growing industry” stated Chris Bakker, CEO
of Eropartner Distribution. His focus will be
on the existing and new markets and support
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the sales department with launching new
products. “It is exiting to be part of such an
inspiring team and I am looking forward to
meet (new) clients and bring in my
experience to the team” says Olav. The last
15 years Olav has been responsible for sales
and marketing projects, and has worked at
different companies with a great variety of
target audiences. He is well versed in market
research and promotion campagnes.
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Strip Collection for a Seductive Show
C o tte ll i Col l e c ti on
Flensburg, Germany - The new collection from Cottelli Collection looks amazing, thanks to its
fancy functions. The exclusive lingerie was designed at ORION’s headquarters. The lingerie is
extremely attractive because the seductive designs and materials really put women’s sexy
curves in the limelight.

H

owever, the fancy functions in the cleavage
area also help women perform a breathtaking
striptease. Some of the lingerie also has panties
that can be unbuttoned and removed. These
exclusive outfits help women put on a seductive
show – in top-quality lingerie at great prices. Cottelli
Collection’s 'Strip' Collection is now available from
ORION Wholesale. It will be delivered in the new
Cottelli packaging – a high-quality cardboard box
that can also be used as a gift box. This cardboard

box is covered in
an additional
slipcase with a
detailed image
of the respective
product, as
well as a
description of the
product in nine
languages.
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Topco now shipping 'Lure Black Label'
pheromone-infused fragrances

Latest from best-selling pheromone line scientifically formulated in USA-based lab
Los Angeles, USA – Topco is officially shipping new Lure Black Label pheromone-infused
fragrances scientifically designed to send subtle scent signals to the opposite sex. Designed
to inspire attraction and attention using subtle scents, Lure Black Label offers a fun and
sexy enhancement to any occasion in need of a little intimate chemistry

P

heromones diffuse subconscious scent signals to trigger powerful sexual responses –
exactly what Lure Black Label was formulated
to do. Based on the chemistry of the attractant
alpha-androstenol, Lure Black Label triggers
intrigue and confidence with understated scent
profiles developed in Topco’s U.S.-based
laboratory and is available in three versions: 'for
him,' 'for her,' and 'you & me,' a special unisex
scent. “Spring has officially sprung, the sun’s
out longer, and shoppers are getting in the
mood for summer romance, which is why Lure
Black Label is a must-have for stores in the
know,” Topco COO Autumn O’Bryan said.
“Pheromone-based products are strong sellers,
thanks to their intriguing capabilities, and Lure
Black Label boasts a brand name that retailers

Lure Black Label pheromone-infused
fragrances are designed to send
subtle scent signals to the
opposite sex

know.” Lure Black Label features sleek matte
black packaging for a modern and
sophisticated look that translates strongly on
store shelves. The attractive bottles and
discreet 'Chemistry of Passion' branding make
Lure Black Label ideal for display with lingerie,
candles, and sensual enhancers, and each
case ordered comes with a free tester for
in-store sampling. “Lure Black Label scents
are the perfect companion to sexy swimsuits,
lingerie sets, and other softer lifestyle items that
help users be their most confident and
authentic selves,” O’Bryan said. “Great for
pool parties, beach vacations, and summer
flings, these pheromone sprays give
shoppers something unique to get
excited about.”

Pipedream’s PDX Elite line now in stock and shipping
Chatsworth, USA - Pipedream Products
first revolutionized the male masturbation
market with the best-selling line of Pipedream
Extreme products. Now the company
continues to push the boundaries of product
development with the most advanced male
masturbation line ever created—the brand
new PDX Elite collection, which is now
in-stock and shipping! Inspired by the
overwhelming popularity of Pipedream
Extreme, the PDX Elite line sets a new
standard for advanced technology and new
innovations within the growing male
masturbation category. The 20-piece
collection incorporates thrusting, rotation,
suction, and vibration into the male

14

experience like never before. Also introduced
is Pipedream’s new and exclusive 'tight
squeeze' airbag technology. Combined with
intense suction, the inflatable airbags create
an unparalleled 'milking' masturbation
sensation available nowhere else on the
market. These incredible new items are
competitively priced and presented in
discreet, high-quality boxes, making them the
perfect fit for upscale environments. Each
PDX Elite item is also accompanied by a Prep
Kit of lubricant, cleaner, and three premium
silicone C-Rings for the ultimate customer
experience. Like all Pipedream Products, PDX
Elite can be incorporated into a customized
planogram to fit retailers’ unique needs.
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Fiﬅy Shades of Grey - The Oﬃcial Pleasure Collection
featured on 'Keeping Up with the Kardashians'
Media coverage
Los Angeles, USA - It seems there is a new fan of bondage in Hollywood. Self-proclaimed ‘momager’ to the Kardashian and
Jenner siblings, Kris Jenner, has been trying out some bondage toys in an episode of 'Keeping up with the Kardashians.' some
weeks ago.

T

he episode features a segment where
Kris Jenner informs Scott Disick that
he looks similar to Fifty Shades of Grey’s
leading man, Christian Grey. Jenner then
pulls out wrist ties from the Fifty Shades
Official Pleasure Collection and proceeds
to tie Scott’s wrists together. The award
winning Fifty Shades of Grey - The Official
Pleasure Collection is the only pleasure
collection that was officially endorsed by author E L
James. E L James worked closely with 'the sexual
happiness people' at Lovehoney to create the sex
toys and bondage products she describes in her
best-selling books. Lovehoney Co-founder Neal
Slateford says: "We are thrilled Kris Jenner was
filmed trying out Lovehoney’s Fifty Shades of Grey

The Fifty Shades of Grey
phenomena continues

- The Official Pleasure Collection
range. Fifty Shades introduced millions
of women to the wonders of bondage
— it seems that Kris is another
convert!" Lovehoney have sold millions
of units of Fifty Shades of Grey
products since it secured the rights to
manufacture the only official licensed
ranges in 2012. In 2016, Lovehoney
heralded the launch of the second range of
pleasure products in the Fifty Shades of Grey
range, Fifty Shades Darker – The Official Pleasure
Collection. They will also be launching another
collection later this year designed with E L James
based on the third book in the trilogy,
Fifty Shades Freed.

Bath time indulgence at Scala Playhouse
Almere, The Netherlands – Add a touch of
intimate wellness to the assortment with one
of the sensual bath products from
Scala's drugstore assortment. These
indulgent products are great up-sell items:
as they are perfect little gifts.
The Scala Playhouse drugstore
assortment doesn’t just include amazing
lubricants, stimulants and enhancement products:
it also features a great selection of bath products,
designed for a touch of extra indulgence to the
bath time. These products make great up-sell
items thanks to their non-intimidating look and feel,
affordable pricing and great ‘gift appeal’; making
them great presents for consumers looking to spoil
themselves – or a loved one.
Though there are bath products in various
fragrances, the ‘fruit’ aromas are recommended
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strongly. These intimate wellness
essentials add a smell of fruity seduction
to the bathroom session, with various
sweet and juicy options like the Bath Oil
Erotic Fruit by Shiatsu. Or maybe
consumers would prefer the Bath Salt
Tropical Tease from the Dona by
JO collection. These fragrant crystals
release soothing aromas and illuminate the bath
with gorgeous colors to relax and soak away
stress. The fruity Tropical Tease scent is infused
with pheromones and aphrodisiacs; the bath salt
will put consumers in the mood for intimate fun,
plus make them irresistible to their partner.
Another highlight is the Lovebath Dragon Fruit by
Shunga: the magical formula will transform
the bath water into a thousand delicately
scented pearls.
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CalExotics releases new harness collection
Her Royal Harness

Ontario, USA - CalExotics a new collection of harnesses and accessories, Her
Royal Harness. This assortment consists of three harnesses and a unique probe designed
for mutual stimulation. Every item is made from quality material that is designed for all types
of play.

S

usan Colvin, Founder, and CEO of
CalExotics says, “Consumers are always
looking for new and inventive ways to play, and
we made this a focus when creating our
newest collection. We brought together fun
styles, unique shapes, and quality materials to
produce a superior collection of products. We
know our customers, and the end consumer
will love it.”Her Royal Harness offers three
harness styles; The Princess, Duchess, and
Queen. The Princess is universally designed
for comfort and performance. It’s reinforced
O-ring stretches to accommodate most
probes. Plus, a metal ring is included to ensure
secure placement. The Princess also features
a fully adjustable T-back design. For more
adventure, CalExotics offers the Duchess.
This premium harness is fully customizable,
with waist and thigh straps and a dual ring
system. The dual rings are built for dual
penetration or can be removed to
accommodate a single ring. The Queen comes

The new assortment consists of three
harnesses and a unique probe
designed for mutual stimulation

complete with a back support strap for serious
play. It’s made of soft and comfortable vegan
leather and features a snap design for use with
any size ring. All straps are easy to adjust to
accommodate most users. All harnesses
come on a branded hanger, giving the shopper
the ability to touch and feel before they buy.
“We took a very fashion forward approach
when it came to the merchandising of this
collection. Harnesses are something you wear,
and we wanted to treat it as such. The entire
package feels like something you’d see at a
department store, and this was by design,”
says Jackie White, Executive Vice President of
CalExotics. Her Royal Harness also features a
fun accessory designed for mutual stimulation.
The Me2 Probe is ergonomically curved to hug
the body. The silicone form is angled for
extended reach and offers a bulbous tip for
g-spot stimulation. Plus, the base features
unique ridges allowing both partners to receive
pleasure simultaneously.

pjur med VEGAN glide honoured by Beauty Heaven
Wasserbillig, Luxembourg - The Australian
platform for product tests and reviews
Beauty Heaven has awarded pjur med VEGAN
glide with one of the sought-after Glosscar
Runner-Up Awards as “Best new
Feminine/Women’s Health Product”! Every year
the Glosscar Awards from Beauty Heaven pick
out Australia’s best care products. “We are
absolutely delighted to receive this award from
Beauty Heaven” said Alexander Giebel, CEO &
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Founder of the pjur group. “We invest a lot of
time and money in our product development
and our quality requirements for our products
are very high. This award honours our hard
work in this area.” Please note that pjur med
VEGAN glide isn’t yet available in every country.
Information about pjur med can be found at
www.pjurmed.com.
More information about Beauty Heaven can be
found at beautyheaven.com.au
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BOLD now available
at Eropartner Distribution
Fo r m e n
Zwaagdijk, The Netherlands - BOLD is a new
sextoy brand created for men.

T

he toy
collection
consists of many
masturbators and
penis rings, which
can be used alone
or together with the partner – no matter if beginner or
experienced user. Thanks to the material, which is
very elastic, the toys fit to all sizes. According to
Eropartner the stylish black and white packaging
emphasizes the strong and powerful brand character.
“BOLD delivers modern and discrete designs with
great performance for modern men,” the company
summarizes this collection. BOLD can be bought at
Eropartner Distribution.

ST RUBBER at the
ELDORADO fair in Denver
Wadgassen,
Germany - The
ST RUBBER
Managing
Directors Adrian
Schneider and
Werner Tiburtius visited the Eldorado - The Ultimate
Learning Experience Fair in Denver. As ST RUBBER
reported, the MALESATION brand, which is aimed at
a male target group, was particularly popular with
visitors. Besides meetings, there were many great
conversations as well as outstanding feedback.The
managing directors of ST RUBBER are extremely
satisfied: "The exhibition was a complete success for
MALESATION! We were able to make many new
contacts and many MALESATION items were
bought. MALESATION is conquering the American
erotic market more and more! We are highly
motivated and thank ELDORADO for the
great cooperation!"
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Brian Sloan presents Lifetime Silicone

Stroker for men in the armed forces
w w w. s i l i c o n e s t r o k e r. c o m

Chicago, USA - Brian Sloan, inventor of the Autoblow 2, and the
mind behind the World’s Most Beautiful Vagina Contest has
released the first ever masturbation device built especially for men
in the armed forces: the Lifetime Silicone Stroker.

C

onstructed entirely from silicone, it meets or exceeds MIL-STD-810
which sets a threshold for product performance under extreme
environmental conditions. Although the word ‘silicone’ is commonly
used to refer to the material which comprises men’s masturbation
aides, many are in fact made from 'TPE' or thermoplastic elastomer,
which is a type of rubber. TPE, while suitable for home use, deteriorates
rapidly when subjected to the myriad of environmental conditions
experienced by soldiers on deployment. The Lifetime Silicone Stroker
uses a proprietary mix of silicone that not only better mimics human
skin, but will also keep soldiers’ penises safe from infections because
silicone naturally inhibits the growth of fungus, mold, and bacteria.
Inventor Brian Sloan said: “Virtually all weapons and important systems
soldiers interact with on deployments meet a military quality standard,
but the masturbation devices they commonly bring with them do not.
I saw an opportunity to create a device for their use that took up less
space, did not present opportunities for infections, and was unaffected
by extreme environmental conditions. I think the last thing a deployed
soldier wants to worry about is a leaky infected penis or a melted
masturbator. It’s my goal to make masturbation safe in some of the
world’s most dangerous places.”
More information at siliconestroker.com.

Leg Avenue makes bedtime even sexier
Almere, The Netherlands – New at Scala
Playhouse: the Seraphina collection by Leg
Avenue. This trendy range of sleepwear is the
perfect addition to any lingerie assortment. The
collection offers a great choice in designs: from
naughty rompers to elegant night dresses. The
sexy Seraphina sleepwear collection by Leg Avenue is now ready to order
at Scala Playhouse. This luxurious range of intimate apparel offers a great
choice of designs that are seductive, comfortable and figure-flattering. The
outfits come in a variety of styles, including baby dolls, camisoles, playsuits
and short sets. Made of soft, feminine materials like lace, satin, and jersey,
the flirtatious looks will skim her curves; highlighting all her contours in an
eye-catching, alluring way.
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Tantus releases Destiny
and Super Destiny Super Soﬅ
Fo r e x p e r i e n c e d p l a y e r s
Sparks. USA - The Destiny Super Soft and the
Super Destiny Super Soft are two dildos for
experienced players. The ridged head is designed
for g-spot or p-spot play pleasure. Featuring
testicles for more realistic fantasy play and a
lower base designed for harness play.

B

oth Tantus’ Destiny Super Soft’s and
Super Destiny Super Soft are
semi-realistic dildos with veins and
scrotum. “The scrotum is distanced off
the base so they can actually be
played with as well.” says Metis Black,
Tantus Founder and President, “This
also means that the playable length won’t hit your
cervix during hard harness play.” Tantus introduced
Super Soft Silicone a few years ago with their Super
Soft C-Ring. They recently have expanded their penis
toys with a set of Super Soft Ball Stretchers and are
now adding to the Super Soft collection with new
dildos. All Tantus Toys are made from Tantus’ own
unique formula of Silicone. The superior quality of
Tantus silicone makes all Tantus toys hypoallergenic,
non-toxic, phthalate free, odorless, bleachable,
boilable and even dishwasher safe.

New Rimba
catalogue available
Etten-Leur, The Netherlands
Rimba has published its latest
catalogue. It contains all the toy
and body care brands that the
Dutch wholesaler offers. The
catalog includes a total of 108
pages with over 42 brands and manufacturers of
erotic toys and accessories. The brochure is now
available and can also be viewed as a digital
format on the Rimba website (www.rimba.eu).
Retailers can request the catalog by
email at info@rimba.eu.
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Bathmate to launch addition

to the essential range at ANME 2017
T h e Tr i m
Horbury, England - Bathmate are set to add a new product to the Bathmate essential range
at ANME in July 2017. The reason for brining the Trim to market is due to customer demand,
'always a good place start' says Tim Brown Brand Manager at Bathmate.

T

o be able to use the Bathmate range of
pumps effectively, the area where the pump
seals to the body can't be too hairy. If it is hairy
then the pump simply will not make an effective
seal. This means the customer will not be able
to create a vacuum inside the vessel. Included
in the kit, as well as a full-size trimmer with 4
different guide combs, is a precision trimmer.
The precision trimmer comes with an
adjustable guide comb with 4 different lengths,
and we recommend number 3 as the ideal
cutting length to create a great seal.

The reason why we chose the precision
trimmer is to make manscaping easier, the
smaller head is more manoeuvrable and gets
into the tighter areas. Bathmate realised that
having two heads with variable length
attachments means the Trim can be used all
over the body wherever hair growth needs to
be kept under control. The Trim is USB
rechargeable, has been extensively tested and
comes with a 12 month peace of mind
warranty. For pricing information please
email tim@bathmatedirect.com

Svara – ﬁnest, minimalistic design
Zwaagdijk, The Netherlands - Svara is a new
mid-range brand, inspired by Scandinavian
minimalism. In comparison to most toy brands,
Svara brings something new to the market with
its calm grey tones and soft colours, instead of
the shrieking neon shades that have become the
standard for most toy lines. Each vibrating toy
comes with 6 vibration patterns for intense and
diverse stimulation and all toys are 100% water-

proof. The Svara collection consists of rabbit
vibrators, a g-spot vibrator, light love balls, an
external vibrator, anal plug and anal vibrator, all of
which lie elegantly in the hand thanks to the
signature curves and extremely soft medical
grade silicone that is used for the whole range. All
toys come in an elegant packaging that completes the design appearance of the whole Svara toy
assortment. Svara can be bought at Eropartner.

Pleasure Box – Give a Giﬅ of Erotic Pleasure
Flensburg. Germany - Erotic packages are
one of ORION Wholesale´s best-selling
products and are very popular with customers.
The special gift idea with stimulating content
will inspire fantasies and awaken intimate
desires. The packages are good quality and at
a great price as well. The new 'Pleasure Box'
has a small but sexy selection of erotic items
that provide pleasure at a great price and it’s

The new 'Pleasure Box' offers a small
but sexy selection of erotic items that
provide pleasure at a great price
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now available from ORION Wholesale.
The limited edition 'Pleasure Box”' has been
created in co-operation with Durex and
contains a vibrator (including batteries), a
lubricant, a cock ring, a pack of three
condoms, a blindfold, a catsuit (one size: S-L)
and a pair of handcuffs with removable plush
covers. Everything is delivered in a decorative
black gift box.
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SexQuartet card game
available at Eropartner

Three versions available
Zwaagdijk, The Netherlands - For anyone is ready for some excitement in the bedroom or at
the kitchen table there is the Sex Quartet. The widely known Go Fish game, but then
naughty, exciting and maybe even educational.

T

he game is available in three variations:
Sexy Facts Great Fun!, Kamasutra
Positions and Sexy Sex Products. Fun as
upselling product or bonus for retail
customers. SexQuartet is available at
Eropartner distribution. What has a chicken
egg to do with the creation of the world’s
population? And what distance puts a sperm
cell in an hour? And how long was the longest
erect penis ever? This and more interesting and
hilarious facts are explained in the Sexy Facts
Great Fun! Quartet game. Ten categories with
juicy, incredible, interesting and sometimes
useful erotic facts. The Plough, the Sphinx and
the Double Decker. Just words that at first
sight, have nothing to do with each other.
Nothing could be further from the truth: they
are all three positions from the Kamasutra. In

the game Kamasutra Positions Quartet the
player discovers forty positions from the ‘big
book of sexual wisdom’. The positions are
divided into ten categories. The person with the
most categories of course deserves a nice
price! The offer of erotic toys is huge. For each
sex, each sexual preference and each body is
a pungent, sensual or naughty toy. The Sexy
Sex Products Quartet game lets players
experience the forty most popular toys from
top brands from all over the world. In ten
categories, from romantic to downright
exciting both for him and her. The three
variations of Sex Quartet are sold separately
for the suggested retail price of € 6.95.
Retailers can send them as premium with
orders or use them for upselling in the
web shop.

b-Vibe Rimming Plug 2 is coming soon
New York, USA - The revolutionary butt plug
has gained international fame as the only plug
with rotating beads. The b-Vibe Rimming Plug
has been featured in and recommended by mainstream media such as Buzzfeed,
Cosmopolitan, Refinery29 and Vice.com’s
Motherboard channel, which called the b-Vibe
'the Apple of Anal.'
The b-Vibe Rimming Plug has also gained
the support of the sex educator community with
a slew of glowing reviews and recommendations,
including being hailed as 'life-changing' by
renown sexpert Tristan Taormino, and landing on
Jessica Drake’s Top 10 list of favorite toys.
“We’re elated that the b-Vibe Rimming Plug
has been so well-received among consumers,
in the media and by sexual wellness experts,
however we are always focused on how we
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can make the user experience even better,”
b-Vibe founder and Managing Director Alicia
Sinclair said. “Product innovation and
improvement has always been our main
motivation behind our designs. We’re pleased
to bring consumers even more options for anal
play with the Rimming Plug 2’s newly added
rotation modes.”
The b-Vibe Rimming Plug 2 is the first
premium plug to incorporate rotating beads for a
rimming sensation that can be enjoyed through
the plug’s seven modes. Similar to all of b-Vibe’s
remote controlled plugs, the Rimming Plug 2 can
be operated with or without the included wireless
remote control, which works from up to 30 feet
away. It is USB-rechargeable, and comes in a
convenient, discreet case for easy storage
and traveling.
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Hit the G-spot with CalExotics

Hard Vibes at Scala Playhouse
Classic designs in cohesive, contemporary packaging

Almere, The Netherlands – Hit the G-spot – and the jackpot – with
the sleek Hard Vibes collection by CalExotics, now available at
Scala Playhouse. This range of pleasure providers offers a
tantalizing choice in g-spot vibes, all guaranteed to provide
pin-point precise satisfaction.

T

he Hard Vibes collection by CalExotics – one of the newest
additions to the Scala Playhouse assortment- offers classic
silhouettes with modern, lustful power. It makes a great addition to any
assortment and has all the right vibes to make consumers go hard!
The Hard Vibes collection by CalExotics consist of the brand’s most
popular classic vibrators broken down into four categories with a new,
streamlined look. These categories are: mini-vibes, Slimline, Power+
and the Signature series. In each series, the Hard Vibes collection
contains a fantastic selection of G-spot vibes – each with their own
unique skills and thrills – that will effortlessly hit all hot spots. These
G-spot designs come in a variety of silhouettes, sizes and colors;
meaning there is a perfect match for every preference. From small and
compact to big and bold: all with special ergonomic curves to
compliment the body’s natural contours. Their curved tip will make you
tremor with passion, whilst their modern aesthetics make them just as
sensational to look at. The Hard Vibes by CalExotics range is perfect for
in-store display, offering classic designs in cohesive, contemporary
packaging. With a great distinction in categories, consumers can easily
find their ideal match in this non-intimidating range.

TENGA announces establishment of
TENGA USA
Tokyo, JAPAN - TENGA Co., Ltd., is
pleased to announce the establishment of TENGA USA, INC. Based in
California, TENGA USA will partner
with new distributor SexToyDistributing.com to help to address the growing consumer demand for TENGA products in the USA, and to better
serve retailers of the TENGA and iroha brands. Yohei Mano, CEO of
TENGA USA, Inc.: “It has long been a goal for our company, and myself
personally, to set up a base of operations in the US. With our new plans for
further pushing our PR endeavors, we are very excited to see what 2017
and beyond holds for TENGA and iroha in the USA!”
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Lingox releases Private Stars
Autographed Collection

The new collection features genuine anatomical replicas of six leading adult actresses
Seville, Spain - Lingox has joined forces with the prestigious adult entertainment company
Private and is proud to present the Private Stars Autographed Collection. This collection
features genuine anatomical replicas of six leading adult actresses, with three toys per star:
Vagina, Anal and Oral.

T

hese sleeves are manufactured from a very
soft and hygienic material, incorporating
anti-bacterial and anti-microbial agents, together
with the Lingox aroma that is exclusive to these
sleeves. Special mention should be made of the
Oral toys, as these feature an internationally registered exclusive design, where the actress’ mouth
is faithfully recreated but with her tongue out.
The outer case design also features an exclusive
incorporated dildo / prostate massager. This
feature can be used in couples as a dildo or
prostate massager, by yourself as a prostate
massager, or simply as an ergonomically
designed, comfortable handle. These features are
all patented, and only Lingox can manufacture
and sell these products. The Private Stars
Autographed Collection by Lingox is presented in
brand new packaging, in a triangular shape with
a practical window showcasing the product to
your customers. This attention-grabbing and
sophisticated box is also registered internationally
and ensures that our products are exclusive and
unique. Upon opening the box, you will find an

The Private Stars Autographed
Collection by Lingox will be expanded
with new girls and exciting product
developments in the near future

authentic autographed card personally signed by
the actress and a sachet of Lingox Lube. The
Private Stars Signature Collection will be
expanded with new girls and exciting product
developments leading to repeat business from
end costumers.“This collection, with its quality
materials and unique and exclusive designs will
undoubtedly set new standards in the
marketplace,” the company said.
The products are 100% manufactured in
Europe by Lingox, and and are enhanced by the
reputation and prestige of Private, a marketleading adult entertainment company since 1965.
“We are convinced that the recipe for success is
‘quality products combined with exclusive
designs and a strong, respected brand’,” Lingox
described their approach to their new collection.
Finally, Private has stated that “our highly
competitive pricing model means that distributors
are offered unbeatable margins on this collection.
We want to establish long-term strong relationships with our customers, where we all share
fairly in the success of this exciting product.”

MALESATION Cock-Grips now
available in two new colors
Wadgassen, Germany - ST Rubber
expanded the MALESATION CockGrips range by two more shades in addition
to the classic black. The MALESATION
Cock-Grips are now also available in shiny
chrome and metallic red. To use the cock
grips the upper grip ring is pulled over the
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erected penis and tightened. The second
loop is placed around the testicle and is also
tightened, but not too strong. Finally, the
aluminum plug can be inserted into the anus.
ST RUBBER offers the Cock-Grip in three
sizes, three colors and with different shapes
of the plugs.
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CalExotics releases Red Hot collection
Spark, Flare & Ember

Ontario, USA - CalExotics has unveiled a new collection called Red Hot. Red Hot offers
discreet, go-anywhere massagers that come in three varieties, each offering a unique
experience. The Spark features a distinctive encaser for pinpoint stimulation.

I

t’s designed to encase any erogenous zone
for extreme pleasure. Ember provides a
flickering tip; it’s soft yet exceedingly powerful.
The Flare has a dual teaser tip for complete
and total arousal. As the vibrating functions
change, so does the flare’s direction, creating a
fun and satisfying experience every time.
Susan Colvin, Founder, and CEO of
CalExotics says, “Red Hot was unveiled at the
January Adult Novelty Manufacturers Expo.
The front of our booth was dedicated to this
hot collection, and customers couldn’t get
enough. The demand was so high, we
sold out immediately. We are producing it as
fast as we can sell it. This collection really
is red hot!”

Red Hot offers discreet massagers
that come in three varieties, each
offering a unique experience

All products are powerful, with ten different
functions. They have a petite size, waterproof
designs, and USB rechargeable motors. All
Red Hot’s are backed by CalExotics’ warranty,
which lasts for one year from the date of
purchase.
CalExotics provides assistance to retailers
to help enhance the customer experience.
Interactive point of purchase displays are
available; they are perfect for the retail
environment, allowing customers to touch
and feel each item before they buy. Fun
merchandising pieces are also offered. These
giant Red Hot themed pieces make an impact
in store and can help draw in potential
customers when displayed in a front window.

Ditto by We-Vibe
Ottawa, Canada – We-Vibe announces
the introduction of Ditto by We-Vibe,
a vibrating plug for couples new to anal
exploration. Slim and flexible at the base,
Ditto is easy to insert, comfortable to wear
and fun to explore. Ditto stimulates with
gentle pressure and rumbly vibrations and
can be controlled by the remote or the free
We-Connect app. Retailers can order now
from their We-Vibe authorized distributor.
“More and more couples are discovering the
excitement of anal play and looking for a
premium introductory product,” said We-Vibe
marketing manager, Stephanie Keating.
“Ditto by We-Vibe adds new stimulation to
their intimate play during masturbation,
foreplay or intercourse. Anyone can use
Ditto, the small size and flexible neck make
it perfect for those new to anal exploration.”

Ditto is easy to insert, comfortable
to wear and fun to explore
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Ditto is available in either midnight blue or
purple and includes a remote control. It has
ten pre-set rumbly vibration modes to
choose from, or you can create custom vibes
in the We-Connect app. Ditto is body-safe,
waterproof and rechargeable. Ninety minutes
of charging allows for up to two hours of play
and the low-power alert lets you know when
it’s time to recharge. Ditto comes with a
two-year manufacturer's warranty. Ditto
retails for: 119€ / £109 MSRP. Ditto works
with the latest features of the We-Connect
app. We-Connect now offers couples a new
way to share the vibe. Partners can now
simultaneously control each other’s We-Vibe
products, or one person can control both.
Pair Ditto with the app to share control from
anywhere, create custom vibes, and play
together with other We-Vibe products.
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New Perfect Fit products at ABS Holdings
X a c t Fi t & C r u i s e r R i n g

Wimbourne, England - Brand new Perfect Fit items have just arrived at ABS Holdings and
the wholesaler is excited to expand their existing Perfect Fit selection with innovative items.
ABS just added Xact Fit cockrings, cock and ball rings as well as the 2.25 inch Cruiser Ring
in black, clear and blue.

T

he Xact Fit cock rings are designed for an
exceptionally comfortable fit and ABS are
now stocking these rings in 4 sets of 3 rings
each - Medium, Large, XLarge and a Mix. This
means that consumers can now find their
perfect fit more easily - each pack contains
three rings that are in a similar range when it
comes to size, as follows: Mixed: #14,#17,
#20. Medium: #14, #15, #16. Large: #17, #18,
#19. X-Large: #20, #21, #22. Xact Fit ring sizes
are just 0.1 inches apart and there are 14 sizes
in total, allowing consumers to get a closer fit
that suits their body perfectly. These penis
rings are made from a soft touch, plush silicone
that feels amazing against the skin. Each ring
isn’t too stretchy, (but much more pliable than

a metal ring) keeping the feel firm for maximum
results. ABS have also added the Cock
and Ball Ring and Stretcher to their
collection in Black, Clear, Blue and Green. This
cock and ball ring and stretcher has a gentle
but firm hold and adds extra weight to the balls
for a pleasurable tug. This toy gives him a
firmer erection that lasts longer and delivers
extra sensation where it counts. The Cruiser
ring has a beefy design and is made from
super stretchy Silaskin (a blend of TPR and
silicone) that allows him to wear it comfortably.
This ring is more effective than the usual
cock ring and really adds extra intensity
to sex with it’s gentle squeeze and effective,
firm hold.

Unicorns can now be purchased in Camden, London
Bath, England - Lovehoney are proud to
announce that Futurelovers are now
stocking their products. Located at Cyberdog,
a space age style store in London’s iconic
Camden Town, the high footfall store is now
stocking the effervescent tokidoki x Lovehoney
Official Pleasure collection.
The eclectic store, whose motto is 'live
long and perverted', has been fulfilling
customers darkest desires since 2009 with the
latest fetish fashion and out of this world range
of toys from all over the planet. The tokidoki X
Lovehoney Official Pleasure Collection is a fun,
colourful collaboration between the British sex
toy retailer and the cult fashion-forward brand
established in Rome. The range features
bullets, vibrators and male strokers
emblazoned with ‘kawaii’ style characters, that
has proven especially popular with 18-25 year
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olds. Kitty Linton, Futurelovers Store Manager
& Buyer, says up how the tokidoki x Lovehoney
complements Cyberdog: “We are delighted to
be stocking the tokidoki X Lovehoney
collaboration, the toys are unique, adorable
and incredible powerful despite their cuteness.
The range perfectly matches our brand values
of diversity and quality. The collection has
already become a hit with our regular
customers, in particular the Diablo mini bullet
which is impossible to keep on the shelves!”
Lovehoney’s Sales Manager Laura Wood
commented, “Lovehoney is thrilled to be
working with Cyberdog and it’s been great
to receive such positive feedback on the
tokidoki X Lovehoney collaboration. The range
fits so perfectly with the Cyberdog brand,
the POS and products really do stand out in
the store!”
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Maia Toys welcomes

Nicole Talley as VP of Sales
Improving product offerings and maintaining customer satisfaction
Maia Toys is re-vamping their approach to sexual wellness with the addition of Nicole Talley
to their sales team. Nicole will act as Maia's Vice President of Sales and lead the company's
efforts in improving their product offerings and maintaining top-notch customer
satisfaction.

A

s the July ANME show quickly
approaches, Talley aims to create a bigger,
better SKU line-up while amplifying Maia's
marketing and customer outreach. “Maia Toys
is expanding their toy line and re-branding,”
says Talley. “I'm honored that they felt I was
good fit for the future of the company, and
needless to say, we now have some really
exciting things to come!” Nicole comes to the
Maia Toys team with 18 years in the pleasure
products industry. She began her career in
retail and eventually moved on to distribution,
where she became acquainted with Maia's
mission for sensual health. “I actually sold Maia
Toys at the distribution level and always
remained close with the team,” says Talley of
her history with the company. Maia Toys

New at Maia Toys:
Nicole Talley

focuses on body-safe, approachable, and
colorful sex toys for men, women, and
couples. Talley's broad knowledge base
gives her an edge in continuing Maia's
reputation for offering luxury products at a
factory-level price. “With my relationships and
experience within the industry, I feel that I can
grow Maia toys to the next level. I am honored
that I was given this opportunity with such a
dedicated, fun team,” remarks Talley. "We are
so excited for Nicole to join our Maia family,”
says Maia Marketing and Sales Executive
May Chan. “Her integrated marketing
experience and skill set within the industry
will allow us to capitalize on the strength of
the Maia brand as we continue to innovate
and grow."

Put some KINK into your assortment
Almere, The Netherlands - The KINK
collection by Doc Johnson is now ready
to order at Scala Playhouse! This fetish-inspired
collection has all the essentials for a night of
kinky pleasure and combines trendy aesthetics
with premium quality; making it a BDSM
must-have!
KINK by Doc Jonson will certainly catch
the eye of kinky consumers. The beautiful
collection is produced with great eye for detail
and premium quality standards; ensuring a
comfortable, safe and pleasurable session of
intimate play. The KINK collection offers all the
essentials for a night of BDSM-inspired fun:
including vibrators, dongs, cock rings, massage
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wands and more. Produced of quality materials
and with a high-end finish, the KINK range is the
ultimate choice for all BDSM-loving consumers.
What makes the line truly stand-out is its
seductive red and black color scheme; which
gives it an almost gothic look and certainly
invites consumers to step a little closer,
exploring all the kinky options this collection has
to offer. Will consumers pick the Really Big Dick,
a large dong measuring an impressive 12 inches
– or will they be entranced by the amazing Bed
Sheets that allow them to experiment with wet
games? Whatever their preference or entry-level:
the KINK collection has something for every
consumer with a naughty mind…
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Boho line now available at Eropartner
Created for experienced customers

Zwaagdijk, The Netherlands - Besides powerful motors and good materials, Boho
customers can experience distinctive designs. Boho plays with loud pastel colours
(green, light blue, yellow, etc.) and new concepts with for instance vibrators that can
turn into massagers.

T

he product range covers many categories
with rabbit vibrators, g-spot vibrators, love
balls, penis ring, anal plug and an anal vibrator.
Unusual is the modularity of the toys, for
example, the g-spot vibrator can be combined
with the penis ring to make a rabbit vibrator.
Each toy comes in a designed packaging,
which is inspired by temptation in the garden
Eden. Boho can be bought exclusively at
Eropartner Distribution. “We love to have this
pure design collection with its unique colors
in our portfolio to be able to offer to our

experienced users”, stated Elcke Wieffering,
head of purchase at Eropartner Distribution.
Created for experienced customers, this
high-quality toy line is made of medical grade
silicone that offers a smooth and pleasurable
experience. As all toys are waterproof, they
can also be used under the shower or while
enjoying a bath. Additionally, all motorized
toys can be charged with a USB magnetic
pin charger and have a save function,
so that a favourite vibration mode can be
recalled easily.

FT London oﬀers high-end kegel balls Geisha Balls 2
Almere, The Netherlands - The Geisha Balls
2 is a new generation of kegel balls with a
velvet soft finish. The silicone removal-sting is
hygienic, sturdy and has a shortened length for
user comfort. The two love balls encased in the
smooth silicone wrap are weighted for intimate
stimulation. The balls allow women to train their

pelvic floor muscles in a comfortable, easy and
stimulation way. Stronger pelvic floor muscles
make for stronger, more intense orgasms; so
using the Geisha Balls 2 isn’t just fun in the
short-term, it’s also very beneficial in the long
run. The Geisha Balls 2 comes packaged in a
packaging with a boutique look and feel.

pjur Original rated 'good' by consumer magazine Öko-Test
Wasserbillig, Luxembourg - The May
edition of Öko-Test featured 20 lubricants,
among them pjur Original, all of which were
tested for their ingredients. Under the heading
'Ease your way in' and against the backdrop of
increasing numbers of lubricants claiming to be
non-toxic and fragrance-free, Öko-Test tested
both water-based and silicone-based
lubricants. In addition to testing the ingredients,
the packaging was also tested for any harmful
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substances. pjur Original was given the overall
rating 'good'. “We are very proud of the test
result. The fact that our pjur Original performs
so well here in the silicone-based category is
testament to our philosophy of always offering
our customers the best quality. We strive for
the highest quality in all our products and
ingredients,” says Alexander Giebel, CEO
and founder of pjur group
Luxembourg S.A.
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New from Give Lube: lubeshot tubs
Fo r b r i c k s a n d m o r t a r s t o r e s

Gloucester, England - Give Lube have introduced lubeshot tubs for
bricks and mortar stores. The tubs contain 50 x 10ml lubeshots in
both Premium Aqua Gel and Silicone+. The tubs are 20cm tall and
ideal for till point positioning for impulse purchasing and upselling.

T

he suggested retail prices for the 10ml lubeshots are £1.49 for
Premium Aqua Gel and £1.99 for Silicone+. Nigel Powell, Give
Pleasure Products M.D., said: „With lubeshots containing a generous
10ml of lubricant we think that they’re a better sachet investment for
both the retailer and the consumer. The water content in smaller sachet
sizes of 3 or 4ml will evaporate a lot quicker which can leave the
customer unsatisfied, the last thing we want in this industry! 10ml is
enough to ensure that the customer gets the full experience of the lube
and the full benefit. At 11cm long the lubeshots are taller than a lot of
30ml bottles, so the customer perceives good value for money and the
retailer gets a better return on their sachet investment.” The lubeshot
tubs can be obtained direct from Give Pleasure Products. For more
information contact Give Pleasure Products on +44 (0)1452 223055 or
email info@givepleasure.co.uk

Sir Richard’s COMMAND Bondage
Gear now in stock & shipping
Chatsworth, USA - Sir Richard’s, the company that has
become synonymous with premium pleasure for men, is
pleased to announce that their new COMMMAND line is
now in stock and shipping. Created for the serious BDSM
connoisseur, COMMAND was inspired by climbing gear
and made with top quality materials for extreme strength
and comfort during fetish play. The line features 10 different
restraint options that offer a customized fit and can be used
together as interchangeable components. COMMAND was
built on the concept that not all bondage gear is created
equal. The industrial strength high-density nylon is strong,
yet comfortable and smooth to the touch. Each restraint is connected with
professional-grade carabineers and stainless steel locking V-Rings for
strong, secure connections. COMMAND offers a wide range of restraints
and binding options, including a Suspension Cuff Set and Door Hanging
Cuffs, all of which can carry a weight of up to 300 lbs.. While COMMAND
can be used by anyone, these designs were created to offer a premium
bondage option specifically designed to fit and appeal to men.
Sir Richard’s, which first entered the market with premium non-toxic
condoms, has now expanded to offer a wide range of items that address
men’s needs including Pleasure, Maintenance, and Protection.
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Festival apparel at Scala Playhouse
A l l u r e L i n g e r i e , Fa n t a s y L i n g e r i e , R o x a n a a n d L e g A v e n u e

Almere, The Netherlands - Stock-up on the hottest festival apparel at Scala Playhouse. Their
assortment includes various lingerie brands with perfect festival looks, including trendy
dresses, sexy bodysuits and naughty rompers: perfect for consumers who want to dress to
impress this festival season.

W

ith the weather turning warmer, the
days turning longer and the summer
fast approaching, it’s also the time that
festivals are popping up all over the country.
From long summer evenings on the beach to
camping weekends with techno music:
festivals are simply the place to be for a good
time and a good party – and the festival
season can also mean good business for

retailers. Because one thing people need for
a great party, is a great outfit! Stock up on
the sexy, trendy and flirty erotic apparel looks
available at Scala Playhouse and give
consumers the chance to look irresistible
this summer! Scala stock a wide variety of
brands that offer festival-proof looks such
as short dresses, mesh bodysuits and
sexy rompers.

Level introduces Private Pleasure Condoms
Uithoorn, The Netherlands - The Private
Pleasure Condom Line of Level consists of three
different types of condoms and features the
European CE0120 mark. The different types of
Level Condoms are available at various sales
outlets from now on. Level presents three
different types of condoms, each with its own
unique feature. Each condom comes with a
subtle vanilla mask so that it does not smell like
standard rubber. The different types of Level
Condoms are available in packages of 5, 10 and
24 condoms. Level Popular Condoms: The

standard condom of Level with a nominal width
of 56mm and an anatomical fit. Level Delicate
Condoms: The ultra-thin condom of Level with a
nominal width of 56mm and an anatomical fit.
Level Performance Condoms: With the Level
Performance Condoms, the man can postpone
his orgasm in a natural way, according to the
manufacturer. Thanks to the design, this
condom is slightly thicker in some places, so
the man has less feeling and can last longer.
This condom has a nominal width of 56mm
and has an anatomical fit.

Dirty Little Secret’ brand now
available at Eropartner Distribution
Zwaagdijk, The Netherlands - The Lab Factory
introduced Dirty Little Secret – an all new brand
aimed at 'satisfying the needs of the
empowered modern woman'. The Dirty Little
Secret range of sensual products includes
body creams, soaps and toys. The range of
products has been especially developed to
work well together as a set. The Dirty Little
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Secret brand and range of products has a
none threatening, yet sensual – rather than
sexual – packaging design which is alluring
rather than intimidating and aimed specifically
at all self assured women. The products and
packaging have been designed to fit in all high
street beauty and cosmetic stores and other
mainstream outlets.
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JAVIDA Double Massager
New from ORION Wholesale
Flensburg, Germany - Lovely, aesthetic, uncomplicated, modern and discreet – this is how
ORION presents its 'Medical Wellness' brand, JAVIDA. JAVIDA shows women and couples a
natural way of having a fulfilled sexuality with sex toys that invite them to take their time,
unwind and give in to pleasure either on their own or with a partner.

T

he 'Double Massager' is the latest addition
to the JAVIDA assortment and is available
now – it really is an extremely versatile lover!
The anatomically shaped vibrator is wonderfully
curved and has a movable ball-shaped head
and flexible neck. Both ends of the vibrator can
be used because there is a motor at each end.
One end can be inserted and the other end
can be used as a lay-on vibrator for
pleasurable massages. The 8 different vibration

modes are controlled with the buttons. The
'Double Massager' can be recharged with the
included USB cable and is delivered in
promotional packaging just like all the other
JAVIDA products. The packaging is very
discreet, and has beautiful patterns and
designs on it as well. The packaging can be
opened and shut using the magnetic fastener,
and there is transparent film behind this flap so
that customers can see the product.

We-Vibe Ditto at ABS
Wimbourne, England - The brand new We-Vibe
Ditto has just landed at ABS Holdings and is
geared at anal pleasure for both men and
women. This plug has a curvy design and is
designed for easy use for beginner players. The
Ditto can be used during foreplay, solo play and
during sex. The Ditto vibrating anal plug has
rumbly vibrations and 10 vibration modes – from
a low vibration to a medium, high and even ultra
setting. The customer can also pick from a
tantalising tease, a tempo setting and a wave.
The Ditto is USB rechargeable and is waterproof.
The rechargeable design makes it eco friendly as

there’s no need for batteries.It’s simple to clean
and has a low power alert that tells you when
your vibrator needs to be charged. The Ditto is
flexible, with a small size: it measures 68.45mm x
80.1mm and is made from phthalate free silicone
that’s body safe and made without latex. It also
contains no BPA. This vibrator has a charge time
of 90 minutes and gives you up to 2 hours of play
from a single charge. This toy comes with a
remote control that allows the customer to
control intensity in the heat of the moment. It can
be used with a water based anal lubricant for
extra sensation and comfort.

Charging adult toys discreetly with the EroVolt
Powerbank
Zwaagdijk, The Netherands - On the bedside table, via the cord under the pillow or just next to
the wall socket: erotic toys need to be recharged.
Not really practical with children or others nearby.
The EroVolt Powerbank charges USB-charged
toys discreetly. It is available via Concepts of
Love. More and more adult toys are USB rechargeable. This is easier, cheaper and better for the
environment. The EroVolt Powerbank is the solu-
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tion to charge erotic toys out of sight. The manufacturer markets the EroVolt Powerbank as a product for upselling. During the sales process of
each USB charged toy an Erovolt Powerbank
can be advised along with it. The powerbank is
available at Eropartner Distribution. The EroVolt
Powerbank has a capacity of 8000mAh/3
.7V/44Wh and is available in blue, silver and pink.
The list price of the Powerbank is € 25.00.
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Satisfyer Pro Penguin has been

awarded Good Design Selection 2017

The success story continues
Bielefeld, Germany - Satisfyer wins another design award. For the third time in 2017, the toy
of the Satisfyer family is awarded for its design. This time Satisfyer Pro Penguin got the
Good Design Selection.

T

he curvy, round shape with ergonomic
features has convinced the Jury. Next to
the iF Design Award and the Red Dot Award,
Satisfyer Pro Penguin also convinces with its
design overseas. The Good Design Selection
Jury consists of more than 35 Australian
and international design experts. The
announcement marks the countdown to
Australia’s most prestigious awards for design
and innovation on June 8th 2017. “Our great
success makes us very proud. We are all very

excited that our entry of Satisfyer Pro Penguin
is also now in the running to receive further
recognition such as a Good Design Award,
Best in Category, Best Overall and the coveted
Good Design Award for Sustainability and
Good Design Award of the Year”, says Design
Manager Thorsten Helm. “Yet, our Satisfyer
products have revolutionized the market of
sex toys and we are really motivated to
push on this revolution. The success proves
us right.”

OhMiBod launches Lovelife Cuddle Mini
Stratham, USA — OhMiBod, a trusted leader in
luxury pleasure products, announces the release
of the Lovelife Cuddle Mini. The rechargeable
vibrator is the travel-sized follow up to the
Cuddle, which earned a Red Dot Award for
product design as part of the original Lovelife
collection. The Cuddle Mini is more than a
compact vibrator. Featuring a curved, G-spotcentric design, it is as quiet as it is powerful.
The Mini also includes seven pre-set vibration
patterns—a standard feature in OhMiBod's
diverse range of intimate massagers. "Don't let

the smaller package fool you. What the Cuddle
Mini lacks in size, it more than makes up for in
power and versatility," said Suki Dunham,
co-founder of OhMiBod. "It is compact, quiet,
and rechargeable, making it perfect for travelers,
as well as couples wanting to add an extra
spark." The Cuddle Mini is the twelfth product in
OhMiBod's award-winning Lovelife line, which
was named and designed to reflect the key components of its founders' relationship. The Mini
comes with a satin privacy pouch and a one-year
manufacturer’s warranty and is available now.

New designer luxury from OVO at Scala Playhouse
Almere, The Netherlands – Great news for fans
of designer vibes: OVO has extended its
collection with even more design-inspired
pleasure providers. OVO has some irresistible
selling points: the brand offers vibes with a
high-end look and feel, for a price that caters
to every budget. These beautiful designs might
look like they cost the jackpot, but they are
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surprisingly affordable, meaning consumers’
will love their value for money appeal. The
newest additions to the OVO assortment at
Scala offer a great choice in toy types,
functions and silhouettes, allowing to mix and
match the perfect in-store selection. The new
releases all feature the high quality standard
and sleek design aesthetics OVO is known for.
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A waste of potential

or an investment in the future

yes

I s th e a dult industry neglecting co nsumers o ver 40?

ex c l us iv e

If you look at the magazines of the trade press,
you could easily get the erroneous impression
that only young people are interested in sexual
pleasure and sexual fulfilment. How so? Well,
how many sex toy ads convey their message
through attractive women in bikinis, lolling
around in the sun? How many ads use the
young, perfect couple who are having the time
of their lives between the sheets? When it
comes to effective advertising, the old motto
'sex sells' is still as true as ever, and yes, sure,
this is the obvious route to go if you want to
convey that your products represent fun,
pleasure, lifestyle, etc. However, one has to
wonder: Is the industry focussing too much on
certain groups, leaving potential customers by
the wayside? What about the generation of
people over 40? I am not just asking this
because I (unfortunately) happen to be in that
group now, but primarily because we are
talking about a giant group with money to
spend and a willingness to do exactly that.
In Germany alone, there are 45 million people
over the age of 40 – and given the
demographic developments in many European
countries, this group will only get bigger in the
next years and decades. Even more important:
Once men and women reach a certain age,
the hormone level slackens, which has a direct

Matthias Poehl,
editor in chief

There is a lot of talk and
debate about target
audiences for vibrators and
other adult products.
However, one should never
forget to look at the market
as a whole every once in a
while, without immediately
segmenting it into
individual product
categories and potential
customer groups. And if
you take a look at the overall situation, you can’t help
but notice a certain
imbalance, with few
products catering to
certain age groups.

52

effect on fertility, vitality, and sexual lust. Many
women are then faced with the climacteric
period and all the changes and challenges that
go along with it, including potential woes such
as vaginal dryness and a diminished sex drive.
Doesn’t that sound like a perfect audience for
sexual health and sexual wellness products?
And wouldn’t the adult trade stand to profit
from embracing this audience, after all,
retailers don’t just offer a diverse potpourri of
products, but also advice, knowledge, and
information. So apart from selling more
products, the trade members could also
underpin their status as 'experts'. People who
know their stuff – people consumers will come
back to when shopping for another product.
Of course, I am not saying that the industry
should throw their marketing strategies out the
window. We are still talking about topics like
sex and sexuality here, and the marketing
needs to reflect fun and sensuality. But there
are ways of doing so which also make people
over 40 feel that, yes, this is for them.
It is time for the industry to pay more
attention to the generation 40+, after all, this is
a group with lots of potential for the adult
market, and if you find the right form of
appealing communication, it should be easy
enough to tap into that potential.
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Browse through the ads in this magazine or any other trade
publication, and you will mostly find models that live up to the
generally accepted ideals of youth and beauty – which may be
interpreted as a sign that the adult industry is neglecting the
group of people over 40. However, does the market really fail to
address this audience? And even if it’s not directly catering to
this group, is that even necessary?
My answer to both questions is: No. It is true, these
products are not advertised explicitly to people over 40, but it’s
not like those consumers are excluded – or that ads only
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address young people. No, what we see in these ads is
what people expect from erotic products. Is it necessary
to stick to the illusion of youth and beauty? Well, that is
a question for another discussion. Personally,
I think that most ads are rather neutral. When
I look at them, I don’t feel that the product
was only intended for a certain age group.
Presenting a young person in an ad, on the
box, etc. does not mean older people can’t
get a kick out of a product as well.
Also, there are many reasons to put the
younger audience front and centre. Firstly,
younger people are generally more open
about sex, sexuality, etc., than the older
generations. Sure, our society has become
more accepting of adult products as a whole,
but this approval is probably strongest among
young adults. Naturally, these are also the
people who have sex the most. According to data
provided by the Kinsey Institute, the frequency of sex
decreases as people get older. At age 28, the average
person has sex 112 times a year. By comparison,
people above 40 only have sex 69 times a year. So it’s
simple math: People who have sex more often are also
more likely to buy and use an adult product. Moreover,
the young people of today are the old people of
tomorrow. Producers and trade members – the whole
industry, as a matter of fact – are well-advised to make
a name for themselves among the younger audience.
The sooner you create loyalty for your brand, the better.
People from 18 to 39 who are already used to including
lubricants and sex toys in their sex life will continue to
be loyal customers when they get older.
And one more thing: What is 'old' nowadays? As
life expectancy increases, as people start working later
and also retire later, the once rigid lines between the age
groups are blurring. And the lifestyles between
generations are also becoming much more alike as
feeling young and living young have become social
trends. For instance, a survey conducted by healthcare
company Benenden tells us the British feel that they
only enter the middle age at 53. And even among the
group over 53, there are still lots of people who would
object to being called old. In short: Even if you address
consumers under 40, you will ultimately reach
most anyone.

R a n d olp h H ei l,
ed i t or
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EAN Adult Retailing Industry Survey
ex c l us iv e

I n sigh ts in to th e sta tus quo o f th e ma rket

Glasgow-based adult

dult retailers across Europe and
beyond will be given the opportunity
to provide feedback on a range of
key business and industry issues
like never before. Whether selling
their own products or those of other companies,
the survey will not only enable retailers to offer
their completely confidential opinions on industrywide issues but also let them evaluate other key
areas, including supplier relations and marketing.
The lack of research conducted in the industry was noted by Lascivious Marketing Founder
and project director Brian Gray, who highlighted
this in an interview with EAN last month.
"Whether it's the ‘Fifty Shades of Grey’
factor, the increasing mainstream acceptance of
adult pleasure products or the array of exciting

Brian Gray, founder of
Lascivious Marketing,
sees a need for further
research in the
adult industry

Randolph Heil, editor for
EAN, looks forward to
the findings of the survey

A

consultancy Lascivious
Marketing and EAN are
joining forces to provide
the international adult
retailing industry with an
unprecedented degree
of insight through the
launching of a new
research programme,
commencing next
month.
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new lingerie designers entering the market and
selling directly to consumers online, there's no
denying the importance - and interest - in the
adult retailing industry today," noted Gray.
“But from an external perspective, adult
retailing needs to further improve its overall
visibility. Not only as an area of economic activity
in its own right but also one that is attractive and
welcoming to future employees and new
companies. It also needs to be viewed positively
in the eyes of other industries as well as
governments, regulatory authorities and the like.”
“Industry-wide data and subsequent insight
is one way in which the industry can work to
achieve this,” Gray continued. “But despite all
sorts of figures proclaiming the sex toy and
lingerie sectors to be in rude health, it’s bizarre
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purposes, and no data provided in the survey will
be personally attributable unless respondents
give their full consent.
“For EAN, the partnership with Lascivious
Marketing is both logical and timely,” says editor
Randolph Heil. “As an editor covering the adult
retailing industry it's often not easy gathering
facts about this industry. Add to this a lot of
assumptions floating around without any
supporting evidence. Having someone of Brian’s
calibre leading this initiative, with his many years
of national and international marketing research
experience is a real bonus. All of us at EAN are
really looking forward to working together to bring
some more clarity and objectivity to the industry,
step by step.”
While acknowledging the first survey is yet to
be launched, Gray has a keen eye for what
potentially lies beyond this, in particular the
establishing of a longer-term industry-level research capability which can regularly call upon
industry respondents of all levels of seniority to
anonymously voice their opinions on
key issues.
“Of course it’s early days, and the success of
this survey – and hopefully of others in the future
– completely relies on the genuine enthusiasm
among adult retailing professionals at all levels
who want to make their opinions count,” he
stated. “But there’s a real opportunity to make

there have been no established
opportunities for firms within the
sector to give their opinions in a
structured fashion. This upcoming
survey directly redresses that, and
will generate an insight-rich
snapshot for the industry that will
drive discussion and debate not
only among retailers themselves
but other adult industry
marketers."
The first state of the industry
survey is scheduled to take place
in late June / early July. To take
part in the survey, respondents will
voluntarily opt-in to a special adult
retailing industry research panel
maintained by Lascivious
Marketing. When the survey is
launched, panel members will
receive an email with a weblink to
a secure online survey.
As with all professional
research surveys, all details are
confidential, and run in
accordance with the UK Market
Research Society Code of
Conduct. Personal contact and
survey data will not be passed
onto third parties for marketing
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something of this especially when it’s sorely
needed. It would be a really positive development
if there is enough interest and enthusiasm for not
only repeat survey waves, but perhaps even the
introduction of regular monthly industry trackers
to monitor retailer confidence and performance
over time and measure attitudes to key areas of
interest.”
With the first industry survey fast
approaching, both Lascivious Marketing and EAN
will be busy spreading the message about the
survey and its benefits – including free summary
reports for all respondents – to existing industry
contacts, and new ones who have heard about
the survey across social media.
For Randolph, EAN’s responsibilities are
clear. “With our existing readership base spread
across the continent – and beyond - EAN will be
emailing them very soon, urging them to be a
part of this initiative and sending details of how to
participate. And when the survey findings are
released you can rest assured that EAN will be
covering the key issues, not to mention leading
the subsequent conversations that will surely
arise.”
To join the research panel, visit
http://eepurl.com/cQZPjH. For more information
about any of the industry survey, or to discuss
other marketing assistance, Brian can be
contacted at lasciviousmarketing.com.
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XPANDER X4+ now with rechargeable
high-power bullet at the same price
Po w e r Ro cket B ullet

ex c l us iv e

The XPANDER X4+ now comes with a mighty Power Rocket bullet. Without
having to pay a single cent extra, consumers get the innovative prostate toy
with a chargeable, extremely powerful bullet that offers 10 exciting vibration
modes of increasing intensity, delivering wondrous
stimulation to the male hot spots. The new Power
Rocket bullet vibrator is charged via USB cable,
which is also included in this new

Oliver Redschlag,
head of
JOYDIVISION
international AG,
presents the
XPANDER X4+

model of the product.

000
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T

he XPANDER from JOYDIVISION has been
developed for a discerning male audience who
are looking for a special experience. The modern,
innovative product provides a special form of
stimulation to get the P spot, the male equivalent of
the G spot, going. Moreover, the XPANDER is based
on an innovative, unique functional principle to make
it easier to insert the product. Thanks to a special
technical feature, the volume of the XPANDER can be
reduced by 50 per cent. This way, the stimulator can
be inserted safely and smoothly. Once it is in place,
the XPANDER does what the name implies: It
expands until it has reached its stimulation size. Apart
from slimming down for insertion, the product also
boasts a shape that is perfect for precise, intense
stimulation. Men can use the XPANDER to pleasure
themselves, but also to add to the sexual experience
with a partner. The male prostate is a highly sensitive
region, and stimulating it can create intense orgasms.
The XPANDER was designed specifically for that
purpose: stimulation of the male prostate. At the

The XPANDER
X4+ is an innovative prostate toy
that is now also
equipped with a
bullet vibrator

The Power
Rocket bullet
vibrator can be
recharged via
the USB cable
that is included
with the toy
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same time, it is flexible enough to be used in many
different ways. As it is made from high-quality
Silikomed, the XPANDER can be combined with any
kind of lubricant, and in keeping with JOYDIVISION’s
motto 'made with love in Germany', it is produced
100% in Germany. “The XPANDER is our product for
all men who are confident enough to increase their
sexual pleasure by using sex toys. Sexual fulfillment is
not a taboo, neither is anal stimulation. Our
XPANDER stimulator opens the door to a new
dimension of lust,” says Oliver Redschlag, head of
JOYDIVISION international AG. The XPANDER and
the new X4+ including the Power Rocket bullet
provide a perfect sex boost for consumers. It is
for a reason that the XPANDER line has already won
five industry awards. It makes prostate stimulation
easier than ever while providing a special,
unforgettable experience.
The XPANDER 'made with love in Germany'
represents the ideal marriage of innovative product
idea and first-rate quality, the latter of which is
demonstrated by JOYDIVISION’s ten-year warranty for
the XPANDER material. Furthermore, the company
made sure that the trade can present this unique
product in an appropriate way, also online. To that end,
JOYDIVISION produced a creative, punchy image
video that underpins the qualities of the innovative
prostate stimulator. Trade members can find this image
video at www.XPANDER.com/download, but there are
also web banners, digital flyers, booklets, explanatory
texts, and lots and lots of pictures. These modern promotional materials help present the XPANDER to maximum effect in online shops.

pjur Woman:

classy, but sexy

ex c l us iv e

C a te rin g to wo men’s needs

After pjur Original, pjur Woman was the
first personal lubricant manufactured and
marketed by pjur group around the world.
Since then, a full pjur Woman range has
been developed with personal lubricants
specially designed for women and their
particular requirements.

W

ith the pjur Woman range, the pjur group has created products specifically
designed for women. For many years now, this target group has continued to
grow and has different requirements compared to male consumers. Women have
very sensitive skin – particularly in intimate areas – and therefore require particularly
skin-friendly products. Women also often set great store by health and sustainability.
These qualities are reflected in the diverse products in the range:
pjur Woman
pjur Woman has been specially
developed for women and it places
particular emphasis on their
well-being and full sensory
experience: a personal lubricant and
massage fluid with extremely
long-lasting lubricating qualities,
which leaves the skin feeling silky
soft. Thanks to its skin-friendly
silicone formula, pjur Woman is
perfect for massages as it is not
absorbed into the skin, meaning that
massage sessions can go on for
longer. There are certain times when
it’s a girl's best friend.
Not only this: Sweden's highest-

The pjur Woman
line is created
with a focus on
female
consumers and
their needs
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circulation daily newspaper "AFTONBLADET",
which has a daily readership of 2.6 million,
voted pjur Woman best product in a test
involving 12 personal lubricants. pjur Woman
emerged as the winner thanks to its
outstanding quality and was awarded the
accolade with the seal "BÄST I TEST"
(best in test).
pjur Woman Nude
Women in particular are more and more
frequently looking for a more mindful way of living,
reflecting on what is fundamental. This lifestyle
can also have a positive effect on their love lives.
That's why the company has developed pjur
Woman Nude – a water-based personal
lubricant which is completely free from
additives. In cosmetics and fashion, "Nude"
stands for naturalness and authenticity, which
is why pjur Woman Nude is free from glycerin,
parabens, oils, fats, perfumes and
preservatives! It has been specially developed
for women with more sensitive skin, for a more
mindful sexuality with nothing added. Because
sometimes less is more.
pjur Woman Aqua
pjur Woman Aqua is pjur's premium, waterbased personal lubricant for women. Not only
does the product have perfect lubricating
qualities, it is also moisturising and cares for dry,
stressed skin, not only in the intimate areas.
As water is completely absorbed into the skin,
pjur Woman Aqua leaves the skin feeling great
and not at all sticky. pjur Woman Aqua cares
for female skin, particularly for those who need
extra moisturisation. pjur Woman Aqua is ideal
for use with any erotic toy. It is easy to wash
away and is guaranteed to be non-sticky.
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There are so many ways in which ABS and Millivres Prowler
customers will really beneﬁt from this partnership.
exclusive

An interview with Symon Reeves, Commercial Director at ABS Holdings

Long-established company buys long-established brand
– this would be a fitting description of ABS Holding’s
acquisition of Millivres Prowler Wholesale. Symon
Reeves, Commercial Director at ABS, tells us more about
his plans for the gay brand and the expectations
regarding this new addition in the ABS portfolio.

„T H E P R O W L E R B R A N D I S
RESPECTED AND
C H E R I S H E D I N TH E G AY
MARKET AND ABS WILL
N U R T U R E A N D C A R E FO R
T H I S D I S TI N G U I S H E D G AY
BRAND.”
Symon Reeves,
Commercial Director,
ABS Holdings

SIMON TOPHAM

„

You are the new owner of Millivres Prowler
Wholesale, www.prowler.co.uk, and two Prowler
retail stores. How did this acquisition come
about?
Symon Reeves: I’m really excited about this
acquisition and when the opportunity presented
itself, we realised what an incredible partnership
this really could be. We purchased the Prowler
Brighton Store & the Prowler.co.uk domain from
the administrators Price Bailey LLP along with
buying the Prowler London Store & business
from the previous owners. From the start, we felt
that we could really add a lot to the Prowler
brand in terms of experience, industry
knowledge and of course, our growing customer base that now extends to Europe and is
continually growing. When Millivres Prower went
into administration we knew that we needed to
do everything we could to ensure that the brand
was brought back to the top of its game. Prowler has a very supportive customer base and
there is so much history associated with the
brand - remember this is a brand that established itself in 1974. At ABS we understand the
importance of a respected history like this,
we’ve been in the business ourselves for over
40 years now. So, to step in and ensure that
Prowler was brought back up to the excellent
standard we know it can achieve was a very natural thing for us to do.
Would you mind giving us some information
about Prowler for those among our readers who
may not be familiar with the brand?
Simon Topham (Millivres): Prowler was formed
by the merger of Britain's two big gay businesses, Millivres and Prowler in 1999. Both these
businesses had begun years previously - in Millivres case in 1974 and were founded as pioneers and fighters for gay rights. Both companies believed passionately that gay men and
women deserved the same full legal, social and
sexual rights as anyone and campaigned for an
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equal age of consent, gay marriage and an end to
many forms of discrimination. One thing that was clear
in the 70's was that gay people couldn't get hold of
books, magazines, films or sex toys specific to them
and gay people wanted access to the same products
as anyone else. This led Millivres to open stores from
1974 onwards. In these early days, there were many
set-backs - the Police regularly raided and harassed
the stores. But eventually as society became more tolerant and open minded, gay stores such as Prowler
and magazines such as Gay Times began to thrive.
When Prowler Soho opened in 1997 it was revolutionary - a big, bold and open corner site in the middle of
Soho with big open plate glass windows and a range
of exclusive underwear and clothing as well as the traditional sex toys and DVDs. Soho boomed as the gay
centre of London and Prowler also opened new stores
in Brighton, Birmingham and Kings Cross. The online
revolution since then has changed things and ultimately contributed to the tough times Millivres Prowler recently experienced. Traditional print advertising and
sales of DVDs all fell rapidly in recent years. But what is
still clear is that gay people want a place to socialise
and a store to call their own. The Prowler brand is respected and cherished in the gay market and ABS will
nurture and care for this distinguished gay brand.
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How does this new addition fit in with the overall concept of ABS Holdings? Which opportunities have opened up for you in the wake of this decision?
Symon Reeves: ABS has always been really focused
on bringing the best available products on the market
to our customers, and ensuring that we have a great
selection, plenty of stock and of course, great prices.
We have always had a lot of respect for the Prowler
brand and we feel that our core motivations for being
in this business align with Prowler perfectly. Prowler
has worked hard to deliver fresh, innovative products
to the gay market and over the years they’ve become
a real asset to the gay community. ABS is thrilled that
we’re now able to join up with the Prowler team to
make a really great effort to keep innovating, delivering
and bringing new brands and products to our customers, as well as making sure that favourite brands are
always on hand and ready to go. We can’t wait to see
what this collaboration will bring and we’re already
seeing amazing changes happening to the Prowler
brand that really excite us us a brand.
What expectations are tied to this acquisition?
Symon Reeves: Prowler has always supported the gay
community by offering the best gay brands at the best
prices. This takeover will ensure that Prowler keeps
doing what they do best - as well as adding fresh, up
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to date products and making sure that customers
have even more choice when it comes to essentials,
lubes, toys, herbals, aromas and more. Prowler will
also be able to continue their support of charities like
The Brighton Bear Weekender which is really important. This ownership change will also see the continuation of Millivres Prowler Wholesale staff who have served the community for over 25 years.
Will anything change for the customers of ABS and the
customers of Millivres Prowler Wholesale?
Symon Reeves: We want Prowler customers to know
that we will absolutely be honouring their terms and
prices. They will still deal with Shaun Murphy for all of
their aromas and pill sales, even if they have an existing ABS account and manager they will chose who
they want to work with... There are so many ways in
which ABS and Millivres Prowler customers will really
benefit from this partnership. Prowler customers will
benefit from the ABS team’s passion, industry
knowledge and of course, the unrivalled customer service that we’re known for. They will also have access
to the latest Prowler products they love via our dedicated Prowler page,
https://www.absholdings.com/prowler. We have set
this page up on the ABS site so that customers have
easy access. Prowler customers will also have access
to the entire ABS catalogue and we’re confident that
our large range has plenty of exciting products that will
peak their interest!
Millivres Prowler Wholesale is known best for their
poppers and pills. Seeing how the legal regulations for
these products vary from market to market, is your
purchase of the brand relevant for
trade members in mainland Europe?
Symon Reeves: We will be extending
the Prowler Wholesale assortment to
ensure all customers have a great
selection of items suitable for their
markets, so all I can say at the moment is watch this space…..we
promise that customers won’t
be disappointed!
What are ABS‘ plans regarding
the two brick and mortar stores? And what will you do with
the brand’s online shop,
www.prowler.co.uk?
Symon Reeves: The brick and
mortar stores will continue trading as normal. One important
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thing that we have changed in the brick and mortar
stores and the online store is stock availability. We
know that in the past, there were some issues with
availability and some items that customers ordered
were not available, which led to some disappointment.
The very first thing we did when ABS took over the
brand, is to ensure that favourite items were back in
stock, available and ready to order. This was a key
change that we made right off the bat. We want to
bring the excitement of the Prowler brand back into
the stores with fresh new stock but of course, we want
customers to trust that they can place and order and
that their orders will be fulfilled quickly and with the enthusiasm and professionalism that ABS is known for.
In terms of the online store, prowler.co.uk we feel that
the Prowler team has done a great job of keeping the
online store up to date and we’ll make sure that this
continues as we update prowler.co.uk regularly with
fresh new offer and products.
Will ABS continue on this course of expansion? Are
there plans or ideas for further acquisitions?
Symon Reeves: Over the last 40 years ABS has seen
so many changes in the industry and I think what makes us so successful is that our team is able to adapt
the business to the changes we’ve been experiencing
in the industry. We’ve adapted our business successfully for online shopping and as technology and the industry grows, we’ll definitely be looking at adding more
brands and acquisitions to our portfolio when the time
is right. We love working with brands that we believe in
and we certainly believe in the Prowler brand and
know that it will do great things now and in the future.
The ABS brand is always expanding and we’re
not afraid of change - we really embrace it and
as you know we love a challenge! As a family business, we’ve managed to remain
close-knit, even though the brand has now
expanded to European territories, too. So to
answer your question - if the timing is
good, and we have the opportunity
add a new brand to our business that
we believe in, then yes, definitely. In
the meantime, we’re focusing strongly
on our current UK, European & US interests as well as focusing on putting
the Prowler brand back on the
map. We’ve got great
plans for ABS and for
Prowler - the potential is
there and our team has
proved to be exceptional
at what they do.
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All we wanted to do was earn enough
to avoid having to get a proper job.
ex c l us iv e

Ne a l S la te f o rd o n th e 15-yea r a nniversa ry o f Lo veh o ney
A Rabbit Vibrator that was shipped from a
bedroom – this is how it all began for
Lovehoney 15 years ago when Richard
Longhurst and Neal Slateford started the
company. What has followed has been an
outstanding success story. Last year,
Lovehoney’s activities, efforts, and
achievements were even acknowledged by
the Queen – definitely a milestone in the
company’s history. EAN spoke with
co-founder Neal Slateford about 15 years of
Lovehoney, about adult e-commerce, and
about the future of the adult market.

„

The founders of Lovehoney:
Neal Slateford and
Richard Longhurst

Can you still remember the first product that
was sold and sent out by you?
Neal Slateford: On 21st April 2002, we received
our first order for an Ecstasy Hi-Tech Rabbit Vibrator. Like the rest of the stock that we had purchased, it was stored under Richard’s bed! We
had to go to the Post Office to buy an envelope
to send it out in. Ten years later we actually managed to find that first customer and to say
thanks and we sent her lots of freebies.
What did you do before you founded Lovehoney? Were there already touch points with vibrators, dildos, etc. before the company was founded? What motivated you to found a company in
2002 that offers erotic products over the internet?
Neal: Myself and Richard (Longhurst) met in
2001. Richard was a journalist who interviewed
me for an article he was writing on a web site I
had set up for electronic musicians - at the time I
was working in record production. The publishing
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industry was in flux and we started to discuss the
potential of setting up our own ecommerce site.
We attended various trade shows to get inspiration and at Erotica - the famous adult industry
show in London - we saw the huge potential in
sex toys. We felt that the competition at the time
were not massively female or couple-friendly,
which struck us as a massive opportunity, as
most of the products were aimed at women and
couples. We set up Lovehoney in 2002, essentially using Richard’s bedroom as our warehouse.
15 years later and we have been awarded the
Queen’s Award for Enterprise - one of the highest
accolades of British Business, various Licensing
awards and have 9 websites. It has been an incredible journey.
As we all know, everything was better in the past.
Is this also true for the erotic e-commerce?
Neal: When we entered the business our competition had rip-off pricing, poor customer service
and poor quality product. I don’t think many
shoppers would want to go back there...
How would you describe the current situation of
the e-commerce business? Less and less players
that are getting bigger and bigger? Amazon as
the sword of Damocles?
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Neal and Richard
met in 2001 and
decided to set up
their own
e-commerce site

felt. What were previously seen as niche activities spanking, blindfolds, tying each other up - are now a regular part of many couples’ sex lives. Something that
really stood out to us was that, over the weekend prior
to Valentine's Day, spreader bar sales across Lovehoney's seven websites increased by 221%.
I think it’s unlikely I’ll be telling any of this to my grandchildren, unless I decide to have a child fairly quickly...
Speaking of grandchildren: will they also be taught that
you have managed to change the image of the erotic industry and even had royal support for this undertaking?
Neal: I am proud of what Richard and myself have
achieved in building Lovehoney into an internationally
successful business - whether we have changed the industry is for other people to
decide.

Neal: I think the future is very bright for the erotic sector
in ecommerce. Mainstream retail has undoubtedly been
hit by Amazon, but niche markets like sex toys will continue to flourish. Amazon is never going to actively promote itself as a retailer of sex toys and can never offer
the information and advice that a specialist can. As the
market evolves, yes, there will be fewer, larger players.
What is the secret of your success?
Neal: Don’t believe you’re own press and investing
every penny we made from day one back in the business.
15 years is a long time: what were the highlights for you
and which events would you like to delete from your
memory?
Neal: There’s been lots, but in terms of taking the business to another level, securing the worldwide rights to
manufacture the official Fifty Shades of Grey products
was transformative for the business on many levels.
Also winning a Queens Award for Enterprise last year
was exciting. There’s lots of things we tried that failed,
but as long as you fail fast and move on, these can be
useful experiences...
The phenomenon of Fifty Shades of Grey was like a volcanic eruption not only for Lovehoney but for our entire
market. Are you going to tell your grandchildren about it
and also tell them that it was you, who woke up the erotic market?
Neal: We are really proud of the Fifty Shades Official
Pleasure Collection we developed alongside author E L
James. Fifty Shades had inspired a revolution in attitudes to sex. Everything changed when the books were
released four years ago and those ripples are still being
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„W E WA N T TO C O N T I N U E
TO G R O W A N D M A K E
MANY MORE MILLIONS OF
P E O P L E H A P PY I N TH E
BEDROOM.”
N E A L S L AT E F O R D

Be honest: did you even think
about growing your company
to such dimensions when you
started in 2002?
Neal: No - all we wanted to do
was earn enough to avoid having to get a proper job.

How will Lovehoney celebrate
the anniversary?
Neal: We'll make sure that our
staff enjoy themselves! We are
putting on a big celebration
for them to say thank you for
all of their hard work. We also launched the first ‘Sexual
Happiness Day’ which was picked up my international
media and caused many positive messages on social
media. To see how far we’ve come in the last 15 years
in terms of openness about what we do has been incredible. And we are having an enormous party for our
staff, suppliers and friends.
How do you think the erotic market will develop over the
next 15 years?
Neal: It will become much, much bigger and more
mainstream. 18-25 year olds now have very few hangups about discussing sex toys with their friends and
using toys in their relationships. They are the future of
this business.
What do you wish for the next 15 years?
Neal: To continue to spread the message that everyone
deserves a fun and fulfilling sex life around the world.
We want to continue to grow and make many more millions of people happy in the bedroom.
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Lingox has grown massively in two years,

and we’re planning on continuing to do so.
ex c l us iv e

M a sturba to r p ro duce r Lingo x h a ve tea med up with p o rn la bel Priva te for t heir n ew c ollec t ion

A long-standing brand and an up-andcoming company join forces as Private and
Lingox collaborate on a new product line.
The former has been a major player in the
porn business for more than 50 years, the
latter was started only two years ago.
Together, they have launched a new
collection of masturbators, modelled after
the anatomy of six of the most popular
Private porn stars. In our EAN interview,
Manuel Martin tells more us about the
collaboration with Private and the unique
qualities of the new collection.

„

Lingox recently released a new collection
in cooperation with the adult entertainment
label Private. How did this cooperation come
about?
Manuel Martin: Private was interested in
launching their own collection of male masturbators based on their Private stars, and
after evaluating various proposals from toy
manufacturers they were clear in that they
wanted to work with Lingox. Our proposal
won because we proved ourselves to be European manufacturers of the highest quality,
with a revolutionary and exclusive product.
Private was convinced that our offer was the
most compelling, even more so than Chinese
options, due to the quality of the materials,
packaging, and overall project. They are also
agreed with our philosophy of giving our distributors the best margins possible, and our
philosophy of working closely and in conjunction with our partners. After just a few
months of launching the Private Stars Collection, we’re delighted with the reaction
from the market so far. The relationship between Private and Lingox grows stronger
every day and we have many exciting new
projects in the pipeline.

Manuel Martin,
President and
CEO of Lingox
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Why did you choose Private for this cooperation?
Manuel Martin: It’s an honour for Lingox to work
with a legendary adult studio like Private, with a
such a well-known and respected brand. Private
has been successful globally since 1965 and has
unrivalled experience and market-reach. Almost
anywhere that you go in the world, people have heard of Private, and without doubt it’s very important for Lingox to be able to count on Private’s years of experience and access to leading actresses
from all over the world. The Private Stars Collection
will be truly a global collection. It’s also important
for Lingox to work with like-minded companies,
where quality and innovation is a must.
How many items does this new collection include?
Which stars did you release first?
Manuel Martin: The Private Stars Collection has
been inaugurated with 18 different references in
the space of three months! We have six Private
Stars at the moment, with three toys per star; vagina, anal and oral. I have to make special mention
of the oral toys, where Lingox has made genuine
replicas of the girls’ mouths, with our registered
tongue-out design. The soft tongue adds a whole
new sensation to the oral toys as, like we say at
Lingox, “Oral sex without the tongue isn’t oral sex!”
Each and every one of the first six Private Stars is
a well-known and media-friendly star, and we’re
very proud to work with them.
Representing the UK, we have the multi award winning British porn star Jasmine Jae. She has a huge
following, and is a great ambassador for Private,
Lingox, and the adult industry in general.
From Spain, we have Amarna Miller, probably the
most well-known and international Spanish porn
star right now. She lives in the USA usually, but it’s
always a pleasure to have her back in Europe.
From Germany, we have the super sexy Anny Aurora. She’s a delight to work with, and definitely
one of the brightest lights in the German porn
scene right now.
From the Czech Republic, we have the gorgeous
Anna Rose, star of the great movie 5 Shades of
Private.
We also have the stunning blonde Lexi Lowe from
the UK. She’s every man’s dream.
And finally, we have the playful and extremely
naughty French starlet Luna Rival. She’s really a
sensation in the industry right now.
How are the items from the Private Stars Autogra-
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Representing
France in the new
collection:
Luna Rivala

phed Collection different from
the original Lingox Triple Masturbator?
„ I T ’ S A N H O N O U R FO R
Manuel Martin: There is a major difference in that the Stars
L I N G OX TO W O R K W I T H A
Collection are genuine replicas
L E G E N D A RY A D U LT S T U of the anatomies of leading
stars of the moment, each toy
D I O L I K E P R I VAT E , W I TH
being completely unique and a
faithful representation of the
A SUCH A WELL-KNOWN
real thing. Lingox also introduced the brand-new concept of
AND RESPECTED BRAND.”
a male masturbator with incorMANUEL MARTIN
porated dildo, making Lingox
the most complete and versatile male masturbator in the
marketplace. I repeat, these
are the only male masturbators in the world that incorporate a dildo that can be used as a prostate
massager or dildo for women. It can be used solo,
or in couples. It can also just be a great and ergonomically designed handle! All of these factors add
up to make our products different and exclusive,
but that’s not all. Each and every unit of the Private
Stars Collection comes with a personally signed
card from each girl.
Some extra thought has also been going into the
packaging design. What can you tell us about the
presentation?
Manuel Martin: We’re extremely happy with the
feedback that we’ve got from our partners about
the packaging. The reaction has been unanimous
that it really is gorgeous and sexy. Lingox has always believed in innovation, and while we could
have just used a standard box design without giving it much thought, we really wanted to come up
with something different and attention grabbing. It
wasn’t easy to come up with a unique and exclu-

I N T E R V I E W

sive packaging design, as pretty much everything has already been done, but we weren’t
dissuaded and finally came up with something that captures our philosophy; attractive,
innovative products that go one step further.
Our internationally registered and exclusive
packaging is very distinctive, with a perfect
vertical triangular shape, and window that
lets the customer see the product without
having to open the box. The eye-catching
design means that any customer entering a
store will be able to recognise our products
from a distance. We feel that the sophisticated and elegant box design is the perfect introduction to our high-end toys, and the customer will know immediately that he’s dealing
with a quality product.
What can you tell us about the inside texture
and the material of the new collection?
Manuel Martin: The Private Stars Collection
has different internal textures so that the customer can pick and choose according to
their personal tastes. We continue to research and develop new interior texture designs and materials to achieve some amazing
results. As many professionals in our industry
already know, Lingox manufactures a unique
and novel material. Our proprietary formula
ensures that we can say that our materials
are probably the softest and most flexible in
the world. Not only that, our materials include anti-microbial and anti-bacterial
agents to make our products more hygienic
and safe in every way. We’ve also seen that
many toys in the market have a characteristic plastic smell, or an industrial kind of
aroma that is quite unpleasant and not sensual at all. Lingox decided to include aromatic agents in all our products to also appeal to our customer’s sense of smell, as
we’re convinced that this is also an essential part of the user experience. We’re investigating the aromatic possibilities further,
with unique scents for each product. There
isn’t a material right now that can beat us
for quality, pleasure, hygiene or safety.
Will we see more Private stars as Lingox models in the future? Do you have plans to expand this cooperation?
Manuel Martin: Yes, that is a central part of
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Apart from vagina-shaped masturbators,
there are also oral and anal versions

our agreement with Private; the
Private Stars Collection will grow
organically over time. Private is
constantly searching for the best
adult talent, and for the best candidates to be the next Private
Star. It’s not a straightforward
task, as there are various criteria
that the girls must satisfy, and
they must fit with the general philosophy of the brand and collection. We plan to continue growing the line until we have the
largest collection of autographed
toys in the world. It’s a sensational project, and we’re very happy
that we’ve now started the journey and are growing.

Where can the new collection be
bought? Are you working with
distributors in Europe?
Manuel Martin: Distributors are
always looking to grow their catalogues with high quality new products, and this is the newest and
most innovative new product
available right now. We’re availaGerman actress Anny Aurora is part
ble in most European countries
of the new Private Stars collection
already, but we’re still growing
and signing new deals as we
have only been on the market for
three months. We’re also signing
„ E A C H A N D E V E RY U N I T
some exciting deals outside of
Europe and are always looking
O F TH E P R I VAT E S TA R S
for new opportunities and collaborations. We want to forge winC O L L E C TI O N C O M E S W I TH
win, long term, relationships with
all of our partners and grow
A P E R S O N A L LY S I G N E D
stronger in collaboration with our
CARD FROM EACH GIRL.”
distributors. So far, the response
from distributors and consumers
MANUEL MARTIN
has been fantastic and we’re really happy with how things are
going, but we want to keep the
momentum going, so if any distributors are looking for patented, high-quality
products with great customer service and
margins, then we’d be delighted to hear from
them. They can contact us at gustavo.giner@private.com or sales@lingoxpro.com
and start a discussion with us immediately.

w w w. e a n - o n l i n e . c o m • 0 6 / 2 0 1 7

I N T E R V I E W

Lingox is still a relatively young company. Would
you say that, so far, you have achieved what you
set out to do when you founded Lingox?
Manuel Martin: That’s a very interesting question.
Yes, Lingox is a young company, that started with
only four references in its first year, but now in our
second year we have already gone up to 22 references and the number is growing, so we’re really
happy. Not only that but we have the support of arguably the most important and recognisable brand
in adult content production! This collaboration is a
really big step up for us and we’re looking forward
to giving it everything we’ve got and shaking the
market up in the coming years. Lingox has grown
massively in two years, and we’re planning on continuing to do so. It could even be the case that we
reach 50 different references in 2017, positioning
ourselves as the leading European manufacturer in
our industry. We have many exciting and innovative
projects coming up, so watch this space.
The male masturbator category is growing. That is
of course good for Lingox, but it also means more
competition. What does it take nowadays to make
a masturbator that stands out on the market?
Manuel Martin: It’s certainly true that the male
masturbator market is growing rapidly and is increasingly competitive, which is bad news for
established companies that have dominated the
market for years. The male masturbator market is
continually being shared out among more companies, as nowadays there are more than 500 male
masturbators on the market where in the past
there were maybe five companies specialised in
these kinds of products. So yes, it’s very competitive, but that’s not really a concern for Lingox as
our factory only opened a couple of years ago,
when there was already a lot of competition and
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many toy manufacturers on the
market. We were born into a
highly competitive market,
„ E A C H A N D E V E RY O N E
we’re a product of that compeO F TH E F I R S T S I X
titiveness which demands innovation and quality, and we’re
P R I VAT E S TA R S I S A
ready to find and consolidate
our place in that market. PerWELL-KNOWN AND
haps one of the key ways in
which we plan to do that is
M E D I A - F R I E N D LY S TA R ,
through our relationships with
distributors; we believe in winA N D W E ’ R E V E RY P R O U D
win, respectful relationships
TO W O R K W I T H TH E M . ”
wherein everyone can make
some money, and our partners
MANUEL MARTIN
can collaborate with us to
make the product, marketing
and service better. Even
though we are a European
factory, with exceptional manufacturing quality and
materials, we offer margins that are competitive
with Asian products. Another key part of our strategy is that we do not have minimum orders. Once
we have agreed commercial terms with our partner,
we will respect that price no matter how many
units they order, as we do not want our partners to
have all of their cash locked up in product in their
warehouse. Also, we’re so sure of the quality and
success of our products that we believe that once
our partners try us, they will look for long-term repeat business. We want to make our partners lives
as easy as possible, and offer the best terms possible, and also the fact that we are a European
factory means that there are no customs costs for
Euro shipments, reduced shipment costs and also
much faster delivery times.
We are the alternative that many distributors need,
with unique, quality products, in beautiful packaging, 100% European, with great margins and with
no minimum orders.
We want to offer honest and fair pricing for a quality product, and to offer amicable and positive relationships to our partners. We want to be the European male masturbator partner that distributors
can believe in.
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When your partner
has a fling with
'Super Girl' ...

We are constantly battling people's guilt

and shame to convince them to buy a sex toy.
ex c l us iv e

Pa ssa ge du Dé sir w a rn a ga inst th e nega tive ef f ects binge wa tch ing can hav e on a r elat ion s hip

Many consumers are still sceptical when it comes to sex toys, although the acceptance of adult products obviously
varies from country to country. In France, the store chain Passage du Désir has set out to do away
with old preconceptions and reservations. For their latest one-two punch of funny commercials, they have focussed on binge watching, i.e. watching several episodes of a TV show in
one sitting. The humorous message: Excessive consumption of TV shows can be harmful
to a relationship. In our EAN interview with Patrick Pruvot, manager of the Passage du
Désir store chain, we discuss the potential of creative advertising.

„

Passage du Désir
manager
Patrick Pruvot

Passage du Désir launched a new ad campaign a
few weeks ago. Would you mind telling our readers
more about these two new video clips?
Patrick Pruvot: It's a real eye-opener,
as no one has ever shown zombies or super heroes in a
commercial that is ultimately
about selling sex toys, therefore we thought Passage
du Désir had to do it! More
seriously, though, our goal
at Passage du Désir is to find
ways to expand the adult
market towards new target
groups. Many people still do

not feel comfortable with adult products so in order to change their view and make them buy
adult products, it is important to talk to them
about harmony in a relationship. We briefed our
advertising agency in that direction: Do not talk
about pleasure (this could make people feel uncomfortable) but explain that our products can
help couples keep their relationship fresh in the
long run.
So the idea is to show a couple who are not talking anymore…and who would benefit from getting some adult products to break these walls
down?
Patrick: We made two commercials in order to
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A screenshot
from the
'The Walking Dead'inspired commercial

address both, men and women. In the zombie spot, the
man is so enraptured in his 'The Walking Dead' series
that he doesn’t realise his girlfriend is kissing a zombie
just next to him on the sofa. In the other commercial,
the 'Super Girl' one, the girl is watching a TV series without noticing that her man is having an affair with Super
Girl just next to her on the bed. At the end of both
spots, the voice-over says 'Don't let TV series steal your
life with your beloved one from you, react - with Passage du Désir!'
Where could/can these videos be watched, and what
has the feedback been like so far?
Patrick: You can watch these ads when downloading
TV series on the internet. For example, while you were
downloading Super Girl on Netflix, you could watch this
warning showing you not to forget your partner while
watching your TV series! Same with the zombie clip,
which was played when people downloaded a zombie
series. We were nominated at Cannes for the advertising awards!

Why did you decide to make the videos about TV
shows and binge watching?
Patrick: We liked the idea as it didn’t revolve
around the typical clichés … and also because
these commercials are just fun to watch… And
Part of Passage du Désir marketing approach is
that, when you make people smile or laugh, they
won’t feel ashamed anymore.
Was this idea quickly realised or did you encounter
problems during the development and production
of your videos?
Patrick: Well, there are a lot of design and sound
effects in these two commercials… and of course,
you cannot produce them in a cheap way, otherwise they would look and sound ridiculous. So that
was a challenge, to do it with a reasonable budget.

The effectiveness of ad campaigns is often hard to
judge, but would you say that you got more customers
in your store and your online shop since the start of the
ad campaign?
Patrick: Honestly, such a communication does not have
a direct impact on your sales but is a part of brand-building and setting your brand apart from others.

Passage du Désir has always tried to make people
understand that sex toys can enhance our intimate
experiences and relationships, and your new ad
campaign also conveys that message. But haven’t
things changed in that regard? Is there still so little
acceptance of sex toys in today’s society?
Patrick: We are constantly battling people's guilt
and shame to convince them to buy a sex toy (or
an adult product in general). But, well, I am just
talking about the French market as it is our core
market.

When and how did the idea for these commercials
come about?
Patrick: Service Plan, our advertising agency, came to
us six months ago with this simple idea: Modern couples spend more time watching TV series than making
love. This has to change, and it will, thanks to Passage
du Désir!

Do you already have new ideas up your sleeve
to create more awareness for sex toys and
their positive effects? What are your plans
for the future?
Patrick: Of course! We have many projects online
and offline. For the moment, I will keep them a
secret, but rest assured, we will keep you posted!
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People are beginning to recognise

that your sexual health is an important topic
An in te rview with Sh iba ri Senio r Sa les E x ecutive Da nielle S eer ley

ex c l us iv e

Will 2017 be the year of the wand vibrator? It almost seems that way given how many new products
are inspired by the classic massager. Wand vibrators also play an important role in the product range
of Shibari, a US company that was started in 2014. But Shibari has much more to offer, as the
company’s Sales Executive, Danielle Seerley, explains. In our interview, she tells us more about
Shibari’s comprehensive product range.
84
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tremely hard to make sure that these 3 core values
support every product in our line. Our consistent
and aggressive growth has indicated that we are on
the right track!
What do you offer that would be missing in the
market if it weren’t for Shibari?
Danielle: Shibari has dedicated itself not only to
manufacturing top of the line wands, but to have the
largest variety of wands for a customer to choose
from. Each wand features different speed and
vibration combinations, head size, arm length,
and type of vibration. Depending on what you are
in the mood for you can get anything from super
soft and gentle like our Halo, to a nice rumbly massage with the Deluxe Mega, or straight hard core vibration with our Power Wand. With so many different body types and shapes shopping for toys,
one wand size limits you to such a small
audience. We also have a lot of non-adult customers that purchase our wands for general
health and wellness. I love how diverse our
product is, and our packaging allows for a lot
of cross market versatility.

When did Shibari come onto the market?
Danielle Seerley: 2014.
What does the word 'Shibari' mean?
Danielle: Shibari is a traditional form of artistic rope
bondage that originated in Japan.
What philosophy do you pursue?
Danielle: Our goal is to be able to provide a modern
product manufactured with the highest quality, yet
be affordable to ALL consumers. We want customers to be able to comfortably purchase the matching attachments, lubricants, delay spray, etc.…to
complement their core toy experience. We work ex-
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What are the trends and developments that determine your product development? What is
particularly important to you when you create
new products?
Danielle: We always watch what is “hot” in adult
and mainstream, but we also seriously listen to
what customers are asking for and how we
can truly support that. One of the great things
about being a smaller company is that we
can react and adapt to change quickly when
it comes to staying current in the market.
Another key component that gives us an advantage is product planning as an entire
team. I feel lucky to work in an environment
that as an Account Manager, I can make effective change based on customer feedback and
professional experience. When we look at developing new product, the team is comprised of everyone
from Sales, Graphics, Marketing, and Product
Development to choose items together. Not every
company has this opportunity to collaborate so effectively. This not only gives us a very well rounded approach to development, but goes back to delivering
highly sellable products that speak to large audiences.
Your product range is quite comprehensive. Can
you give us some more information? Which product
categories does Shibari offer?

Danielle Seerley,
Shibari’s Senior
Sales Executive

I N T E R V I E W

„OUR GOAL IS TO BE
A B L E TO P R O V I D E A
MODERN PRODUCT
M A N U FA C T U R E D W I T H
TH E H I G H E S T Q U A L I T Y,
YET BE AFFORDABLE TO
ALL CONSUMERS.
DANIELLE SEERLEY
The Mega Wand is Shibari’s largest and
most powerful wand massager yet

Danielle: We have really grown since 2014! We
currently offer assorted products in the
following categories; Wands and Wand
Attachments, Vibrators, Bondage Rope,
Lubricants, Delay Sprays, Arousal Gel, Kegel
Balls, Men’s Love Rings, and recently just
launched the Shibari Condom in multiple sizes.
In addition to Shibari, you also have
sub-brands called Hello Sexy!, Shibari Luxury,
and Shibari Triton. Why did you create these
sub-brands?
Danielle: Shibari is comprised of 4 different
lines; Shibari, Shibari Luxury, Hello Sexy, and
Triton for Men. After a year on the market and
strong, consistent growth we knew that the
brand needed to evolve to offer special and
different products as our customer base grew.
We added a luxury line incorporating velvety
silicone vibes with strong, but quiet motors.
Customer feedback asked for the addition of
vibes that fit the criteria of our wands and it
was time to expand without changing the
identity of our core line. Our addition of the
“Hello Sexy” line brings a fun, sexy twist
dedicated to our modern girly girl. The
product colours and packaging are vivid
feminine colours to draw attention and
incorporate some mainstream pop culture
onto the shelves of Adult Boutiques. Triton for
Men offers a range of love rings, delay sprays,
lubricants, and finger vibe.
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Is Shibari a one-stop brand that offers the
consumers everything they needs?
Danielle: We really are. I’m very proud of how
far the brand has grown and the support
customers have given us. It has taken a few
years of planning, building, and branding but
we have a very strong and cohesive line of
products that will ultimately fulfil customers
from every major category.
Shibari is mainly known for its wands. Wand
massagers have been on the market for a
long time. How hard is it to give this concept
a new twist?
Danielle: Right now, is a unique and exciting
time in the wand world. You have a portion
of your audience that remembers the
original Wand debuting in the 60’s that
had a very specific look. Our original wands,
or the “OG’s” as we call them in house,
pay homage to this original wand in a 2
speed or 10 speed version. We love this
customer and will always keep them as a
focus. We also look to the market that may
be curious to try a wand, and have added
more contemporary styles that feature a
much different look, and different features.
The Wand is a classic style but with lifestyle
changes and natural manufacturing
progression, we took the opportunity to
really focus on making sure we had a true
and diverse range of wands.
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Wand vibrators are experiencing something like a
resurgence. How would you explain this
phenomenon?
Danielle: They really are, and I like to think Shibari
had a little something to do with it. Wands are a
classic, and will continue to be a classic much like
the rabbit. For us it has really been about fulfilling an
existing customer base, and working on what I like
to call “positive wand perception” with new clients.
It’s always rewarding to show someone new to our
brand a wand like our Mini Halo or Deluxe Mega
Wand and see how excited customers get when not
only do they see the evolution of the wand, but that
there are so many wands to choose from. Features
like Water proofing, USB Rechargeable, 20+ speed
and functions never stop wowing the customer. The
wand also has good credibility as a long standing
favourite product that customers are attracted to. *
And Jesus, we would also like to thank him for this
rebirthing phenomenon. Without him none of these
wands would be possible.
Which sales channels do you use to market your
products?
Danielle: We are B2B only, and greatly
appreciate our distribution partnerships,
retailers, and online partners.
Where can retailers buy your
products in Europe?
Danielle: Retailers can contact
Scala for Shibari products, they
are a full line distributor.
Are there plans to further expand
your distribution network in Europe?
Danielle: As a young brand, we are always
looking to grow. We will always continue to
thoughtfully explore new opportunities as we
strongly support our current distribution partner.

Apart from wand vibrators, Shibari also offer
products in various other categories
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„PEOPLE ARE BEGINNING
TO R E C O G N I S E T H AT
YO U R S E X U A L H E A LTH I S
A N I M P O R TA N T TO P I C ,
AND IT’S BECOMING OK
TO TA L K A B O U T I T. ”
DANIELLE SEERLEY

The Shibari range is divided
into four brands: Shibari,
Shibari Luxury, Hello Sexy,
and Triton for Men

Terry McGowan,
Shibari's VP of
Sales

What has Shibari planned for the coming months?
Will there be new product releases?
Danielle: We have several new products on the
horizon that I am very, very excited about. Each
category is receiving an infusion of new product that
complements our current line and brings some
strong new features. Very exciting times for us! We
will be exhibiting these new items at eroFame in
October!!
What is your opinion on the current situation
in the market? Is there too much hoopla
about sex tech?
Danielle: I think this is such an exciting time
for our Industry. We see adult trending from
“taboo” to mainstream across the board.
People are beginning to recognise that your
sexual health is an important topic, and it’s
becoming ok to talk about it. You can go
into a store like Target now and their
sexual health area continues to grow. A few
years ago, you could not have gone into a
mainstream store like Target and purchased
groceries, clothing, camping gear, and adult
products all together. There are so many options and resources available now for the customer
to engage in this part of their wellbeing, and we
get to play such an important role in that.
One of the great things about having a tech
product of any kind, is people will always want to
see and feel it in person. This helps to support the
need for brick and mortar, and continue to foster
a new era where online shopping is a major
norm. At the end of the day what we do is fun,
but we also get to help people and make a
positive impact on their life.
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Masturbation is still seen by many as what
is done when one ‘can’t get the real thing’.
ex c l us iv e

Almost everybody masturbates, that is an open secret. But
why should it be a secret at
all, wondered TENGA. In order
to encourage a more open,
honest approach to the subject, they launched a campaign called “Masturbation
May”, centred around a study
about masturbation behaviour
which the company conducted in Great Britain. In our
EAN interview, Tina Carter,
Global Marketing at Tenga,
presents the results of this
study. Furthermore, we talk
about TENGA’s expectations
regarding the campaign and we
discuss what
else the masturbator producer from
Japan is up to
these days.
Tina Carter,
Global
Marketing
at TENGA

Tin a C a rte r ta kes a clo ser lo o k a t TE NGA’s ”Ma sturba tio n M ay“ c amp aign

„

TENGA just finished a set of campaigns
celebrating the International Masturbation
Month May. How happy are you with the
outcome of these campaigns?
Tina Carter: We are thrilled with the
conversation and engagement that came out
of these campaigns! Not only did we raise
money for sexual education in America, we
also got people worldwide talking about
masturbation and questioning its still-taboo
status in many people’s eyes. Masturbation
is such a core part of individual human
sexuality – we want it to be a topic of
discussion beyond jokes and deflection.
While people are pretty open about these
things within the industry, it’s important to
remember that, as our research shows, most
people are still not comfortable discussing

masturbation. We hope the conversation that
was started this past May will carry on
through the following months, and that
people’s ideas regarding masturbation will
change long-term. It was also fun seeing so
many different euphemisms used for
masturbation – I’m quite partial to ‘jerkin’ the
gherkin’ and ‘taming the shrew’, myself!
To support your campaign, TENGA released
a study about masturbation habits in the
UK. What was the most interesting fact you
found out?
Tina Carter: Despite a self-described
reputation for ‘prudery’, people in the UK
were generally more accepting of
masturbation than some may expect –
particularly with younger people. There is
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quite a generational shift in attitudes
toward masturbation in the UK – 40% of
respondents aged 18-34 are comfortable
talking openly about masturbation,
compared to only 26% of Gen-Xers and
20% of Baby Boomers (55+).
Besides the study, what else did TENGA
do to promote masturbation during
Masturbation May?
Tina Carter: Along with the UK survey,
we also ran an awareness/charity
campaign in the US. Our current goal
there is to open up the conversation
around masturbation in general, so for
National Masturbation Month we gave
people the opportunity to be more open
about it, and even do it for a good cause
with our Do It In May campaign. We
encouraged people to take a pledge to
masturbate in May, and use our hashtag
#DoItInMay on social media – $1 for
every signup and $2 for every hashtag on
socials was donated to SIECUS, the
Sexual Information and Education
Council of the United States. You can
read more about the campaign at
www.doitinmay.com
Your study shows that the stigma
surrounding masturbation seems a lot
less prevalent in the younger generation.
Do you think this is a trend that will
continue in the future?
Tina Carter: We suspect that things will only get
more open from here on – especially with young
people who have grown up with the internet. We’re
seeing a generation of people who have never lived
without Google. If they wondered something, they
could look it up, and that can be hugely influential
on what someone’s early perception of ‘normal’ is
(even if there is no ‘normal’, really!). Someone
who’s never heard anyone else talk about
masturbation might as a result think it is something
shameful to be done in secret, but with a whole sea
of discussion to be found online, one realises
pretty quickly that the world of human sexuality
is as varied as it is vast – masturbation is just
the beginning!

Tina Carter: We believe that products like those
made by TENGA have the ability to change these
attitudes, and we’re doing our best to one day
shatter those stigmas. One of the largest hurdles is
peoples’ own mental blocks – masturbation is still
seen by many as what is done when one ‘can’t get
the real thing’, even though that is not the case –
our research shows that there is not a drastic
difference in the frequency of masturbation between singles and those in relationships. Rather
than seeing masturbation as a secondary option,
or as a substitute for sex, we want masturbation to
be something to be celebrated and enjoyed in
itself, for its own sake – it’s fun, it helps you to
know yourself, it can even improve partnered activities, and it just feels great – what’s not to love?

Do you think the adult industry is active enough in
removing stigmas about masturbation? Which
measures could help in this regard?

Last year, TENGA released a study about
masturbation in the US, now the UK. Did you
notice any differences between the two countries?
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„ R AT H E R TH A N S E E I N G
M A S T U R B ATI O N A S A
S E C O N D A RY O PTI O N , O R
A S A S U B S TI T U T E FO R
S E X , W E WA N T
M A S T U R B ATI O N TO B E
S O M E TH I N G TO B E
C E L E B R AT E D A N D
E N J OY E D I N I T S E L F, FO R
ITS OWN SAKE.”
TINA CARTER

TENGA’s new Flex masturbator
has a flexible outer casing
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How much influence does the national
culture have on the discussion about
masturbation?
Tina Carter: With the United States of Masturbation survey, our main finding was that
while almost everyone has masturbated –
88% of respondents had – people were very
reluctant to talk about it. The average
number of people that they guessed had
masturbated was also much lower than the
actual number – only 76%. This might
indicate that people assume that if no one’s
talking about it, no one is doing it – which
simply isn’t the case.
In the UK, the results showed a kind of
second sexual revolution – while Baby
Boomers in the UK are known for being the
generation of love and liberation, the
generation that has followed is even
more open to the idea of masturbation
and their own sexualities than the previous
generation was.
TENGA recently launched a new branch,
TENGA USA. Why did the company decide
to take this step? How important is it for
TENGA to address each market (Japan, US,
Europe) individually?
Tina Carter: TENGA was founded in Japan in
2005, and began selling internationally in
2007. Over 10 years, the company has
grown to the point where having offices in
both the US and Europe is the best way to
effectively serve those areas. There are also
some products that are regional – for
example, the Air-Tech series in not sold in
Japan, whereas the Black and White
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variations of the Original Vacuum CUP are
available only in Asia. Each region has its
own preferences in products, and it’s important to tailor to each specific market –
many of these products were designed or
modified in direct response to customer
feedback in that region; we are listening!
TENGA was one of the first companies to
focus on male sex toys. Now, this category
has been growing in the last couple of
years. Do you see this trend as well? If so,
what are the reasons for this development?
Tina Carter: From the beginning, one of
TENGA’s main goals has been to break
down the stigma surrounding masturbation
and the use of toys, particularly for men,
and to make products that help make
sexuality something everyone can enjoy.
An increase in male sex toys on the
market means that this is slowly
happening, which can only be seen as a
good thing! More makers of these types of
items will mean more variety of products, a
variety of aesthetic and design
approaches, and better masturbation for
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more people – that’s a pretty awesome
thing to see happening.

„OUR CURRENT GOAL
T H E R E I S TO O P E N U P
T H E C O N V E R S ATI O N
A R O U N D M A S T U R B ATI O N
I N G E N E R A L , S O FO R N AT I O N A L M A S T U R B ATI O N
M O N TH W E G AV E P E O P L E
T H E O P P O R T U N I T Y TO B E
M O R E O P E N A B O U T I T,
A N D E V E N D O I T FO R A
G O O D C A U S E W I TH O U R
D O I T I N M AY C A M PA I G N . ”
TINA CARTER

Besides the #DoItInMay campaign and
starting the US branch, TENGA also
released a new masturbator sleeve called
Flex. Could you explain this product to our
readers and tell us how it’s different from
other TENGA masturbators?
Tina Carter: While the Flex is similar to the
Air-Tech series in that it is a case with a
removable sleeve inside, what sets the Flex
apart is its outer casing – it is made of a
new, malleable material that holds its form,
but is still soft and flexible. This gives the
user the option of directly controlling the
stimulation by pressing and squeezing, but
also adds a spiralling movement that is
all-new. When the air hole is covered, the
internal vacuum it creates causes the item
to twist on its own, creating a spiralling
motion when the item moves. It’s difficult to
explain in words, but when you see it in
action, it’s so cool! It comes in two versions
with different material strengths and internal
details as well, for even more options.
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I believe Shots will expand our markets in Europe.
ex c l us iv e

S H OT S n o w distribute th e entire Perf ect Fit ra nge

Thanks to a new warehouse, SHOTS have new capacities on hand to further
optimise their product range – which also means the inclusion of new
collections, the first of which is Perfect Fit. We spoke with Perfect Fit CEO
Steve Callow, who told us more about their products and their expectations
regarding the new collaboration with SHOTS, while Oscar
Heijnen explained the distribution company’s plans for
Perfect Fit and outlined his ideas for the future of SHOTS.
Oscar Heijnen
promises many
new additions
to the SHOTS
range – after all,
there is a new
warehouse
that wants
to be filled

Steve, please give us some information about
Perfect Fit. Since when has the brand been
available on the market and which product
categories does it cover?
Steve Callow: Thank you for the opportunity to
discuss our company, Perfect Fit. I have owned two
companies in the sexual wellness industry starting in
2005. Perfect Fit Brand Inc. was formed in 2010 with
our first products selling in 2011. We are a
multicategory company, initially focusing on male
products. When I say male products, this means
products designed for the male anatomy,
however intended for use by couples.
We started with a strong push in the gay
markets and continue to be a top brand
in the gay men’s market, but over the
last three years have focused on
broader marketing of our products
and we have witnessed a
remarkable success in straight,
lesbian and transgendered
markets. We have expanded
our categories, and in fact we
humbly feel we may have
created some, such as the
FTM Transgendered
Sexual Wellness category,
Tunnel Plug category,
and the Soft Stretchy

Sheath category. Currently, we have the Zoro line
of Strap-ons, Fat Boy line of Soft Stretchy Sheaths, Cock Rings, ErgoFlo Douches, Buck Angel
Transgender Buck-off line, Tunnel Plugs (another
Perfect Fit innovation), Hybrid Clothing (Cellblock
13 and Fort Troff use our Jock Armour innovation), and the Bull Bag (a Perfect Fit Innovation).
What are the strong points of Perfect Fit? What
sets this brand apart from the competition?
Steve: Perhaps the best way to answer this
important question is to mention some of our
successes. We have been very fortunate to have
been recognized at many levels as an innovative
company. With over 50 award nominations, five
product-of-the-year awards and two 'Company
of the year' awards, the industry has been very
supportive of our, sometimes, 'interesting'
designs! I believe we have a keen eye to see
where there are new opportunities for sexual
expression and pleasure. We don’t look at
current products and see how we can improve
them, we start with the question 'If I wanted this
function, what would be the best way to achieve
it?' and this becomes the design challenge. We
often design products that people take one look
at and you can see they are perplexed. They
have no idea what it is for, and this is always a
challenge for us, how to explain what exciting
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pleasure one of our new items is intended to provide.
Ultimately, the reviews start coming in and then the item
becomes more accepted and starts to take traction.
Who buys Perfect Fit? Who is your target audience?
Steve: Our target market are the individuals that want
an exceptionally well designed product. We have
products designed for men, women, and other gender
identities now. We have a lot of fans, people who buy
many of our products or will try a product just because
we make it.
There are already distributors offering Perfect Fit in
Europe. Now, SHOTS is joining their ranks. Why did you
want to add another distributor?
Steve: We are excited to work with Oscar and his team.
Oscar and I have been working on developing a
partnership for more than a year, and the timing is
perfect now. We, of course, have had wonderful
partnerships in Europe and the UK, and it is time now to
expand our penetration into the European markets. Like
the US, retailers have their favourite distributors, and we
want to be sure the retailers have access to our product
lines. Shots, being such established and capable
distributor will undoubtedly help Perfect Fit reach new
retailers and consumers.
Which criteria are important for you when looking for
international distribution partners?
Steve: Most importantly, we know how hard it is to get a
new product line into a retailer, and once it’s there and
selling, you cannot have that retailer sitting with empty
shelf space with back-orders because the distributor is
out of stock. Eventually we will lose the shelf space and
it is really hard to reclaim. So one of the criteria is the
ability of the distributor to keep sufficient stock. Of
course, having a sales force is also very desirable, and
selling our full line of products is also a requirement.
It’s no secret that our designs are often copied, and as
much as a compliment as it is, we also need to ensure
that we have fast promotion and distribution of our
innovations so we can achieve the return on our R&D
and investments before others are 'inspired'. We had a
great experience with Shots respecting our IP and this
went a long way to making them an obvious partner. As
a side note I will mention we have really invested heavily
in protecting our IP with two important patents already
issued, and three more very close to being issued. We
are patenting all our new innovations.
Will SHOTS carry your entire range or only a special
selection of products?
Steve: Shots was very willing to take our full line of
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„W E H AV E B E E N V E RY
F O R T U N AT E TO H AV E
B E E N R E C O G N I Z E D AT
MANY LEVELS AS AN INN O VATI V E C O M PA N Y.
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Steve Callow, founder
and CEO of Perfect Fit,
is confident the
collaboration with
SHOTS will lead to
more success in the
European market

products. We really don’t have a lot of SKUs and
products that compete with one another.
What are your expectations regarding this
collaboration with SHOTS, and what makes
Oscar and team the right distribution partners
for your brand?
Steve: There is no question in my mind, that
partnership with Shots will benefit both of us. I
believe Shots will expand our markets in Europe,
and will work with us to remove some of the
stereotyping of us being a gay brand only
because of the types of products we make.
A lot can be said for enthusiasm and persistence,
and Oscar has lots of this!
How important is the European market for
Perfect Fit?
Steve: We have enjoyed a lot of success in
Europe, but we believe there is a lot more
potential, we are still a young brand, with many
exciting products coming. As I’ve recently said in
a US trade publication, I’ve never been more
excited about the future of our company. Europe
is an exciting market for us because we are still
very new to many retailers and therefore a lot of
opportunity. We are committed to helping our
distributors and retailer grow with our brand. As
quick note, I’ll mention we are currently working
on translations of all our 'copy' and plan to add
more languages to our packaging – people need
to know everything about the amazing product
they are about to buy! I want to thank you and
your readers for your interest in Perfect Fit Brand.
Oscar, you are now carrying the brand
Perfect Fit. How does it fit in with the rest of your
product range?
Oscar Heijnen: Great, I think that Perfect Fit is the
'perfect fit' for our assortment and we are very
happy to add all these really nice products to our
catalogue. We are now a full assortment
distributor of Perfect Fit, carrying every
product they have ever released and we
will continue that in the future, in
every size and colour. We have
noted that, over the last
two years, the male
market has had some
very positive sales
impulses and SHOTS
obviously want to
follow that trend!

As the new warehouse is almost operational now,
we can start adding new product ranges to my
heart's content. Perfect Fit was at the top of my
list, so we are proud to present one of the best
male product ranges to the market.
Which qualities about Perfect Fit convinced
you that this brand had to be a part of the
SHOTS range?
Oscar: The quality and feel of the materials is
outstanding, making it very popular in the male
market as well as in the couples’ market. We
have noticed that Perfect Fit was not really
well-represented in the European market and a
lot of retailers didn't know the brand that well. So
now it's up to us to change that and spread the
Perfect Fit concept over all European territories.
When will this new brand be available from
SHOTS?
Oscar: Customers can order the products as we
speak, but the big introduction of the brand will
take place at our Sales Week in the 3rd week of
July. To be exact, from Monday the 17th to
Thursday the 20th of July; as for Friday the 21st
of July, the showroom is closed in favour of the
world-famous Shots Party 2017!
Quality, price, variety, target audience, margin,
demand ... which factors have the biggest
influence on your decision to add a new
brand? And have these factors changed over
the course of the past years?
Oscar: Demand is at the top of the list but all
other factors are important as well of course.
I have a large sales team on the road and if
they see products that retailers feel positively
about but which are not well merchandised,
there is an opportunity to let this brand grow
and pick up a piece of the business. This
hasn't changed over the years and we will
continue to add good products to
our assortment.
Perfect Fit is already available from other
distribution companies. That didn’t affect your
decision at all?
Oscar: No, we believe that we can offer a
better service in all areas, cover a larger
territory, and sell to a more loyal customer
base. I don't want to sound arrogant but I think
that we can do a better job than any other
distributor in Europe.
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How much potential do you see for this brand? What
role can Perfect Fit play within your overall range?
Oscar: Perfect Fit is another expansion in our
assortment which will make us more complete. The
final goal for SHOTS is to have the largest assortment
in Europe, with us offering everything, any SKU, the
fast sellers but also the slow sellers! Now that we
have doubled our warehouse and office spaces, it's
time to double our assortment!
Does SHOTS also provide retailers with Perfect Fit
POS materials?
Oscar: Yes, we offer all the POS materials from
Perfect Fit themselves, but as always, we can
customise in-store promotions for any offline- or
online retailer.
Can you maybe tell us about your plans for the rest of
the year? What can the trade expect from SHOTS in
the upcoming months?
Oscar: We are going to put the pedal to the metal. It
has been a little quiet in the new product section lately
as we ran out of space, but this time is over now and
we are going to add new products rapidly, both on
the distribution and on the marketing side. My team
and I are very motivated to step it up a notch or two
as sitting still is a pain in the backside. What you can
also expect in the upcoming months is the first
American Shots Party, the biggest European Shots
Party ever, the grand opening of our brand-new
warehouse and offices, plus the opening of our new
PharmQuests facility. Let's sleep in our next life …

“ I TH I N K TH AT P E R F E C T
F I T I S TH E ' P E R F E C T F I T '
FO R O U R A S S O R TM E N T
A N D W E A R E V E RY H A P P Y
TO A D D A L L T H E S E
R E A L LY N I C E P R O D U C T S
TO O U R C ATA LO G U E . ”
OSCAR HEIJNEN
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According to my opinion, brands are important to

move the market towards the mainstream industry.
exclusive

Sofie Rockland on brands in the adult market

The adult industry is inching ever closer to the mainstream,
and brands are an important catalyst for that development,
says Sofie Rockland, the founder and owner of 210th. This
statement demonstrates how many layers there are to the
discussion about brands in the adult market.

„

In your opinion, what role do brands play in
today’s market for adult products?
Sofie Rockland: In a way, very important as the
signature of a brand makes the difference with
all the other product suppliers you have in the
market. A brand should bring a unique product,
story, and experience.
Which experiences and observations
is your answer to the previous question
based on?
Sofie: Since I have
been in the industry
I’ve seen the strong
upcoming producers
of adult products and
that it’s easier to
‘create’ your own
branded products,
which results in many
similar products on the
market with different
‘brand’ names.

Sofie Rockland is the
founder and owner
of the brand 210th

Why have there been
so few brands in the
adult market for such a
long time? Brands are
common in most markets – why has the
adult market been the
exception?
Sofie: The adult market is in

many ways an exception. For most markets, you
can do your research properly before you make
the decision to start your brand. In this market
there is no information, like the market doesn’t
exists.
Why are brands important?
Sofie: According to my opinion brands are important to move the market towards the mainstream
industry. Brands are able to tell and spread the
story, which is really necessary.
Will brands play a more important role in the future of the adult market? And what would have to
change for that to happen?
Sofie: There are of course several very nice and
successful brands in the market and I expect that
will be even more difficult in the future to enter the
market with another brand.
You describe your product line as an erotic lifestyle brand. How would you define that term?
Which criteria make 210th a brand?
Sofie: We created everything unique for 210th, for
example it took me 1,5 year with the supplier to
develop the body care line with the ingredients
and fragrance as it is. The exposure, the products, the handwriting, the social media, it’s all in
the same line and all consistent.
It seems as though 'brand' has become a buzzword. Every other product launched in the adult
market today is called a brand product. What is
your opinion on this development?
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still very difficult to use it properly. Many consumers are
not amused to see the most realistic toys in the timeline
of their Instagram, especially not when other people
around you notice this as well. It’s again about branding
and that’s not only the product itself. Besides this is
hard to advertise on various platforms, as it’s not permitted most of the time, so creativity is a must.
210th caters to both, the adult and the mainstream
market. Are there big differences between these two
markets in terms of brand building?
Sofie: Yes, both markets need a complete different
approach and it’s hard to serve both at the same time.
Mainstream market is the market with the taboo and
there you need to present you brand completely
different. It’s easier to go from the mainstream to the
adult market then the other way around.

Sofie: This is as well a result of the all the Chinese
producers who are offering all the same kind of
products in low quantities and they can all ‘brand’ it for
you. The market of white labelling is very approachable
nowadays and everybody can develop their ‘own
branded’ massage oil or toy, but the question remains if
they are unique?
What were the biggest stumbling blocks on the way to
developing your brand? Which challenges did you have
to overcome to establish 210th as a brand in the
consumers’ minds?
Sofie: One of the biggest challenges is to keep your
price always and quality at the same level and not to
admit to lower the prices with the idea to sell more
quantities in a shorter period. A brand is not reducing
the retail pricing all the time to compete with the others,
a brand is much more than a price. It’s the experience,
the service and its story
Social media activity is regarded as crucial nowadays an effective, economical means of communicating with
the consumers. Do you share that opinion?
Sofie: Yes and no, social media is very effective for
brands and essential, though for the erotic industry it’s
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Sofie feels that
brands are
instrumental in
getting the adult
market closer to
the mainstream

Looking back at the experiences you’ve made establishing the 210th brand, which types of consumers ask for
brands or are loyal to brands? Are most of them experienced consumers or are there also first-time buyers
who care about these things?
Sofie: Short answer, but definitely both.
Do you have some advice for the trade on how to
present and promote brands to boost sales?
Sofie: Stick to your brand, listen to the market, be
consequent with the exposure and be different.
Some brick and mortar retailers forgo brands
altogether because it’s easy to compare brand prices
on the internet, and there will always be an online shop
that sells these products at a lower price. Do those
retailers have a point or are they making a mistake?
Sofie: In my opinion they are making a mistake, as I
am convinced that the brick and mortal retailers still
have enough possibilities to compete with the
internet, but you have to and need to be different.
Stand out! This is what the consumer requires. Of
course, the competition is very strong on the internet
and yes there are a lot of consumers who are only
making their decision on price, but don’t forget the
consumers focused on experience, service,
personal attention, advise and much more.
Looking at the mainstream market, big online
retailers are opening stores…
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Most people still consider their toys an

intimate pleasure that they want to keep private.
exclusive

C h a r g e y o u r s e x t o y s d i s c r e e t l y – w i t h E r o p a r t n e r ’s l a t e s t p r o d u c t

„

More and more sex
toys are battery-free
and can instead be
charged via USB
port, which is not
just convenient for
the consumers but
also great for the
environment. But
often, this also
means that sex toy
users have trouble
charging their little
helpers discreetly,
out of sight of
curious eyes.
Eropartner’s EroVolt
Powerbank
represents an
interesting solution
to this problem. To
learn more about
this product, we
interviewed Chris
Bakker, co-founder
and Commercial
Director of Eropartner Distribution.

How did the idea for EroVolt Powerbank
come about?
Chris Bakker: We are always looking for new
and better products to service our customers
in the sensual pleasure market. We love to
develop new products that give something
‘extra’ to our customers. At a point in time, we
asked ourselves: how do people charge their
erotic products? Isn’t it a bit uncomfortable to
charge an erotic toy by plugging it into a wall
socket or on a computer? For instance: What if
your child walks in? After posing that question,
we felt there would be a need for a product
that will solve this problem.
What exactly can the EroVolt Powerbank do
and what's the benefit
for the consumer?
Chris Bakker: The
EroVolt is a strong
„TH E E R O V O LT
powerbank of 8000
mAh. Enough to charge
POWERBANK CHARGES
any erotic rechargeable
toy or regular household
YO U R E R OTI C TOY
item like a smartphone.
With 8000 mAh, you
D I S C R E E T LY. ”
can charge your
CHRIS BAKKER
smartphone 3-4 times.
The EroVolt Powerbank
charges your erotic toy
discreetly. You can plug
it onto the toys to charge and hide them
together in the closet, out of sight.
Is discretion still such an important factor when
it comes to sex toys today?
Chris Bakker: Most people still consider their
toys an intimate pleasure they want to keep
private. The EroVolt Powerbank supports this
want/need.
Why should the consumer buy to the EroVolt
Powerbank and not some other model?
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The EroVolt Powerbank is a discrete
solution for users of chargeable toys

Chris Bakker: Firstly, the
EroVolt Powerbank is
powerful enough (8.000
mAh) to charge all
erotic devices. Most
powerbanks offer
around 2.600 mAh
which is often not
enough.
Secondly, the consumer
can buy the EroVolt
Powerbank directly
when they buy their rechargeable toy: exactly
when they realize their need for it. That is a
powerful
selling/buying moment!
If a shop shows and explains the EroVolt
Powerbank as a useful addition to the toy that
has just been bought, more than 20% of the
customers buy a powerbank as well! That is a
great upselling result!
* mAh stands for milliampère per hour, a
measure for the amount of electrical power that
a powerbank can store.
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„W E LO V E TO D E V E LO P
N E W P R O D U C T S TH AT
G I V E S O M E TH I N G ‘ E X T R A’
TO O U R C U S T O M E R S . “
CHRIS BAKKER

Can the EroVolt Powerbank be used to charge
other devices?
Chris Bakker: Absolutely. On the Powerbank
itself, there is only he logo and no reference to
anything erotic. So, once it is out of the box,
everybody in the family can use it.
The EroVolt Powerbank has
enough power for any kind of toy

Rechargeable toys are widely used – does this
make the EroVolt Powerbank a suitable
product for the retail trade to generate
additional sales?
Chris Bakker: Sure thing! It delivers on a strong
need among their customers and it’s a great
method to increase their revenue per
order/customer.

delivers on a need that many owners of a
rechargeable sensual product will experience.
How much will the product cost for the
consumer?
Chris Bakker: Our regular B2B price is € 12.48
and our MSRP is € 24.95.
This price makes our product a competitive
option compared to regular powerbanks in the
market.

Which tips and tricks can you give the trade in
regards of presenting the EroVolt Powerbank?
Chris Bakker: Suggest and show the EroVolt
Powerbank with every rechargeable item that
you sell and quickly explain its benefits. Use the
materials available to promote this useful
product.
Do you provide POS materials for the EroVolt
Powerbank?
Chris Bakker: Of course. We have nice photos
explaining the product and USPs of the
product. You can find them on our website,
www.eropartner.com

The product is perfect for creating
additional sales in the adult retail trade

How important is it for the adult trade to also
offer products that may not be part of their
core business?
Chris Bakker: We think it is important to add
products peripheral your core-business
(sensual pleasure products) if they fulfil a need.
The EroVolt Powerbank fits in neatly since it
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We are bridging the gap between

mainstream and adult and opening new doors.
ex c l us iv e

Jim Primro se o n th e co lla bo ra tio n with th e to kido ki bra nd

tokidoki is a popular, international lifestyle brand specialising
in popculture toys, clothes, cosmetics, hand bags,
accessories, and other products. And thanks to Lovehoney,
they are also a presence in the sex toy market. Jim Primrose,
International Sales Manager at Lovehoney, tells us more
about this collaboration and the company’s future
plans for this extraordinary product line.

©

When and why did Lovehoney decide to launch the rather unusual product
line that is tokidoki X Lovehoney?
Jim Primrose: tokidoki x Lovehoney all started back in 2016 after Neal
Slateford, Lovehoney Co-founder, met tokidoki Co-founder Simone
Legno at a licensing trade show. Neal was a fan of the tokidoki brand
and thought that their collaborations with previous brands had been very
savvy and interesting. Lovehoney decided to launch the range as it was
unique and nothing had ever been seen like it before.
Let’s start with the basic information: What exactly is tokidoki?
Jim: tokidoki, which translates to 'sometimes' in Japanese, was founded
in 2003 by Italian designer Simone Legno and his partners, Pooneh
Mohajer and Ivan Arnold. Over the years it has amassed a cult like
following for its larger than life characters and as a sought after
global lifestyle brand. tokidoki offers an extensive range of
products which include apparel, handbags, cosmetics,
accessories, toys and more.

Jim Primrose,
International Sales
Manager at
Lovehoney,
promises new
tokidoki products
for summer 2017

Why did you choose tokidoki? Why is that brand a
great fit for a collaboration with Lovehoney?
Jim: The tokidoki X Lovehoney range fits well with
our brand as the products are fun, fresh and
imaginative. Customers love the unique twist on
classic products. tokidoki X Lovehoney marks
one of the first pop culture collaborations in the
pleasure products market. We like to be the first to
do things.
In your press release, Lovehoney state that the
products are 'kawaii'-inspired. What exactly does
that mean?

000
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Jim: The products take inspiration
from the ‘kawaii’ trend, which
means 'cute'. The word refers to
something being adorable,
lovable and cool. The term ‘kawaii’ has become a
prominent aspect of Japanese pop culture.
Is it correct that the designs, logos, characters,
etc. are printed right onto the silicone? Isn’t that a
very complex process?
Jim: Yes essentially it is a complex process as the
products consist of a range of materials with a
variety of techniques to apply the graphic. However, we spent a considerable amount of time researching graphic application, as it is widely used
in other industries, and we found that by choosing
the correct process for the substrate, (underlying
substance) we can make this very efficient.
What can you tell us about the current size
of the product line? How many toys does it
include?
Jim: There are currently 21 products in the
product line. The product line consists of;
6 mini bullet vibrators, 4 classic vibrators, 4 remote-controlled clitoral
vibrators, 4 male strokers, vibrating
love ring, single-speed finger vibrator
and our best-selling, show-stopping unicorn
massage wand.
Some people might argue the collection
consists of old ideas in new
packaging? How does Lovehoney
respond to such criticism?
Jim: For these products we're not
trying to reinvent the wheel. We
picked classic best-selling shapes and we worked
with tokidoki to develop logos and designs that
worked with these shapes. Because of the nature
of printing onto toys there are restraints to the
size/shape of products that can be used. Also,
each collection that we design and develop, we
add in unique and exciting new products. The
tokidoki X Lovehoney collection had 4 strokers with
bespoke textures all designed around tokidoki
artwork. In addition to four clitoral vibrators all
featuring unique silicone shapes from the tokidoki
X Lovehoney collection. As well as a new Unicorn
Wand Vibrator, a design that although incorporating a classic wand is new, unique and innovative in
the use of shape and colour. We are looking at sex
toys in a new and fresh way taking classics and
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„ LO V E H O N E Y H A S A G R O W I N G R E P U TATI O N FO R
P R O V I D I N G TH E B E S T R E TA I L E R S U P P O R T I N TH E
I N D U S T RY. ”
JIM PRIMROSE

breathing new life into
them. We are bridging
the gap between
mainstream and
adult and opening
new doors.
Are there plans to
add more products to
the tokidoki X Lovehoney line?
Jim: tokidoki X Lovehoney will
be around for a while! We plan
to launch Series III at ANME in
July which will consist of more
uniquely designed pleasure
products. Watch this space!

How would you describe the target audience for
tokidoki X Lovehoney?
Jim: tokidoki X Lovehoney is attracting the key
young adult demographic aged between 18-24
years old who are fashion-forward and style savvy.
Those interested in pop culture are naturally drawn
to the brand.
Is the target audience characterised by an interest
in Japanese culture?
Jim: Potentially, yes. We would say predominately
that customers interested in fashionable brands
have been a key audience. Though, saying that,
tokidoki inspired a cult-like following in some parts
of the world, and some of those followers have
been very intrigued by the range too.
What expectations do these consumers have
regarding sex toys?
Jim: These consumers have got high expectations
of our products and they are looking
for high quality and non-intimidating
products which deliver. That goes
across the board for our products not just for tokidoki X Lovehoney.
Does Lovehoney provide POS
materials for the trade?
Jim: Yes we do, from April 2017 we have
started shipping supporting POS. The
eye-catching, fun range of colourful POS
has been designed with that all-important
stand out factor.
The pack consists of shelf wobblers, a header,
footer, bus-stops and two shelving units for
tester products. Once assembled the unit can hold
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the range in its entirety but
retailers have the option to tailor
the display as to what fits their
product offering. The response
to our bespoke design services
and marketing capabilities for
our customers has been fantastic
and we’re looking forward to creating even
more opportunities this year.
Do you have some tips and tricks for
the trade so they can present
tokidoki X Lovehoney in the most
effective way?
Jim: Lovehoney has a growing
reputation for providing
the best retailer support in
the industry. The point of sale
package for tokidoki X Lovehoney
does not disappoint and provides
retailers with an eye catching,
vibrant display for their stores. We also provide
comprehensive brand and product support in the
form of on site, in store training by our team.
Retailers can also access all licensed official
branded product high res images, videos etc,
available to download immediately at
www.lovehoneytrade.com to be used on their web
sites as required. Quite simply put, utilise all of the
brand resources we make available to you
completely free of charge, contact us
today to discuss your requirements.
tokidoki X Lovehoney has been
available for a while now. How do
people respond to the collection?
Jim: The response to tokidoki X
Lovehoney has been overwhelming - especially in the US where
tokidoki is a very recognisable brand.
In fact, the Unicorn Massage Wand
Vibrator completely sold
out on it’s initial

©

shipment. We are also seeing significant growth in
Europe following an initial tentative start, with
excellent repeat orders. In the UK, tokidoki is seen
more as an underground
brand and therefore,
has a particular cult
following. Our
collaboration with tokidoki
has been nominated for a
LIMA award (Licensing
Industry Merchandisers’
Association) in the
Health and Beauty Aids
Category 2017, which is a
massive boost for Lovehoney
as a whole too. We delighted to
have been instrumental in creating a
pleasure product category in licensing;
to also be considered in the ‘health’
category shows that the sexual wellbeing
industry is experiencing huge growth.
Does Lovehoney have plans for collaborations with
other brands or more licensed products (in the vein
of the Motörhead and Mötley Crüe toys)?
Jim: We are always looking for new collaborations,
in fact this July we launch what could be one
of our biggest ever at the ANME show in
LA. There are so many
opportunities, the list is
endless whether with other pop
culture brands, or stand alone new
products. We look for brands that
can help us spread our sexual
happiness message on a global
scale creating exciting collaborative
partnerships that have similar attributes to our own
brand and share our values. Furthermore, we
use our research and insight to identify and
develop new opportunities and we’re in a
great place to know what works. Watch this
space, there are many more exciting
things on the horizon.

Extensive POS materials for the
tokidoki line have been available
from Lovehoney since April
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Our main focus at the moment is just

making cool stuﬀ that geeks will love.
e xclusiv e

Geeky Sex To ys turn H o llywo o d’s la test bloc kb u s t er in t o s ex t oys

There are lots of adult products inspired by the Fifty Shades films, but there aren’t many other
movies that made the transition from silver screen to sex toy drawer. Geeky Sex Toys set out to
change this. The Australia-based company already gave many a Hollywood movie the sex toy
treatment, and now, they bring us the adult toy version of May’s biggest hit as they introduce their
new “Orgasms of the Galaxy” collection. Geeky Sex Toys founder Josh presents these new toys in
our EAN interview and also tells us about the history of his young company.

„

Geeky Sex Toys recently released a
new collection called „Orgasms of the
Galaxy“ that has some similarities to like a
recent Hollywood blockbuster. What
made you choose this universe to extend
your collection?
Josh: How could we not!?
The original movie was

hilarious and with such a diverse bunch of characters to choose from, it was
definitely high on our priority list.
Could you tell us a bit more about the toys in this new collection?
Josh: With this range, because of the large group of characters, we were really able
to branch out and offer a wide variety of toys. We have introduced male
masturbators which were a challenge but our most requested type of toy, so we
made it happen. We also have multiple butt plugs, two vibrating toys, and various
sized dildos, all themed like characters from that similar sounding movie.
Is there a toy you are especially fond of in this new collection?
Josh: As a male who started a sex toy company with his female
partner, I have always felt a little left out when it comes to the
testing side of things. Let’s just say I have a particular
fondness for Cumora and Stimula after an extensive
testing phase…
Do you time your new collections so they are released
when a new blockbuster hits the cinemas or do you
just make toys of topics you think would be
fun to do?
Josh: A bit of both I think. As
such a small start-up with
no outside funding,
we need all

rences in different regions or do geeks have the same
taste no matter where they live?
Josh: It’s SO random! We have been trying to pick patterns but I think every niche fandom has their audience
spread so far around the world it makes it impossible to
target specific locations.
With more and more products and a larger fan base,
when will it be time for Geeky Sex Toys to open up your
own factory instead of creating your toys by hand?
Josh: That’s a tricky question! We are currently a team
of two who work day and night to provide the highest
quality of products to our customers. I think our aim is
to eventually create a new style of manufacturing,
something more of a hybrid between the traditional
mass produced toys, and the handcrafted artisanal
style products.
Handmade dildos, an eye for the details and creativity...
is Geeky Sex Toys a counter movement to soulless,
mass produced dildos?
Josh: I hope so! We have certainly seen some
god-awful mass produced products. Embedded hairs,
toxic materials, missing bits, all kinds of wrong. Our
products are not perfect, maybe the occasional air
bubble, or differing colour, but the customer knows it
was made by somebody who cares, who uses that
product and who has a vested interest in their ultimate
satisfaction.
the help we can get when it comes to advertising/marketing. So, if we time it with the release it means
we can get our awesome products into more
peoples… ‘hands’. But because we are such big
nerds and are usually geeking out over the latest movie, games, TV shows, it kind of just happens like that.
Are there any cool features you would like to have
in your toys but were not able to implement yet?
Josh: I think our main focus at the moment is just
making cool stuff that geeks will love. We are not
trying to reinvent the dildo or vibrator, we just want
the basics to look awesome. But in saying that we
are always trying to improve our processes and
come up with new ways to make our products that
extra bit special.
Geeky Sex Toys is based in Australia, but you are
shipping worldwide. Do you see different prefe-

118

What is more important to you: capturing the spirit of a
theme or presenting a functional sex toy?
Josh: Like we said earlier, we are not trying to reinvent
the dildo, we are trying to change people’s perception
around what a sex toy should look like. We don’t claim
that our toys will replace your old faithful, everyone is
different has different likes/dislikes. So if we can create
a product that feels similar to something you already
own, but looks a whole heap more awesome, we’ve
done our jobs.
Pokemoan, Laser Sword Dildos, Game of Moans, and
now Orgasms of the Galaxy... which franchise will be
next?
Josh: Well without giving too
much away, it rhymes with
Spider Man.

I N T E R V I E W

The co-founders
of VRClub:
Daniel Dilallo and
Jimmy Hess

The Gold Club SF VR experience is unlike

anything out there in the VR space right now.
ex c l us iv e

G ol d C lub S F V R – a p e rf ect ex a mp le o f th e endless p o ssibilities o f virtu al r ealit y t ec hn ology

The possible applications of virtual reality tech are the topic of lively debate. Across many markets, people are exploring
interesting and innovative ways of using VR. One such project is Gold Club SF VR, a virtual gentlemen’s club that offers a
unique, immersive, interactive experience. The users can feast their eyes on dancers from the legendary Gold Club in San
Francisco or on popular performers from the world of adult entertainment – and you can either watch their stage
performance or enjoy a private show with one, two or even three dancers. And naturally, they shed their sexy lingerie in the
process. So, the users can enjoy the atmosphere and joys of a gentlemen’s club from the comfort of their own home. All
they need is a VR headset. To learn more about this unique project, EAN asked the VRClubz team and the team of Gold
Club SF VR for an interview.

„

First off, please explain to our readers:
What is Gold Club SF?
The Gold Club SF is one of the most iconic
gentlemen’s clubs in the world. Located in the
heart of downtown San Francisco, it’s where
the players from all the top gaming and tech
companies go for lunch, with a world-famous
buffet that is only rivalled by a never-ending
roster of the most beautiful women America
has to offer.
In order to
enjoy the pleasures
of Gold Club SF VR,
users need an Oculus
or HTC Vive headset

Why did you decide to add a virtual dimension
to Gold Club SF?
Gold Club SF is in the heart of the tech and
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financial district in San Francisco; the hottest
technology and gaming design ideas are
sparked right here during lunch with the top
engineers and designers of the most powerful
tech firms in the world. We wanted to help
foster technological advancements and ideas;
immersive tech has a place in our industry and
in our club.
What can you tell us about Gold Club SF VR?
What experiences await the user here?
The Gold Club SF VR experience is unlike
anything out there in the VR space right now.
We partnered with one of the top adult VR
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gaming companies, modeVR, which has already
produced blockbusters in this space like Temptation
Towers and VixenVR. Their team is stacked with film
creators and game developers, led by Daniel DiLallo,
a former lead designer at Activision. He is worldrenowned for his work on Guitar Hero and Call of
Duty. The vision for this game was to make it as real
as possible so the user can have the most realistic
Gentlemen's Club experience to date!
In your official press release, you describe a 'truly
unique gaming experience'. Would you mind giving
us some more details?
Gold Club SF VR features a unique blend of video
production and game development never before
seen in a video game. The experience is both
immersive and interactive - the filmed girls come to
life, they know who you are, if you are tipping them, if
you are looking at them – even if you go to the
bathroom. It’s like watching a movie where the environment takes on a life of its own and everyone on
screen knows what you are doing
and reacts based on your actions.
Was it a long process to get from
the initial idea to opening the Club?
Which technical challenges had to
be overcome along the way?
This was definitely a challenge.
There are so many moving parts
when you create experiences that
combine game development and
film production. You are working
with two separate “beasts” that
have to be morphed into one. In the
end, they have to be able to
communicate with each other for a
cohesive and compelling experience. Streaming multiple 360 3D
videos inside a game and creating
seamless transitions between the
videos without the user knowing is
just one of many challenges that we
faced! We couldn’t store the videos
inside the game; it would require 50
gigabyte to download, so we had to
stream everything which was
another major challenge. Our
microtransaction system is one of
the most advanced payment systems built into the game. It knows
when the user is spending money
and on what - making it fun to

spend cash just like in the brick mortar clubs. There
is also the dynamic lighting system inside the game
that gives the girls shadows and allows light to
bounce off them to make them blend in with the
environment effectively. Honestly, the list goes on and
on but was all worth it!
Which clientele are you catering to? Who is the target
audience for Gold Club SF VR?
The VRClubz are modelled after world-famous brick
and mortar gentlemen’s clubs that most people will
never be able to travel to and experience. Gamers
can now enter a virtual world where they can have a
similar experience from the privacy of their own
homes. Another great thing about virtual reality is it
has the potential to provide the user with an even
better experience virtually than they would have at
the club. They can be up close and personal with the
performers, and have the option to view multiple
types of lap dances, including fully nude, which is not
allowed in many clubs that serve alcohol. The
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„ G O L D C L U B S F V R F E ATURES A UNIQUE BLEND
O F V I D E O P R O D U C TI O N
A N D G A M E D E V E LO P M E N T
N E V E R B E FO R E S E E N I N A
VIDEO GAME.”
At the opening
party, the guests
got to experience
the unique VR simulation

performers in our virtual world are also available 24
hours a day – 7 days a week. Moreover, there are no
lines, no door cover, and no dress code – consumers
can enjoy the experience whenever and however
ever they want.
What kind of hardware does the user need to enjoy
the Gold Club SF VR experience? What are the
technological requirements?
We have created three versions of our game: straight
PC that does not rely on any virtual reality headset,
you just need a decent computer; Oculus and HTC
Vive; and we are working on an OSVR version.
Do you think that virtual reality will become
mainstream technology in the future, or will it always
remain a niche product?
Absolutely, we believe it will go mainstream. It’s such
a powerful technology and truly unique experience –
once you try it you can’t help but want more. We
think the type of experiences available in VR need to
be more diverse, which is big reason why we are
trying to take the technology in a new and exciting
direction.
Do you offer memberships? How are the users
billed?
We offer four types of memberships: 1 day for $1, 1
month for $9.95 which includes $15 in club cash, 3
months for $7.95 per month which includes $25 in
club cash, and the Mack daddy, 1 year for $5.95 a
month which comes with many cool freebies
including free Christy Mack content, Kendra Lust,
Reya Sunshine and Alexis Monroe. We also created a
special coupon code for your readers – promo code
vrclubz and they will get 60% off. Enjoy the clubs!
How have the consumers responded to your product
thus far?
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So far, we the response has
been great, people are asking
for more! They want to visit
other clubs from around the
world, from Japan to London. If
you have an amazing club that
you feel needs to be enjoyed
and visited by fans around the
world 24 hours a day all year
long, please email us at
support@vrclubz.com. “e want
to hear from you and make your
club a virtual reality.

Does Gold Club SF VR
demonstrate that the
possibilities of VR are virtually endless?
Yes, it does! Our Creative Director, Daniel DiLallo, is a
true visionary; he’s been combining film and games
Visiting a night
club without
having to leave
your home –
www.vrclubz.com
makes it possible

for over a decade. He is responsible for the
advancements in Guitar Hero live when he first began
prototyping the live cinematic crowds for concerts.
The Holy Grail is to be the user in a film-quality
experience that has all the interactive capabilities of a
game. Daniel has made that his mission and the Gold
Club SF VR has that next level design built into it.
Could you imagine bringing other establishments,
such as casinos, into the virtual world?
The vision for VRClubz.com is to pull together all the
best aspects of nightlife in an interactive virtual world
- including dance clubs, gentlemen's clubs, and
much more. If you are looking for a fun night out but
don’t want to leave your house, or if you just want to
go have fun with your buddies that live in another
state or country, we will be the one-stop shop
experience provider for that.
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We have never been the type of

brand to stick only to one channel.

LELO's European
Trade Marketing
Manager,
María Pérez Muñiz

ex c l us iv e

LE LO co lla bo ra tes with Germa n electro nics ch a in Media Mar kt

Media Markt is a brand of the
German MediaMarktSaturn
Retail Group, the biggest
electronics chain in Europe.
Currently, there are more than
800 Media Markt stores in 14
countries, and obviously, the
company also has a strong
online presence.
On May 2, the electronics chain
started adding sex toys to the
range of their online shop,
mediamarkt.de - including
LELO products. To learn more
about this collaboration, EAN
spoke with LELO’s
European Trade
Marketing
Manager,
María
Pérez.

How did the cooperation with Media Markt
start?
María Pérez Muñiz: Starting with the very first
LELO toy (LILY), we have always done things
differently. We challenged the perception of sex
toys by creating a pleasure product for women
that wasn’t phallic in nature; it was innovative.
And just like our products, our sales channels
have been innovative too. We have never been
the type of brand to stick only to one channel.
We launched in boutiques to bring pleasure to
the mainstream, and today we sell in some of the
world’s best and biggest department stores,
including Selfridges in London and Dolce and
Gabbana in Milan, in addition to the many
traditional erotic channels. Expanding in to Media
Markt seemed like a natural progression to us.
They specialise in tech products, and that’s
exactly what our products are; it was just a
natural fit. It's great to have such a big mainstream tech and media giant stocking our products. It really does show how far sex toys have
come in terms of public perception.

„

Which LELO Products are offered
through Media Markt online? Are
there plans to offer LELO toys
in their stores as well?
María Pérez Muñiz: We’re
offering the full LELO
range, from our world
famous MONA Wave
and INA Wave, featuring
unique ‘come hither’
motion, to our decadently
luxurious TIANI 24k gold couples’
massager and, of course, our
bestselling HUGO prostate massager. These and other LELO favourites
can be found on www.mediamarkt.de. They are even
selling our latest
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innovation, the new HEX condom, which won the
gold prize at this year’s A Design Product
Awards.
For the time being, our products will only be available online, but in the future, who knows? Being
listed in the Media Markt online shop is a great
achievement in itself. As we see our products
being sold in non-traditional channels, it becomes
clear how far we have come in achieving our goal
of making people feel more comfortable about
their desire for pleasure.
Is this cooperation a first or is LELO already
working with other large 'mainstream chains'?
María Pérez Muñiz: If you go to Milan and visit the
flagship Dolce and Gabbana store, you will see
our products there. Back in 2014, we launched in
Selfridges in London, the world’s number one
department store. This year, we hit the shelves in
Muller and DM in Croatia. In Germany, we proudly
fill the shelves in Galleries Lafayette and in the
USA, our HEX condom is stocked at Target,
Walmart, and Rite Aid.
Our plan is to continue to expand globally, adding
more and more mainstream channels as well as
adult retailers. This is the only way to help remove
the stigma surrounding sex toys and make more
people comfortable getting the type of product
that brings them sexual satisfaction.
What prerequisites do LELO’s potential partners
in the mass market have to meet?
María Pérez Muñiz: For us, it’s very simple: The
mass market represents an opportunity to show
pleasure products in a new light, taking desire
and sensuality out of the shadows and into the
mainstream. We hope to find partners in the
mass market who also share our vision and
understand that sex and pleasure are not something we need to hide, but rather something we
can proudly display centre stage. There is demand for it; we can see people embracing this
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now. We no longer have to fear people objecting to seeing our products somewhere unexpected, a far cry from
15 years ago. It’s wonderful to see this development,
and we want to continue to bring pleasure to the masses.
What expectations does LELO have about this
collaboration with Media Markt?
María Pérez Muñiz: We want to make sex toys
mainstream. We hope Media Markt’s customers
embrace our products, while also embracing their
sensual side.

WANDS, featuring SenseTouch technology,
won the Red Dot Design
Award back in 2014, and
as mentioned, our newest
product, the HEX condom,
recently won gold at the A
Design Awards.
It seems perfectly natural that our
products should be sitting next to
household and beauty products. Media
Markt stocks washing machines, refrigerators, hairdryers, vacuum cleaners, blenders, and more;
all items that can be found in our homes and that have
been designed to make our lives more convenient and
more pleasurable. So why not sex toys too?
Some experts doubt that the consumers want to buy
love toys in the mass market. What is LELO’s response
to those statements?
María Pérez Muñiz: We actively work to remove this
stigma, and as our products are openly displayed and
discussed, we’re helping people stop feeling ashamed
about something that is perfectly natural. In Asia, it’s
normal to go to the local corner shop and be able to
buy carton of milk and a sex toy, all under one roof. Sex
toys in China are actually displayed right at the checkout
counter, next to the chewing gum. The West still has a
ways to go before we become this comfortable with sex
toys, but we are making headway. We’ve come pretty
far over the past 15 years, and we are certainly moving
in the right direction.

Are there plans for collaborations with companies from
the mass market?
María Pérez Muñiz: We're always looking for new ways
to bring pleasure to the front of people’s mind - watch
this space!
Vibrators next to washing machines and electronic
toothbrushes – is that the future of LELO products?
María Pérez Muñiz: Every LELO product is an invention.
We strip back the product, its purpose and functionality,
to design it from the ground up. Our products have won
awards for design and are praised by some of the most
reputable tech organisations in the world. Our ORA won
a Cannes Lions for Product Design. Our SMART
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Which target group is LELO focussing on with this
collaboration?
María Pérez Muñiz: Sex and desire are perfectly natural,
so we consider everyone who shops at Media Markt to
be the perfect target. They all have desires, they just
might need a little bit of encouragement to explore
them.
What role do adult retailers play in this collaboration?
María Pérez Muñiz: Adult retailers only stand to benefit
from this mainstream exposure as our sales and
marketing efforts have shown. The more our products
are seen in magazines, on websites, in movies, TV
shows, and are being talked about by celebrities, the
more we all benefit: LELO, all of our retailers, and our
competitors as well. By reaching out to a new audience
that has never been targeted, we’re exponentially
increasing the number of consumers, now and in the
future – without pulling existing customers away from
traditional adult stores to mainstream channels.
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The handmade product is more personal

product than a vibrator made in an industrial way.
e xclusiv e

E va C inca r ta lks cera mic, a rt, cra f tsm an s hip , an d er ot ic is m

The Italian company
Persian Palm specialises
in ceramic toys that are
created by hand, which is
rather unusual given the
level of sophistication
industrial mass
production has reached
these days. But the
philosophy of Persian
Palm emphasises the
personal touch, and the
market seems to agree,
as could be seen from
Eva hopes to be back for
this year’s eroFame

Persian Palm’s highly
successful debut at

„

EAN first introduced its readers to Persian
Palm ceramic toys in September of 2016. I know
you were at last year’s eroFame, but what else
have you been up to in the meantime? What are
the latest developments at Persian Palm?
Eva: After eroFame, we participated at a few fairs
in Italy, however, they were not specific fairs for
the adult industry; one was a fair for women's
handcraft and another for environmentally
sustainable products. Both were very interesting
for us, because it was the first time that we
presented our brand to Italian customers. Our
products were even displayed at Arte Fiera in
Bologna, and also at the design fair in Milan,
which was a very satisfying experience for us. We
also finished our new website, so now Persian
Palm can also be found online. We started a
collaboration with different retailers in Italy,
Europe, and even in the USA, with different
shops that are focussing on artisan and
design items.

eroFame 2016. EAN
wanted to know which
new projects the upand-coming company
from Tuscany has been
working on since
October, so we
interviewed one of the
two founders of Persian
Palm, Eva Cincar.
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Your ceramic toys are created by hand, which is a rarity
in today’s market. How did the international adult industry respond to your products at last year’s eroFame?
Eva: Last year at eroFame, we were one of the few producers who offered something different: handmade, artistic sex toys. The visitors of eroFame were very excited, and most everybody whi visited our stand had a
reaction like: "Wow! This is really different! Finally, a sex
toy that should not be hidden, but can be in plain sight
"….exactly what we wanted to hear! Because our goal
is to produce something that can be shown without
shame, an artistic ornament that also happens to be a
perfectly functional sex toy.
Were
you approached primarily by retailers, or did you also
get in touch with
distributors?
Eva: Mostly, we are working with retailers, erotic
boutiques, and shops that are selling designer items.
Obviously, if we can find a distributor who appreciates
and understands products such as ours, we would be
ready to enter into a collaboration.
Which new products have been added to your product
line throughout the past months?
Eva: We have introduced some new decorations, but
soon, there will also be a new line of Persian Palm sex
toys; it will be a baseline collection, a bit simpler, but still in line with the philosophy that we will do not
abandon! An artistic product,
handmade, a bit simplified
in its decorations
and packa-

C I N C A R

ging, all in order to offer the best Persian Palm sex toys
at a lower price.
Would you mind explaining the advantages of using ceramic for sex toys? Why is this material so well-suited
for creating dildos, etc.?
Eva: So, let's start from beginning: Ceramic is a material
that has been used by humans in everyday life since the
dawn of civilization; indeed, its discovery in the neolithic
age was the beginning of civilisation as we know it
today. This material has been used, with the same intensity, for 12.000 years! Ceramic is
well-suited for creating sex toys because it is a hard material and given the right shape, it helps stimulate the
desired points. It is a very safe material; if it falls down, it
will not break, unlike sex toys made of glass.
It can be warmed up or cooled down for
different sensations. The enamels and
colours used in the decoration are
completely safe for use – as a matter
of fact, they are the same used for
plates and mugs from which we
eat and drink. Enamels make our
sex toys completely non-porous,
so they are easy to clean. Basically, it is no different than cleaning
your dishes! It is enough to just
wash and dry them. Persian Palm
sex toys are designed to be both,
beautiful decorations that you don't
have to hide, and at the same time
perfectly functional sex toy. Last but
not least, there is the possibility to
personalise the toys. We are able to
produce sex toys with customised
decorations, a possibility that only ceramic and maybe a handful of other materials allow; we can decorate our toy
the way a customer wants, with images,
colours, or lettering, and more and more
people have been asking for these decorations. They want a truly personal item,
and that item happens to be a sex toy!
There is a tangible trend in the adult industry as
more and more consumers demand sustainability, resource protection, and eco-friendly production. Are your products in line with this trend?
Eva: Absolutely yes. To produce a Persian Palm sex toy,
we only use clay, water, fire, and completely safe colours, without heavy metals. Even the current packaging
is a box made of recycled cardboard.
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„ O U R E N D - C U S TO M E R I S
TH E P E R S O N W H O C A N
The whole production is done in Tuscany, our suppliers
are craftsmen and not the big industries. We are happy
to involve those artisans who have been doing their job
with passion for many years, using their hands and not
just machines.
Do you think that hand-made products in general will
benefit from this trend? Could this be something like a
counter-movement to this world of industrial mass production?
Eva: Handmade products surely help the sustainability
trend, but I don't think it's a counter-movement, it's just
one segment of the whole adult industry. The
handmade product is a more personal product than a
vibrator made in an industrial way. Even if the customer
buys a Persian Palm sex toy that has a standard,
non-custom decoration, this customer still gets a
product that is unique, because it is handmade, and it is
a product on which artisans worked for hours; a
product which reflects its creator’s personal touch, and
we can always tell them apart by these little, unique
subtleties. It is a much more personal relationship with
the customer. When it comes to mass production, it is
very likely that no hand ever touched the toy. That is the
fundamental difference. But again, there are two
different things. Our competitor is not and will never be
the mass manufacturer. We have two roads going in the
same direction, but they are and will always be two
different roads.
Other than the materials, what else sets your products
apart from the competition?
Eva: First of all, we the don't consider the other sex toys
producers as competition but more as a resource,
because we are on the same path, and surely together

A P P R E C I AT E TH E
A R TI S TI C VA L U E O F
OUR PRODUCTS.”
E VA C I N C A R

we can have more strength to foster our market
segment. What sets us apart from other sex toys
producers is, first and foremost, that our toys are art
objects. Then, there is the fact that we can offer sex
toys with individual decorations, and there are not many
other materials that allow for this kind of personalisation.
Persian Palm sex toys don't have to be hidden but can
be part of the decor.
How are your products positioned in the market? Would
you say they’re in the luxury segment? A niche segment
maybe?
Eva: Our product is a bit of both. It is a luxury product
because it is an art object - because we use precious
materials for decorations and especially because to
produce them, we use the most valuable resource we
have, time. But at the same time, it is a niche product
because it is not a sex toy for everyone. It is for the
consumer who doesn't look just for a simple sex toy. It
is for the consumer who, apart from looking for a
functional sex toy, also appreciates the art, the tradition,
the history, and the necessary time that went into the
creation of this toy.
And who buys your products? Who is the target audience for Persian Palm toys?
Eva: Our end-customer, like I told before, is the person
who can appreciate the artistic value of our products.
Usually, Persian Palm sex toys are not the first sex toy
they purchase, but the next step in their evolution of
using sex toys. If we are talking about retailers that carry
Persian Palm, we usually work with erotic boutiques
which sell specialised pleasure objects, and not just
objects from mass production. In the last few months,
we have seen an increasing interest in Persian Palm
products from retailers who are focussing on general
design and art items, not even necessarily sex toys.
What are your plans for the rest of the year?
Eva: Our main plan is developing the new line of Persian
Palm sex toys I mentioned before, and at the moment,
we are working on that. Then, we hope to return to
eroFame, a fair that helped us a lot to start our
adventure in the world of adult industry.
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Any site that inspires the consumers to

buy our products also helps the trade.
ex c l u s iv e

H o w S T RU B B E R keep co nsumers inf o rmed a bo ut th eir p riva te bra nd s

ST RUBBER have a large selection of private brands. To
keep the consumers up to date on these collections,
the wholesaling company have launched four websites,
each dedicated to one of their brands. EAN spoke with
Sebastian Tiburtius, the head of e-commerce at
ST RUBBER, discussing this channel of communication
and the company’s plans to launch more websites for
other private brands.

„

How many websites do you have and which private brands are they
dedicated to?
Sebastian Tiburtius: So far, we have these websites:
www.st-rubber.de/ www.st-rubber.com - ST RUBBER – Everything
you need to know about the company and our products. If you like to
add a little spice to your life, this is the site for you!
www.malesation.de/ www.malesation.com - MALESATION – The
brand that offers everything men could want!
www.joyride.eu - JOYRIDE – Unique glass toys for extravagant
pleasure!
www.beauments.de/ www.beauments.com - BeauMents Innovative couples toys that guarantee twice the fun!
www.steamyshades.de/ www.steamyshades.com - STEAMY SHADES – Products that will quicken the pulse of soft BDSM fans!

Sebastian Tiburtius,
who is charge of the
e-commerce
department at
ST RUBBER

Why did you decide to start websites for individual private brands? Why
not present them under the umbrella of strubbi.com?
Sebastian Tiburtius: Looking ahead, we believe that this is the right
step. These are b2c sites, so the consumers can go there to check up
on our private brands and all the interesting products that make up the
MALESTATION, STEAMY SHADES, JOYRIDE, and BeauMents collections. Moreover, we use these sites to communicate our philosophy and
to present news about our private brands. Strubbi.com is an online
shop for trade members, so it wasn’t the right fit for whatwe wanted to
do. Drawing a clear line between b2b and b2c has been important to us
ever since we started this company 35 years ago, and our customers
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„TH E S I T E S A R E G E A R E D
TO WA R D S C O N S U M E R S ,
N OT S O M U C H TO
R E TA I L E R S . “
SEBASTIAN TIBURTIUS

appreciate it. You can’t buy products on the b2c
sites – their purpose is solely to provide the consumers with information.
What kind of content can be found on these sites?
What kind of information do they offer to trade
members and consumers?
Sebastian Tiburtius: The sites are geared towards
consumers, not so much to retailers. Trade members can still get all the information they need
(including prices) at our online shop,
www.strubbi.com. But of course, they also benefit
from our new b2c sites. Any site that inspires the
consumers to go and buy our product ultimately
also helps the trade.
Are there plans to optimise your websites, be they
about private brands or special kinds of products
and information?
Sebastian Tiburtius: Yes, there are definitely some
plans we are working on right now. Among other
things, we are going to add a few additional features to our existing sites, and we intend to get more
websites online to create awareness for, and interest in our private brands.
How have the consumers responded to your
brand-specific websites?
Sebastian Tiburtius: We’ve gotten lots of great
feedback from new and existing customers, but
also from suppliers, friends, and the media. Getting
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So far, ST have
launched b2c websites
for their brands
MaleStation, Joyride,
Steamy Shades, and
BeauMents

such a positive response tells us that we’re on the
right track, and of course, it also motivates us to
work even harder.
Are there plans to add more websites about other
private brands to the online presence of S&T?
Sebastian Tiburtius: Oh, definitely! Even as I am
talking to you, we are busy working on websites for
other private brands. You can definitely look forward to more innovative, fun sites. Of course, I
can’t talk about them right now, but it’s definitely
something you may want to keep an eye on.
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10 litres of gin tonic, a
Fleshlight product, and a copy
of EAN – that’s all Michael
Peter Hansen, head of
sexshop.dk, would need to be
happy on a deserted island.
Maybe it has to do with the
fact that Danish are among
the happiest people on earth –
after all, they ranked first on
the World Happiness Report
for three consecutive years. It
has only been this year that
they ceded the top spot to
Norway – for which there is a
major reason, as Michael
Peter Hansen explains in our
'Monthly Mayhem'.

According to the World Happiness
Report 2017, Norway is now the happiest
country on the planet after Denmark held that
title in 2014, 2015, and 2016. What has
changed in Denmark?
Michael Peter Hansen: Well, the Norwegians
stole a lot of oil from the Danish in the 1970s,
and that’s why they are happier now.
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If you weren’t in this industry, what would
you be doing now?
Michael Peter Hansen: What I like most is
online marketing, so I guess I’d be working in
that industry.
What was the biggest step in your career?
Michael Peter Hansen: Getting a job at an
accountancy firm.

What was your childhood ambition?
Michael Peter Hansen: Like all little kids, I
dreamt about being a firefighter. However, it
became obvious very soon that my motor
skills were better suited for an office job.

Where do you see yourself in 10 years’ time?
Michael Peter Hansen: Hopefully, I will have
achieved all the goals I have set for the next
10 years.

How did you get into the love toy industry?
Michael Peter Hansen: For the same reason
most people do – it was pure chance.

How do you envisage the future of the love
toy industry?
Michael Peter Hansen: I believe that the
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Michael Peter Hansen
Questions & Answers

smaller online shops will have to work much harder
than the big, well-known shops because the
market is going to change.
What is your idea of a perfect working day?
Michael Peter Hansen: A day when you are
productive and everything goes the way it is
supposed to.
How do you relax after work?
Michael Peter Hansen: Exercising, going for dinner
with interesting people, meditating. And reading
EAN, obviously.
Who would you consider your role model
and why?
Michael Peter Hansen: Elon Musk because he sold
eBay for 2 billion dollars and then went ahead and
risked it all again.
Imagine you have been asked to award a medal to
someone. Who’s the lucky winner?
Michael Peter Hansen: My grandmother.

„I GIVE TERRIBLE
ADVICE.“

With whom would you like to
go to the cinema and what film
MICHAEL PETER HANSEN
would you watch?
Michael Peter Hansen:
Because I am such a good
boss, I’d take my team. And they’d also get to pick
the film.
You have a month’s holiday. Where would you go?
Michael Peter Hansen: Argentina.
Which three things would you take with you to a
deserted island?
Michael Peter Hansen: Fleshlight, EAN Magazine,
and 10 litres of gin tonic.

Which personal success are you proud of?
Michael Peter Hansen: Hard to say, I am never
satisfied.
What do you particularly like about yourself?
Michael Peter Hansen: My honesty and the fact
that I am different from others.
Which vice could you never forgive?
Michael Peter Hansen: Stupidity and stupid mistakes – I have a hard time letting those things slide.
What song do you sing in the shower?
Michael Peter Hansen: 'Barbie Girl' by Aqua.

If you could swap lives with somebody for a day,
who would it be?
Michael Peter Hansen: I never really thought about
that, but if I got to choose, I’d like to be a woman
for a day.
Is there anything you would never do again?
Michael Peter Hansen: Getting into the sex toy
industry.
Do you have some good advice you want to
share with our readers?
Michael Peter Hansen: I give terrible advice.

Who would you never ever like to see naked? ?
Michael Peter Hansen: Angela Merkel.
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