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The Swedish Institute for Standards
(SIS) wants to introduce a standard for
sex toys. Project Manager Anna Sjögren
shines a spotlight on this project
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AMORELIE launches B2B catalogue

letter from the editor

Dear Ladies and Gentlemen

VOU, Boho, SVARA, CUPE and Miss V and gift boxes

Not too long ago, ‚Sexual
Wellness‘ was the ubiquitous
buzzword of the erotic industry.
It was used to advertise every
other product that launched
onto the market, and it didn’t
really make a difference if that
product was a realistic dildo or
a vegan lubricant. After all, they
are all about the wellbeing of
the consumer, aren’t they?
By now, the term ‚Wellness‘
seems to have lost a bit of
its lustre, at least in the PR
departments of the industry,
but it is still very much present
in the market. And that is a
good thing. As online magazine
Sifted recently reported in an
article, putting the focus on
wellbeing instead of plain sex is
very helpful in getting investors
interested in the industry. This
is particularly important for
start-ups, Sifted concluded.
A few years ago, investors
were still very hesitant about
supporting companies in the
erotic market, but now, the
general mindset seems to be
changing. Of course, finding a
willing investor is still far from
easy for up and coming sex toy
companies, but things seem to
be going in the right direction.
And let’s be honest: At the end
of the day, does it really matter
if a vibrator is categorised as a
sex toy, a love toy, or simply a
wellness product?

Berlin, Germany – From its humble beginnings six years ago as a typical Berlin start-up,
AMORELIE grew into one of Europe‘s leading online stores that fast became a household
name due to their daytime TV commercials. The campaigns promoted a playful and
natural approach to sex and sensuality in relationships making AMORELIE Germany‘s
leading brand for enhancing your love life.

his exposure gained the attention
of over 60 % of the Germany speaking
public. Their ongoing success came from a
highly selective international brand portfolio coupled with the
development of quality
own-brands, designed
in-house by young creatives and entrepreneurs.
More recently AMORELIE has turned their
focus to the adult B2B
industry unveiling a
57-page catalogue of several ranges for
distribution across Europe, UK and Asia.
The catalogue
features their popular own-brands VOU,
Boho, SVARA, CUPE and Miss V but also a
selection of highly curated gift boxes Amorelie is best known for.
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“As we encourage people to have happy,
fulfilled and sensual relationships, we work
to expand our international presence. Our
2019 catalogue encompasses all that represents AMORELIE. We are
proud to present our own
portfolio and look forward
to engaging the global adult
community”, explains Mira
Waidelich, AMORELIE’s
newest distribution recruit.
In accordance with the catalogue launch AMORELIE will
provide point of sale and marketing, excellent customer service including in store visits
and staff training where necessary. Mira
continues, “We have many exciting projects
and collaborations on the horizon including
unveiling our infamous Advent (Christmas)
Calendars next month.”

Three new best-selling
packages from ORION Wholesale
Flensburg,
Germany - Erotic
packages
and boxes
are some of the best-selling items of
ORION Wholesale and they are extremely
popular with the customers. They are a
special gift idea and their sensual contents inspire erotic fantasies and arouse
intimate desires. From now on, there are
three new packages available from ORI-

That‘s it for this month!
Randolph Heil
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ON Wholesale, each containing a carefully
selected range of products. The ‚Sweet
Smile Couples Box‘ contains a Just Glide
lubricant as well as four Smile products
for couples. The ‚Romance Box‘ offers
seven items for a romantic date night: a
massage candle, a garter, a black feather
tickler, a water-based lubricant, a cock
ring, a rechargeable massage wand and
some white rose petals. The ‚Sex Action
Box‘ includes eight thrilling bestsellers
that promise a lot of couple fun.
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S8’s tightening formulas are now available
Lift Vaginal Creme and Shape Vaginal Gel
Wijchen, The Netherlands – SCALA announce the arrival of two new vaginal tightening formulas in the S8 Intimate Care
collection. The new Lift Vaginal Creme and Shape Vaginal Gel are a body-safe, natural choice to tighten things up.

ach of the new S8 tightening formulas has
its own unique appeal. The Lift Vaginal
Creme works as an anti-age creme, tightening
and nourishing the vaginal area. The Shape
Vaginal Gel features a special double-action
effect, which rejuvenates and provides instant
tightness of her intimate zone. Both are guaranteed to bring more tightness, more sensation, and more pleasure.

E

Made of body-safe materials and
adhering to the highest quality
standard, both the Lift and Shape
formulas are a reliable, trustworthy
choice in intimate care essentials.
These affordable products come in
a non-intimidating packaging and
make great up-sell items with any naughty toy
or lingerie purchase.

N E W S

Euroglider condoms 10 % oﬀ at SCALA
Until the end of August
Wijchen, The Netherlands – Fans of intimate protection can now take advantage of a special
10˘% off Euroglider’s quality condoms. This promotion will only last until the end of August.

CALA is excited to announce the
limited-time summer promotion on
Euroglider has started. „If you’re looking for
the highest quality standard in protection,
yet don’t want to pay high-end prices,
Euroglider is the brand for you,“ SCALA

S

explains. „Don’t settle for mediocre when
you can enjoy superior protection, plus get
an extra 10 % off your Euroglider purchase
today!“ This intimate protection collection
offers quality, durable, professionalgrade condoms, affordable to all.

EDC Wholesale introduces
many new items from XR Brands
Veendam, The Netherlands – EDC Wholesale added many new items from the XR
Brands to its collection, which are available
for retailers to order now. The Holland-based company is now shipping the newest
editions from Rimmers and the newest
brand Ass Thumpers.
Rimmers is expanded with 3 new items,
Slim Rimmers, new narrower versions of
the anal sensations that first hit the market
last year. After customer re-quest for a
more beginner-friendly version, the XR
Brands introduced Slim Rimmers. Slim
Rimmers are designed to make insertion
easier and even more pleasurable. EDC

Wholesale also offers Ass Thumpers, a
new series of 100 % silicone anal probes
with a petite shape and thrusting capability.
These anal pleasure devices feature 10
vibration settings, plus a textured handle
for comfort, ease and convenience for
thrusting massage during couples play and
unisex self-pleasure.
Ass Thumpers include three rechargeable, waterproof products, each featuring a
user-friendly de-sign, three intensities, and
seven pulsation patterns.
EDC Wholesale carries full line from the
XR Brands, including the popular Master
Series, Strap-U and Frisky.

Balance Collection from Sliquid
Zwaagdijk, The Netherlands - Sliquid’s
Balance Line comes in three variations:
Balance Splash, Balance Smooth, Balance Massage. Balance Splash is a gentle
feminine wash with a completely glycerine
and paraben free formula. There are four
formulations of Splash: Naturally Unscented, Honeydew Cucumber, Grapefruit
Thyme, and the new Mango Passion.

Sliquid’s Balance Line comes in three
variations: Balance Splash, Balance
Smooth and Balance Massage
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Balance Smooth is a gentle, rash free,
intimate shave creme. There are four
formulations of Sliquid Smooth: Grapefruit
Thyme, Honeydew Cucumber, Mango
Passion, and Naturally Unscented. The
Balance Massage Collection includes the
styles Rejuvenation, Tranquility, Serenity,
and Escape. These massage oils are a
unique blend of natural nut and seed oils.
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Pipedream launches
new King Cock formula
Manufacturing in new facility has started
Chatsworth, USA – After months of research
and development coupled with extensive product testing, Pipedream announced the launch
of its new and improved King Cock formula.

he updated formula, aptly named Real Deal,
still mimics the look and feel of real lifelike skin,
but has reduced scent, is less sticky, and maintains color longer than the previous King Cock
formula. The change was made in response to
consumer feedback, and Pipedream is confident
that customers will love their new and improved
formula.
“We’ve worked really hard on developing our
new Real Deal formula, making it more durable
and less sticky with minimal scent,” said Kristian
Broms, Pipedream’s Chief Design Officer. “This
innovative new formula also maintains color
longer and has been stability-tested in hot and
cold temperatures over time. We can’t wait to get
it into our customers’ hands!”
In addition to the revamped material, most of the
King Cock product range is now being produced
and packaged in Pipedream’s brand-new manufacturing facility.

T

Spencer & Fleetwood
innovations at ST RUBBER
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www.orion-wholesale.com
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Wadgassen, Germany – ST RUBBER has something
new in the food
and fun sector: The
wholesaler has expanded its Spencer & Fleetwood range to include
eight products that are not only sweet, but also
funny. If you have any further questions about the
new products, ST RUBBER’s customer service
team will be happy to help you on +49 6834
4006-0 or by e-mail to info@st-rubber.de.
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Liberator hires Jeﬀ Montgomery to

boost international marketing eﬀorts
International marketing manager

Atlanta, USA – Liberator Bedroom Adventure Gear, a leading brand in the sexual wellness
category announced that it has hired Jeff Montgomery as its new international marketing
manager. Montgomery will oversee all marketing and business development efforts for
Liberator throughout the European, Asian, and South Pacific markets, the Atlanta-based
company said today.

ontgomery brings more than three
years of experience working with
online adult retailers. He began his career
with Atlanta-based Fort Troff working as
the E-Commerce and marketing manager. Montgomery transitioned from
marketing to content development with a
focus on growing the company’s presence on Amazon.
“This is such an exciting new venture for
me,” Montgomery said. “When I started
in this industry, I never thought that I
would be working for one of the most
reputable luxury brands in the industry.
Liberator has always been a go-to brand
when it comes to product creation and
content marketing. I’m prepared to bring
years of experience to the table and to
our international clients.”
In his new role, “Montgomery will employ
an aggressive growth strategy in markets
outside of the United States,” states
CEO Louis Friedman. “The international
demand Liberator products has steadily increased since we introduced our
vacuum compression technology which
has allowed for all packaged Liberator
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Jeffery Montgomery, Liberator’s new
Marketing Manager

products to fit on standard retail shelves
and reduces shipping costs for international retailers. These positive changes
have created a strategic need to bring
someone like Jeff aboard and growing
our business presence overseas.”
Montgomery will work closely with the
company’s existing network of international accounts to extend brand awareness
and customer engagement. He will also
be instrumental in steering international
sales, new client onboarding initiatives,
developing new business relationships,
and supporting the company’s current
client base of retailers and distributors as
well as attending trade shows worldwide.
“Jeff has a track record of success, and
we are fortunate to have someone of his
caliber and are excited to welcome him
to the Liberator family,” says Friedman.
Montgomery will be based at the
Liberator corporate office in Atlanta
and will work with representatives and
distributors worldwide. Jeff Montgomery
can be reached via email at jeffry.montgomery@oneupinnovations.com

New at ST RUBBER: IRRESISTABLE
Wadgassen, Germany – ST RUBBER
welcomes a new brand in the portfolio!
From now on retailers can order
vibrators of the IRRESISTIBLE line. The
vibrators are characterized by design,
technology and choice thanks to various

ST Rubber has expanded its assortment
with the vibrator line IRRESISTIBLE
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shapes and colors. If you have any
further questions about the new
products, ST RUBBER’s customer
service team will be happy to help you
on +49 6834 4006-0 or by e-mail to
info@st-rubber.de.
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Nasstoys adds three Travel
Vibes to Intense Collection
Bullets in varied lengths
North Bergen, USA – Nasstoys Intense Collection
continues to expand with three new bullets in
varied lengths. The Intense Travel Vibe Expert,
Intense Travel Vibe Mini, and Intense Travel Vibe
Petite are pleasure items to toss in a bag for a
weekend getaway or to spice up an afternoon
rendezvous. All three Intense Travel Vibes are waterproof with ten functions and are fully rechargeable with a two-hour battery life. The Travel Vibes
are available in Lavender or Pink in all three sizes.

he Intense Travel
Vibe Expert, Intense
Travel Vibe Mini, Intense
Travel Vibe Petite have
all been overwhelmingly
popular with distributors
and retailers. The Intense
Travel Vibe Petite has really
taken off because there
isn’t another bullet like it on
The Intense Travel Vibe the market. It’s very small,
Mini Pink by Nasstoys but very powerful and can
be used anywhere on the body.” said Melody
Cazarin, Nasstoys sales representative.
The Travel Vibes come in beautiful, low-profile
packaging making them more convenient for
retailers to display while taking up minimal
wall space. The individual dimensions of the
Intense Travel Vibe Expert are length: 5.5”,
width: 1”, diameter: 1.875”, the Intense Travel
Vibe Mini length: 4”, width: 1”, diameter: 1.875”,
and the Intense Travel Vibe Petite length: 2.25”,
width: 1”, diameter: 1.875”.
“We have been very happy with the feedback
and sales of the Intense Travel Vibes. Our
customers, both distributors, and retailers have
made multiple comments about the convenience and overall look of the low-profile
packaging. With almost 45 years in business,
we are still continually looking for ways to
improve and offer a better experience to our
customer.” said Elliot Schwartz, Nasstoys
President.
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BLACK LEVEL
New Gems made out of extremely elastic 4-way stretch material
Flensburg, Germany – New BLACK LEVEL gems for men are now available from ORION
Wholesale. These outfits fit like a second skin and are extremely comfortable to wear thanks
to their innovative, extremely elastic 4-way stretch material.

he washable, shiny vinyl outfits from
BLACK LEVEL have been designed
exclusively at ORION’s headquarters.
Both fetish lovers and fashionable clubgoers will love these shiny erotic gems. All
items from BLACK LEVEL are delivered
in high-quality cardboard boxes with a
detailed image of the respective product
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on them and a description of the product
in nine languages as well. Not only is the
packaging a real eye-catcher and boosts
sales, it can also be stood up or hung
up with the hanger in the middle. More
products will now fit in the sales space
because they’re more compact. They also
take up less space when in storage.

For fetish lovers and club-goers:
BLACK LEVEL

First device created for
treatment of ED in 20 years hits market

For more information about
Giddy and erectile dysfunction
visit getmegiddy.com
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Austin, USA – Giddy, the new wearable
FDA Class II medical device for the treatment of erectile dysfunction, officially
announced their US product launch on
Indiegogo. According to the company
behind the product, Giddy is the first
utility patented device created specifically for the treatment of ED in over 20
years. Giddy was carefully designed by
a committee of mathematicians, medical
device experts and ED specialists for the
sole purpose of helping men gain and
maintain erections for sexual intercourse
and the treatment of erectile dysfunction. Giddy’s official launch debuted as a
month-long campaign on Indiegogo, a
crowdsourcing platform for preordering
and backing new products and companies. Interested consumers have the
option to purchase discounted one, two
and four packs of Giddy with shipping
guaranteed by the end of August 2019.
Every purchase also comes with a holi-

stic 30-day ED treatment guide that not
only demonstrates how to use the product, but helps guide men who struggle
with ED to have conversations with their
partner(s). The guide also incorporates
supplemental exercises and lifestyle
changes that they can make to improve
their ED over time.
As part of Giddy’s official product
launch, the company has teamed up
with partners like non-profits ZERO and
Malecare, and celebrity spokespeople
such as actor Danny Trejo, model Tess
Holliday, Real Housewife Gina Kirschenheiter and Olympic medalist Jason
Rodgers. Each of these partnerships
have been formed with the intent of
opening up the conversation around ED,
spreading awareness about the benefits
of getting regular prostate exams, and
bringing attention to the importance of
open communication and healthy sexual
experiences.
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25 years JOYDIVISION and an
attractive discount campaign
25 % on AQUAglide intimate shaving & aftershave
Hanover, Germany – Everyone knows irritated
skin after shaving. Now reddened skin is a thing
of the past, especially in the genital area (despite pre- and post-shave products). The intimate
shaving and aftershave cream are available in
one, the product for an optimal shaving result
with 25 % discount.

he sensitive AQUAglide intimate shaving
& aftershave cream from JOYDIVISION
ensures a gentle shave result thanks to the
latest antibacterial active ingredients and a
particularly gentle formula. The anti-irritation
complex of panthenol, liquorice extract and
bisabolol calms the skin in the genital area,
hyaluronic
acid provides
moisture and
AQUAglide
supports
natural skin
regeneration.
AQUAglide intimate shaving
The offer for AQUAglide intimate
shaving & after shave cream is valid for & aftershave
incoming orders from 1 July 2019 to cream nouris31 July 2019
hes and soothes during and after shaving. If the cream
is foamed with a little shower gel, the razor
glides gently over the skin and then applies
pure to produce a double soothing effect.
The unique moisturising AQUAglide „combination product“ replaces shaving foam and
aftershave product and is also suitable for
whole-body use. In addition, AQUAglide intimate shaving & after shave cream contains
a deodorant that prevents the proliferation
of bacteria that cause odours. The dermatologically tested „combination product“,
manufactured in Germany, is available in a
white 125 ml bottle with a practical dispenser
pump, making it easy to dose.
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pjur brand space

concept proves popular
Attractive, eye-catching wall displays
Wasserbillig, Luxembourg – Sugar & Sas has been the exclusive sales partner to pjur
in Australia and New Zealand since the start of the year. The company has started the
new season with a broad offering for dealers.

fter just a few months, it seems that
stores in Australia are playing a pioneering role in the remodeling and creation of
„pjur brand spaces“.
„As a premium provider of high-quality
intimate products, we want to be the first
port of call for any questions related to the
subject of personal lubricant. To meet the
expectations of discerning consum-ers,
pjur is investing in a mix of brand, product
ranges, advice and presentation at the point
of purchase. This last factor in particular is
becoming increasingly important,“ explains
Katrin Kühnrich, Senior Associate Business
Development at pjur.
The pjur brand space concept focuses on
the presentation of the premium brand in
order to claim brand space at the point of
purchase on- and offline. It combines the
successful pjur gives you more campaign
with the attractive pjur experience slat wall
set that is used to strengthen the brand’s
presence in shops. Additionally, digital assets are provided in the pjur dealer lounge
to be used in partners’ online shops.
„The attractive pjur wall displays feature an
engaging rear panel and can be adjusted
to different sizes. They are delivered with
recommendations for product ranges and
are fully integrated in the award-winning

A

pjur’s new displays in Australian stores

„pjur gives you more“ campaign. What‘s
more, our field sales staff help with setting
up and also carry out pjur product training.
This extensive service combined with the
pjur brand space concept forms the basis
for success“, adds Jo Radnidge, General
Manager at Sugar & Sas.
The pjur experience slat wall set features a
rear panel that really stands out in stores.
The size of the displays can be adapted,
and they are supplied with three or six shelves. They can also be modified for smaller
stores. In addition to showcasing pjur‘s extensive portfolio, the concept also includes
testers that enable consumers to try out the
different personal lubricants on display.
„We are delighted that the pjur experience
slat wall set is being so successfully implemented. In addition to the two standard
size displays, we are already seeing new implementations tailored to the characteristics
of individual stores: Revamped gondola
heads, well-used counter areas and much
more. I‘m looking forward to seeing many
more pjur brand spaces. At the end of
September, we‘ll be presenting an award
to the store that has generated the most
revenue with the new design,“ explains Katrin, ex-pressing her delight at the attractive
placements.

ColaRebell candy
Wadgassen, Germany – ST RUBBER
has taken up a new brand again. This
time it is ColaRebell. “Let yourself be
convinced by the power candy with the
wake-up effect,” ST RUBBER invites its
18

customers. If you have any
further questions, please contact
ST RUBBER’s customer service on
+49 6834 4006-0 or send an e-mail
to info@st-rubber.de
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Hot Octopuss is looking

for a new Head of European Sales
Flexible working and a generous pay

London, England – Do you work in sex toy sales? If you’ve got a proven sales record and
contacts in Europe then Hot Octopuss would love to talk to you. They offer flexible working
and a generous pay package.

he new Head of Sales for Europe
will report to the COO Julia Margo
(based in London) and work alongside
Adam Lewis our CEO, Global Head
of Sales, April Lampert, based in
California, Hot Octopuss‘ Global
Operations team based in the UK
and their marketing and PR team.
Your remit will be to rapidly grow
sales across Europe, by introducing
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the brand to your existing networks
and working to build new contacts.
Knowledge of how to develop and
deliver a sales strategy in this sector
and win new business will be crucial,
as well a willingness to travel and
present, and a passion for their
products and brand.
Find out more and apply at
http://bit.ly/2wQYO8S

Realistic Dildos “Silexd”
now available at ORION Wholesale
Flensburg, Germany – ORION Wholesale
has expanded its assortment: the realistic
dildos “Silexd” from CNEX are now also
available from the erotic specialist. The
flexible realistic dildos with suction cup
are available from ORION Wholesale
in three different sizes (18 cm, 22 cm
and 24 cm). The dildos are coated with
silicone and have a core that is made
out of the patented material Silexpan,
which is even lighter than silicone but
has the same density. The product also

has a so-called memory effect when it is
squeezed permanently, which means that
it stays in the desired shape. Furthermore,
Silexpan also reacts to high temperatures
(it becomes softer) and low temperatures
(it becomes harder). The skin-coloured
realistic dildos are also a visual highlight
with their plump, realistic shape. The
striking glans, the testicles and the veins
make for a very sensual and stimulating
surface texture. Their suction cup is the
last piece to perfect the hands-free ride.

Magic Silk releases Painted Petals collection
Hauppauge, USA – Painted Petals is the
latest fashion from Magic Silk’s garden
of delights. This cheerfully seductive
collection is made from an artistic floral
lace design. These classic looks are
embellished with a lovely array of
contemporary, chic accents. Hot pink
elastic, satin ribbon, adjustable shoulder
20

straps, hook & eye closures, metal garter
clips and soft lace bra cups bring these
budding beauties into full bloom.
Four sunny styles are available: Cheeky
Teddy, Bralette & High Waist Panty,
Merry Widow & G-set and Crotchless
Panty. All come in sizes S/M, L/XL and
Queen (fits 1–3x).
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JAVIDA “Warming Vibe”

with Clit Tickler now at ORION Wholesale
Medical Wellness
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.

he “Warming Vibe” is the latest
addition to the JAVIDA assortment
and is available now – an extravagant
“lover” with extraordinary features. The
purple, rechargeable rabbit vibrator has
a velvety-soft surface and a curved shaft
with stimulating grooves for a precise
stimulation of the G-spot. The special
highlight, however, is the tongue wheel
that really takes care of the clitoris. The
vibrator has 20 vibration modes that can
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be controlled separately and open up
the possibility for diversified lovemaking.
Another highlight is the warming function
in the tip of the shaft: it can be controlled separately and heats up the tip to
a pleasant 42 °C to create a lifelike and
warm feeling.
The “Warming Vibe” can be recharged
with the included USB cable and is delivered in promotional packaging just like
all the other JAVIDA products.

Fashionable seduction by Allure Kitten & Lace
Wijchen, The Netherlands – SCALA
announced the arrival of new products by
Allure Lingerie in the Kitten & Lace collection. This line of lingerie strikes a balance
between naughty and nice. Highlighting the
feminine form with daring silhouettes, delicate fabrics, and beautiful designer accents.

Kitten & Lace is a fashion-forward collection
that puts a unique spin on fashion trends.
Sweet lacey bodysuits get spiced up by the
addition of sexy straps and naughty zippers.
Outfits are also enhanced by passionate
red details, such as playful tassels or ribbon-corsetted closures.

Matthew Wright joins System JO as Brand Ambassador
Valencia, USA – System JO has announced
that Matthew Wright has joined their team
as the Brand Ambassador for Europe. He
will be looking after the United Kingdom,
Ireland and Scandinavian territories initially.
According to JO, Matthew will be promoting
United Consortium brands across Europe,
using his background and expertise in the
adult industry to continue JO‘s standing as
a leader in the industry. His varied experience in retail and buying, as well as a well26

known professionalism and charisma in his
field, has his team excited about this new
opportunity to grow sales across Europe.
Becky Buffham, European Sales
Manager, is “thrilled to have Wright on the
team.” Wright is ecstatic about this new
endeavor, saying “I am excited to be working for a global brand that has so much
opportunity to grow in Europe.“
Matthew can be contacted at
mwright@systemjo.com.
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“GET READY FOR YOUR
LIFE TO CHANGE.”

15,95
EURO

Wholesale price

39,95
EURO

MSRP incl. VAT

24,95 59,95
EURO

Wholesale price

EURO

MSRP incl. VAT

24,95 59,95
EURO

Wholesale price

EURO

MSRP incl. VAT
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b-Vibe debuts 1st-Ever

vibrating and weighted plugs
Snug Plugs
Los Angeles, USA – b-Vibe has debuted its latest innovation – the first-ever weighted
and vibrating Snug Plug. Combining the unique sensation of b-Vibe’s original Snug Plug
weighted plug with multiple intensities and patterns of vibration, the Vibrating Snug Plugs
come in two sizes and two new colors.

-Vibe has combined the sensation
of weight and pressure with the
power of vibration – delivered via the ultra-comfortable Snug Plug design. Made
with the same detail-oriented comfortable design of the original Snug Plugs,
Vibrating Snug Plugs feature a long, thin
flexible neck and smooth-grip handle.
Its smooth seamless silicone makes it
comfortable for long-term wear.
Vibrating Snug Plugs are enhanced with
six levels of intensity and six patterns of
vibration that provides a combination
of pleasure and relaxation – a winning
combination for those that are preparing
to penetration.
b-Vibe’s latest addition is available in
two bestselling sizes – Medium, measuring 2.3” x 4.9” x 1.2” and weighing in
at 112g, and XL, which measures 2.3”
x 5.9” x 1.69” and weighs 247g. For the
first time in three years, b-Vibe also is
introducing two new colors into its collection with rose (available for Medium
Vibrating Snug Plug) and navy (available
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for XL). b-Vibe’s versatile design for the
Vibrating Snug Plugs also makes them
perfect for strengthening the pelvic floor.
According to b-Vibe founder and CEO
Alicia Sinclair, customers have frequently
praised Snug Plugs as kegel exercisers,
and the newly added vibrating function
only boosts the plugs’ potential for pleasure for vagina owners.
“We love hearing feedback from our
customers,” Sinclair said. “There are
many ways to use Snug Plugs and now
with their added sensations, there are
even more ways to experience pleasure
with them. At b-Vibe we’re constantly focused on creating unique user
experiences for our customers. We’ve
always recommended using a vibrator to
apply vibration to an inserted Snug Plug
for added stimulation, and now we’re
excited to bring anal play fans a product
that seamlessly combines the two.” Like
all b-Vibe products, Vibrating Snug Plug
comes with the “Guide to Anal Play”
booklet.

Magic Silk releases Geo Lace collection
Hauppauge, USA – Magic Silk presents
something cute and sassy, their new Geo
Lace collection. Women can look good
from every angle in this contemporary
classic, made with soft, geometric pattern
lace that feels every bit as luxurious as it
looks. An assortment of extras lifts this
lingerie to a new level of sensuality. For
example lace-up ribbon detail, S-hook
28

closures, hook & eye closures, keyhole
openings, metal underwire, satin lined bra
cups, scalloped lace trim and adjustable
shoulder straps. Four styles are available:
Snap Crotch Teddy, Bralette & Thong,
Baby Doll & Split Crotch Panty, and Peeka-Boo Panty. Choose from two colors,
black or blue. All garments come in sizes
S/M, L/XL, and Queen (fits 1–3x).
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MSRP incl. VAT

49,95
EURO

Wholesale price

19,95

EURO

WINGS OF
PLEASURE!
NEW SATISFYER MEN WAND.
www.satisfyer.com

0,00

EURO

0,00

EURO

COUNTER DISPLAYS
For any information, please

www.satisfyer.com

0,00

EURO

WITH TESTER FOR FREE.
contact us at info @ satisfyer.com

BLOWS
YOU AWAY.
NEW SATISFYER MEN HEAT VIBRATION.

19,95

EURO
Wholesale price

49,95

EURO

MSRP incl. VAT

24,95

EURO
Wholesale price

59,95

EURO

MSRP incl. VAT

15,95

EURO
Wholesale price

39,95

EURO

MSRP incl. VAT
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MSRP incl. VAT

49,95

EURO

Wholesale price

19,95

EURO

SILICONE FLEX
TECHNOLOGY

Agenturfoto. Mit Model gestellt.
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COUNTER DISPLAYS

0,00
EURO

www.satisfyer.com · For any information, please contact us at info@satisfyer.com

WITH TESTER FOR FREE.

FOR COUNTER
OR SLATWALL

0,00
EURO

7,95
EURO

Wholesale price

11,95

19,95

EURO

EURO

MSRP incl. VAT

Wholesale price

29,95

EURO

MSRP incl. VAT

NEW!
NE

W
WITH
R
REMOTE
CONT
CONTROL

15,95
EURO

Wholesale price

19,95

39,95

EURO

EURO

Wholesale price

MSRP incl. VAT

www.satisfyer.com

49,95

EURO

MSRP incl. VAT

More funlors!
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with
NEW!

COLORFUL
VIBRATORS FOR
WOMEN, MEN
& COUPLES

19,95
EURO

Wholesale price

49,95

EURO

MSRP incl. VAT

19,95
EURO

Wholesale price

www.satisfyer.com

49,95

EURO

MSRP incl. VAT

N E W S

Back to basics
The pjur superhero range
Wasserbillig, Luxembourg – The pjur superhero range is designed to prolong pleasure and
includes a personal lubricant, two sprays and a serum. The products have been developed
specifically for the needs of men and can help them carry out heroic exploits. pjur superhero products contain ingredients that aim to reduce oversensitivity without having a
numbing effect – there’s no lidocaine or benzocaine in these products.

he pjur superhero range is developed
for real men who are not willing
to make any compromises on quality.
This why pjur‘s delay and stimulation
products use natural active ingredients
rather than an anaesthetic like lidocaine
or benzocaine. The careful balance
of cosmetic ingredients can prevent
premature ejaculation. superhero PERFORMANCE spray – pjur superhero
PERFORMANCE spray is a delay spray
developed specifically for men. The
careful balance of active substances
helps prolong pleasure and can prevent
premature ejaculation – and it‘s all done
without lidocaine or benzocaine! superhero STRONG PERFORMANCE spray –
The pjur superhero STRONG performance spray is the most highly concentrated
delay spray in pjur‘s portfolio. The higher
concentration of ingredients, supplemented with ginger extract, promotes
circulation and reduces oversensitivity
in the skin, all of which can help prevent premature ejaculation. In addition
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The pjur superhero range
includes a personal lubricant,
two sprays and a serum

Back to Basics
pjur
superhero

to reducing sensory stimulation, the
product helps the penis to become and
stay stiff. superhero DELAY serum – The
concentrated delay serum is applied to
the penis and forms a protective film that
is not absorbed into the skin. The gel
forms an invisible, desensitising layer that
can reduce sensitivity without numbing.
superhero DELAY serum is condom safe
and suitable for daily use. pjur superhero
glide – For all men who want more: A
water-based personal lubricant with ginkgo. Ginkgo has been used in Chinese
medicine for centuries and is renowned
for its ability to stimulate blood circulation. It represents growth, strength and
power. The additional ingredient ginkgo
in pjur superhero glide increases circulation and has an invigorating, stimulating
effect. The sprays and the serum reduce
sensitivity: The active ingredients in the
sprays are absorbed by the top layer of
the skin. In contrast, the pjur superhero
DELAY serum remains on the surface of
the skin, where it forms an invisible film.

New anal douches from RelaXxxx
Mainz-Kastel, Germany – The new
Travel Plug & Clean attachment for a
pleasant and thorough cleaning of
the anal area can be used with all
common hoses and PET neck necks
(PET with 3 cm diameter) with threaded
ring. It is ideal for cleansing before anal
intercourse, constipation or for colon

The RelaXxxx line is growing: two
new anal douches are available now
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hydrotherapy (body detoxification).
The new Shower Play attachment can
be used with all common water valves
(2 cm diameter) with threaded ring.
It is suited for cleansing before anal
congestion or colon hydrotherapy
(body detoxification).
Available at MVW.
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The Original Wild G is now fully in stock at SCALA
Vibrators by CalExotics
Wijchen, The Netherlands – CalExotics’ The Original Wild G is once again fully in stock at SCALA. This collection is a popular
choice for entry-level consumers thanks to its affordable pricing, non-intimidating silhouette, and easy-to-use functions.
Making it a solid choice to explore the joys of g-spot pleasure in a safe, playful, and pleasurable way.

he Original Wild G is a rabbit-style vibe
with some enticing extras. The design
promises to hit all hot-spots in one motion.
The curvaceous shaft offers precise G-spot
stimulator, whilst the clitoral teaser works on
her most sensitive area and surrounding folds.
Additional love beads in the shaft help to tease
the senses, whilst the soft TPE silhouette is
comfortable and luscious to the touch.

T

Ideal for entry-level consumers, this
affordable rabbit-style vibe is easy
to use. Simply insert 3 AA-batteries
into its compartment, select your
preferred vibration strength. The
vibe’s multi-level rotating beads
can be operated at three alternative
speeds, and the design also offers reversible
head rotation.

The dark
grey secrets
of passion.
STEAMY SHADES
Binding Cuffs for
Wrist or Ankle

STEAMY SHADES
Mardi Gras Mask
with Feathers

STEAMY SHADES
Adjustable Feather
Nipple Clamps

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

STRUBBI.COM
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EDC Wholesale reveals

the 2019 Advent Calendar design
Black & Gold edition
Veendam, The Netherlands – EDC Wholesale revealed the new design for the 2019 limited
edition Advent Calendar with a special black & gold theme. The Naughty & Nice Advent
Calendar offers a 24-day countdown to Christmas, which is available to pre-order now.

he Holland-based wholesaler introduced its first advent calendar in
2018, with great success as stock was
sold out in no-time. This year EDC designer, Hester, created a new design for the
limited edition box that includes 24 erotic
items in the colors black and gold. The
concept of the calendar is like a big storybook, that opens up and reveals a world
of pleasure and excitement. The cover of
the advent calendar is designed with paint
like marble-look. Despite the black and
gold theme, the design shows a vibrant
color to emphasize the ‘WOW-effect’
that will stand out in a Christmas-themed shop presentation. The company
created a Christmas look and feel on the
calendar design, but managed to keep
it refreshing and original. “We created a
completely new design within the same
format as last year”, said Hester, designer at EDC Wholesale. “The concept of
the outer box and inner gift boxes are
the same. We changed the print design
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The Naughty & Nice Black & Gold
limited edition advent calendar will be
available at summers end

completely and selected new products
to create an element of surprise, offering
the perfect high-end Christmas gift that
consumers can look forward to each year,
wondering what the new design will look
like. We are planning to offer something
new and exciting every year, starting with
this year’s special black & gold edition. I
wanted to create something unique that
would upgrade last year’s design. I think I
reached my goal this year, but I know I will
have to come with something spectacular
again next year. So I’ll keep challenging
myself to create something remarkable
year after year.” The 2019 Naughty & Nice
Advent Calendar is a limited edition and
offers 11 high-quality sex toys, 5 cosmetics & lubricants, 4 soft bondage items,
and 4 accessories & fun items that are
divided in a logical order to build up the
excitement until Christmas. The Advent
Calendar offers items for both him and
her and will be a guaranteed sensation in
the bedroom.

New issue of Modern Emotion now available

Brand new: the 36st edition of
the free, neutral erotic magazine
'Modern Emotion‘

42

Flensburg, Germany – From now on,
the 36st edition of the free, neutral erotic
magazine ‚Modern Emotion‘ with new,
erotic lifestyle topics and great shopping
tips for end customers is available. In
the summer edition, everything revolves
around desire – for the summer, the sun,
cool drinks and hot summer nights. With
playful and innovative lovetoy innovations,
sexy lingerie for erotic summer night
dreams and a special about the desire

for new adventures. Retailers can order
‚Modern Emotion”‘ for free as a magazine
in DIN A5 format and hand them out to
their customers: Modern Emotion, Issue
June / July / August 2019, Article number
0911771 0000 / 50 bundle. The new issue of ‚Modern Emotion‘ is also available
as a digital version in the download area
at www.orion-grosshandel.de – easy to
download and integrate into your own
online shop.
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Mind blowing technology

Xgen debuts new line
of crotchless lingerie
VIP presents ensembles in shades of blue and emerald
Horsham USA – Xgen Products is now
shipping VIP, an exclusive lingerie line of sensual,
crotchless apparel. Highlighting form flattering
ensembles in black, soft shades of blue and
emerald, their array of sexy underthings scream,
‚take me now‘.

IP is the newest addition to the Xgen
Products family, bringing an abundance of heat to intimate moments,” said
Andy Green, president of Xgen Products.
“Featuring unique designs, colors and sexy
barely-there looks, these new items are everything but subtle, and a definite must-have
for retailers!” The VIP Lingerie line features
G-strings, mini skirts, tops and two-piece
ensembles, such as a two-piece Peek-a-Boo
Bra and G-String, as well as babydoll and
G-string options. VIP’s three-piece collection
includes a strappy bra, G-String and garter
set. For customers who want to add an extra
layer of sex appeal, there is also the Criss
Cross Lace Mini Skirt, which compliments the
undergarments and features bands of elastic
fabric criss-crossing the waist. VIP is presenting all of its pieces in S/M, M/L, and QS. VIP
was designed for lovers. This beautiful collection invites desire while providing a touch of
elegance and romance with its soft lace and
muted shades. VIP will be a box packaged
line, and retail customers may exhibit the
boxes in the lingerie section.

sales@wowtech.com

“V
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Sun, summer, training!
pjur gives you more training: summer temperatures for pjur training courses in Spain
Wasserbillig, Luxembourg – At the end of May, Stefan Daniel, Senior Key Account Manager
at pjur, spent a week holding training courses and workshops at three key accounts in
Spain. After focusing on the three exclusive partners in June 2018, pjur is investing in a
mix of branding, portfolio, POS and training sessions to strengthen the pjur brand on the
Iberian Peninsula.

raining is playing an increasingly
important role here, especially for
internal and field sales teams as well
as employees in specialist stores. „We
want to be the first port of call for all
questions related to premium personal
lubricant, which is why we offer targeted training measures for all of our
partners‘ sales channels,“ says Stefan
Daniel, outlining the pjur strategy. The
four-person sales team at ‚Saint Sual‘
in Madrid was brought up to speed with
the latest information during an intense
product training course. There was a
lot of interest in the new POS materials
and the floor/counter displays designed to further build brand awareness
in the specialist stores. At the end of
the course, Joan Codina, CEO of Saint
Sual, emphasized that the company‘s
collaboration with pjur had always been
very positive. The second stop on the
training tour took Stefan Daniel to pjur‘s
partner ‚Life is Short‘ in Valencia. The
training session for the three-strong sales team included a refresh of the basics
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Stefan Daniel, Senior Key
Account Manager at pjur

plus a discussion of new products and
market trends. In addition to training,
the program included a tour of the company‘s warehouse. The last stop on the
tour saw Stefan Daniel spend two days
visiting ‚Dildos Assorted‘ in Barcelona.
This event included a classic product
presentation for the internal and field
sales teams, providing an opportunity to
go over the basics of the pjur portfolio once again and also examine the
company‘s corporate philosophy. Focus
areas included a detailed explanation of
all product ranges and the pjur ‚gives
you more‘ campaign as well as information about hyper- sensitive skin, hybrid
properties and different bottle types.
The second day started with an intense
expert training session for almost all
sales employees in the eight Condomi
stores operated by Dildos Assorted.
This session built on the teams‘ existing
basic knowledge of the premium pjur
brand. Stefan Daniel was on hand to
answer more in-depth questions asked
by participants.

MVW presents Mr. Cock Classic penis pump
Mainz-Kastel, Germany – Mr. Cock
Classic is an entry-level penis pump and
wants to give your customers the size
and confidence they‘ve always dreamed
of. „With each pressure of the pumping
ball, your best piece swells with strength,“
promises the manufacturer MVW. „Once
44

you‘ve penetrated the smooth and stretchy PVC opening, you‘ll quickly discover
throbbing, hard erections that feel great!“
Warning: Avoid any circulatory problems
of the penis and do not use the pump
longer than 10 minutes. After a longer
break, the application can be repeated.
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Perfect positioning
thanks to the
special droplet
design
Strong
vibrations

Stimulation of
clitoris & vagina

Whisper
quiet mode

Waterproof

Long range

BELOU R E M OT E - C O N T R O L L E D V I B R AT I N G S T I M U L ATO R

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

www.orion-wholesale.com

1906-002

Rose gold 0594059 0000 - Black 0594040 0000
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Rocks-Oﬀ are getting

nostalgic with their new releases
RO-80mm, Silhouette, Dark Desires, Pleasure Me and Tease n Please

Northamptonshire, UK – Rocks-Off are releasing their world-famous RO-80mm bullet in
four new finishes & all new packaging. According to the manufacturer, the original multi
award-winning passion pleaser is still the best-selling and most popular single speed
bullet in the world.

he newly designed packaging and
colourings bring the bullets into the present with its distinctive Rocks-Off branding
that is recognised throughout the world.
Additionally, Rocks-Off are also releasing Silhouette; Dark Desires featuring
Rascal Rabbit, Pleasure Me and Tease n
Please, a great pack with seven addictive
settings.
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The new RO-80mm bullet designs

Dark desires are made with soft flexible
body safe silicone with Tease n Please
being removable for hygiene and cleansing.
The colourings of black and gold complement each other as well as being on trend.
For further information or product resources please contact Sham our Sales
Manager via: sham@rocks-off.com or
call 01536 527 292

Tease & Please introduces
newest game Sex Roulette
Zwaagdijk, The Netherlands – Sex
Roulette is the latest game by Tease and
Please. Your customers can reignite the
seductive excitement in their love life with
just one swing of the board’s arrow. The
arrow points at a number that decides the
erotic challenge in store for them. The 24

New from Tease & Please: Sex Roulette

dares in the Foreplay edition are available in 10 languages: English, Spanish,
French, German, Dutch, Polish, Russian,
Italian, Swedish and Norwegian. Sex
Roulette is also available in the following
versions: Kama Sutra, Kinky and Love &
Marriage.

New ZADO Collection
Flensburg, Germany – ORION Wholesale
also offers collections for HIM and HER
which celebrate the pleasures that are
a bit out of the ordinary. The premium
collections are well-known within the
fetish scene, but also beyond that. One
popular label is ZADO: they stand for
exciting combinations of clothes and
accessories made from high-quality
leather and solid metal.
From now on, the new high-quality ZADO
collection with pleasuring accessories

From now on, the new
high-quality ZADO collection
with pleasuring accessories is
available from ORION Wholesale
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is available from ORION Wholesale.
Whether it is a sexy Harness, a genuine
Leather Mask, a Bondage Set, a classic studded Collar with Leash, All-over
Restraints, a Leather Flogger with Broad
Straps or a small Flogger – with these
accessories there are no limits for your
erotic fantasies.
All products are delivered in promotional
packaging that has a description of the
product in various languages on it as
well.
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4.

3.

1. Vibrating Love Ball
Berry
0589357 0000
Black
0589349 0000

3. Anal Beads
Blue
0525596 0000
Black
0525588 0000

5. Vibrating Cock Ring
Blue
0589411 0000
Black
0589403 0000

2. Vibrating Love Balls
Berry
0589373 0000
Black
0589365 0000

4. Vibrator
Berry
0589330 0000
Black
0589322 0000

6. Mini Vibrator
Berry
0589390 0000
Black
0589381 0000

1. + 2., 4.– 6.
Various vibration modes

1. + 2., 4.– 6.
Can be recharged with the included USB cable

1. – 6.
Soft touch silicone

5.

6.

1., 2.+ 4.
Can be controlled with the button on the toy or via remote control

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

www.orion-wholesale.com

1906-002

2.

1.
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Hot Octopuss launches new website
Aimed to include all genders, ages and abilities
Hot Octopuss has launched a new website that aims to increase inclusivity in the industry
by hosting accessible content for all. The new site offering ‘Pleasure For Every Body’ includes a ‘non-binary button’ that gives users the option to remove all gendered terminology.

reated in collaboration with global PR
firm Manifest, the site’s new features
include an ‘Accessible Sex’ section catering
for those with disabilities, health issues or
sexual; a ‘Senior Sex’ section offering toys
for an older market; the first-of-its-kind
non-binary button allowing visitors to remove all gendered terms across the site; a
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trans and non-binary section. Adam Lewis,
Co-Founder and CEO of Hot Octopuss,
said: “While the nature of Google search
means that we still need to include gendered terms on our website at present, we
hope that the introduction of a non-binary
version of the site will allow customers of all
genders to feel welcome and spoken to.“

New Prowler RED products coming soon to ABS
Ringwood, England – Brand new Prowler
RED products are about to land at ABS.
„We had such an incredible response to our
exciting new premium leather range that
we’ve just added a new selection of products and they’re due to arrive on the 1st of
July,“ explains the company this step.
The new products include a pair of premium leather jeans, leather jogging bottoms,
four new leather harnesses, an elastic

harness and wrist wallets. These new
products have been carefully designed
to complement the existing Prowler RED
range. The entire range has been crafted
by specialist kink garment makers and
has just made its debut in the US with
more invitations to showcase these products in the states. ABS will be showing
off their new Prowler RED pieces soon on
their social platforms and their website.

Take advantage of the SCALA Clearance Sale now
Wijchen, The Netherlands – SCALA’s Clearance Sale is a special, limited-time promotion that offers the best deals on some
of the biggest name brands in drugstore,
toys, and lingerie. The limited-time SCALA
Clearance Sale means retailers can profit
from incredible discount and deals on a fantastic selection of big brand products. From
naughty stimulators to sexy lingerie, indulgent drugstore to premium intimate care:
there’s something for every target-audience
in the Clearance Sale selection. If you want
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to take advantage of this profitable promotion, don’t wait too long. Though new items
are added on a weekly basis, some will not
be restocked when gone. Also, as this promotion is for a limited time only, you might
miss out if you hesitate to place your orders.
Check out the newly added products to the
Clearance Section and profit from even better margins on best-sellers now via www.
scala-nl.com. Simply click the ‘Clearance’
banner on the homepage to be redirected
to this limited-time promotion.
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PENIS SLEEVE

Can be recharged with the
included USB cable

Various Vibration
Modes

Soft Touch

Please use water-based lubricant

MINI VIBRATOR

Can be recharged with the
included USB cable

Various Vibration
Modes

Soft Touch

Please use water-based lubricant

MASSAGE WAND

Various Vibration
Modes

Soft Touch

Can be recharged with the
included USB cable

Please use water-based lubricant

Rechargeable Couples Sleeve
With a clitoral stimulator.
Flexible.
Silicone with a PU coating.
0594164 0000

Rechargeable Power Bullet
Silicone with a PU coating.
0594180 0000

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

www.orion-wholesale.com

16.7 cm, Ø max. 3.8 cm
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Rechargeable Mini Wand
Insertion depth 5 cm.
Silicone with a PU coating.
0594199 0000

1906-002

10

8.5 cm, Ø max. 2.3 cm

10 cm, Ø max. 3 cm

7
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Satisfyer acquires

worldwide Penthouse rights
Announcing a new lingerie, drugstore and toy line
Bielefeld, Germany – EIS GmbH / Satisfyer earns worldwide trademark rights as of
01.01.2020 for the magazine brand Penthouse. With this cooperation EIS not only secures
the permanent product usage right for the Penthouse brand, but is also main supplier of all
Penthouse Stores, which are currently be opened worldwide.

s a company with the highest level of
customer satisfaction, EIS is one of
the leading to make the service and the
products even better in order to provide the
customer with incomparable quality. “The
Penthouse brand has a worldwide excellent
reputation, so that we are able to offer the
best possible service in combination with
our two strong brands EIS and Satisfyer we
see great opportunities for development to
create an even more excellent experience of
our products,” says André Bierbass, Chief
Operating Officer of EIS GmbH.With this
visionary thinking, EIS is setting comple-

A

tely new standards for the industry and
occupies top positions in almost all product
areas. Beginning 2020 starts a large lingerie,
drugstore and toyline launch. “The takeover
of the trademark rights is a further step for
us on the way to international sales activities
and thus acquire new customers with our
excellent range of products,” says André
Bierbass, Chief Operating Officer of EIS
GmbH. A high demand on the quality and
aesthetics are a matter of course for EIS as
well as an indispensable standard. So EIS is
looking forward to be able to realize a shooting with all well-known penthouse models.

We-Vibe introduces
the ultimate custom-fit prostate massager
Ottawa, Canada – We-Vibe introduces
Vector by We-Vibe, the ultimate custom-fit
prostate massager for next level pleasure. Designed in collaboration with leading
prostate experts, Vector delivers sensations
that go beyond anything experienced before. The adjustable head creates a custom fit
to stimulate both the prostate and the perineum. Retailers worldwide can order Vector
now from their authorized We-Vibe distributor. “Vector has been carefully crafted to
be just the right size, to fit perfectly, and to
deliver the right sensations for epic pleasure,” says We-Vibe marketing manager,
Stephanie Keating. “Our testing pool told us
Vector’s vibrations are strong, the product
hits all the right spots, and it delivers intense
orgasms.” Vector is designed for a custom

The Vector product video can be
found at we-vi.be/vectorvideo
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fit; the head adjusts to apply firm but gentle
pressure on the prostate, and the base is
flexible for comfort against the perineum.
Connect Vector to the free We-Connect
app for touch screen control, customized
vibration patterns, and to share pleasure
with a partner from anywhere in the world.
Vector by We-Vibe features enhanced
connectivity thanks to the advancements of
Bluetooth 5.
Vector is made with body-safe, silky-smooth silicone and comes with a multi-function
remote. It is waterproof and rechargeable
(90 minutes of charging allows for up to 2
hours of play). Vector comes with a two-year manufacturer’s warranty. Vector retails
for 139 / £119 / 159 CHF MSRP and is
available in slate color.
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EUPHORIA
Silicone, ABS, PU.

RAVISH
Double-layered silicone.

PINK 0594423 0000
LILA 0594415 0000

PINK 0594440 0000
LILA 0594431 0000
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DUAL LAYER
SILICONE
Soft to the Touch
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With 6 clitoris
suction modes.
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Soft Touch

Waterproof

Please use water-based lubricant

Various Vibration ModesModes
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Can be recharged with the
included USB cable
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Jimmyjane’s FORM 2

now available at SCALA
FORM 2, FORM 2 Luxury Edition & UV Mood Light FORM 2
Wijchen, The Netherlands – Great news for fans of Jimmyjane: the brand’s best-selling FORM
2 stimulator is now ready to order at SCALA. Luxurious, non-intimidating, and powerful: this
beautiful design is simply a must-have in any trendy, high-end pleasure assortment.

he FORM 2 is one of the most praised
female stimulators. The clitoral stimulator allows for pinpoint precise stimulation,
but can also be taken into the bathtub. Not
only does SCALA now stock the original
FORM 2 in the colors pink, purple, and
black. But this sleek design is also available
in the Luxury Edition version. This FORM 2
Luxury Edition comes in a special edition
packaging with a sleek black charger, and

T

a 24-karat gold-plated charging contact
point. Making it the ultimate indulgence
for lovers of high-end, premium pleasure.
SCALA also stocks the new UV Mood Light
FORM 2 by Jimmyjane. This accessory
combines the benefits of both UV sanitizing and convenient recharge-ability in one
functional contemporary design piece. This
device charges the FORM 2 whilst sanitizing
its surface in just 10 minutes.

The Pleasure Connection seeks
partners for European Business Tour

To contact Colleen Godin and learn
more about European staff trainings,
visit ThePleasureConnection.net.
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Los Angeles, USA – The Pleasure
Connection, Colleen Godin‘s sex toy
industry consulting biz, is seeking manufacturer and distributor partners for
a business tour of Europe throughout
2019. “Since the start of my pleasure
industry career, I‘ve always hit it off really
well with Europeans in particular,” says
Godin. “I admire their ability to prioritize
professionalism while enjoying the fun
atmosphere of our trade, which matches
my own attitude in conducting business.
I‘ve forged many new relationships and
deepened existing friendships with wellknown European toy businesses as an
industry writer and consultant,” she continues. “My goal for this trip is to provide
invaluable connections for manufacturers desiring quality face time with their
European customers.” For American
manufacturers, Godin will provide an
opportunity to conveniently train European distributor and retail staff, attend

events and trade shows, and provide
marketing research and feedback from
each customer visit. Clients will receive
customer house calls at a great value,
as Godin‘s tour plan aims to eliminate
several of the common costs associated
with overseas travel. European, Asian,
and Australian sex toy companies are
also encouraged to reach out and take
advantage of Godin‘s flexible travel
schedule and enthusiasm for connecting
with wholesale customers and consumers alike. Later this year, The Pleasure
Connection will be partnering with Orbit
AB, a telecommunications and marketing
audit company, to select consumer focus
groups for market research across Europe. This partnership will offer American
manufacturer clients in-depth, to-the-minute information, aimed at showing companies the way to their next big sales hit
and providing feedback straight from the
consumer.
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Sex toys and artificial intelligence
Wi l l A I tu r n th e industry o n its h ea d?

exclusive

Yes
t used to be the stuff of science fiction
novels and movies but now, it is (almost) a
reality. Artificial intelligence is just a few
shorts steps away from becoming part of our
everyday lives. Already now, we have
translation programmes to polish our e-mails,
cars that drive themselves, and then there is
‚Alexa‘, ready to brighten our day with a joke
if we just ask her to. But in the bedroom,
there hasn’t really been much progress on
that front. There are a few products boasting
AI features, but most of them are very early
attempts at creating sex robots. I believe
they will evolve beyond that stage at some
point, but admittedly, that point is still far off.
However, it would be wrong to write off this
category. Artificial intelligence holds fascinating possibilities for the sex toy industry, and I
could definitely see this category revolutionising the market somewhere down the road.
At the moment, artificial intelligence is often
reduced to a marketing shell, advertising
products that only offer very primitive ‚If then‘ algorithms. However, there have been
some attempts at real artificial intelligence,
the likes of which are also used in other
high-tech products. For instance, take a look
at Autoblow AI, an interesting product set to
launch this summer. According to the
producer, hundreds of hours of porn videos
were analysed via machine learning to create
motion patterns that are able to imitate the
‚perfect blowjob‘. Yes, I know, it’s not quite
as spectacular as self-driving cars, but it is

I

Randolph Heil, editor

The erotic industry has always
welcomed new technologies
with open arms, and in many
cases, it even played a vital
role in proliferating and
popularising these technologies. Now, the next big thing is
rearing its head in the form of
artificial intelligence. But will
AI toys turn out to be pipe
dreams and hollow gadgetry
or does the technology hold
real potential for this market?
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definitely a foundation you can build on.
In my opinion, it is probably only a matter of
time before we see other ways of incorporating AI in sex toys. We could see products
that “learn” about the user’s preferences and
create custom-tailored stimulation patterns.
Artificial intelligence could also help customers navigate the market, finding the one
product among millions that exactly matches
their wishes in terms of size, shape, features,
and design. And those are just two very trivial
examples of what AI could do. I am sure that
the creativity of the erotic industry will soon
outpace my limited imagination as it
becomes easier to get access to powerful AI
systems developed by big tech companies,
as cloud computing becomes the new
standard, as AI technology continues to
evolve by leaps and bounds. Yes, it is
probably only a matter of time before the first
ground-breaking AI toys find their way into
our bedrooms.
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No
I will save us both the time of going into the moral
and ethical ramifications of artificial intelligence.
There are other people who are much better
qualified to decide whether AI is a blessing or a
curse. Coming to think of it, those seem to be the
only options we are given. This is a very binary
topic, there is only black and white, with supporters saying that AI could solve many of the
problems we are dealing with on this planet today.
And the opponents fear that AI itself could become
one of the biggest problems we will be facing on
this planet tomorrow. For instance, what if artificial
intelligence could one day end humanity? Do you
remember the warning words of Elon Musk or
Stephen Hawking, the brilliant physicist who died
in 2018? It sounds like science fiction, I know, and
if it ever happened, it certainly wouldn’t be
because of the way AI is used in sex toys. Not that
there has been much progress in that regard. The
industry has little to show for other than bold ideas
and visions. What we have actually seen so far
boils down to blinking, smiling dolls who know
Chinese songs. I don’t want to offend anyone, but
when I think of artificial intelligence, I expect a little
more than that. Granted, dolls are definitely one of
the product categories that could benefit the most
from artificial intelligence. If you define AI as an
attempt to imitate certain human decision-making
processes, then there is clearly more potential for
that in the doll segment than, say, the vibrator
market. But we’re talking about a very small slice
of the pie here, and if you take into account how
much AI products are probably going to cost,
extensive market penetration will be pretty much
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impossible for years to come. Just
look at the current prices of dolls
that claim to have AI features. Of
course, if the technology becomes
more widespread, prices could go
down, but there is a very real chance
that these products will never
outgrow their high-price niche. And
speaking of price, there is another
factor we need to consider. Even
now, it is easy to see that the AI
market is controlled by big,
renowned tech conglomerates. Will they
share their technologies with other companies? Probably. But they won’t do it for
cheap. And how many companies in the
erotic market will be able to afford their
prices? How many companies in the erotic
market will even get the opportunity? Who
knows? So let’s wait and see and use our
natural intelligence to make better toys for
the time being.

Matthias Poehl,
editor in chief

C O L U M N

CAN ‘SCARY SPICE UP YOUR LIFE?
exclusive

M a r k e ti n g Ma tters

In his monthly column, Brian Gray from Glasgow-based erotic marketing agency Lascivious Marketing offers his thoughts on all things marketing. This month he’s reflecting on
the news that Spice Girl Mel B is planning a new sex toy range. Should she let love (and
toys) light the way or is something kinda’ funny going on?

very now and again the column
writing gods look down kindly on
Yours Truly, with not only noteworthy news but the potential to
add some awful puns into the
proceedings. In this case it was the recent
announcement in a variety of UK media
outlets that Mel B (aka Scary Spice from ‘90s
band the Spice Girls) plans to launch a new
range of “upmarket” sex toys, that offer a
“cheeky, sassy alternative” to what’s currently
available to UK consumers.

E

British tabloid institution The Sun quoted a
source close to Mel B who explained:
“Melanie has had lots of chats with British
ladies who have been bemoaning the range
of sex toys. One asked her about a vibrator
that looks like a lipstick but you can’t get it in
the UK and they don’t ship them over here –
it’s very frustrating!”
She continued: “Mel’s researched what’s
available. She’s had talks about designs and
a range – there will be a splash of leopard
print. Her aim is to have an upmarket range.
Gwyneth Paltrow does sex toys but Mel’s will
be designed for the British market.”
The brazen marketer in me is already
conjuring up a whole range of SKUs named
after some of their biggest hits. There’s no
reason Mel B can’t do what Lovehoney did
with their Motely Crue and Motorhead
ranges. I’m still surprised that so few
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provocative bands or singers have jumped
on this particular bandwagon, but there you
go.
It’s a pity Mel B hadn’t thought of this before
the recent Spice Girls (minus ‘Posh’, Victoria
Beckham) reunion tour. I’d have been very
interested in seeing how well the products
performed vis-à-vis merchandising revenues
at each venue. It would have also made for a
bemusing sight on the Metropolitan or
Jubilee underground lines in London as
euphoric fans waved their purchases around
in the air while delivering rousing renditions of
the songs they’d just heard as they made
their way home from Wembley Stadium.
And therein lies the potential problem with all
of this.
Crucial to the success of this potential
venture are the answers to two questions,
namely: 1) How do Mel B and consumers
define ‘upmarket’? 2) How do consumers
perceive Mel B herself?
Let’s break this down further. Firstly,
‘upmarket’ is a relative term, open to
interpretation, and we’ve had no indication at
this early stage about price points, product
specifications or components so we’re at a
distinct disadvantage. What’s upmarket to
some is merely the middle ground to others.
Then there’s Mel B herself to consider.
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Sponsorships, endorsements, or ownership,
whether it’s an event or an individual, work by
association. They rely on transferable values or
characteristics held by the event (an exciting F1
grand prix, for instance) or the individual being
conveyed to whatever is to benefit: in this case a
range of erotic products.
That also means the product range and/or the
subsequent brand name chosen is by default going
to be intrinsically associated with everything good,
bad and indifferent that’s gone on in the singer’s life.
And in Mel B’s case, that’s a lot.
What needs to be established from the outset is to
what extent Mel B – warts and all – embodies
‘upmarket’ values, as perceived by her target
audiences? Her appearance, her style, her opinions,
her accent, her behaviour: they’re all up for scrutiny
by consumers to assess whether she fits their
perception of ‘upmarket’.
And let’s be clear here: this equates to more than
mere ability to pay. A C2DE – lower socio-economic
grade according to the UK Office of National
Statistics – consumer who suddenly wins millions on
the lottery can go out and buy a Ferrari. But does
their new found wealth automatically mean they’re
now bona fide members of the upper-middle or
upper-class? Of course not. Their bank balance may
have changed dramatically but their attitudes and
behaviours (key indicators of social class) won’t be
changing overnight.
While C2DE’s may consider her range upmarket due
to price point and packaging and other aspects of
the promotional mix, AB1’s (upper socio-economic
grade) will be asking themselves to what extent Mel
B represents them? How easily would she fit into
their ‘ladies who lunch’ clique? Would she – could
she, even – be considered ‘one of us’? How easily
would she fit into their lives, their world? How likely
could they picture her in company at the Henley
Regatta, or the opera at Glynebourne? A cinch or a
struggle? The answer will reveal everything.
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There are several reasons to support Mel B’s
potential venture. I could easily see her being the
figurehead of a great sex toy brand, and be a
formidable voice for ‘girl power’ and sexual
self-confidence and sexual health matters alike.
Furthermore, she already has a global platform and
the requisite amount of recognition from which to
launch this from. But embracing an ‘upmarket’
brand positioning that aims to project status or
prestige? Nope. To me this immediately translates to
less of ‘upmarket’ and more of ‘uphill struggle’ for
the reasons already given.
But “cheeky, sassy …” ? Oh yes. Oh yes, yes, and
yes. THIS is what Mel B owns 100 % and delivers
24/7. Because it’s completely genuine. People want
authenticity, and in this case, it can’t be any less so.
And just in case you mistakenly came to the
conclusion that this would mean her range could
only occupy low- or mid-price points, think again.
While I think Mel B would struggle pushing luxury
and sophistication, there is absolutely nothing to
stop her pushing ‘performance’ as a key brand
attribute that can in turn command a premium price.
Think about cars that carry a hefty price tag. Many
of them are highly priced because of all the creature
comforts inside. In contrast, there’s a fair few that
are cramped, relatively uncomfortable, impractical,
and have very little creature comforts, but go like the
absolute clappers and whose engineering prowess
is unrivalled. Different strokes for different folks.
In short, I can easily see Mel B having sexcess in
the sex toy industry, provided that all the other
elements of the marketing mix are correctly
aligned. And a crucial part of this is the brand
positioning. Cheeky, sassy, a touch of leopard, with
the performance to match? Oh Mel, say you’ll be
there for me.
Brian can be contacted at lasciviousmarketing.com,
found on Instagram @lasciviousmarketing or
phoned on +44 (0)141 255 0769.
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5 myths about anal play –
and why they are not true!

exclusive

We -Vi be gi ves tip s a bo ut a na l p la y

Myth # 1: Anal play and anal sex
is only for gay men
Well, some straight men might think this. But
it’s not true. Anal play can be fun for everyone.
There are many straight, adventurous men that
enjoy anal stimulation just as much as a gay
man might. And there are often gay men that
do not enjoy anal penetration at all. Neither
your sexual orientation or gender should
prevent you from trying out anal sex if you’re
already curious about it.

Anal play and anal stimulation
is on trend. And this popularity is not just, as one would
expect, among homosexual
men. More and more heterosexual men and couples
are discovering anal play for
themselves. But especially
those, who are curious about
it may be scared off by the
surrounding myths. Some of
them are really widespread!
That’s why it’s important that
the first step for good anal
play is to get informed.

Myth # 2: Anal play hurts
Not exactly true. Anal play hurts only when
the partner carelessly. If it is your first time you
should be in the right mood. Take a lot of care
of each other and listen! Also: It is important
to use a lot of lubricant. And last but not least,
special anal toys are very helpful, for example
the We-Vibe Vector.
Designed in collaboration with the world’s leading expert in prostate massage and pleasure,
Vector is the ultimate prostate massager. It is
flexible and customized to perfectly adjust to
the body. Use it to gently stretch the anus or
enjoy the gentle pressure and intense vibration
on both the prostate and perineum.
Myth # 3: Anal play is dirty
There is nothing strange about worrying that
during the act you feel like you have to go to
the toilet. Well. Waste is stored in the rectum –
but only immediately before actually using the
bathroom. So, if you don’t feel like you need to
go, then anal play and sex is hygienically safe.
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Myth # 4: Anal sex doesn’t require condoms
If you’re not in a long-term relationship, you absolutely should use condoms for anal sex. You
can reduce the chance of infections with sexual
transmitted diseases. If you only want to do a
little anal play - for example with the finger or
the toy - of course you don‘t need a condom.
Myth # 5: The anus can get stretched out
Not true! The sphincter is a very strong muscle.
Even with frequent anal sex it doesn’t stretch
out. The great thing about the sphincter: It can
adapt to pressure over time and start to relax
faster. And that has only positive effect.
Curious for anal play and stimulation?
Try We-Vibe Vector
If you are curious and adventurous and want
to try anal play, We-Vibe Vector is perfect for
you. Make yourself comfortable, have enough
lubricant ready and slowly approach the anal
stimulation. The great thing: Vector stimulates perineum and prostate at the same time.
Prostate play opens up levels of pleasure that
go beyond anything you‘ve experienced before.
„It‘s a great toy for beginners, it‘s easier to insert
than you might expect”, one of the We-Vibe testers said, after the first experience. Other testers
in turn reported: “Once you get it in it feels great
and has great settings“ and “The sensation is
very pleasant”. And no, you don‘t have to worry
that it will be unpleasant. Because: From the
ultra-soft, body-safe silicone to the customizable
shape and vibrations, every aspect of Vector is
designed for comfort, safety and pleasure. So,
what you’re waiting for?

w w w. e a n - o n l i n e . c o m • 0 7 / 2 0 1 9

I N T E R V I E W

000

I N T E R V I E W

WWW.EDCWHOLESALE.COM

60

w w w. e l i n e - m a g a z i n e . d e • 0 0 / 2 0 1 8

WWW.EDCWHOLESALE.COM

I N T E R V I E W

EDC Wholesale | Phoenixweg 6 | 9641 KS Veendam | the Netherlands
000
Phone +31 (0) 598 690 453 | sales@edcwholesale.com | www.edcwholesale.com

I N T E R V I E W

Social media can tell a story

and add a soul to your brand
exclusive

E l s a Vi e ga s utiliz es so cia l media co ntent to crea te memo ra ble a d ca mp a igns

If you‘ve yet to experience the lush photography, artfully styled models, and all-around
entrancing imagery of a Bijoux Indiscrets Instagram post, you‘d be surprised to see
what your social media feed is missing. As an essential part of modern marketing, the
Spanish company has poured countless hours and inspiration into their social media,
particularly on Instagram. Their account is as thoughtfully-curated as a catalog, and
they present each image as though it were a page in an expensive ad campaign in a
mainstream lifestyle magazine. The catch is, of course, that Instagram is completely
free to use as a business tool, but smart companies like Bijoux Indiscrets are treating
their social streams with no less attention than traditional marketing strategies (and
maybe even more, given the current climate of online advertising). Curious to learn
the secrets of their success, EAN interviewed co-founder Elsa Viegas to fi nd out how
she keeps her feed fresh, who she think is best suited to lead a company‘s social
efforts, and why she believes Instagram is the new window-to-the-soul for thoughtful
brands.

Elsa Viegas,
co-founder
and designer
of Bijoux
Indiscrets

„

How long has Bijoux Indiscrets been
involved on social media, and how important
is social media to your business on a
daily basis?
Elsa Viegas: Right now social media
is the window to our company’s
soul. It is the way to display our
work, show and share our ideas
and philosophy and connect
with our followers. We’ve
been very active on social
media for the past
several years.
How has social
media
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changed or enhanced your business? Have
you seen more consumer loyalty or greater
sales numbers as a result?
Elsa: Social media is very important for
gaining visibility and engaging with the
consumer. Regarding sales, I believe that
with a great message and good brand
ambassadors we can generate sales, as
long as the product that you’re offering is a
good one, of course.
Some companies hire specifically for social
media management, and others hand off
the task to an intern. What type of staff is (or
is not) best fit to manage a business social
media account? What do they need to be a
successful social media manager?
Elsa: We have people specifically dedicated
to this role. Some are professionals in our
in-house team and others collaborate from
different parts of the world. We need
someone that understands the tools
and metrics but most of all
understands the brand and its
audience. Being an erotic
brand, we need to
maintain a
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“W E A R E TH E ‚ L E A S T S H A R E A B L E ‘
I N D U S T RY I N A L L S O C I A L M E D I A
WORLD.“
ELSA VIEGAS

high level of sensitivity when generating content, in
order to ensure it is appealing and, if you’re lucky,
‚likeable‘! We are the ‚least shareable‘ industry in
all social media world.
Do you have any experience with hiring a PR or
social media firm/contractor versus having a
dedicated full-time staff member handling your
platforms? Which do you find more effective?
Elsa: We love to have the person surrounded by
Bijoux Indiscrets. That way our PR co-worker can
live the brand, can feel how we see things, how we
do business and most importantly, live the philosophy of the brand. I’m not sure if either method is
more or less effective than the other, but this is how
we do it. We also coordinate with other professionals that work remotely from their cities or countries,
who we would consider very ‚Bijoux‘. We are very
lucky to find such people that understand the brand
and its message so deeply.
What happens when the person handling a company‘s
social media makes a post that upsets customers/
followers? How detrimental is this to a company‘s
image, and how can they bounce back from it?
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Elsa: That has thankfully never happened to us,
but that doesn’t necessarily mean that it won’t.
Sometimes you post something with a certain
goal or intention in mind, but followers may
interpret it in a completely different way. It is
always a risk we need to bear in mind, but with a
community manager that really understands our
philosophy, that risk is definitely minimized … at
least I hope! All the communication team is very
connected too, so many alarms will go off if
something is not 100% Bijoux.
Can social media make or break a business?
What can a company lose by choosing not to
engage online?
Elsa: I strongly believe that social media can tell a
story and add a soul to your brand. It is a window
to the world, from which the follower can get a
true feel for brand.
What has been your biggest social media
success? Is there anything you‘ve tried – a
campaign, a theme to your content, a style to
the art/photos you post – that you won‘t be
doing again?

w w w. e a n - o n l i n e . c o m • 0 7 / 2 0 1 9

I N T E R V I E W

What do you believe are the keys to social media
success in the pleasure product industry?
Elsa: We believe that content is key! I mean, don’t
post something just because it appeals to you
personally or because it is your product, create
content that says something and has been
thought through, down to the concept, the look,
the message. Sounding too ‘sales-y’ should also
be avoided unless you have a specific promotion
to offer. Utilize social media to gain visibility and
the sales will naturally follow. Also, proper
planning allows you to stay on track and avoid
mistakes, such as an excess (or a lack) of posts.

“RIGHT NOW SOCIAL MEDIA
I S T H E W I N D O W TO O U R
C O M PA N Y ’ S S O U L . “
ELSA VIEGAS

Elsa: We are so proud of our in house editorial,
Desert Darling. We put together a special
production for the MAZE collection in hazelnut
color, inspired by the desert and the summer
festival theme. This has been one of our most
effective social media activations to date, along
with a flash sale during a weekend and some
promotional actions, all of them promoted online.
Regarding things we won’t be doing again, there
is yet to have been a specific theme/action that I
can recall that we would be hesitant to try out
again.
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This interview is
contributed by
Colleen Godin,
EAN U.S.
Correspondent
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Osé helps elicit

a blended clitoral and G-spot orgasm

exclusive

L o r a H a d d o ck, f o under a nd C E O vo n Lo ra DiC a rlo , p resents O sé

This past January, the Who is Who of the electronics industry presented their latest
innovations at the Consumer Electronics Show. However, the innovation that probably
caused the greatest stir was the debut product of sex tech company Lora DiCarlo,
called Osé. Here is why: Osé won an “Honoree Award for Innovation in Robotics and
Drones“ – only to have it revoked shortly afterwards. The media was quick to cover this
controversial decision, with the vast majority siding with the sex tech company. As a
result, the CES organisers decided to go back on their decision, and the Honoree Award
is now back in Lora DiCarlo’s trophy cabinet. But it would be wrong to reduce Osé to
this incident, after all, there is a reason this product won the prize in the first place. It
offers nifty biomimicry technology that promises blended orgasms to their users. To
learn what that means, exactly – and to discuss the potential of modern technology in
sex toys – we spoke with Lora Haddock, the founder and CEO of Lora DiCarlo.

„

Your company Lora DiCarlo is gearing up
to release its first product called Osé, the “only
product designed for hands-free blended
orgasms”. How does Osé achieve this kind of
satisfaction?
Lora Haddock: We’re using micro-robotics
to mimic the sensations of a human partner
(called biomimicry). We worked with the
#4 graduate robotics program in the US to
develop tech that adapts to your body to stay
in place for a hands-free experience while
feeling like the fingers, mouth, and tongue of a
real partner. The goal is to be able to stimulate
the clitoral tissue from both the outside (the
glans clitoris and the vulva) and the inside (the
G-spot). Osé doesn’t vibrate at all, instead,
the internal portion is designed to mimic
the come hither motion of fingers pressing
and stroking across the G-spot. The
clitoral portion of the product covers
the vulva and uses a patent-pending
touchless stimulation technology that
feels like a human mouth and tongue.
Another of Osé’s features is that it
adapts to the body of the user. How
does this work in practice?
Lora Haddock: One of the weaknesses we saw in a lot of the dual

stimulators on the market was that they didn’t
really stay in place and you have to contort
your arms and hands into weird positions to
hit just the right spots on your body. So with
Osé, we created a patent-pending technology
that allows it to both flex and swell to adapt to
your body and perfectly align with your G-spot
and clitoris, allowing your hands to be free for
more adventurous things.
What exactly is a “blended orgasm”?
Lora Haddock: Women’s Health Magazine
calls blended orgasms “the Holy Grail of
Climaxing”.
Basically, a blended orgasm is a combined
orgasm that comes from stimulating more
than one erogenous zone at the same
time. Osé helps elicit a blended clitoral
and G-spot orgasm – it’s one of the more
powerful orgasms I’ve ever experienced.
But until now, it was diffi cult to achieve a
blended orgasm without a skilled partner or
some frustrating guesswork with a generic
sex toy (or two!).
Before we dive deeper into the technical
details, could you tell us a bit about the
team, the company, and the philosophy
behind Osé?
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Lora Haddock: Our goal with Osé has always
been to revolutionise self-pleasure and help people
understand their own bodies and pleasure. But
at the core our entire company is built around a
values-based culture of Respect, Empowerment,
and Integrity. The goal is to create a completely
inclusive team that puts our social mission on
the same level of importance as profit. Our social
mission is at its core centred around gender equity
in all of its forms.
Those core values and goals have helped us
attract an amazingly diverse group of people with a
huge spread of industry, technology, and business
expertise, which we’re all very proud of. I myself
have a decade of healthcare/anatomy expertise
from my time in the Navy and medical school. Our
director of marketing and sales, Sarah Brown,
has over 6 years of experience in luxury women’s
wellness and sexual health. Dr. Ada-Rhodes
Short, our senior mechatronics engineer is an
expert in cutting-edge robotics and artifi cial
intelligence and our director of engineering, Kim
Porter, has over 30 years of experience in product
design to high-volume manufacturing. We’re also
lucky to have some absolutely amazing advisors
with decades of experience in entrepreneurship,
business, and the legal fi eld.
How did you come up with the idea for Osé?
Lora Haddock: When I was 28, I experienced
my fi rst blended orgasm – and it literally put
me on the fl oor, it was so good. The only thing
that was going through my head at that point was
“how do I do that again?” As we’ve said blended
orgasms are essentially the holy grail of orgasms
and they can be extremely diffi cult to reach
without juggling the perfect combination of toys
or a really talented partner – and neither of those
are easy to come by. Osé grew out of the desire
to make a product that could give all people with
vaginas that experience – whether they have a
partner or not.
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H A D D O C K

Apart from the inner workings of a sex toy, the design the product also plays an important role. How
did you come up with the design for Osé? And what
makes it so well-suited for stimulation?
Lora Haddock: I’ve been in healthcare for over
a decade, first as a nurse and then in medical
school, but it was my interest in sexual wellness that
brought me to sex tech. Osé’s design is based on
actual real world data – I collected measurements
from around 200 women about
the measurements of their
vagina, clitoris, and G-spot. I
literally just asked every woman
“O S É ’ S D E S I G N I S B A S E D
I knew if they were willing to
help with the project, and once
ON ACTUAL REALWORLD
they heard what I was working
D ATA  I C O L L E C T E D
on they were happy to help!
I’ve always been fascinated
MEASUREMENTS FROM
with the psychological,
physiological, and anatomical
AROUND 200 WOMEN
aspects of the female orgasm,
ABOUT THE MEASUREMENTS so when I left med school, I
decided I wanted to create
O F TH E I R VA G I N A ,
something for the perfect
orgasm. In past decades most
C L I TO R I S , A N D G S P OT. “
vibrators were made by companies with male CEOs, male
LO R A H A D D O C K
engineers, male designers.
Our team is predominantly
made up of people who
identify as women (and a few awesome men), so
our products are made by women for people with
vaginas. It’s important that products are made by
people who understand the anatomy and how the
product is going to be used. The design is based
on our own experiences and the feedback from
our customers on how they actually experience
pleasure.
You presented Osé at the recent CES Show and
even won a “CES Innovation Award”. But then the
organisers retracted the award and banned you
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from the show. Could you describe to our readers
what happened?
Lora Haddock: Basically, Osé won an CES 2019
Honoree award for innovation in Robotics and Drones. The competition was judged by experts in the
field who decided that Osé was a true step forward
for the miniaturisation of robotics and for biomimicry.
We received notification of the award in October
2018 and our engineering team was overjoyed. But
about a month later we were informed by the CTA,
the organisation that produces CES, that their administrators had decided to revoke the award because
they felt that Osé was “immoral, obscene, indecent,
[or] profane”.
But the reality is that there are adult products on the
floor at CES – vibrator companies and VR porn have
been allowed there for years. One recent year there
was even a robotic sex doll for men that launched
on the floor of CES. There was a clear issue with
gender-bias here, so we responded multiple times
to fight the ban. In the end, we decided to make it
as public as possible – CES and the tech industry
overall have had a major problem with their diversity
and being a safe space for women for such a long
time, and we were tired of it.
The CTA did eventually return the award in May
2019, which we’re very happy about. It was a long
road, and getting the award rightfully returned
validated all the work we and our engineers have
done. But our goal was never really about the
award itself, instead we’re working to make sure
there are real policy changes within the CTA that
improve gender equity across the board in both
tech and business.
You responded to this incident with an open letter
in which you accused the organisers of the show of
having double standards when it comes to sexuality.
How was the response to this letter?
Lora Haddock: We had such a strong positive
reaction from both everyday people and people
in the tech and business spaces specifi cally.
The CES debacle just helped us shine a light on
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a much more widespread
problem – gender-bias and
discrimination in technology
“W I TH O S É , W E C R E AT E D
and business as a whole.
Within the fi rst week of our
A PAT E N T  P E N D I N G
award being revoked we had
T E C H N O LO G Y TH AT
over 20,000 subscribers to our
newsletter, and when we got
A L LO W S I T TO B OTH
our award back in May we had
another 25,000 over the course
F L E X A N D S W E L L TO
of just a few days. We’ve
received over 250 pieces of
A D A PT TO YO U R B O DY
press coverage in publications
A N D P E R F E C T LY A L I G N
from TechCrunch to Cosmo to
dozens of podcasts and interW I TH YO U R G S P OT A N D
views. This CES/CTA debacle
really just showed us that the
C L I TO R I S , A L LO W I N G
rest of the world is just as
ready as we are to see a
YO U R H A N D S TO B E F R E E
change in tech – the sheer
outpouring of support we
FO R M O R E A D V E N T U R O U S
received from all types of
TH I N G S . “
people was astounding. Cis
women and men, non-binary,
LO R A H A D D O C K
gender non-conforming,
LGBTQ+, people of colour, we
had so many people writing in
to say “we’re ready, let’s do this”. People are
ready to see positive change in all of these
spaces, and we’re not stopping with just getting
our award back.
When will Osé be available to consumers? Are you
planning on working together with distributors in
Europe as well?
Lora Haddock: We’ll be officially launching Osé
in fall of 2019 on our website, but we are working
on an exclusive presale opportunity for all of the
customers signed up to our newsletter list. And
we’re definitely looking forward to working with
retail and distribution partners globally! Anyone
interested in connecting should send an email to
sales@loradicarlo.com.
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We anticipate growth

in the sex machine market

exclusive

Sex machine manufacturers explore the growing trend in high-powered pleasure products

For the last decade, manufacturers have worked toward
creating a more polite vibrator.
God forbid your neighbors
know you actually have sex –
and enjoy it. Buzz words like
“quiet” and “discreet” are key
to capturing modern audiences who, apparently, won‘t
buy a sex toy unless it can be
scarcely seen or heard. Three
industry authorities on sex
machine manufacturing say
that‘s a load of socially brainwashed garbage. Alicia Sinclair, inventor of The Cowgirl,
has said our pleasure deserves to take up space; that sex
toys shouldn‘t have to be tiny
and discreet to be acceptable. Bunny Lampert, daughter
of Sybian inventor David
Lampert, has known this since
1987 when the famous saddle
vibrators were first shipped
out. Steve McGough, an academic & sex researcher, has
entered the market with 2 new
high-powered versions from
out of left field. As McGough
emphasizes, the true magic
of sex machines lies in their
ability to empower women to
have an orgasm. Is the market
ready for unabashed sex?
Sinclair thinks it is, Lampert
think it‘s always been, and
McGough believes this is just
the beginning.
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„

Where do you pinpoint the explosion in
Alicia Sinclair, President of COTR Inc and
popularity of sex machines, and what made
founder of The Cowgirl: It‘s been really intethe public suddenly so interested in larresting to watch the proliferation of sex machiger-scale sex toys?
nes and see them expand from a more niche
Steve McGough, PhD, co-founder of hi
category to something a bit more mainstream.
and WomenAndCouples.com: My focus has
There is, of course, the novelty factor — which
been more on the wellness and clinical sexohas served certain brands well in the past.
logy areas, so I don‘t
More seriously, sex machines
know for sure. If I had to
(albeit a vague term) tend to
guess, the largest influreally cater to pleasure options
ence came from books
that aren’t addressed by other
and movies like 50
types of sex toys — meaning
Shades of Grey. These
that they’re often something
moviewws, books, etc.,
people turn to when they’re
likely caused more
beginning to better understand
mainstream interest in
their likes and dislikes and
BDSM. This caused
are looking to further explore.
more public interest in
Riding machines, specifically,
BDSM and sex machiprovide a type of stimulation
nes. Plus it appears
that’s nearly impossible to get
several product lines
with any type of toy — making
for saddle type devices
them an incredible option for
have been manufactured
those who might not be fulfilled
in China, where previby other existing options.
Alicia Sinclair, President
of COTR Inc and founder
ously they were made in
of The Cowgirl
the USA. It seems this
I think there’s also something
allowed several vendors
to be said for that fact that, as
to bring less expensive lines to the market.
a society, we’re finally beginning to embrace the importance of sexual fulfillment and
Bunny Lampert, Sales Executive and
pleasure overall, which means that we’re a bit
daughter of the founder, Sybian: We
more willing to invest time, money, and space
don‘t think the popularity of sex machines
in products that cater to us. This is something
is particularly new. The demand has always
that wasn’t as widespread even as soon as five
been there, but the way we talk about sex
years ago.
has changed. There has been a shift towards
a more sex positive mindset among mainSex machines encompass a wide range
stream culture, which has allowed for wider
of products, from high-intensity hand-held
exposure. We’ve been selling our luxury sex
massagers to ride-able vibrating saddles to
machine, Sybian, for more than 30 years
auto-penetration devices. What are some key
proving that people have been craving the
differences in the consumer markets for these
adventurous pleasure Sybian provides for
product types? For example, who buys the
quite a long time.
hand-held device instead of the saddle?
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S T E V E M C G O U G H
B U N N Y L A M P E R T
A L I C I A S I N C L A I R

Bunny Lampert,
daughter of Sybian
inventor David
Lampert

McGough: For our hi® handheld system, our markets
span the fitness/wellness space and sexual wellness.
Since hi® can be used clothed, it can be presented in
mainstream venues such as yoga and fitness studios,
etc. Classes are starting in Germany this Summer. The
hi system includes extensive online (live) training that
deal with many different wellness areas. For hi‘s bigger
sister the DiscoStick the market is public dance clubs,
Techno concerts, and venues celebrating women‘s
rights for sexual expression. Since it can be used in
public through clothing and provides „condoms“ for
safe sex training. Both the hi and the DiscoStick will
be at the Burning Man festival. The goal is for at least
1000 women per day to have life changing experiences in the process. That should be interesting.

Sinclair: There are a lot of factors that come into
play here. First of all, not all products fit all people.
Some might be thrilled with the effects of a handheld product, and others might feel unsatisfied until
they’ve been able to experience the riding motion
and vibrational strength of a saddle machine.

Lampert: The wonderful part about a booming sex
industry is that there is something for everyone. With
a wide variety of product options and price points, sex
machines become an exploratory journey for people
looking to add some sexy adventure into their lives. I
don‘t think we can box consumers into narrow groups
for these products because their tastes and desires
change over time. A small handheld vibrator might
be someone‘s gateway into luxury sex machines like
Sybian. As they learn more about their bodies and
turn-ons, those preferences can expand or evolve.

What are the biggest differences between the different types of sex machines? Where did we begin in
sex machine design, and how have these products
changed over time?
McGough: hi® and the DiscoStick came from a
technology that‘s completely unrelated to the sex
machine industry. But the discovery of the very interesting sexual benefits to women caused it to be a
focus of attention in that area. Over the past 8 years,
we‘ve worked with over 3000 women refining
the systems. Other than refining the devices, most

75

Beyond that, the bigger and more expensive a
machine, typically the more commitment in general
it requires. The larger machines are often very well
received by those who are very comfortable exploring
their sexuality, who’ve made it a priority in their
life, and who are willing to invest a fairly significant
amount of time, space and money in a product that
can satisfy them in a unique way.

I N T E R V I E W

of our focus has been on training program development and refining the software tools for controlling
the public DiscoStick systems. The next release of hi
systems will also integrate with some very interesting
software from our parent company Human Innovations. Human Innovations makes neurological testing
and biometric telemetrity software - and we have
some interesting applications that most likely won‘t
believe till they see (and experience) it.

large (even steam powered!). This was, in part, due
to more primitive technology, and also partially due to
the fact that - at the beginning - sex machines weren’t
actually publically tied to sexuality. They were something
that doctors used to cure “hysteria”, as a lot of us know
now, and thus not necessarily sexual or therefore taboo.
As technology got better, and the true purpose of these
vibrators was more fully understood, they began to get
smaller and more discrete. Now, we have bullet vibes
that are smaller than a finger — even ones we can wear
as jewelry.
While obviously some of these are remarkably effective
and well designed, we did as a society shy away from
machines that were larger in size. The larger and more
elaborate machines were mostly relegated to machines built in private homes by those looking to explore
different types of sensations.
In the past three decades, we’ve begun to see a subset
of sex machines grow in size and a certain demographic take interest in prioritizing a product’s functionalities
first, rather than totally orienting their decision-making
around a product’s “discretion”. This willingness to
embrace a product for its innovation and new pleasure
options (rather than how subtle it can be) is continuing
to open up really amazing doors for pleasure products.

Lampert: Sex machines and toys are always evolving. This evolution includes the use of body safe
product materials and advances in technology like
Bluetooth enabled products. But we’ve found that
some of these modern advancements can inhibit the
organic experience of sexual play. What happens if
you go to use your device and the app is crashing
or your Bluetooth doesn’t connect? All of a sudden, your experience isn’t very sexy. Technology is
cool and it’s exciting to see the multitude of ways
that products can utilize the new technologies, but
ultimately, we’re in the pleasure industry and anything
that detracts from that is counterproductive. Sybian
is all about fun, adventure and exploration. Our luxury
sex product delivers limitless pleasure whether you
purchased a machine 25 years ago or yesterday
because we are in the business of orgasms, not
computers.
Sinclair: Interestingly, sex machines (if you’re talking
about vibrators as a category) were initially quite
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When it comes to sex machine sizes overall, are we
going bigger, smaller, or somewhere in-between?
McGough: I‘m not sure actually. It seems the trend is
for them to be smaller.
Lampert: We think sex machines will continue to be
produced in a variety of shapes and sizes. No two
people are alike, so why would we expect all sex machines to be the same? Different lifestyles and situations
demand different toys. Sybian is a larger toy but is
designed for all body shapes and sizes and the variety
of available attachments complement the machine. Our
customers crave the intense pleasure and versatility Sybian offers, but there’s also a time and place for smaller
devices, as well. Sex machines are as diverse as the
people using them.
Sinclair: I think we’re really focusing on function. It’s
less about “what size can I make this” and more about
“what avenues to pleasure haven’t we explored yet?”
regardless of size. This ability to embrace products that
we enjoy without having to first consider if it’s socially
acceptable or discreet is a really empowering sentiment.
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How has your company contributed to the sex
machine market?
McGough: The biggest contribution is the discovery of a US/Internationally patented method
that can rapidly give women multiple intense
orgasms through their clothing. We are also
releasing new innovations in the near future
that will be equally disruptive.
Lampert: You can’t talk about sex
machines without mentioning Sybian.
Sybian is the original ride-on sex ma“ I T H I N K TH AT W E ’ L L
chine and the most iconic product in
its class. When the Sybian saddle was
C O N T I N U E TO S E E
first designed over thirty years ago, it
A C C E PTA N C E FO R L A R G E R was the first of its kind and completely
uncharted territory. Its unique design
SEX MACHINES AS
allows for limitless pleasure through
dual internal and external stimulation,
I N D I V I D U A L S P R I O R I TI Z E
vibration and rotation options, and
variable speeds giving the user the ride
P L E A S U R E M O R E TH A N
of their life every time. David Lampert,
creator of the iconic Sybian sex maT H E Y E V E R H AV E
chine, was even honored for his contriB E FO R E . “
butions to the industry in 2016 when
he received the Lifetime Achievement
ALICIA SINCLAIR
Award at AVN’s “O” Awards. Lampert
revolutionized the sex toy industry and
women’s orgasms when he shipped
the first Sybian back in 1987, and since then,
Sybian has become one of the most coveted
sex toys of all time. It‘s been amazing to watch
the evolution of the industry and be able to
remain
n a powerhous
se at
a the to
powerhouse
top of the game.
Our dedication to quality and c
customer service
has alway
ys set
s the Sybian bra
always
brand apart, and
w
e’re proud to maintain that legacy
we’re
today.
Sinclair: Dep
Depend
Depending upon how
you defi
define ”sex machine”,
w
e’ve been ab
we’ve
able to contribute
some pretty p
powerful (and
unique) optio
options. Le Wand is
a modern, se
sex positive, version of a wan
wand vibrator that
incorporates technological
ad
advancements like
a wide variety of
speeds, various
attachment
o
options & a ge-
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nerally really forward-thinking and user friendly
design. b-Vibe is a line of anal products that’s
primary focus is very high quality technology
in addition to inclusive design and messaging.
Finally, The Cowgirl (our most recent product) is
a new age riding/saddle machine that focuses
on sharp aesthetics, modern design and
connective technology to take this category of
machine into the next generation.
What kind of clientele do you see buying sex
machines at your business? How do they compare with buyers of more typical sex toys?
McGough: The handheld hi units are primarily
purchased by couples. We‘ve found that
people wanting to „re-spark“ their intimate lives
- and people who want to take their experience
to a new level are our main customers. The latter group that wants new experiences typically
already has a
variety of sex toys and learned about the benefits of hi. DiscoStick systems typically are used
by college-age women and couples, or couples in more adult-oriented resorts and venues.
Their paradigm is very different because they
are „vending machines“ that provide a protective „condom“ cover, an intense experience
either dancing alone or with a partner, and a
very important lesson in safe sex. One reason
we are excited to have this event at Burning
Man is to help educate people in the real world
about the critical need for safe sex.
Lampert: Our users are as diverse as it gets!
We serve singles and couples from ages 2585. Sybian is for everyone. We find that people
looking to buy Sybian are looking to add some
fun and adventure into their sex lives. Because
our product is unique, we get to talk to a lot of
clients firsthand during the shopping process.
Some have seen videos and want to live out
those fantasies at home while others come to
us in search of their first orgasm. Ultimately,
everyone has one thing in common; they’re on
a quest for pleasure.
Sinclair: The client for this sex toy is anyone
really. While sex machines are not developed
for beginners, there is quite a range of potential
customers. We’ve already received interested
from women who wish to experience powerful
full body orgasms, couples who are excited
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about the interactive possibility of using the product
long-distance, Madame’s, Cam Girls who seek to
create interactive experiences with their viewers,
Swings, Play Party Organizers and the Kink Community.

machine, which has traditionally been seen as a bit
more fringe.
We’ve also seen a good deal of attention across the
board from outlets like Men’s Health, Huffington Post,
and beyond —all of it positive, and all of it focusing
on what the future holds for sex machines.

The key differentiating factor between a “typical”
buyer is the commitment. To have a sex machine one
must commit money and the space for this size of
vibrator.
Is the prevalence of sex machines attracting
attention - positive or negative - from mainstream media, businesses or investors?
McGough: Our systems have not been highly
promoted up until now and in niche very
high end locations - but the fact that women
can now easily achieve orgasm in public is
attracting a great deal of attention. We will see
how the media reacts soon as women begin
demonstrating our products in public. We
have had good support from key investors but overall investors seem to be very
hesitant of the adult space.
Lampert: Certainly the emergence of copycat
products indicate that businesses and investors
are taking notice of the interest in sexual products
and the sex industry as a whole. That said, talk
about sexual products and sex in general leads to
better educated consumers and a society that is
more accepting of products to explore and enhance
their sexual activities.
Sinclair: Yes, we’ve seen positive attention from pretty mainstrea
am media,
m
which is very encouraging. In
mainstream
fact, The
he
e Cowgirl
Co
was just featured in a print spread
for Glamour
Gla
Gl
amour — a significant placement for a sex

As far as businesses go, the feedback has been similar. I think that people are ready for the
next thing in sextech, so to speak, and
The Cowgirl has really helped to jump
start what I’m hoping will be a new wave
of technology.
Where do you think the sex machine market will end up over the next 5-10 years?
McGough: I suspect it will grow overall
as our culture becomes more open.

Steve McGough,
co-founder of hi and
WomenAndCouples.com

Lampert: We anticipate growth in the sex
machine market. More and more people
are adopting a sex positive attitude.
Viewing sex as good and healthy can
only lead to the growth of this industry. As
long as people are looking for adventure
and fun, Sybian will be here to provide it!
Sinclair: I think that we’ll continue to see
acceptance for larger sex machines as
individuals prioritize pleasure more than they ever
have before. We’ll also see the quality and aesthetics
of them elevate so that they become items of which
customers can be proud. The design of them will
continue to improve as we discover more types of
technology and new ways to cater to various pleasure zones, and I also do believe that we’ll see them
grow increasingly interconnective so that they can be
controlled across significant distances.

This interview is
contributed by Colleen
Godin, EAN U.S.
Correspondent
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The goal is to make our

partners happy in the long term
exclusive

E I S G m bH / Sa tisf yer enter th e nex t p h a se in th eir ex p a nsio n p la n

On May 29, Eis GmbH / Satisfyer announced that they had
acquired the rights to use the
Penthouse trademark. What
plans are they pursuing with
these rights, and how can
the synergies between the
EIS, Satisfyer, and Penthouse
brands benefit all three parties? Those were just a few of
the questions on our minds
when we asked Jerome Bensimon, Vice President of Sales
at Satisfyer, for an interview.

„

EIS GmbH / Satisfyer have acquired the
international trademark rights for the
Penthouse brand, an agreement that will take
effect on January 1, 2020. How did this
come about?
Jerome Bensimon: We are pursuing
strategic our goals to hit the 500-million euro
turnover mark and turn our company into a
single, technology-led company. Penthouse
is the beginning of one of many developments for our group. Market analysis shows
that the brand holds great potential for our
company. It will be boosting our sales
significantly and help us cater to a completely different target audience, whom we
haven’t reached with Satisfyer.
What exactly do these trademark rights entail?
Jerome: They cover all software and
hardware products for the erotic industry,
with no restrictions whatsoever. Also, we are
currently preparing to make an investment in
the high seven-digit range in the brand.

Jerome
Bensimon,
Vice President of
Sales at Satisfyer
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Penthouse Magazine has a long and storied
history, including long-gestating financial
troubles which have somewhat dampened the
prestige of the brand in recent years. Critics
might argue that the brand is long past its
prime. How do you assess the situation?
Jerome: Penthouse was only just acquired by a
very big investor who is pumping a lot of money
into the brand, opening stores in countries
across the globe – stores which we will be
supplying with our products. Also, the Penthouse print magazine, TV channel, and online
presence reach a combined audience of close
to 100 million people, month after month. 75%
of the 40+ audience know the Penthouse brand,
which is more than any other company in this
industry can claim! But on the business side, the
brand is also important for other reasons; we
are going to use it as an anchor point to expand
further in the lower price segment.

What plans does EIS / Satisfyer have with the
Penthouse trademark rights?
Jerome: We will start leaning into the brand
at the beginning of 2020 with a new lingerie
collection, to be followed by roughly 500 new
toys at the beginning of the second quarter.

The erotic industry has been courting the
mainstream market for a long time. Is Penthouse
really the right brand if you want to win over
mainstream audiences?
Jerome: Of course not, and that was never the
intention! We have other brands and channels of
distribution for that. Our goal is to offer the right
products and solutions for any segment of the
industry

How does the Penthouse brand fit in with the
Satisfyer and EIS brands?
Jerome: It complements our brands
perfectly. We are already active in most
countries on the globe, barring only North
Korea, a few markets in Africa and the
Middle East. And our Penthouse products
will be available in all of our markets when
the agreement takes effect.

Could you see yourself acquiring trademark
rights to other brands as well? If so, what types
of brands are you looking for?
Jerome: We could definitely see ourselves
doing that. We are investing in the future for the
long term. We are not just interested in a quick
sales strategy. The goal is to make our partners
happy in the long term and improve the market
share of all parties involved at the same time.
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We are able to produce quickly, accurately,
bespokely - and we are located in Europe
exclusive

Yl v a & D i te p resent h a nd-ma de dildo s f o r a ll ta stes

„

Danny Jacobs
(Sales Executive)
together with Roy
Jacobs (Research &
Development)

As the erotic market continues to grow, it is reaching new

Your newly founded
company is called Ylva & Dite,
which is quite an unusual name.
Does it have a meaning and why did
you choose that name?
Danny Jacobs: Our name is a combination of two words which we consider to
be in beautiful harmony when it comes to
erotics.
Ylva has its origin in Scandinavia. The word
is used to describe a wolf. For us, the word
Ylva stands for fearlessness, wildness, the
animal of pleasure.
Dite is the short version of Aphrodite.
Aphrodite is a well known Greek goddess. In
mythology, she represents sexuality and love.
A perfect fit for our brand.
Feel sexy and unleash your inner beast.
When you look at our logo, it includes a combination of both, the wolf and the representation of love. Are you able to see it?

audiences with new expectations. Many customers don’t want
“run of the mill” products anymore – what they want are products that feel more individual, products that truly match their
personal style. Up-and-coming Dutch company Ylva & Dite
has set out to give that audience what they want, offering a
large selection of dildos that vary in colour, size, and style. And
trade members can even get bespoke versions, manufactured
in small quantities to their very specifications. In our interview,
the managing directors Danny Jacobs (Sales Executive) and
Roy Jacobs (Research & Development) introduce the company
and explain the advantages of self-controlled production.
84

What can you tell us about the team behind
the company? Were you involved in the erotic
industry before Ylva & Dite?
Danny: The team of Ylva & Dite consists out
of six people, each with their own field of
expertise. Everyone has their own focus. This
means that one person can specialise on the
marketing, and another person can focus on
development, logistics, design etc.
While this is our first experience with the erotic
industry, we are a company which has over 40
years of experience in the retailing business.
It just that we haven’t been in touch with the
erotic industry before. Our retail experience
comes from the wellness industry, that used

w w w. e a n - o n l i n e . c o m • 0 7 / 2 0 1 9

D A N N Y J A C O B S
R O Y J A C O B S

to be our core business. Now the
company is going through a diversification process.
Hopefully, the erotic industry will treat
us well.
You have been fine-tuning your concept for
over a year before launching Ylva & Dite. Why
did you decide to enter the market right now?
Roy Jacobs: This is true, we believe that it’s
hopeless to enter this market if your products
are similar to existing ones. If you want to be
seen, you need two things: good products and a
good story.
To make sure our products meet our standards,
we needed to develop, test, develop, test, develop,
test. It takes time to fine-tune a product, especially when it’s meant for the intimate parts of men
and women. We only launched the products when
everything was perfectly aligned and 100% to our
satisfaction.
Your slogan is “Unleash your inner beast.” What kind
of products are you offering that let your customers
free their animalistic side? Could you give us a short
introduction to your portfolio?
Danny: The common denominator of all our products
is that they are from Holland, designed and developed. This means you can enjoy Dutch quality.
Currently, our product range consists purely of dildos,
thirteen in total. The main difference can be found
in the product width. We offer over forty colours per
model. This way, everyone can choose the model
and colour that suits them best.
It’s up to the consumer to unleash their animalistic
side, we just offer the right tools in the right colour,
the right quality, at the right time.
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There are already a lot of dildos on the market.
Why should retailers include your products in their
assortment?
Roy: When you look at our product range, you can
see that we are able to provide colours which are
currently not available anywhere else on the market.
If you want to offer products which make your shop
unique, then Ylva & Dite is the perfect partner for you.
For retailers, the business part is very important when
it comes to making the decision to add products to
their assortment. As the manufacturer of these products, we are able to provide smartly priced products
with a beautiful margin for the retailers.
Apart from this, we are able to customise our products and give the retailer a unique colour selected,
or even a shape specially developed for them. We
are able to do this even in smaller quantities. Being
a professional manufacturer, we are a great partner
who can produce quickly, accurately, bespokely - and
we are located in Europe.

Ylva & Dite already offers a considerable selection of
designs. What can you tell us about the design process? What’s most important for you in this process?
Roy: A lot of thought goes into the designs. For
us, it matters a lot how the product is shaped or
curved, what length and diameter it has.
The products need to look sexy and attractive. You
should feel a sense of joy by just looking at
the product.
Next to this, the most important thing is the feeling
and sensation the product provides. These thoughts
guide us in our design process. The experience
needs to be ‘one of a kind’. If you are the owner of
two Ylva & Dite dildos, they should feel totally different from each other.
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The toys of Ylva & Dite are handmade in Holland.
Why did you decide against manufacturing abroad?
Which advantages are there to manufacturing the
toys yourself?
Roy: The most important reason for this decision
is to have the guarantee that everything about the
product is 100% safe. We are able to check all raw
materials and are fully involved in the production
process. We see to it with our own eyes that these
products are bodysafe and clean.
Apart from this, that strategy gives us a great degree
of flexibility and control regarding the specifications
and quantities of products. We are able to provide
small amounts of customised products to the retailers.
Do you feel that handmade products like yours are
counter movement to mass production?
Danny: When you say counter movement, it sounds
as though we want to attack mass production. We
are okay with mass production but we believe that
there still is a place for handmade products in this
market. We provide handmade products in larger
amounts, this is something only we are able to provide to the market.
We also see a lot of growth in the market; the market
has reached a level of maturity where demand for
more unique products is growing. We are in a perfect
position to supply the market with these unique
products.
How would you describe your target audience?
Danny: “Broad” would be the best word to describe
our target audience. We want to provide everyone
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with the erotic toy of their choice. This explains the
colours. One person may have a preference for pink
while another person prefers a metallic blue. We are
able to meet all of their wishes.
You are also offering to create custom dildos made
to your client’s specifications. What exactly can your
clients customise?
Roy: Clients are able to choose their own exclusive
colour, even in small amounts. This is a modification
we are able to make quite easily. The models themselves can be customised as well, but this obviously
has a bigger impact so it requires closer cooperation
with the client.
If a retailer/client asks for a dildo model that does not
exist at the time, we can develop this product, give it
the right colour, package it, and make it ‘store’ ready.
Is there a minimum order quantity for custom-made
dildos?
Danny: If you want your own colour, the minimum
amount is 28 dildos of one model.
If you want to develop and design your very own
product, the amount will be larger. We establish these
minimum quantities together with our clients and
then, we create a beautiful product for them.
What are your plans for marketing your products?
Will they only ever be available through your online
shop or will you offer them to other resellers or even
wholesalers and distributors?
Danny: Our products are available through our own
webshop which is supported by online marketing
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tools. Apart from that, we believe that more exposure
will give us the boost we need as a Dutch producer.
With this in mind, we want to exhibit our products to
various resellers. And to reach the resellers, we want
to make use of wholesalers and distributors. They are
all more than welcome to contact us at ylva-dite.com.
What are you looking for in potential business
partners?
Danny: We are looking for partners who are experienced players in the business and see the fun of
it all. We are looking for partners who are willing to
go for a long-term relationship. We are more than
willing to work hard to meet our partners’ needs
and wants. If the people ask for a different model
or a specific colour, we will provide it for them.
Mainly, we are looking for relationships that
are long-term and heavy on collaboration. It is
secondary if our partners have a webshop or
physical stores, if they are wholesalers, retailers or
distributors.
Where do you see Ylva & Dite one year from now?
Roy: One year is a short time but currently, we are
busy with developing more product lines. As we
speak, new cockrings and buttplugs are being
developed, soon to go into stock. Next, we will
turn towards vibrators, but those are still in the
designing fase.
Eventually, we want to be the Dutch manufacturer
for all sex toys. We want to be colourful and have a
product line that covers a wide range.
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This first year has been amazing
exclusive

L o o k i n g ba ck a t th e f irst yea r o f E ro dea ls

Jeroen: This first year has been amazing.
Remember, I started Erodeals with absolutely
nothing, and now I have a growing company
that is capable of supporting itself. I couldn‘t
wish for anything more.

Launching your own
company always involves risks. And if you are
entering a market that is

When you started Erodeals a year ago, you
entered a nigh-saturated market, and still, you
managed to make a name for yourself. What
is the secret of your success?
Jeroen: Instead of hiding in an office, I like to
be on the road and visit my customers every
day. Seeing them face-to-face gives you a
personal connection and makes the work so
much more fun. What retailers also really
appreciate is that we don‘t sell B2C; Erodeals
respects the business of their customers.

nearing saturation, with
a corresponding level
of competition, the risks
only become greater.
But Jeroen Rosier could
not be deterred: One
year ago, he started his
distribution company
Erodeals. Now, as the
first anniversary looms,
EAN decided to ask
Jeroen about the ups
and downs of year one

Erodeals owner and manager Jeroen Rosier is very
happy with his first year of self-employment

for Erodeals.

„

Erodeals has been active in the market
for one year now. If you look back, was the
step into self-employment the right one
for you?
Jeroen Rosier: Absolutely. I always had a
need for freedom in my work. If you are
employed, you can only do so much. Now, I
have total freedom. Don’t get me wrong, it’s
a lot more work, and in terms of hours spent,
I lost a lot of free time compared to when I
was an employee, but it is still so worth it!
How do you rate this first year? Are you completely satisfied? Have your expectations
been met?
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You have a lot of experience, knowledge, and
contacts from your years in the erotic industry
prior to Erodeals. Did that background help
you a lot when starting your own business?
Jeroen: It was vital. You said it yourself, the
market is nearly saturated, so it really helps if
you already have the goodwill of the customers and know the roads to them and the
suppliers.
Twelve months is a long time - what happened during the first year of Erodeals?
Jeroen: A lot of moving, hahaha... We moved
three times last year, each time to a bigger
storage location. But there was a valid reason:
We went from 150 SKUs to well over 1000 as
of today.
How would you describe a typical day at
your company?
Jeroen: Every day is different, and that’s what
I like about this job, but 9 out of the 10 times,
I am on the road visiting customers. I just love
the personal interaction.
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“WE DON‘T SELL B2C; ERODEALS
R E S P E C T S TH E B U S I N E S S O F
T H E I R C U S TO M E R S . ”
JEROEN ROSIER

If a film was to be made based on the company
history of Erodeals, which actor should play you?
Jeroen: Jim Carrey maybe? A requirement for that
actor would be to have a great sense of humour
and a lot of positive energy.

How will you celebrate the anniversary and how will
you let your customers share in the festivities?
Jeroen: I am very grateful for all the support I got
from everyone who helped us. That’s why it’s time
to give some love back. From 29th July to the 4th
of August, we will grant a 10% discount on
EVERYTHING - Evolved, Satisfyer, Durex, Eros,
IVY, RelaXxx, etc, etc. Everything means
everything! No exceptions!
What are your plans and your wishes for the future
of the company?
Jeroen: Plans: to keep expanding on all fronts. As
for future wishes? I don’t know what to tell you, I am
really satisfied with the way things are now,
I couldn’t ask for more!

Your run a distribution company. Nowadays, this
segment of the erotic market is considered
particularly difficult and competitive. Do you share
this opinion?
Jeroen: Yes, there are a lot of distributors these
days, but we all bring something to the table. In the
end, I believe, it only makes this industry that much
stronger.

“WE DON’T OFFER ANY
What are your own strengths? What makes
Erodeals stand out from the crowd?
Jeroen: I’d like to think it has something to do with
my good looks, but in reality, I think it has more to
do with the way I approach customers and the
service I provide. The great benefit of running a
small company is that we are very flexible, and
anything is possible, really. Plus, as I mentioned
before, we do not sell B2C, and we don’t offer any
preferential discounts or ‚hidden‘ net prices. The
price you get is the best price we can offer. We
don’t discriminate or weigh with different weighing
scales, every customer is treated the same and
gets the same offers.

92

P R E F E R E N TI A L D I S C O U N T S O R
‚ H I D D E N ‘ N E T P R I C E S . TH E P R I C E
YO U G E T I S TH E B E S T P R I C E W E
CAN OFFER.”
JEROEN ROSIER
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Your physical health is multi-faceted and goes

hand-in-hand with sexual, mental, and relationship health
exclusive

Ovee is a relatable mash-up of pleasure products, orgasmic education, and real talk from down-to-earth tech sex-perts

„

What exactly is Ovee, and what‘s the story
behind the company‘s foundation?
Courtney Snavely: Ovee is a content,
commerce, and community platform helping
people with vaginas navigate their sexual and
reproductive health. Jane and I had been
accepted into an augmented reality and digital
health incubator; they basically gave us a grant to
prototype a business that was AR based and we
went into it wanting to create this body scanner
that would address all health issues ever. It was a
pretty terrible idea. So we’re struggling to figure
out our next moves and at the time are both
struggling with easily treatable infections (UTI and
yeast infection). Even in NYC, it was impossible
to find the resources we needed, both physical
and digital. It sort of hit us – Oh, this is not an
uncommon experience and people should have
an easier time navigating their sexual and
reproductive health. We then started interviewing
everyone with a vagina who would talk to us, and
started building the platform after we really
understood where people were feeling
unsupported.

Vibrators and subscription
boxes and sex-ed, oh my!
If you‘re looking for a true
one-stop-shop for all things
pleasure, Ovee is the place
to be. Courtney Snavely,
Ovee‘s CTO, and company
co-founder and CEO Jane
Mitchell have put together a
website that provides literally
everything a consumer could
ever want from a sexual health
business. Ovee.me is a retail
haven of ethical period
products, sex toy mystery
boxes, feminist jewelry and
t-shirts, some seriously
thought-provoking blog
articles, and Ovee‘s famous
Box Box – a monthly shipment
of goodies to keep you clean,
comfortable, and coming. In
addition to the company‘s
two New York tech-focused
founders, Ovee proudly touts
a medical advisor, April Autry,
and a dedicated user experience expert, Maddy Siriouthay, who keep the brand on
the forefront of gender politics
and sexual empowerment.
Courtney Snavely took the
lead in the company‘s first
trade industry interview and
told EAN what‘s at the top of
her and Jane‘s to-test list, and
how Ovee is helping uterus
owners everywhere gain
access to the basics of a
healthy sex life.

Tell us about yourself and your
co-founder. What led you to the
sexual health space?
Courtney: Jane and I met in a
technology and design graduate
program at Parsons. We had
our first studio class together
and bonded immediately
because we had both
been pre-med/ biology
students in our
undergrad.
We like to say sexual
health chose us, but
The founders of
not really, we don’t
Ovee.me: Jane
actually say that. In all
Mitchell and
seriousness, we
Courtney Snavely
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started out mainly focused on strictly physical
health related solutions. The further along we got,
we started to realize your physical health is
multi-faceted and goes hand-in-hand with sexual,
mental, and even your relationship health.
What is Ovee providing sexual wellness
consumers that’s so desperately needed right
now?
Courtney: Your sexual and reproductive health
can be so overwhelming! A lot of us fall into this
internet rabbit hole of Googling, convincing
ourselves we’re pregnant or have cancer, and
then aren’t even able to find what we’re looking
for. More than anything I think consumers need
something that cuts through the noise. We want
information that is accessible but still accurate!
And when it comes to products that are going in/
around your vagina you want to know other
people’s experiences before we try it. What Ovee
provides is accurate health information,
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transparent & brutally honest product reviews, and the
opportunity to test out products before making a full
commitment.
Give us an overview of what’s in an Ovee Box Box.
What’s so awesome about your subscription service?
Courtney: The Box Box has a variety of themes that are
all based on what questions we get from our community. In honor of masturbation month, we curated a box
that featured emojibators, and a variety of lubes that are
hypoallergenic and fun for solo play. We’re also
p Kit and
launching two new boxes, the Kick the Cramp
Couchie care box, just in time for
summer or as we like to call it, the
season of yeast infections.
I think what makes our boxes so unique
is the community effort that goes into
the selection process. The entire Ovee
team rigorously tests the products (you
can actually watch us live test
everything on our insta account) before
including them. With the yearly
subscription, you’re going to be able to
try out products curated for the many
facets of your sexual health, and have
the added peace of mind that women
like you have already tried and are
obsessed with these items.

What products are you testing right now that you’ve just
got to shout about?
Courtney: Have to give a shout out to the CBD lube
from Cheekywell; it’s uh-mazing. For partner toys, love
the Fin from Dame. We’re super excited to test out this
underwear from Lorals that is designed for carefree oral
sex. Indirectly related to pleasure, we’re testing out an
amazing crampless tea from Dr. Yang Wellness,
because what’s more pleasurable than having a
cramp-free period.
This interview is
contributed by Colleen
Godin, EAN U.S.
Correspondent
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Wha sexual health
What
a popular with
topics are
your customers right now?
Courtney: We get a lot of
questions about sex drive!
Especially when it’s not matching up
with your partner’s. I think it’s still a really
difficult conversation for couples to have
without bruising egos or hurting feelings, but it’s
not impossible! Everyone deserves to have a happy,
healthy sex life and we try to help our users figure out
ways to initiate those discussions in the most
productive ways possible.
A lot of women with chronic pelvic pain come to us
asking how to make sex less painful or in some cases
even possible. While we’re not necessarily experts,
there are a lot of new podcasts, blogs, and products
that are addressing what was previously a very tabu
topic–– how to take care of your sexual wellness while
also managing chronic pain.
What‘s next on the drawing board for Ovee?
Courtney: We started out focusing on a younger age
demographic, but we’ve realized there are SO many
gaps across the entire span of a vagina-havers sexual
health. As we grow we would really like to start
addressing other populations that get neglected,
including trans and non-binary folks, and perimenopausal, menopausal, and postmenopausal people. We
want to continue to learn, listen, and keep evolving to
serve our community as best as we can.

Ovee.me is a true
one-stop-shop for all
things pleasure
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We are confident that we can become

a major player in the lingerie segment
exclusive

S H OT S i s th e ex clusive distributo r o f FO RPLAY in E uro p e

The distribution agreement between SHOTS and US brand FORPLAY is the latest example
of SHOTS’ expansion in the lingerie segment. The fact that the company created its own
‚lingerie team‘, comprised of a Category Manager and two Sales Managers, also speaks
volumes about the importance this product category holds for SHOTS. EAN had the
The SHOTS
lingerie team:
Katja Wouterse,
Oscar Heijnen,
Joyce Mallo, and
Maura Claes

opportunity to speak with Oscar Heijnen about FORPLAY and the company’s plans in the
lingerie market. Lou Rahim, owner of FORPLAY, joined the conversation to provide further
information about his brand.

„

SHOTS has expanded its product range
in the lingerie category in recent months.
Your latest step has been the inclusion of the
FORPLAY brand. How did the distribution
agreement come about?
Oscar Heijnen: SHOTS is well known for
having a heavily stocked, vast assortment of
adult toys and cosmetic products. Which is
why, over the last 20 years, we have established a leading role in today’s erotic market.
However, there is always room for growth, and
we felt that our lingerie selection could do with
a boost. We took our time to focus on this
segment, and we have expanded our team
with a female lingerie aficionado, our category
manager Joyce Mallo. Joyce will help us achieve the expected growth with her knowledge
of this exciting market segment. She started
looking for brands that fit within our assortment
and together we came to the conclusion that
FORPLAY is the right match. Immediately, there
was a good understanding between both parties, the communication was good, and in our
vision, the collection of FORPLAY is a winner
as it has all the elements necessary to conquer
a large market share in a short time.
Why does FORPLAY fit into your assortment?
What are the strengths of the brand?
Oscar: SHOTS wants to show that erotic
lingerie is hip and modern, ‚Instagram-worthy‘
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“S HOT S WA N T S TO SH OW TH AT EROTIC LINGE RIE IS
HI P A N D MODERN , ‚ IN S TA GRAMWORTH Y ‘ SO TO SPE AK.”
OSCAR HEIJNEN

so to speak. FORPLAY’S sexiness fits perfectly into
the erotic market and the contemporary character
matches well with this ‚Instagram‘ era in which we
now live. Items that can be worn as ‚outerwear‘ but
still meet the sexy image that people expect and
want from lingerie. Momentarily, the lingerie selection
of SHOTS is growing fast and by adding FORPLAY,
this growth will be stimulated even more. We are adding more than 550 new SKUs to our current range,
thereby responding to the wishes of our customers.
They have been asking for a more extensive offer
that can be delivered quickly with the accompanying
SHOTS service. With FORPLAY, we add a diversity of
affordable products, from basics to timeless fishnet
and from romantic to fetish vinyl. To complement this
vision, we have also added accessories which can be
easily mixed and matched with any lingerie or fashion
outfit.
Can you give us any insights into your strategy
concerning the expansion in the lingerie product
category?
Oscar: SHOTS has always worked hard to keep two
our product categories up to date, and they are successfully growing day by day. However, the lingerie
category always lagged behind because there was
too little focus on this specific market. We are always
looking for space to grow and we listen very carefully
to our customers. It is so much easier for them if
they can to buy everything in one place so it was
only logical for us to expand the lingerie segment. In
addition to taking on a specific lingerie manager, two
dedicated sales managers will also join the team:
Katja Wouterse and Maura Claes.

SHOTS is the exclusive distributor of FORPLAY in
Europe. Why did you choose to opt for exclusive
distribution in this case?
Oscar: With our team, we look at the market to see
which brand fits in best. We have been looking for a
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brand that can become a market leader and that we
can use to establish growth in our lingerie category.
We spoke with many different parties, but FORPLAY
clearly was the best partner for our plans. It quickly
became clear that they were looking for a partner for
European distribution, so it was only logical for both
parties to take this course.
FORPLAY stands for an extensive range with a wide
variety of products. Are these all available at SHOTS
or only selected articles?
Oscar: Initially, not all collections will be available at
SHOTS. We will only focus on lingerie with matching
accessories and a selection of FORPLAY’S sexiest
costumes. For now, it makes no sense to focus on
swimwear or rave clothing as we must first focus on
our lingerie segment before we can add other categories. However, the long-term goal is to offer the
complete range of FORPLAY. We expect that it won’t
take too long, so watch this space!
What potential do you see for lingerie, club wear, etc.
in the European erotic market? Aren’t there already
too many established brands in this space?
Oscar: We don‘t see this as a problem. Yes, there
are many brands available in the erotic market, but
it is the same in the adult toys and cosmetics segments. There are many providers but not everyone is
on the same quality level. We are confident that we
can become a major player in the lingerie segment.
SHOTS brings a new vision for lingerie as we don‘t
just focus on consumers who come from the erotic
market. We also focus on the new generation who
are only just discovering this market, and FORPLAY
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is the perfect brand for this crowd. It offers an overlap
between the erotic shop and fashionable lingerie
boutiques that are still emerging. We must not forget
that the consumer plays a major role in this, and they
want options to choose from. It is for a reason that
sales platforms with a huge selection are extremely
popular. Of course, offering all the products is not
possible for a regular web shop or brick and mortar
store. Therefore, the retailers have to adjust their collection to the specific wishes of their target audience
and to offer sufficient options in these categories.
Would you consider further exclusivity-based distribution agreements in the lingerie segment?
Oscar: Options are always open, but for now, we are
going to focus intensively on FORPLAY. We believe in
this brand and want to put all our energy into this collaboration for the time being. For more information,
please visit our website: www.shots.nl Do you want
to speak to one of our sales managers or collection
manager? Please call +31 (0) 487 519 333. Katja
Wouterse for Dutch and English-speaking customers,
and Maura Claes for German and English-speaking
customers. And of course, we hope to see everyone
at our Sales Week from July 15 to 18, where we are
going to present all these special products in our
showroom.
Could you tell us about the history of the
FORPLAY brand?
Lou Rahim: FORPLAY is a leading designer and
manufacturer of women‘s lifestyle fashion and
apparel operating in the global marketplace. ‚Born in
Hollywood‘ in 1986, FORPLAY originated as a retail
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store on the Hollywood Blvd, catering to a wide
cross section of local shoppers and tourists.
Over the years, FORPLAY‘s flagship store
became a favourite among young Hollywood
celebrities and was frequented by local entertainment industry stylists looking for unique
outfits for various television shows, motion
pictures, and music videos. FORPLAY opened
its wholesale division in 1997 to service the demands of other retail outlets who also wanted
to capitalise on the company‘s distinctive and
ever popular product lines. Quickly, the company‘s wholesale division secured over 1800
business-to-business accounts throughout the
United States. FORPLAY merchandise is sold
to over 5,000 retail store outlets worldwide
including such markets as Europe, Canada,
Asia, and Australia. The FORPLAY products are
aimed to accentuate the freedom of personal
expression, while recognising the uniqueness
of each individual. With a strong line-up of
dedicated and high focused designers, marketers, sales executives, logistics professionals,
and customer service personnel the FORPLAY
works together to ensure our customer‘s
success.
What are the unique selling points of
the brand?
Lou Rahim: Both innovative and on-trend
designs, intricate details, precise fit, and
superior quality.
Can you give an overview of your current
assortment?
Lou Rahim: Our current assortment includes
romantic lingerie featuring lace, mesh, and
fishnet designs as well as edgy faux leather
and vinyl items for the bold customer from
our Fetish collection. We also offer costumes,
which features sexy classic costumes as well
as superhero, pop culture and staple items
worn by celebrities and partygoers across the
globe. As the cherry on top, we offer over a
wide diversity of accessories to complete the
look for every garment in our line. Additional to
this we also offer a range of swimwear with an
assortment of sexy one and two-piece styles,
and vibrant colours to be worn both in the
water and poolside at the most desirable pool
parties and resorts around the world.

What trends have been driving fashion this year?
Lou Rahim: The woman who is sexy
and unapologetic about it. She embraces her
body and confidently wears what makes her
feel good as a woman today’s society. Styles
that were once considered taboo, or to be
worn in privacy of the bedroom or for costume purposes are now being incorporated
into everyday ready to wear as a form
of expression.
Why did you decide to enter into an exclusive
distribution agreement with SHOTS?
Lou Rahim: The desire to work with a strong
company who knows their customer’s needs
and goes to any length to provide them with
the goods that will build loyalty and
a lifestyle.
What do you expect from this cooperation
with SHOTS?
Lou Rahim: An increase in brand recognition and feedback that will further strengthen
our partnership and brand. This will allow us
to continue to provide goods that will have a
great sell-through and benefit the prosperity
of both companies.
What are the advantages of working with just
a single distributor?
Lou Rahim: Working with one distributor
allows FORPLAY to work closely with the
distributor. As a company, we like to be
hands-on regarding how our product is being
presented, as opposed to saturating the
market. With several distributors, multiple
individuals are controlling the presentation of
the brand, decreasing our management of
the brand identity and potentially devaluing
what we’ve worked so hard to build.
How do you assess the potential of the
European market in terms of lingerie, club
wear, etc.? Will FORPLAY be able to get a
piece of the cake?
Lou Rahim: The European market is
ultra-sexy and style driven. Both points are
what we pride ourselves on at FORPLAY.
Embracing the sexiness of a woman while providing the latest in trends so she can
feel comfortable and chic.
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We have always been setting trends in

this industry and we want to continue to do just that
exclusive

H OT u p d a te s th e SH iATSU line

HOT’s SHiATSU line has been on the market for ten successful years, but now, it is
time for an overhaul. Michael Sonner, General Sales Manager of HOT, tells us about the
‚new‘ SHiATSU in our EAN interview, and we discuss how the products are representative of current trends.

to do just that. Right now, there are many innovations when it comes to ingredients, formulations,
aromas, and packaging materials. These things
will be reflected in the new SHiATSU line.
And what about trends such as sexual wellness?
Are those also reflected in the brand?
Michael Sonner: Well, the industry as a whole
is focusing more on erotic wellness products,
offering tools to make people’s sex lives more
interesting. That is also the angle we took when
updating SHiATSU, and we are confident that the
revamped products will set a new standard.

Michael Sonner,
General Sales Manager HOT

„

Is HOT adding new products to the SHiATSU
line, and if so, what new additions do you have
in store?
Michael Sonner: No, we are not introducing new
products in the SHiATSU line. Rather, we have
decided to give SHiATSU a thorough overhaul.
After ten years, it was time to introduce some
new impulses to the market.
How would you describe the unique qualities
of the revamped SHiATSU products? What
advantages do they have over many of the other
products available in the market today?
Michael Sonner: We have always been setting
trends in this industry, and we want to continue
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How long did it take to update the products and
their formulations?
Michael Sonner: Reinventing 50 products from
the ground up takes a whole lot of time and
manpower. And of course, you still have to stay
on top of your day-to-day business. We started
planning this update back in 2017, and we
are still not done with the entire range. The last
products will be ready in September 2019. Also,
it isn’t easy to replace an existing product with an
updated version in the stores. This is a process
that has to be taken step by step, and it needs to
be well thought-out in advance.
If you were to add new products to this line,
what standards would they have to meet? What
is the common denominator of the SHiATSU
collection?
Michael Sonner: Well, for us to add new products, the whole concept would have to match.
SHiATSU products can be sold anywhere. The
look and the packaging are innovative, and top
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Michael Sonner: We are currently preparing a package
of materials that will be presented at eroFame. And
there will also be tools for online retailers to assure maximum impact when the new products launch.

Coming soon:
natural-based massage oils
in eight different fragrances

quality is obviously a prerequisite for any product bearing the HOT logo.

What advice do you have for the trade members? How
should SHiATSU be presented to the consumers?
Michael Sonner: We will definitely be providing
suggestions for in-store presentation to the retailers
further down the road. You will get to see examples of
high-impact presentation at our eroFame stand.
What other plans does HOT have for the rest of the
year?
Michael Sonner: At the moment, we are focusing entirely on SHiATSU. However, we are also going to present
a new potency-enhancing product at eroFame. That’s
all we can say right now.

Who is the target audience for these products? Is it any
different from the audience for other HOT products?
Michael Sonner: Generally speaking, these products
are for all people who have an interest in sensual experiences. But the new SHiATSU is fresh and colourful,
which should make it more popular among the younger
consumers.
How much will the updated versions cost in stores?
Michael Sonner: The prices will be roughly on the
same level as the original versions.
The market is overflowing with lubricants and massage
oils – how important is it to be perceived as a brand in
this competitive marketplace? And what are the qualities consumers associate with the HOT and SHiATSU
brands?
Michael Sonner: You are right, the market is being
swamped with countless products, and unfortunately,
many of them are no name products. However, the
consumers want brand products because those offer a
frame of reference and they guarantee a certain quality
standard.
Consumers don’t want to have to make a gamble whenever they try a new product. By choosing HOT, they
can be sure to get top quality and innovation.
Will there be POS and marketing materials to create
awareness for SHiATSU 2.0?
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Four 2-in-1 massage and lubricant
gels will be the first entries in the
overhauled SHiATSU line
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We hope that our calendar is something

the consumer can look forward to every year

exclusive

E D C W h o l e sa le p resents th e new Na ugh ty & Nice Advent C a lenda r

Time flies as we all know. It
may be summer, but what that
means is that, actually, we’re
just a few months away from
the holiday shopping season,
and of course, retailers need
to be prepared for that. EDC
Wholesale has a heart for all
the early birds in the trade,
as they have just presented
the latest edition of their
Naughty & Nice Advent Calendar. Evertine Visser, who is
in charge of Marketing and
Communications at EDC Wholesale, tells us more about the
calendar, for instance that we
will be getting a limited Black
& Gold edition this year.

kept the concept of the outer box and inner gift
boxes the same but really focussed on bringing
something completely new for the 2019 edition.
Our designer started working with a Black and
Gold design but decided to add a vibrant colour
to create a ‘wow-effect’ that will stand out in
a Christmas-themed shop presentation. The
design has a marble-look on the cover and the
golden details are printed with a shiny gold foil.
We have created a Christmas look and feel on
the calendar design, but also managed to keep it
refreshing and original.

Evertine Visser,
Marketing Manager
at EDC Wholesale

„

EDC Wholesale presented the new Christmas calendar in the middle of summer. Isn‘t
that a bit early?
Evertine Visser: Yes, we are a bit early this
year, but with a good reason. We introduced the
calendar fairly late last year, so this year we felt
like we should start the introduction a bit earlier.
We want to give our customers the opportunity
to plan their Christmas sales well in advance.
The calendar will be available in September, but
we already start promoting the calendar now, as
retailers have a short period of time to sell this
product. We want them to have plenty of time
to prepare their sales and to start pre-ordering
before we are completely sold out again, like last
year.
The Naughty & Nice Advent Calendar will be
available in a special Black & Gold edition. What
can you tell us about the design?
Evertine: Well, first of all, the design is completely different from last year’s edition. We
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Which products can be found inside
the calendar?
Evertine: That should be a surprise, don’t you
think? Haha, just kidding, we are very open
about the content of the calendar because we
want customers to know that this calendar
offers high-quality gifts. With 24 gift boxes
inside the calendar, we chose a great variety of
products to make the countdown till Christmas
extra exciting. We came up with a certain order
to make it an exciting experience throughout
the entirety of the 24 days. The nicest gifts are
spread throughout the calendar to keep the
level of excitement and enthusiasm high. But we
also looked at the practical side; for instance,
we put the lubricant in one of the first gift boxes
so that it can be used with the toys. The mask,
handcuffs, and tickler have also been put close
to each other as they can be used together. We
want the calendar to be exciting from the first
day until the very last day. And when everything
comes together, we want everyone to find their
favourite toys in the mix and also to experience
sensual ele-ments such as games, massage
candles or beautiful accessories. The calendar
holds gifts for him, for her, and for the both of
them, with products like a vibrating egg, stroker
masturba-tor, blindfold, butt plug, kegel balls,
body jewel, playing cards, etc.
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The 2019 Naughty & Nice Advent
Calendar offers 11 high-quality sex
toys, 5 cosmetics & lubricants, 4
soft bondage items, and 4
accessories & fun items

The calendar will
be available from
September

How did EDC Wholesale select the products for
the calendar?
Evertine: We have high standards when it comes to the
products for the calendar. First of all, we wanted all of
them to be black and gold, in accordance with the theme. But we also wanted high-quality products that can
be used over and over again, without them losing their
quality. The content of the gifts should last longer than
just the 24 days of the count-down, so we selected
a variety of products to make Christmas Eve and any
other night extra special when all the 24 items come
together. We listened carefully to the feedback from
customers, consumers, and toy tester on last year’s
calendar and used this info for an even better content
for this year´s calendar.
Why did EDC Wholesale choose to make the calendar a
limited edition when it was such a success last year?
Evertine: Because we believe that the calendar can
only remain successful when it’s a unique product
offering a new design and new gifts each year. I’m a
big fan of the Rituals advent calendar and as long as
they offer a new calendar with new gifts every year,
I will buy a new edition each year. We want to offer
our customers a new calendar each year, with a new
design and new gifts inside to create an element of
surprise for the users. We hope that our calendar is
something the consumer can look forward to every
year. ‘What will it look like and what will it bring us this
time around?’ So to make the Advent Calendar extra
exciting and unique, we created a limited edition that
is only available this Christmas.
Why are advent calendars filled with erotic products
so successful?
Evertine: I think that advent calendars are generally
very successful that time of year, no matter the product
category. It’s great to see that the consumers also
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believe in the erotic version
of the advent calendar, which
is becoming more successful year after year. Specific
advent calendars represent a
growing trend among Christmas gifts and I’m excited
to see what this trend has
in store for us in the future.
And while the success lasts,
we will continue to bring our
special version of the advent
calendar.

There are a lot of advent calendars on the erotic
market due to the success of this product type in the
past years. How does EDC Wholesale stand out from
the crowd?
Evertine: By putting great care into every little detail of
the advent calendar. Our designer outdid themselves
with the design for last year’s edition and managed to
deliver yet another outstanding design for this year’s
calendar. When you see the product, it is an absoulte
eye-catcher. Our purchasing team selected the products with a certain standard that we want to maintain
for the content of the calendar, which makes it exciting
to open a gift box and see what’s inside. Our marketing
team started working on the promotions of the calendar
as soon as the design was finished so it can find its way
to our customers and the end con-sumer. It’s a team
effort and we can only hope that it’s enough to make
our advent calendar stand out from the crowd.
How much will the new calendar cost in store?
Evertine: The total value of the products inside the
advent calendar is 450, but the recom-mended retail
price is 119 euro. So it’s a great deal for 24 highquality products.
What tips and tricks can EDC Wholesale give retailers
regarding the presentation of the calendar in the Christmas shopping season?
Evertine: We advise our customers to create a nice
spot in the shop to present the calendar and also to
use the content info we supply to sell the calendar as
it mainly bought as a gift for someone else. Therefore,
I think customers can boost their sales by showing the
content of the calendar. We also offer media packs for
all our house brands, including all the market-ing material we created. The brand videos, promotional banners,
social media images, etc are all available for download.
Our sales team can supply a special download link.
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Intimate Rose has created solutions for women’s

health because we want women to feel their very best
exclusive

Amanda Olson,
Chief Clinical
Officer at
Intimate Rose

I n ti m a te R o se ta kes sex ua l wellness serio usly with medica lly-f o cused p ro ducts

As much as we wish vibrators were always the key to unlocking one‘s sexual potential, it often takes a little more effort than
pressing a buzzing chunk of silicone against a sleeping clitoris. Pelvic health is increasingly stealing the spotlight in the sex
toy space. Once we opened the floodgates to pleasure equality, many women realized their intimate concerns went beyond
orgasm difficulties alone. The pelvic floor muscles, which contribute to childbirth, urinary control, and sexual function, must be
regularly exercised for optimal function, no differently than the rest of the body. As women have children or simply age, these
muscles weaken, leading to incontinence, numbness, and often confusingly unsatisfying sex. Pelvic health therapist Amanda
Olson, a Doctor of Physical Therapy and Chief Clinical Officer at Intimate Rose, got a first-hand look at the commonality of
such embarrassing health issues while treating patients in a medical clinic. Like most of the sexual wellness movement, these
problems were often swept under the rug or under-diagnosed until women‘s voices recently became too loud to ignore. Since
then, Olson has dedicated Intimate Rose to treating the base-level cause of anorgasmia, painful or pleasure-less sex, and
bladder control: a pelvic floor in need of a workout. Here, Olson tells EAN what her company has in store for the international
women‘s wellness market as she grows her medically-backed brand.
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the lifespan. The products provide solutions to issues
that are often embarrassing if not traumatizing for
women in order to help them solve their problems
and reach their goals.
Intimate Rose has created solutions for women’s health because we want women to feel their very best.
From our Kegel Exercise System to our Women’s
Health Probiotic Supplement, we have thoughtfully
created products to improve quality of life for all
women.
We believe that caring, compassionate customer service is the perfect complement to our outstanding products. We strive to provide answers to our customers,
no matter what the question is. We have furthered our
mission to improve the health of women worldwide by
creating a Pelvic Health Network, in order to match our
customers with outstanding pelvic health providers in
their area if they require more one on one care.

“W E I N I TI A L LY FOUN DED
TH E COMPA N Y TO
A D DR E S S A GA P IN TH E
M A R K E T P ER TAIN IN G TO
S OL UTI ON S FOR S T RES S
UR I N A RY I N CO N TIN EN CE
I N W OM EN . ”
AMANDA OLSON

„

What’s your background in the sexual health
space?
Amanda Olson: I am a Doctor of Physical Therapy
(DPT) and certified as a pelvic health therapist. In
the clinic I treat a myriad of pelvic floor dysfunction
diagnosis that impact sexual function. These include
pain with sex, incontinence during sex, or inability
to achieve orgasm. I work with them to address the
biomechanical issues that are preventing them from
having optimal sex according to their goals and desires. I have taken that expertise and used it to create
products for people to address these issues at home.
What inspired you to launch Intimate Rose, and what
was the mission you desired for the brand?
Amanda Olson: We initially founded the company to
address a gap in the market pertaining to solutions
for stress urinary incontinence in women. From that
first product we worked to develop out a comprehensive brand of women’s health products to address
problems ranging from urinary incontinence, pelvic
pain, and nutritional support for women throughout

115

Why are intimate wellness products - as apposed to
just sex toys - becoming so popular lately?
Amanda Olson: The dialogue on what is common
versus normal in pelvic floor dysfunction has really
sprung open in the past 2-3 years. More and more
women are empowering themselves to seek answers
and they are discussing their issues in public, with
friends, and with their physicians. In previous generations women really suffered in silence with issues
such as incontinence and pelvic pain because they
thought it was simply a part of aging or having babies, and nothing could be done about it. Sometimes
this was perpetuated by physicians who would shrug
their shoulders and make comments such as “welcome to motherhood”. Now more and more women
are seeking solutions, and sharing their findings with
their friends. Innovation in wellness devices has also
helped to get the message out that while these problems are common, they are fixable.
Tell us about your Kegel Weights, as these are
currently available in Europe, and what you feel sets
them apart from other Kegel products.

I N T E R V I E W

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

Amanda Olson: Our Kegel exercise weights were
the original medical grade silicone weights that first
came on the market in 2015. We use soft, smooth,
medical grade silicone with a unique finish to provide
maximum comfort. Additionally, ours are shaped
to match the shape of the vaginal canal to improve
comfort and maximize the results of the training.
Each of our sets comes with six gradually heavier
weights and complete instructions on how to use
them with activities. This makes it possible to use the
weights no matter what your pelvic floor strength is at
the starting point. Additionally, I have created over 80
videos on how to use our products because our main
focus is on education and ensuring that women have
the resources they need to reach their goals.
What other products do you offer that will become
available in Europe over time?
Amanda Olson: Our full line up in the United
States includes several pelvic health products. We
have vaginal dilators for progressive training. These
are useful for women who have pain with sex,
post-surgical, or who have had cancer and are
working on training their body to be able to receive
penetration, have a medical exam, or use a tampon. We have a vulvar balm to soothe and moisturize dry or irritated feminine skin, which is wonderful for women who are nursing or peri-menopausal
and experiencing irritation in the vulva. We also
have a trigger point wand that is uniquely designed
to reach both the superficial and deep pelvic floor
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muscles vaginally or rectally to relieve tender points
associated with pelvic pain. We also have a line of
women’s health supplements including probiotics,
prenatal vitamins, and boric acid suppositories. We
are working on having these devices available on
Amazon in the EU.
What sort of sexual health resources do you offer
on your website? Why are these essential for
your consumers?
Amanda Olson: I have created over 80 videos on
how to address various issues pertaining to sexual
health. These include a video on how using the Kegel
weights can help improve orgasm for women (https://
www.youtube.com/watch?v=eLmMJSqpcNY) and an
interview with a certified Sex Coach discussing ways
to improve sex ( https://www.youtube.com/watch?v=l_mbUkYKzNw&t=1s). Additionally, our blog covers
various sexual health topics from vaginal odor to how
to spice things up in the bedroom.
What can the pleasure industry expect from Intimate
Rose over the coming year? Do you have any exciting updates on the horizon?
Amanda Olson: We will be launching a vibrating
wand in a few weeks. It will have the same dimensions as our Pelvic Wand, and it will allow the user to
relieve pain points vaginally or rectally with 10 settings
of vibration. This can be used to improve circulation
and blood flow to the muscles, however it can certainly be used for pleasure as well!
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Consumers have reported LOVE

increases the female orgasm tenfold

exclusive

1 9 0 6 L o v e – C a nna bis ch o co la te with a n a p h ro disia c ef f ect

The market for cannabis
products is booming – at
least in regions where the
drug has been legalised.
One such region is the US
state of Colorado, and it is no
coincidence that 1906 have
their headquarters in that
state. After all, the company
has specialised in combining
various cannabis blends with
chocolate to create a most
unique experience for the senses. In our interview, company
co-founder Peter Barsoom
shines a spotlight on 1906
Love – a chocolatey
treat that is intended
to heighten the
sensual pleasure
of sexual experiences.

Prior to founding 1906,
Peter Barsoom had an
extensive career in finance
and business strategy

„

1906
is a company that
specialises in recreational cannabis. Could you
give us a short introduction to
the 1906 mission statement?
Peter Barsoom: 1906 is on a
mission to bring cannabis back to the
mainstream. Our unique and innovative
line of edibles combines great taste, superior
ingredients, and rapid-delivery formulations
in a range of experiences that bring the
benefits of cannabis and plant medicine to
health-conscious adults for whom indulging
has to compliment — not deter- a healthy
lifestyle. Our line-up delivers five unique experiences that promote sleep, energy, arousal,
relaxation and a happy mood, all in safe and
predictable formulations using single-strain
organic cannabis. We are among a select few
companies focusing on experience-based
edibles designed to enhance specific aspects
of your life.
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One of your products is the aphrodisiac 1906
Love. Which ingredients make this chocolate
so special? What effect does it have when
consumed?
Peter: 1906 LOVE is an aphrodisiac made of
a special blend of sense-enhancing cannabis
and 5 exotic plants sourced from across the
globe, many of which have been used for this
purpose for centuries. It’s the first aphrodisiac
that was designed to be equal- opportunity
and work consistently well on all genders.
Like all 1906 products, LOVE is rapid delivery
(15 — 20 minutes as opposed to 60), low-dose (5 mg per piece) and contains an equal ratio
of THC to CBD. It’s bed-levitating ingredients
are:
Damiana: Used since Aztec times, Damiana often helps women increase their ability to achieve orgasms and can help people re-establish a
connection with their more sensual side.
Muira Puama & Catuaba: Also known as the
“Viagra of the Amazon,” these ingredients
increase blood flow to the pelvic area, aiding
erections in men as well as sensation and
orgasm in women.
Theobromine: Theobromine is a very effective
heart stimulant and vasodilator, lowering blood
pressure and increasing blood flow to the brain
and body, which allows you to work at a much
higher intensity.
Ashwagandha: An herb used in Ayurvedic medicine to boost libido and fertility in both men
and women by reducing stress and lowering
cortisol.
Consumers have reported LOVE increases
the female orgasm tenfold, makes menopausal women feel like teenagers again, and
re-ignites the passion gone cold in long-term
relationships. Plus, it just tastes like the best
chocolate you’ve ever had. You cannot taste
the cannabis.
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What potential does cannabis have with
regard to sexual wellness? What is most of
the world missing out on?
Peter: Like any mood-altering substance, part of
the benefit of marijuana is the lowering of inhibitions in the bedroom. However, THC and CBD
have proven medical benefits that impact sexual
response and enjoyment including increased blood
flow, sensitivity to touch, relief from stress and
anxiety, as well as pain relief.

honest conversations. Erotic products have the
same objective as our products; they just go at it
differently. We emphatically support anything that
empowers people to take control of their wellbeing
and their sexual health.
So far, you are only offering your products in Colorado. How would you assess the chances of your
products on a global market, or at least everywhere the laws allow for it?

“L I K E A N Y M O O D 
A LT E R I N G S U B S TA N C E ,
PA R T O F TH E B E N E F I T
OF MARIJUANA IS
TH E LO W E R I N G O F
I N H I B I TI O N S I N TH E
BEDROOM.“
PETER BARSOOM

Cannabis products and erotic products have both
been frowned upon in the past. But now, this is
changing. Do you see parallels between those two
industries? What could they learn from each other?
Peter: Modern life is complicated, and new conversations are opening up about all of the ways we
can help ourselves feel how we want, faster, with
fewer downsides. Recently, the cultural conversation has been turning to plant medicine much more,
including the amazing power of cannabis as a very
safe and effective medicine. This is what our whole
company and mission are built on. THC and CBD
have proven medical benefits that impact sexual
response and enjoyment and we want to make
sure the whole world knows that—the efficacy
is incredible, and it’s something people have to
power to try without a doctor or a prescription, and
with no real dangers. 1906 spent so much time developing our Love formula, because we believe that
sex and sexual health is one of the most important
parts of our personhood. In order for people to
have better, more connected, soul-feeding sex,
we have to eliminate taboos and start having more
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Peter: Cannabis has been used as a medicine for millennia across the world and our
products have been engineered to help
you do all the life stuff better, across
geographies. People everywhere
struggle with pain, insomnia,
anxiety, etc. and we believe
our products will have
appeal globally.
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Our general philosophy is that everyone deserves pleasure

– whether that is a man, a woman, or those in relationships
exclusive

Tr a c y L e o n e ta lks B edro o m Pro ducts

‚A little bit James Bond and a little bit GQ‘ – this is how Bedroom Products describe their brand. And in order to introduce this
mix to more people, the up-and-coming US company is looking for distribution partners in Europe. EAN wanted to learn more
about Bedroom Products, so we asked Tracy Leone – Sales Manager of Bedroom Products – for an interview about the brand,
its philosophy, and its target audience.

„

What is the philosophy guiding the brand?
What makes Bedroom Products unique in the
market?
Tracy Leone: Since Bedroom Products
launched in January of 2017, our general
philosophy is that everyone deserves pleasure
- whether that is a man, a woman, or those in
relationships. Sex toy manufacturers have
traditionally focused their marketing and
education to women, as they have been the
primary target consumers for decades. In recent
years, sex toys have become more socially
‚acceptable‘ for men. We created Bedroom
Products to accommodate this specific
demographic of curious minds; to encourage
men to explore other avenues of pleasure and
sexual satisfaction; and to facilitate an inclusive,
sex-positive dialogue with men and couples on
our social media channels.

Tracy Leone, Sales
Manager of Bedroom
Products

Women and couples are the big key audience
of the industry right now? Why have you
decided to focus on male customers instead?
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Tracy: The market for men’s pleasure
products is growing rapidly. Not only is
there a huge opportunity to create
accessible products specifically tailored
for male consumers - particularly
beginners - but to also facilitate educational
conversations and normalise sex toys in
the mainstream.
‚A little bit James Bond and a little bit GQ‘ – that
is how you describe the aesthetics of your
brand. How is this mix reflected in the products?

Bedroom Products
focuses on the
ever-growing market
for male products
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Currently, there are
eight products in the
Bedroom Products
collection

“ OUR P RODUCT S ARE
COMP ETITIVELY P RICED
TO OFFER VA LUE FOR
CON S UMERS . ”
TRACY LEONE

Tracy: ‚Dapper on the streets, daring in the sheets‘
is another way we love to describe our brand
aesthetic. That vibe is incorporated through sleek
and subtle packaging design elements/merchandising components, and through the products
themselves. We present our niche line of products in
a suggestive, tasteful manner with the objective of
speaking to the sophisticated and confident
consumer.
How big is your current product range, what types
of products does it include, and what are the
qualities that make these products stand out?
Tracy: Our existing range is a curated mix of eight
items, including CLIMAX clitoral arousal serum,
HEAT hydrating massage candles, HARD super-stretch erection rings, LAST male delay spray,
PULSE vibrating disposable C-rings, SILKY
silicone-based bodyglide, SMOOTH water-based
bodyglide, and VIBE waterproof bullet vibrators. We

The pricing of the
products makes
them appealing to
first-time toy buyers
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started by introducing the basics to present a
cohesive range of items that would appeal to the
curious beginner - both individual male shoppers,
and couples as well. All of our pieces are compact,
travel-friendly and discreet to accommodate busy
travel schedules, and those who prefer a more
discreet style. Our point-of-purchase display, the
Gentleman’s Collection, provides retailers an
attractive, space-efficient one-stop-shop that
showcases all 8 items in a fixture that resembles a
multi-drawer shelving unit. We did this intentionally
to create something instantly recognisable by the
majority of consumers, because it truly looks like a
piece of bedroom furniture. By showcasing the
products in one location within a store, that
introduces the customer to a multitude of items that
they otherwise may not have taken the time to look
for, thus enhancing the opportunity for additional
sales.
How do you determine which products are right for
Bedroom Products? Which criteria does a new
addition to the brand have to meet?
Tracy: The Bedroom Products/Rock Candy Toys
team is comprised of award-winning industry
veterans, so our combined expertise really lends
itself to product ideation. We are collectively
conscious of what the market demand is, so our
ability to identify what needs aren’t being met - and
how to approach that gap - is pretty seamless. We
walk the line between edgy and elegant, with the
goal of eliminating apprehension and establishing
trust that encourages customers to stay engaged
and keep coming back for more.
Which price segment are these products positioned
in?
Tracy: Our products are competitively priced to offer
value for consumers. The price points appeal to
entry-level consumers who are looking for a
high-quality product without breaking the bank.
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Bedroom Products
have already
announced more
new products for July

Which channels of distribution do you use to market
your brand?
Tracy: We are currently working with US and
European distributors, and we value their support
since the inception of Bedroom Products and as
well as our sister company, Rock Candy Toys. We
are focused on expanding our retailer support
throughout 2019.
Would you be interested in taking your brand to
Europe? If so, who would you be working with in
this market? Distributors or retailers?
Tracy: Yes, we would love to expand our distribution in Europe! At the moment we are working with
SHOTS and ABS for our Rock Candy, and they‘ve
been doing a great job representing us overseas.
Which qualities are you looking for in a potential
distribution partner?
Tracy: We love distributors who have close
relationships with their retailers. To have the support
and enthusiasm of sales staff is invaluable; so, a
team that recognises our vision is imperative to drive
the brand forward and create more exposure to the
large market that we wish to serve.
How do you support your partners in the trade? For
instance, do you supply them with POS materials?
Tracy: Both Rock Candy Toys and Bedroom
Products merchandising components were created
by esteemed packaging designers. Our POP
displays spark a psychological reaction that drives
the impulse purchase, assisting sales staff in an
easy upsell. We understand that many male
consumers experience hesitancy during the
in-store experience, so by executing something recognisable and welcoming, they
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will ideally spring for more than one item, and come
back when they are ready to take the next step. We
also provide in-store product education and event
support for retailers throughout the year.
What are your plans with Bedroom Products for the
near future?
Tracy: We are launching our second product line in
July 2019 at ANME, and we are so excited to unveil
it! In addition to product expansion, we are looking
forward to achieving greater exposure in the
mainstream, helping to erase the stigma associated
with men’s pleasure products, and sexual exploration in general. The future looks very bright!

“ THE MARKE T FOR ME N ’S
PL E ASURE PRODUC TS I S
GROW ING RAPIDLY.”
TRACY LEONE

w w w. e a n - o n l i n e . c o m • 0 7 / 2 0 1 9

CBD INFUSED
NO SULFATES
NO HARSH
PRESERVATIVES
NO PARABENS
NO PHTHALATES
GLUTENFREE
NO ADDED COLORS
MEDICAL GRADE

€ 12

95

€ 19

95

50ml

125ml

RRP

RRP

Great Margin Products

WWW.SCALA-NL.COM

I N T E R V I E W

With this latest project, we have created a highly realistic

virtual reality experience unlike anything you’ve seen before
exclusive

An interview with Tobias Platte, CEO of me.mento 3D manufacture GmbH in Berlin

Sharing experiences in virtual reality (VR) without leaving the house – Social VR was one
of the trends of 2018, and the fascination for virtual worlds continues as high-quality VR
goggles and modern 3D technologies revolutionise the gaming industry. Soon, we also
get an interactive world of eroticism and sensuality, thanks to a team of experts in Berlin.
The name of this VR experience is vrXcity, and it is truly unique in today’s virtual reality
sphere. As Tobias Platte, CEO of me.mento 3D manufacture GmbH explains: “We cater to
pretty much every fetish that lies within the boundaries of modern law and morals. Everybody can experience their own scenarios with realistic-looking avatars. For instance,
users can choose from a host of real erotic stars such as Micaela Schäfer, Texas Patti,
or Jessica Drake. And as far as their interactions with those avatars are concerned, you
can do – almost – anything.” In our interview, Tobias answers all our questions about the
world’s first interactive erotic VR platform.
Tobias Platte, CEO of
me.mento 3D
manufacture GmbH
(photo credit: me.mento
3D manufacture GmbH)

„

Virtual reality has been a big topic for
several years now, also in the erotic market.
Still, there has been no VR experience that
really took the masses by storm, at least not
yet. Could vrXcity be that game changer?
Tobias Platte: We are convinced it could be.
With this latest project, we have created a
highly realistic virtual reality experience unlike
anything you’ve seen before. As opposed to
previous VR products in the erotic market, the
users of vrXcity can do more than just look
around in a virtual space and watch the action
unfold. vrXcity makes you an active participant; you decide how the performers move
and interact, and you can touch the ladies and
gentlemen, i.e. interact with them directly.
There has never been anything like this in the
erotic market, and it truly takes the sensual
experience to the next level. Also, we have
designed our platform so you can enter the
vrXcity from any well-equipped computer.
What kind of experiences can you create
with vrXcity?
Tobias Platte: Our motto going into this
project was: Create your own erotic world, any
way you like. As a result, you can do pretty
much anything. Be it a clandestine tryst in the
office or ecstatic games in the SM den. In the
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real world, it can be hard to act out fetishes
sometimes, but in the virtual space, all dreams
may come true. The users can choose from a
variety of settings to make their personal
adventure even more unique, and since we
will be adding new elements and updates on a
regular basis, you will always find new and
exciting rooms and avatars on vrXcity. No one
will ever get bored here. At the beginning of
each interaction, the user gets to choose their
dream guy or dream gal, based on certain
attributes like height, eye colour, hair colour,
cup size, etc. After that, the users can interact
freely with the avatar of their choice, experiencing erotic adventures in vrXcity based on
their own wishes and desires. Do you want to
be the submissive partner or the dominant
partner, or do you want to take a step back
and control the action as the director of the
scene? Anything goes.
How far have we come in terms of VR? Is the
technology still in its infancy? Is it (still) to
expensive and too complicated for mainstream audiences?
Tobias Platte: All that is changing right now.
The first generation of high-tech VR goggles
was very expensive and not exactly beginner-friendly. If you wanted to use these
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goggles, you needed a
top-notch gaming computer.
Now, we are entering the next
generation, and there will be
portable, wireless devices that
run VR content without a
computer. At the same time,
the cost of VR will become more
affordable to your average customer.
By the way, the content of vrXcity will be
available on all VR devices. We want everybody to
be able to enjoy these unique experiences.

(photo credit:
me.mento 3D
manufacture GmbH)

Please, tell us more about the company behind the
VR platform. How did vrXcity come to be?
Tobias Platte: The original idea was actually to use
full-colour 3D printers and print out three-dimensional replicas of erotic stars and sell them to the
masses. That’s how we started in this business,
back in 2014, and for a while, we sent our ladies all
over the world, even to America and Asia. But then
we started thinking about all the other things we
could do with this valuable 3D data, and we
discovered the potential of the VR technology. It
didn’t take long to come up with a concept, and
from then on, there was only one goal: to create a
wholly new sex experience
with vrXcity. This concept
is more flexible and also
more interesting to our
partners than just 3D
figures. And it also
benefits the performers who can now
Tobias Platte feels that the time
is right to take erotic VR to the
please hundreds of
next level
customers with just one
(photo credit: me.mento 3D
manufacture GmbH)
scan.

How much will this VR experience cost?
Tobias Platte: There will be a free-to-play version
that allows fans of erotic experiences to create a
free account and play around in our virtual town, to
experience a few eventful adventures. We have
created our own crypto currency, redBUX, that can
be used to buy additional features and unlock erotic
and pornographic content in the social VR area.
With redBUX, you can buy various services in
vrXcity, easily, smoothly, and immediately, and you
don’t even have to take off the VR goggles or leave
the 3D environment.
What can you tell us about the technical
prerequisites? What kind of hardware do you
need to use vrXcity?
Tobias Platte: There are no prerequisites. You need
to able to use a computer, that’s about it. Obviously,
if you own portable high-end VR goggles, it
becomes even easier to control the experience.
Are there also erotic VR adventures for female
users?
Tobias Platte: Certainly. Apart from numerous
female stars of the industry, users can also choose
from a number of male avatars. This unique platform
offers the ultimate erotic experience for any man or
women, be they straight, homosexual or bisexual.
What is the biggest obstacle one has to overcome
to offer the user a truly immersive VR experience?
Tobias Platte: The biggest challenge? That would
be the realistic appearance and animation of the
avatars. We have an international team of experts
who work every day to create realistic, lifelike
avatars based on real erotic performers, the main
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(photo credit:
me.mento 3D
manufacture GmbH)

focus being that each body part needs to move in a
natural way, also in relation to the rest of the body.
We are talking about the movement of individual
muscles and strands of hair, and even the sex
organs. No one has ever done this before. Apart
from that, the big challenge is making sure that all
the movement computations can happen on the
user’s computer without overwhelming the
hardware at any moment. For comparison: If you
look at big-budget movies like ‚Avatar‘, they have
supercomputers that need 4 days of computation
time to render a 3-minute sequence.
When will vrXcity go online?
Tobias Platte: In October of 2019, users can enter
vrXcity from their own homes to experience virtual
fantasies. All that you need is a high-performance
PC and VR goggles, plus the VR controllers. We are
taking youth protection very seriously, and the same
goes for data protection. Therefore, vrXcity is at
home on German servers, ensuring compliance with
the general data protection regulations.
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What are your plans for the months after the launch
of vrXcity?
Tobias Platte: We will continue to expand the city.
Each moth, we are going to introduce new female
and male avatars and new content. Moreover, we
will implement new features such as shopping and
dating to steadily increase the range of interactions
the user can engage in. The long-term goal is to
include all kinds of fetishes in vrXcity, and to create a
social VR aspect as well. For instance, we could see
things like private sex parties happening in our
virtual world. We are already exploring ways to
couple the software with sex hardware, i.e.
interactive toys. That way, your visit to vrXcity
wouldn’t just take place in front of your eyes, but you
could even feel it on your body.
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We hope that now is the right time to develop
the first ever standard for this type of product

exclusive

T h e S w e d i s h Institute f o r Sta nda rds wa nts to imp ro ve sex to y sa f ety

Anna
Sjögren,
Project Manager
at the Standardisation Department of SIS,
hopes that many industry
members will participate
in the creation of official
standards for the sex
toy market

Imagine you use a sex toy but then it gets stuck and it can only be removed with
the help of a medical expert – not really what you’d want, is it? Of course, when
accidents like that happen, it’s not always because of inferior product quality, but
establishing a unified product standard for erotic items would definitely help reduce
the number of such unfortunate and uncomfortable mishaps. This is the belief of
Anna Sjögren, Project Manager at the Standardisation Department of the Swedish
Institute for Standards (SIS), and in our EAN interview, she presents some
pretty convincing arguments to prove that such a standard would not only
benefit the customers but also to the industry members.
134
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„

The Swedish Institute for Standards (SIS) recently
proposed a standard for design and safety requirements for sex toys. Why did you feel that such a step
was necessary?
Anna Sjögren: In February of 2018, the Swedish
Institute for Standards received an enquiry from a
physician at a Swedish hospital who was wondering if
there were any international standards or guidelines
regarding the design or safety aspects of sex toys. In
his job, he had noticed an increase in the number of
patients requiring medical care - and at times severe
surgical procedures – to extract objects retained in
their bodies. About 40% of these objects where sex
toys, meaning that perhaps some of the incidents
could have been avoided because sex toys should be
safe if used as intended.
Standardisation is driven by the industries themselves,
so at SIS, we reached out to producers, retailers,
medical professionals, and consumer representatives
to ask if there is a need for a standard, and if they
would be interested in developing an international
standard for sex toys, and the answer we got was yes.
Today, we only have very basic rules, guidelines or
standards regarding this type of product. Of course,
there are products branded as medical devices or
assistive products; these must comply with international, European or national regulations. But the products
sold as sex toys, or adult toys do not fall within these
regulations, meaning it is an unregulated market.
Manufacturers and retailers of sex toys can only use
self-developed standards or adopt requirements from
other markets with similar material and design
perspectives. The lack of a standard specifically for
this product type makes it harder for manufacturers,
retailers, and consumers to know if a product is safe,
and it creates issues for medical providers who must
deal with these difficult cases.
So, this is how the project started.
Before we go on to talk about sex toys, could you
briefly explain to us which tasks SIS performs? How
should we imagine the work of this institution?
Anna Sjögren: The Swedish Institute for Standards is
a non-profit international organisation specialised in
developing national and international standards. We
are members of ISO, the international standardisation
organisation, and CEN, the European standardisation
organisation. Our task is to gather private industry
and public-sector stakeholders to jointly develop best
practices in Sweden and globally. This is done in
project groups, so-called technical committees.
Almost all countries in the world have their own
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national standardisation organisations, and they all
have the same task, managing national stakeholders
and conveying their interests on standard proposals.
ISO has 164 member countries.
It is actually kind of impressive how much around us
is standardised without most of us even knowing it.
Everything from paper sizes, measurement units,
quality management systems, timber structures,
packaging to condoms. But there are also many
things which we might think are standardised that are
not. We usually say that it is standards that make the
world go round not money. It means that without
mutual agreements on so many technical and
practical things, our everyday life would be so much
more difficult, especially in a world full of international
trade. For example, just imagine if all countries had
their own credit card sizes. That would probably be
rather annoying. Life if much easier if we agree on
certain things.
What proposals has SIS put forward regarding sex
toys? Which aspects should be standardised?
Anna Sjögren: To lower the number of accidents
caused by sex toys, this new proposal aims to
establish global agreements on design considerations, user information requirements, and material
safety for sex toys. The standard proposal is limited
to products intended to be in direct contact with
genitalia, the anus, or both.
It should be mentioned that this proposal will not
hinder people from using whatever they want in
search of sexual pleasure, and a standard will not
stop injuries caused by people’s sexual creativity. But
at least we can strive to create a global agreement
and outlining requirements on what should be
considered when designing, producing, and
selling sex toys. Hopefully, this can

I N T E R V I E W

are few studies on the usage of sex toys or the
potential consequences. With little research on this
type of product and the lingering feeling of taboo, the
time may not have been ripe before. But now, the
sales and use of sex toys grows worldwide due to
increased acceptance and the fact that non-sex
related retailers are also selling sex toys, so we hope
that now is the right time to develop the first ever
standard specific for this type of product

prevent unnecessary pain for users and provide
producers with a tool to compete in a competitive
global market.
So far, the manufacturers of sex toys have been free
to decide how they want to design their products.
Why would a standardised approach be in the
industry‘s interest?
Anna Sjögren: All standards are voluntary, that is one
of the basic principles within standardisation, along
with stakeholder-driven consensus and transparency.
Standards are sometimes wrongfully portrayed as
hindering innovation and being restrictive, but often
times, the opposite is the case.
For example, a standard proposal states, among
other things, what design considerations should be
made based on human anatomy in order to avoid
physical harm when the product is used as intended.
It does not say anything about how a sex toys should
look or the function of the product - that is up to each
manufacturer.
When an industry takes the lead agreeing on
standards – for example basic requirements for safety
or services – that will definitely benefit the industry
itself as manufactures and others involved can focus
on innovation rather than “inventing the wheel”. And
this also benefits consumers who will get safe quality
products or services.
While many products are already following standards,
little effort has been made to create official standards
in the sex toys market. Why did it take so long for this
process to start?
Anna Sjögren: Good question. I do not know. There
are always new sectors entering the standardisation
world, and it will be very exciting to see how this is
received.
In many countries, the use of sex toys is not openly
talked about and it is a type of product that can be
sensitive for users to report problems with, so there
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Standards are usually developed in cooperation with
stakeholders. Which groups were involved in the
development of the SIS proposals?
Anna Sjögren: In Sweden, the group which has
developed the draft consists of sex toy manufacturers, retailers, distributors, consumer representatives
(including the governmental consumer agency), and
medical professionals. We hope that representation
will continue to be this good in the upcoming ISO
group as well.
The SIS proposals were forwarded to the International Organisation for Standardisation (ISO). What does
this step entail?
Anna Sjögren: The official ballot determining if this
project will go global is open for all ISO members to
consider. The vote ends on August 10. If we get a
positive result from this vote, meaning that least 5
countries vote yes and nominate participants, the
work can begin. We then have 36 months to work
out the standard.
We hope that interested stakeholders from as many
countries as possible will participate so that this
standard will become a useful tool for quality and
safety all around the world.
Therefore, I would encourage interested stakeholders
to contact their national standardisation organisation
to find out how to become involved. Contact
information to all national organisations can be found
on the ISO webpage.
To what extent are ISO decisions binding and what
effects can they have?
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Anna Sjögren: Standards are voluntary, so in
that sense, the results will not be binding. But
showing compliance with a standard can
become a competitive tool in an unregulated
market, as it is a way to show consumers and
retailers that the product meets requirements
set by the global community. In a procurement
process, this can be very important.
Are there possibilities for interested manufacturers or dealers to participate in the ISO
procedure?
Anna Sjögren: Yes, that is key. This is a wholly
new field within standardisation. There are no
established stakeholder groups, so for the
process to be as effective as possible, we need
all interested parties, be they manufactures,
retailers, medical professions, etc. to contact
their national standardisation organisations and
express interest in contributing to the project.
This way, they can learn about the procedures
for participating in ISO groups. The process
may vary between countries but the common
principle is that standardisation is always open
to all stakeholders along the process. It is
important that all perspectives within an
industry are represented in the work. Therefore,
we always strive to have as many different
stakeholders in the groups as possible,
otherwise the documents wouldn´t be useful.
Establishing standards is one thing, verifying
compliance is another. How can you ensure
that the standards you set are also adhered to?
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Anna Sjögren: Standardisation is always driven
by the industries and the stakeholders
themselves and based on voluntariness, which,
at first glance, may give the impression that
there is no real reason or benefit in following
them. However, the benefit of having an
agreement all over the world is a that it is very
useful competitive tool and it can become „de
facto“ binding if users, retailers, and distributers
demand the producers and manufacturers
show compliance. The requirements of a
standard represent a guideline and a helpful
tool for manufacturers and other stakeholders,
so it is not simply „a necessary evil“ but a
valuable aid for organisations. That perspective
is sometimes forgotten but actually, it is very
much worth considering, even if no authority
will ensure compliance. Standards are written
by experts of the industry and are up for
revision every 5 years, so there is always an
opportunity to get involved and change the
details.
When can the industry expect a decision on
this matter? How long do these processes
usually take?
Anna Sjögren: Provided that there is a positive
result on the current ballot, which ends August
10, the timeframe is 36 months from start to
finish. It may sound like a long time, but then
again, an industry is asked to agree on
something never discussed in a similar forum
before. This is the normal timeframe for the
development of international standards.
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I fully support the LGBTQ+ community,

and try to give back any way I can
exclusive

Stephanie Berman, creator of The Semenette and POP dildo, sees untapped potential in the lesbian sex toy market

Conception isn‘t always so sexy, or even sexually arousing, when you‘re anything other than a straight couple. For most
lesbians who choose in-vitro fertilization, the ‚sex‘ you‘ll have to conceive is no hotter than a trip to the gynecologist. If you‘re
lucky enough to conceive at home, you‘re still stuck using a turkey baster to ‚ejaculate‘ the donor sperm into your partner. It‘s
not exactly the kind of romantic story you‘ll want to relay to your kids someday. Stephanie Berman and her wife wanted their
conception to look more like most couples – with romance, arousal and – how dare they?! - orgasms. The medical industry
wasn‘t going to help the Berman family achieve any sense of sensual conception, so just like that, The Semenette was born.
Berman‘s invention is, simply enough, a somewhat realistic dildo with a hollow tube running through it. Add some donor sperm
into the squeezable bulb and you‘ve got yourself a bonafide, ejaculating penis, albeit made of silicone. Re-imagined as the Fun
Factory POP dildo in recent years, Berman‘s creation is now a luxury dong that‘s perfect for all sorts of gay play. Though you
can still conceive with POP, Berman also touts the toy‘s benefits for Trans couples, polyamorous folks, and lesbians who want
to add a little squirt-squirt of lube to their strap-on play. Despite all our advances in sex toy design, lesbian-focused toys have
yet to carve out the niche they deserve. As Pride month kicks off this June, Berman tells EAN to keep our eyes peeled for the
next big thing in girl/girl pleasure products.

„

What are some popular toys for lesbian
couples that you‘d recommend?
Stephanie Berman: Where does one start?! I’m
going to preface and say that all of these
answers are going to completely vary from
person to person, as we all like different things,
feelings, tastes, etc. In general, I think the most
popular toys for lesbian couples would be dual
or double-ended dildos, strap-on dildos, and
vibrators. Since there is such a broad range in
each category, the sky’s the limit for what you
like! For dual dildos, I like the Fun Factory
ShareVibe, because it’s a double dildo with
vibration. For strap-ons, again, it’s a personal
preference - some prefer a more phallic shape
and color, and others prefer a hot pink dildo that
looks nothing like a penis. For me, I’m obviously
partial to our own POP Dildo, as it’s not only an
incredible strap-on dildo, but it also has the
capability of being able to mimic an ejaculation
- I like to think of it as the deluxe, ‚one stop
shop‘ of strap-ons!
Wet4Her makes toys exclusive for lesbians and
same-sex couples, and have some really unique
designs, including a 2-finger extender, which
you can imagine what the appeal for lesbians
would be. For vibrators, there are so many to
Stephanie Berman,
creator of The Semenette
and POP dildo
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choose from. Some prefer internal over external
pleasure, and vice versa. Of course, the Magic
Wand is the gold standard for external-stimulation vibes, but it’s a larger toy. If you want
something that fits in your carry-on, you could
do well with something from Jimmyjane or
We-Vibe.
When most folks think ‚lesbian sex toy,‘ they
think of strap-ons. What‘s your take on the
current market offerings?
Stephanie: Once again, there are so many
different harnesses to choose from. For me,
there’s one brand that is a cut above the rest:
the SpareParts HardWear line. They really go
above and beyond, not only in quality, but also
in their sizing system, which is very specific.
They offer a wide range of sizes, so it’s almost
like getting a custom harness of the highest
quality. Their designs and color options are also
all super sexy, so you really are getting the gold
standard in harnesses. Their harnesses are by
far my favorite for anyone but especially for
strap-on sex. I think harness companies have
started to recognize that one size doesn’t fit all,
and some lesbians prefer to wear something
with more coverage than a standard harness,
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something more like underwear or boyshorts. For me,
it’s about quality and then fashion, because in the
dark, you won’t notice the fashion much, but you will
notice if your dildo comes loose! Making sure the fit of
the harness also has the fit of the actual dildo in mind,
as well as how it fits your body, is key – and it’s nice to
see companies rising to the challenge.
What design features are optimal for girl-girl sex?
Stephanie: I think the most optimal design feature is,
first and foremost, quality! You need to make sure you
are buying a quality toy, made with medical-grade
silicone, which will provide the most optimal toy in
general. In terms of specific features, I think anything
that provides G-Spot stimulation and clitoral stimulation is a winner. Those are the obvious ‚go-to‘ spots on
a woman, so you can’t go wrong by looking for
products that stimulate those areas.
What product innovations have impressed you over
the last few years?
Stephanie: I have noticed there have been a recent
surge in Kegel exercisers, which is not specific to
lesbian couples; any woman can benefit from using
them. The newest versions have Bluetooth capability,
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and sync to your phone, offering a ‚personal trainer‘ for
your Kegels. The Womanizer is one of the first
vibrators to use suction technology instead of standard
vibration, which has been received really well. And of
course, our POP Dildo’s patented technology is the
first of its kind to offer removable and replaceable
tubing in a dildo, allowing users to mimic an ejaculation. I’m personally partial to POP, as it allowed my wife
and me to conceive both of our children in the privacy
of our own home. By using donor sperm, and using
the toy to have sex and mimic the ejaculation, I
certainly consider it a profound innovation for lesbian
couples, who till now had only two options – costly IVF,
or a turkey baster from their kitchen!
With women’s erogenous zones in mind, what are
some popular accessories or stimulating creams and
lubes that are popular among lesbian couples?
Stephanie: This of course, will vary from woman to
woman, but I’m a huge fan of lube. Lube is essential!
There is a stigma with lesbian couples (as well as with
hetero couples), that if a woman needs lube, she’s not
turned on enough by her partner – and I think that
needs to be debunked! Of course, some women will
be able to naturally self-lubricate. However, I think you
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can never have enough lube in the bedroom. I’m a
personal fan of the entire Sliquid line, as they use all
natural ingredients and put out quality products in
many varieties. I’m personally not a fan of ‚stimulating
creams.‘ I think getting creative with your hands and
senses is the best way to explore a woman’s
erogenous zones. It’s like a game where you get to
find all the best parts on a woman!
How are ‚lesbian‘ products best marketed?
Stephanie: This is a tough question, as I don’t think a
lot of companies market specifically, or well, to
lesbians! As a lesbian woman who created a product
for lesbian couples to try and conceive, my initial
marketing strategy was to solely focus on the obvious:
lesbian couples.
The LGBTQ+ community is one that shows the most
brand loyalty when products are marketed specifically
to them. It’s almost like showing solidarity for the
community - we support brands that support us. I also
think marketing to lesbians has to be ‚real‘. For
example, a lot of lesbian porn is super-unrealistic
compared to ‚real lesbian sex.‘ I believe a lot of
products currently marketed to the lesbian community
is unfortunately presented in the same way. I take pride
in the fact that my company is owned and operated by
a woman and lesbian – I’m not some huge conglomerate that just calls itself ‚LGBT-friendly‘ just to hit a
certain demographic. I fully support the LGBTQ+
community, and try to give back any way I can.
What does society get wrong about how lesbians
actually have sex?
Stephanie: The one that stands out most to me, and
the one I get the most flack about, is ‚Why would
lesbians want to use a strap-on that looks just like a
penis? Why wouldn’t they just have sex with a man?‘
People think that because lesbians choose to have
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sex with other women, they are ‚penis-haters,‘ which I
suppose can be possible, but oftentimes is not the
case. A lesbian is still a woman, and therefore, there’s
a good chance she still likes penetrative sex…she just
likes it strapped onto the body of another woman.
In regards to dildos and toys manufactured to be
realistic, again, this is a personal preference. Not all
lesbians hate things that look realistic - in fact, some
actually prefer their dildos to look like a penis! I think
that’s the biggest misconception about lesbian sex.
The other one that comes to mind is scissoring. Not all
lesbian sex involves scissoring, despite many thinking
it does!
What has helped the market evolve for lesbians
seeking sex toys that fit their needs?
Stephanie: While I still think the misconception about
lesbians not liking penetrative sex still occurs, I do
think lesbian porn has come a long way to help open
people’s eyes – thanks, in a large part, to production
companies like Pink & White Productions and their
‚Crash Pad‘ series. They show much more realistic
scenes with lesbians and queers. The more content
that comes out like this, the more evolution can
happen, and the more light can be shed on how
lesbians actually have sex.

This interview is
contributed by Colleen
Godin, EAN U.S.
Correspondent
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With a range comprising roughly 300 products,
we have the right items for any market
exclusive

Business trip to South Africa – Michael Sonner provides training to the staff of 36 Luvland stores

„

What is your impression of the South
African market? How is it different from the
market in Western Europe?
Michael Sonner: We have been doing
business in South Africa for several years.
The biggest difference I see is the current
political situation and the safety risks that go
along with it. There is no window shopping
the way we have in Europe, people drive to a
well-guarded shopping centre, get their stuff,
and ride back home. As far as the expectations of the customers and the product range
are concerned, they are pretty much identical
to Europe.

HOT has been collaborating with
South African store chain Luvland
for eight years now. To get the sales
personnel up to date on the HOT
product range, the brand’s General
Sales Manager, Michael Sonner,
travelled to the southern tip of the
African continent. And while he was
there, Michael also took the time to
learn about the poaching situation in the country. Elephants and
rhinoceroses are still being killed
for their tusks and horns because
there is so much demand for virility
powders – even though it has long
since been established that these
powders have no medical effect
whatsoever. To create more awareness for this terrible situation, HOT
even launched a special campaign:
‚PRORINO – Save the Rhino!‘

In Europe, e-commerce is king, also when it
comes to erotic products. What is the situation in South Africa?
Michael Sonner: No, e-commerce hasn’t
really gained the same degree of acceptance
in South Africa yet.

Then let’s talk about the brick and mortar trade.
Are erotic stores in South Africa geared towards
women and couples?
Michael Sonner: There are chains like Luvland
that keep up with the times and have remodelled their stores. However, there are also a lot of
retailers who have slept on these developments,
and their stores still look the way back alley sex
shops used to look in Europe 20 years ago.
You visited 36 stores of your South African
distribution partner Luvland to provide product
training to the sales personnel. How should we
envision these sessions, and what were the most
important points you wanted to get across?
Michael Sonner: These things are all about
planning. You want to meet as many salespeople
as possible within a very short period of time – in
this case, one week. Thankfully, Luvland had
organised the whole trip perfectly, and I was able
to speak to all the employees of 36 stores in

Patrick Meyer, General Director
of Luvland, and Michael Sonner
are extremely happy with
the fruits of their eight-year
collaboration
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Johannesburg and Pretoria. What I try to do in these
training sessions is bring the sales personnel up to
speed on our products. There is a steady coming and
going of sales personnel in these stores; one employee
moves on, another takes their place. And the employees who leave obviously take their experience with
them, so it is important provide the new guys with the
necessary product information.
How long has HOT been working with Luvland, and
how would you describe your collaboration?
Michael Sonner: We have been working together for
eight years now. There was a change in ownership, which
resulted in a few hiccups, but now we’re back on track,
and we see a lot of potential for growth in South Africa.
How hard was it for HOT to get your foot in the door in
South Africa?
Michael Sonner: You have to focus on your business
partners when you enter a new market. Once you know
you are working with the right guys, you can think about
ways to grow your brand. You always have to keep
an eye on the future potential that you can realistically
achieve in this market.
To what degree do you have to adjust the HOT
products to the conventions in the various markets
you serve? To what degree can they even be adjusted
without abandoning the original concept?
Michael Sonner: We always try to develop product
ideas that are marketable all over the world, no adjust-

ments required. Of course, some products work better
in some markets and not so great in others. But with a
range comprising roughly 300 products, we definitely
have the right items for any market.
Did you also visit the PRORINO rhinos in South Africa?
Michael Sonner: Of course, I seized the opportunity
to learn more about the poaching problem in South
Africa. Sadly, the pointless slaughter of rhinoceroses
and elephants has only gotten worse. There is insane
demand for rhino powder in China and the rest of Asia,
and these people are willing to pay ridiculous prices even though the sale of these products is now illegal in
China. We will definitely use our presence in the Chinese
market to educate more people about this issue. Rhino
powder has no effect whatsoever. If you actually want a
solution to potency problems, use PRORINO.
For those of our readers who are not familiar with the
‚PRORINO – Save the Rhino‘ campaign, could you
describe what it is about?
Michael Sonner: As the name of the brand suggests, PRORINO is pro rhino. Using scientific data,
we show people how idiotic it is to use rhino powder
because it does absolutely nothing for you. Getting
this message across in the Asian markets is not
always easy, but many people, especially in the younger generation, are open to our message. Spreading
this information from within the erotic market actually
makes a lot of sense, after all we are talking about
potency problems.

Michael Sonner
presented useful
product information
to the sales staff of
36 Luvland stores
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BILLY BOY is fun, it’s

colourful, wild, loud, and exhilarating

Senior Manager Brand Activation Birgit Meyer tells us what’s new at BILLY BOY

„

Billy Boy is one the
better-known brands
on the condom market
and has been popular
since the 1990s. What
makes this brand
special and why should
every retailer have it on
their shelves?
Birgit Meyer: Sexuality
is a basic need, one of
the building blocks of
human life. BILLY BOY fosters an exciting sex
life and supports the target audience in
overcoming hurdles and experiencing their
sexuality freely and without having to worry.
BILLY BOY is fun, it’s colourful, wild, loud, and
exhilarating. We address contraception and sex
with aplomb, demonstrating that you can be
humorous in your brand presentation while still
taking it seriously. That sets us apart from the
competition.

When the first Billy Boy condoms launched in the
1990s, the main goal was to
present something
different: more exciting,
more direct, more in sync
with the sensibilities of the
younger-skewing target
audience. This approach
proved a tremendous
success, and the condom
brand, which has its
headquarters in Zeven in
northern Germany, has
remained popular until this
day. Birgit Meyer, Senior
Manager Brand Activation,
brings us up to speed on the
latest developments at Billy
Boy.

Which trends are having the biggest impact on
the market right now, and how has Billy Boy
responded to them?
Birgit Meyer: Personalised products certainly
represent a growing trend
at the moment. Therefore,
we offer the option of
printing individual slogans
onto the packaging. The
basic look and functionality of condoms can’t really
be changed, but there is
also a trend of replacing
natural rubber with other
materials such as
polyisoprene. On that
front, we have entered into a co-branding
partnership with the SKYN brand to add
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polyisoprene products to our range. Sustainability is definitely a topic that we take very
seriously, and we are trying to use as little
plastic as possible. For instance, we have
introduced carton packaging for our condoms, and we are always looking for new
ways to further improve our brand. But of
course, we will never neglect our commitment
to meeting the highest standards for medical
products.
Who buys Billy Boy? How would you define
your target audience?
Birgit Meyer: BILLY BOY is for young people
who love life and live with a love of sex. Also,
people who are starting to explore their
sexuality. And we support them all so they can
experience a free, safe, and fun sex life.
Why do your customers pick Billy Boy over
other brands? Is it the price, the brand image,
the material, the shape or something
completely different?
Birgit Meyer: It is a combination of several
qualities that draw consumers to BILLY BOY
condoms. We have been producing these
condoms for a long time, so you have
reliability and experience. BILLY BOY also
offer top product quality. All of our condoms
made from natural rubber are ”Made in
Germany” and undergo electronic tests. Also,
there is our public communication that speaks
to the younger target audience. And last but
not least, we do offer our customers a great
price quality ratio.
The latest addition to the Billy Boy range is the
“Einfach drauf” (Easy On) condom line. What
sets these products apart from the rest of
your assortment?
Birgit Meyer: Produced in Zeven in northern
Germany, the new Einfach Drauf condom
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boasts a contoured shape that makes it very easy to
unroll. In addition to that, it also offers superior fit and a
subtle fragrance. So if you are one of the many people
who don’t like the smell of latex, that problem is history
now. Just put it on and enjoy carefree fun. #nasichi
Which challenges are you faced with as a condom
producer if you want to present innovations in this
crowded product category?
Birgit Meyer: The biggest challenge is having such a
large market with so many competitors in it. As a
result, many brands focus on certain target groups
and their preferences. It is very important to remain
close to your audience and to understand and meet
their needs.
Nowadays, many condom producers are also selling
their own sex toys or lubricants. Has Billy Boy also
made inroads into other product categories?
Birgit Meyer: Yes, the BILLY BOY range includes a
variety of different products. For instance, there’s the
Fun lubricant, the White lubricant, the BILLY BOY
vibrating ring or the BILLY BOY Mini Vibrator.
How do you support the retailers? Do you provide
them with POS materials and other sales-boosting
tools?
Birgit Meyer: Seeing how our target audience
primarily buys condoms online or in drugstores and
supermarkets, we have created wobblers, shopping
basket inlays, and displays for drugstores. But of
course, we are also ready to provide specialised
retailers with POS materials.
Do you sell your condoms across the whole of
Europe?
Birgit Meyer: Indeed, BILLY BOY condoms are
available all throughout Europe, from Finland to Spain,
from Hungary to Ireland – but we are also active in
more far-flung markets. For example, you can get
BILLY BOY in Dubai and Vietnam.
Billy Boy is committed to the cause of safer sex,
providing information and education to the public.
Could you tell us more about these activities?
Birgit Meyer: BILLY BOY has engaged in a number of
different activities. For instance, ever since Jugend
Gegen AIDS (Youth Against AIDS) was founded in
Germany, we have been working with the organization.
Another example would be BILLY BOY’s information
packages which we provide to schools and teachers
so they can use them in class. We believe that
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education about sex and safer sex should start early,
so we also offer a special education package for
elementary schools. Moreover, we have a presence at
music festivals every year to spread the word and
hand out condoms to the youth. Here in Germany, you
can find BILLY BOY at the following festivals this year:
Tante Mia tanzt (May 30 ,2019), Kosmonaut Festival
(July 05–06, 2019), Happiness Festival (July 11-13,
2019), Deichbrand Festival (July 18-21, 2019), Rocken
am Brocken Festival (August 01–03, 2019), and
Ferdinands Feld Festival (August 03, 2019).
What can you tell us about Billy Boy’s plans for the
upcoming months? What can trade members and
consumers look forward to?
Birgit Meyer: No matter what we do, it will be
colourful, confident, and exciting! You won’t be
disappointed! #nasichi!
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A love doll is much more than

just a means of physical gratification
exclusive

R e a l d o l l 2 4 sells lo ve do lls to reta ilers a nd co nsumers

A sex doll is usually not
something you just buy. You
make your decision after
careful consideration, and
not just because of the price
but also because there are so
many ways to customise dolls
and inject your own, personal
preferences. Most sex doll
owners don’t just want a sex
toy – they want an emotional connection with the doll
as well, says Ralph Belger,
owner and head of itrado
GmbH, the company running
the website Realdoll24.de. In
our interview, Ralph tells us
about his online shop and his
mission to support the erotic
retail trade with his sex doll
knowledge.

„

Realdoll24 is an (online) shop for sex dolls.
Before we go into greater detail, would you tell
us a bit about yourself?
Ralph Belger: I am the owner and CEO of
itrado GmbH, the parent company of the
Realdoll24 brand. Me and my team are running
the company from Potsdam, and apart from our
online shop, we also have a warehouse here,
including a logistics department and a
showroom.

money on a doll? What makes these products
so appealing?
Ralph Belger: A love doll is much more than
just a means of physical, sexual gratification. Our
lifelike dolls serve as partners and companions
in the everyday life of our customers. And due to
the high level of customisation, we can cater to
almost any personal wish or preference.

When did you start Realdoll24, and what was
your motivation?
Ralph Belger: The Realdoll24 brand has been
around for seven years. Back then, I was looking
to get into a market with lots of potential for
growth, and the adult industry turned out to be
the perfect choice. Now, we have a b2c shop, a
b2b shop, and you can find our products in
bricks and mortar stores.

How would you describe the corporate
philosophy of Realdoll24?
Ralph Belger: Our goal is to take a sophisticated, serious approach to the sex doll category.
We want to create acceptance and remove the
old taboos. Our product range is polarising, we
know that. Therefore, it is all the more important
to emphasise the fascination and the beauty of
lifelike dolls. We take our customers’ needs and
wishes very seriously, and we would never
reduce their passion for dolls to mere sexual lust.

A sex doll is rather expensive, especially when
compared to other erotic products. Why are
your customers willing to spend that much

Realdoll24 is not just an online shop. You also
have a showroom in Potsdam. What awaits your
customers when they visit you there?

Ralph Belger, owner
and CEO of itrado
GmbH

“ O U R G O A L I S TO TA K E
A S O P H I S TI C AT E D ,
S E R I O U S A P P R O A C H TO
TH E S E X D O L L C AT E G O RY.
W E WA N T TO C R E AT E
A C C E PTA N C E A N D R E M O V E
TH E O L D TA B O O S . “
R A L P H B E LG E R
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Realdoll24 create elaborate
photo stories
to present their dolls

Ralph Belger: The fascinating realism of our dolls
is best experienced when you come face to face
with them. So we opened a showroom with a wide
selection of our most popular models. Also, if you
order online, it can sometimes be hard to really
gauge the size, to decide on a skin tone, or to pick
between TPE and silicone. In our showroom, we
can give you in-depth advice and help you create
the doll of your dreams.
Is there a waiting period, or all dolls in your shop
ready for shipping?
Ralph Belger: Yes, we have models for our more
impatient customers that are ready for shipping
right away. Moreover, we have express models
with extra quick delivery. As for the customisable
models in the premium segment, those are made
to specification which means it takes a little longer
to create and ship them.
How exactly can the customers change and define
the look of a Realdoll24 sex doll?
Ralph Belger: We have developed a love doll
configurator that takes our customers through the
entire range of customisation options, one step at
a time. From experience, we know that the first
choice customers make usually pertains to the
body proportions, so that is also the first step of
the configurator. After that, we move from head to
toe, and you can customise pretty much everything, from hair colour and hair style to fingernails
and toe nails – even what kind of pubic hair you
want.
Realdoll24.de also has a section titled “Sexy Photo
Stories.” What can you tell us about those? Why
do you to such lengths to present your sex dolls in
appealing ways?
Ralph Belger: Our customers love dressing up
their dolls, role playing with them, and acting out
their sexual lifestyle with them. Our photo stories
serve as inspiration to our customers, showing
them what kinds of adventures they can experience with a love doll.
As for the elaborate scenarios we create for our
photo stories, those have been heavily influenced
by the input of Florentine Winter. She is a sexual
lifestyle blogger who has been a prominent figure
in the German erotic scene for a long time. She
adds an exciting female perspective to the photo
stories.
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Apart from the b2c store, you also work with other
retailers. What are the advantages of being your
own wholesaler?
Ralph Belger: Realdoll24 is the brand that caters
to the consumers, but itrado GmbH is also a
wholesaler for customers in the retail trade. We
cover everything, from supplier management to
quality control to customs procedures and
logistics.
We provide retailers with an easy, risk-free way of
getting started in this product segment, offering
quality products and a partnership based on
reliability. We have established rock-solid business
connections with our suppliers, and we are in
contact with them on a regular basis. This enables
us to take care of everything for our retail
customers, from communication to shipping.
What kinds of services do you offer to retailers?
Ralph Belger: Our customers in the retail segment
appreciate the wide range of products we offer. We
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also make it a point to stay away from minimum order
quantities. We want retailers to be able to place a
small order to get an impression of our service and an
idea of demand among their customers. We also have
special marketing and discount campaigns throughout the year, which are very popular with our
retailers.
Does it even make sense to offer sex dolls in brick and
mortar stores? After all, they are very expensive, and
they take up a lot of space …
Ralph Belger: In brick and mortar stores, sex dolls
mostly serve as eye catchers that get customers to
explore other areas of the sales floor. Also, they have
proven to be highly popular as mannequins.
Of course, love dolls are not the kind of product you
just pick up at the store and then take home. They do
not make for great impulse purchase products. But
customers can place their orders and customise their
doll with the help of the retailers, and we will then send
the doll to their home address.

realistic, lifelike love dolls. I absolutely agree with your
assessment. We definitely see more people – also
couples – discovering this segment.
As for the reasons: A lot of it has probably to do with
public exposure. You see sex dolls in the media or at
erotic trade shows like Venus in Berlin.

Would you agree that we are seeing a sex doll boom
in the market right now. And if you do, what is your
explanation for this steep increase in popularity?
Ralph Belger: The market for male-oriented erotic
products is not that big. Consequently, there is great
interest in new and innovative things - such as

The technology in the doll segment is evolving at
breakneck pace. Now, we even have dolls that can
speak and boast artificial intelligence. What is your
opinion on the “robotisation” of sex dolls? And what
other developments do you expect to see in
the future?
Ralph Belger: There are many – predominantly Asian
– producers who are currently experimenting with
features such as voice control, similar to the
technology used in smartphones or smart speakers.
However, these concepts are still far from being
perfected, and they wouldn’t live up to the standards
of European consumers. Therefore, we have decided
to stay away from those features for the time being.
But there are other innovations we find very interesting, such as heating elements inside the doll’s body.
They warm up the material to make the love doll feel
even more real and human.

In the Realdoll24
showroom in Potsdam,
customers get to see
the dolls up close and
personal
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What plans do you have in the pipeline for Realdoll24?
Ralph Belger: We want to focus more on establishing
our brand and creating a sensual experience that is
also appealing to women. This target audience has
been largely neglected in the doll segment so far. Of
course, it is very challenging to find the right balance
here, the right way to present the over-stylised physical
aspects of a love doll to a female audience in an
appealing, inviting fashion. But we’re getting there.
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We are positively impacting the

quality of life for women around the world

exclusive

Co l e tte Co u rtio n p resents vFit a nd vSculp t by Jo ylux

„

At the first glance,
your products vFit and
vSculpt look like fancy
vibrators, but they are
actually much more than
just common sex toys.
How would you describe
them and their functionality?
Colette Courtion:
Joylux, Inc. is a global
women’s health technology and medical device
company committed to
being innovative, while
breaking down barriers
and bringing awareness
to the importance of
intimate health. Through
our portfolio of premium
light-based devices and
products, we deliver a
range of benefits targeting personal health and
wellness for women.
Our products, offered
under the vSculpt and
vFit brands, are indicated
to help women overcome many personal
issues – from pelvic floor weakness, vaginal
dryness, sexual dysfunction, and incontinence,
to the desire to improve sexual wellness with
confidence, certainty, and dignity.

Colette Courtion, CEO &
Founder of Joylux

vFit and vSculpt are two new
products from Joylux that go
above and beyond what we
normally expect in terms of
functionality in the erotic market. Both products promise
to foster and strengthen the
intimate health of the user
through modern technology.
Here to tell us more about
these new products is Colette
Courtion, CEO & founder of
Joylux.

vFit is exclusively available in the US, while
vSculpt can be bought in Europe. What is the
difference between those two products?
Colette Courtion: vSculpt is the world’s first
patented, energy-based device that harnesses the power of red light (LED) technology
and combines it with gentle heat, and sonic
technology to deliver therapeutic benefits to
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the vaginal tissue and pelvic floor muscles
from the comfort and privacy of a patient’s
home. It is cleared as a Class II OTC medical

“A L L J OY L U X D E V I C E S
A P P LY A C O N T R O L L E D
AMOUNT OF LIGHT
E N E R G Y, G E N T L E H E AT
A N D S O N I C V I B R ATI O N TO
TH E C O N N E C TI V E TI S S U E S
S U R R O U N D I N G TH E
VA G I N A . “
COLETTE COURTION

device for the indications of stress urinary
incontinence, vaginal dryness and sexual
dysfunction from the CE Notified Body for the
European Union. vSculpt PRO is not cleared
by the FDA and is not for sale in the United
States.
vFit is the first home-use intimate wellness
device that utilises red light (LED), gentle heat,
and sonic technology. This patented combination of energy-sources creates a gentle warming
of the vaginal tissue to initiate a natural positive
response, addressing intimate wellness and
sexual health. vFit has been classified as a lowrisk general wellness device by the FDA and is
sold exclusively in the United States.
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WET
testimonials
Your very own personal
trainer for those intimate
muscles.

I am going to kill
all of you girls!
Hello Everyone, my name is
Katherine and I am 19 years
old. I must say I was thrilled when
SVAKOM asked me if I could
tell a little about my self and what I think
about my Svakom toy.
I remember my 18th birthday as if it were
yesterday. My girlfriends and I went for a
weekend trip to Deep Water Bay ( Hong Kong)
to enjoy the beach and to celebrate my
birthday. Those two days are unforgettable,
filled with fun memories. We spoke about guys
while enjoying ice creams and watching the
sunset. Conversation quickly moved from our
future plans to sex! I didn’ t say much though,
due to the lack of my experience and my sex
life being almost non existent at that time.
It was during the sex talks when my girls
spontaneously started to sing happy birthday
to me and give me a present. I was shocked
upon opening it when I saw a little lamp, but I
said thanks nevertheless. They all started
laughing and asked me to look a little more
closely. To my shock yet again, it was a vibrator!
I immediately blushed and screamed: “I am
going to kill all of you girls!” I cannot stop
laughing every time I remember it. A few weeks
after receiving this shocking gift I hadn’ t used
it yet, I needed time to understand and
become comfortable with the thought of trying
it out. After a long wait and a nervous
attempt at using it, I discovered heaven! Cici
is a really comfortable vibrator, but
my two favourite things about it is
that it doesn’ t look like a typical
sex toy ( most being quite
aggressive looking). This being my
first time, I would absolutely
recommend it to beginners.
I am just so grateful my girls
decided to gift me with a
SVAKOM sex toy for my
birthday, and as I promised
them, every birthday of theirs
they shall get their very own
SVAKOM toy.

Hi, I’ m a mother of 3 kids, my oldest
is 12 years old and my youngest is 4. I
had never used sex toys and had
never been in a sex store until I found
myself at an impasse. I came to realize at one moment,
that sex had disappeared from my life after years of
marriage. My intimate parts weren’ t as “young”
and fit anymore. I started to read women’ s forums
to find answers and possible solutions. I found a lot of
information about vaginoplasty, but I wasn’ t ready
for surgery! I stumbled upon some good reads about
Kegel exercises as well as feedback it has received,
all seeming to be quite positive and beneficial. I spoke
to my girlfriends and found out that they had all been
using it after childbirth to strengthen the pelvic
muscles. I wasn’ t comfortable with the idea of
going into a sex store, therefore I decided to order
SVAKOM Nova Balls online.
Why did I choose this brand? These balls come in one
set and they allow you to increase the intensity
month by month. In the kit there are 3 balls of
different sizes and weights for all exercise levels. I
started to learn about Kegel exercises and proper
methods of use.I was able to use them whilst driving,
at work and even in the gym. I didn’ t tell my
husband, but he sure did notice and
d feel the
difference. I became more sensitive
e and
started to experience orgasms
from penetration. My pelvic
muscles returned to the shape they
were before childbirth. A new phase
e in
mend
our sexual life has started. I recommend
all women to take initiative and care
re
of their intimate health with Nova.

Warming vibrator for a
cold Canadian winter.
Hello, I’ m Selina and I’ m 28 years
old and I work as a store manager.
Two years ago I experienced a very
tough period in my life due to a
break up with my boyfriend. We had been living
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together for four years and I struggled with the thought and
realisation that we were in fact separated. My sex life
experienced a bit of a “ drought” and I wasn’ t intimate
for about a year. One year for my birthday my girlfriends
gave me a SVAKOM vibrator called Adonis. I didn’ t take
it seriously and unfortunately just put it in my closet. After
some time, I was cleaning up my apartment and found
Adonis, I started to read the information that was written
on the box. When I read about the intellectual mode and
heating function, I decided to try it immediately! The result
was even better than I expected! Every evening after
work I felt multiple orgasms (because of the dual
stimulation, clitoris and G-spot). It warmed me up on every
cold day! As a result, I started to think about sex with a real
partner more often. I became more confident and
regained my sexual power. In my
uld have
opinion, every woman should
a vibrator not only for
pleasure, but also in
order to explore your
sexuality and be able to
guide yourself and your partner
toward improved and shared orgasms and sexual
experiences.

Little Los Angeles angel.
I am a very shy girl, that is why I asked
to have my name changed. I look like
an angel to everyone and i am indeed,
but when it comes to my private sexual
life, i am pretty kinky. Not even my closest
friends know about this, but I really
enjoy using sex toys by myself and even with my
boyfriend, I am lucky he shares this interest as well.
We know about the SVAKOM brand due to
an Influencer I follow on Instagram. My
h my
favourite toy to play together with
boyfriend is Nymph. I love it because
use it is
pretty unique and the way those three
little fingers move nimbly “down there”
here”
makes me get super horny, this in turn
reciprocates to my boyfriends
horniness. Last month it was his
birthday and I gifted to him with a
masturbator called Hedy, it is an
ultra soft sleeve. Now i enjoy
using the masturbator on my
boyfriend while he uses the
nymph on me. Signed: Little Los
Angeles Angel.
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The Joylux products
use light and warmth
for vaginal
regeneration

What were the reasons behind the decision to
make multiple products for different parts of the
world?
Colette Courtion: Regulatory clearances vary by
product and country.
Both devices aim to improve intimate health. How
do your products achieve this feat?
Colette Courtion: By using vSculpt, women
experience a more toned and tightened pelvic floor,
improved bladder function, restored vaginal tissue,
and increased vaginal lubrication without damage
or downtime. The end result is better bladder control, sensitivity, lubrication and most importantly,
increased confidence.
How do LED lights, heat, and vibration play together to improve vaginal wellness?
Colette Courtion: To address opportunities in
intimate wellness challenges, Joylux products have
been created by renowned experts from around
the world that include noted OB/GYNs and leading
physicists in the field of laser/ light technology. Our
technology utilises a patented combination of three
modalities: red light, heat and sonic technology.
All Joylux devices apply a controlled amount of
light energy, gentle heat and sonic vibration to the
connective tissues surrounding the vagina.
You offer two versions of vFit: vFit and vFit PLUS.
What are the differences between those two?
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Col
C
Colette
Courtion: Joylux offers
portf
p
a portfolio
of products under the
vScu
ulpt and vFit brands, including
vSculpt
s
a model sold
exclusively through profesfess
sionals. The prof
professional
model in Europe is the
d th
vSculpt PRO and
the professional model in the US
is the vFit PLUS. Th
The professional model offers adwer w
ditional LED pow
power
which allows women to achieve
resultss, fa
maximum results,
faster as well as additional
s.
product features
features.
Joylux decided to off
offer vFit PLUS exclusively through
medical professionals in the US. Why did you choose
this path of distribution?
Colette Courtion: Joylux was created in partnership
with OB/GYNs and medical professionals who experience first-hand the struggles of women suffering
from intimate health issues. Professionals are the
foundation of our business, and their feedback will
propel us into the future as we continue to develop
the next generation of products.
Who can retailers contact if they want to offer vSculpt
in their stores in Europe?
Colette Courtion: You can contact us at
heather@joyluxinc.com.
Are you targeting a specific target group with your
products?
Colette Courtion: By tackling sensitive female
healthcare problems that have been largely ignored
by the traditional healthcare system, we are positively
impacting the quality of life for women around the
world. From motherhood to menopause, we offer a
suite of innovative red-light devices and products for
life-changing wellness benefits.
You recently started selling vFit on goop.com, Gwyneth Paltrow’s online boutique. How does this step fit
into your strategy?
Colette Courtion: This is a perfect match. We are
excited to expand our footprint with a brand so
committed to women’s health. Together we can raise
awareness about the taboo topic of sexual health and
improve the quality of life for women. This alliance is a
win for Joylux, goop, and most importantly, women.
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Nipple stimulation is an art
exclusive

The Nipple Arousal
Cream is available
in two versions: „CRAZY
LOVE CHERRY“ and
„OH MY STRAWBERRY“

Na th a l i e Ve rnin p resents th e new Nip p le Aro usa l C rea m f ro m E X SE NS

While there are many creams
and gels on the market aimed
at stimulating the female
genital area, the female nipple has only gotten very little
attention in that regard, even
though this erogenous zone is
highly receptive to stimulation.
Seeing this gap in the market,
French company EXSENS
presented two versions of
a Nipple Arousal Cream to
their customers in June. EAN
interviewed EXSENS CEO
Nathalie Vernin to learn more
about these creams, and while
we were at it, we also spoke
about the five-year history of
the company.

„

EXSENS is celebrating its fifth anniversary
this year. When you look back at those five
years, what was the most important thing you
learned?
Nathalie Vernin: Yes, we are very happy to
celebrate our 5th anniversary this year!
As you know, EXSENS is a story of friendship, enthusiasm, and exciting collaboration
between women. An extraordinary multicultural
and multidisciplinary vision of sensual natural
and organic cosmetics.
Looking back, I can say that working with
passionate and professional people (partners,
customers, internal team, and others) is what
really makes us happy, and it also encourages
us to strive for new developments and achievements.
What can you tell us about the most recent
developments at EXSENS?
Nathalie: With pleasure! In June, we launched
our Nipple Arousal Creams (flavoured and with
refreshing effect): „CRAZY LOVE CHERRY“
and „OH MY STRAWBERRY“.
Stimulating nipples can lead to a truly enjoyable
experience. So many nerve endings are concentrated in this ultra-sensitive area. The ideal
way is to start with gentle caresses, without
pinching. A slight touch or a slight movement
with the fingers, with the tongue or with a
delicate object cause interesting sensations
which, little by little, lead to another level of
excitement.
So, your latest products are Nipple Arousal
Creams. How did you come up with the idea of
developing those creams?
Nathalie: Working in a very feminine team
inevitably leads you to deeply analyse women‘s
expectations and wishes. Consequently, nipple
stimulation is a subject we have worked on for
several years now and as a result, we are very
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proud to now launch „CRAZY LOVE CHERRY“
and „OH MY STRAWBERRY“.
How do the creams work? How would you
describe the effect they have when used?
Nathalie: Nipple stimulation is an art and
all elements are very important: kissing and
tongue movements, the speed of these
movements, massaging them with fingers or
devices, a slight pinch, the temperature … there are many elements. EXSENS’ nipple arousal
creams are flavoured creams with a refreshing
effect. Playing with the temperature and flavour
is an exciting way to stimulate nipples and get
out of the sexual routine.
Do you have a specific target audience in mind
with your latest products?
Nathalie: At EXSENS, we never considered
target audiences in a standard way, i.e. age
and social groups etc.… The brand is filled
with eternal values. What EXSENS communicates to its very large audience is something
very special, deeply private: love, happiness,
well-being, and pleasure. The universality of
EXSENS’ image and themes allows the brand
to cross borders between cultures, countries,
age and social groups, while focusing on their
femininity as well as their fondest feelings.
One thing that catches the eye is the inventive
packaging. Can you tell us more about the development process? How important is it these
days to convince the customer not only with
the content, but also with the packaging?
Nathalie: You are completely right, both things
are important. The product development
process is very interesting, exciting, intense,
and long.
Everything starts with an idea, market studies,
the definition of specifications, then we go
through a research and development and
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EXSENS‘ new
Nipple Arousal
Creams come
in see-through
packaging

testing period and develop packaging solutions
and compatibilities with the formula. After that, it’s
production, filling, and quality controls. Generally
speaking, every single step is very important for
a product. For our nipple arousal creams, we
combined sharp formulation expertise, high-quality ingredients, ultra-pure water, and exceptional
packaging solutions. Our products were designed
to be as exhilarating as they are effective, combining performance, pleasure, and delicious flavours.
There was also a relaunch of the EXSENS company website. How do you want to present yourselves on the internet?
Nathalie: Indeed, we updated EXSENS web site in
April. Overall, we wanted to keep all the elements
that are very important for the brand, such as
sensuality and the emphasis on natural and organic
products made in France.
We like this new look very much, how about you?
What information can retailers draw from your
homepage?
Nathalie: We really wanted to help our partners
and retailers understand the brand and its advantages. They can find online marketing tools, technical
datasheets, our history, values, quality plans, and
our sustainable development programme. Indeed,
being a manufacturer of cosmetics products and
medical devices implies a high level of responsi-
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bility, and it was important for us to share all this
information with our partners.
Over the years, the product portfolio of EXSENS has
expanded quite a bit – from massage gels to body
mists to your latest additions. What are your current
best sellers overall?
Nathalie: This is a very difficult question, because our
best sellers vary from country to country. It is true, the
portfolio has grown, it is natural process. We are very
happy with all the products that we add to the line
every year, and we are also very happy to state that
we still have 9 of the 10 products from our launch
line-up in the current range.
Who can retailers turn to if they want to offer EXSENS’ products? Do you work with wholesalers?
Nathalie: Yes, of course, we have been working
with distributors in many countries since the beginning. When retailers contact us, we are pleased to
share with them all the necessary information and
contacts.
What will be the next steps for EXSENS?
Nathalie: The future is always so exciting and full
of surprises! Our product development team is
working on new products to be launched at the end
of the year, and we are also developing new markets
and sales channels. As always, natural and organic
high-quality products are our priority.
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Kinkly‘s entire brand is centered

around sexual education and sexual health
exclusive

Kinkly.com leads the sex-ed charge with a holistic, frank and fun approach to accurate sexuality information

It once took a village to raise a healthy child. Now it takes a team of skilled writers to raise (and re-educate) a sexually healthy
adult. Pleasure-positive sex education is still a void left to be filled in schools. That‘s why many adults find themselves both
curious and confused while navigating the internet‘s wealth of sex tips, relationship advice, and sex toy social media campaigns. Kinkly.com, a website that‘s all about ‚straight-up sex talk with a twist‘ according to the company‘s tagline, aims to be a
shining online lighthouse for grown-up sexual seekers. If you can‘t find your sex topic of choice somewhere on Kinkly, it might
not have been invented yet. A quick browse of Kinkly‘s front page turns up articles on ambiamory (and why‘s it‘s not exactly
polyamory), the possible hacking risks of using an app-based sex toy, and why it‘s perfectly okay to love both kink play and
Sunday church services. Co-founded by CEO Nicole Janssen and Editor-in-Chief Tara Struyk, the Kinkly team explains how
sex education supplements the sex toy industry from every angle. For manufacturers, this means getting seriously schooled
in sexual anatomy, psychology, and sociology. Ready for that PhD in vibrator excellence? It can mean the difference between
a lost sale and a lifetime customer.

„

Does aligning your brand with sexual
wellness benefit today‘s consumer audience?
Nicole Janssen: Well, I think the obvious
answer to this question is that a desire for
sexual wellness (and great sex!) is something that a lot of people can relate to.
So, there‘s that. But we also started Kinkly
because we didn‘t see enough content on
the Web that addressed sexual well-being in
a way that speaks to what people really
need. Since that time, we’ve seen a lot more
content around these topics in all sorts of
publications, which we definitely see as a
positive step for sex ed. We wanted to
create a website that answered the
questions people were often too embarrassed to ask, and that went beyond the
standard sex tips you‘ll see in many
publications to really dig into our relationship
with sex. We have sex tips, sure, but we
also look at sex toys and body image and
relationship dynamics and kinks and
fetishes and a lot of other things many
publications consider taboo. We believe that
understanding and embracing your sexuality
and moving toward your best sexual self is
what sexual wellness is all about. We think
the benefits for the consumer come from the
fact that there are lots of great products and

Tara Struyk,
co-founder and
editor-in-chief
of Kinkly.com
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resources out there to help people achieve
great sexual-wellbeing. The first step to
accessing those resources, however, is
giving them enough education and tools to
seek out those products and services.
How does Kinkly support and encourage
sex education in your own unique way?
Tara Struyk: It‘s at the core of what we do.
Many of our writers are sex educators,
therapists, have an
academic background
in sexuality or are
deeply involved in
sex education in
their communities. Many others
write about and
share their
personal
experiences.

Nicole Janssen,
co-founder and
CEO of Kinkly.com
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We want content that not
only informs people and
answers their questions,
but also content that they
can relate and connect to.
I think if your work involves
sex, it‘s easy to forget
what a difficult topic that is
for so many people. We try
to honor that and to create
a safe space where people
can explore the things that
interest them. We also try
highlight the good things
we see other people doing
to promote sex education
online, such as through
our Sex Blogging Superheroes Contest.
Does Kinkly incorporate the advice and feedback
of sexperts into the products and content you
market?
Tara: Many of our writers are respected experts,
and we do our best to highlight them as much as
the (great) content they write. We also do our best
to find the right people to respond reader
questions. We even regularly check into what
readers are searching on the site to make sure we
have them covered.
How involved is your brand in the sexual health
community, and how do you promote sex-ed and
sexual health?
Nicole: We‘re very involved in the online community, which is what we‘re targeting. Kinkly‘s entire
brand is centered around sexual education and
sexual health. It‘s at the core of our mission
statement and it drives most of the decisions we
make about the content we produce and other
projects we pursue. We’re always working on
ways to partner with sex educators and other
experts, as well as share what they’re doing. Now
that we also have our own shop, we also work
hard to partner with brands that deliver body-safe
products that have a reputation for being
well-designed, reliable and long-lasting.
Is sex ed becoming more popular and mainstream-friendly among consumers?
Tara: I think so. We started Kinkly in 2012 and at
that time, there was very little other content like it
on the Web. Over that time, I‘ve definitely noticed
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Kinkly.com gets more
than 620.000 visitors
per month and has
more than 40.000
social followers across
platforms

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

that both the volume and
quality of content about sex
has increased. We‘re even
seeing articles about taboo
subjects like anal sex in major
mainstream publications. To
me, that suggests that
consumers are more open to
reading about these things (or
that publications have finally
clued in to how interested
many people really are!) I‘m
also seeing a lot more
interesting articles and
discussions about really
important topics. The
discussion that‘s been
happening around consent, for example, is
something that I don‘t think we would have seen
even a few years ago. I think people - and the
media - are finally starting to understand how
important these discussions really are. I also think
some of the sense of taboo and shame around
mentioning issues related to sexual wellness has
decreased.
Why is it important for businesses to align with
sex ed-based values for the future of sex toy
manufacturing, distribution, and retail?
Nicole: Well, I think that if you‘re in the business
of selling or manufacturing products aimed at
improving consumers‘ sexual health and pleasure,
you should be educated because that‘s just good
business. For consumers, well, it‘s really up to
them whether they want to learn about sex ed, but
if you have a body, it‘s nice to know how to drive
it! There‘s limited research around this, but I think
most people would agree that talking about sex
gets easier with practice. The more sex education
people have, the more they‘re able to hear those
words and process those topics, and the better
equipped they become to seek out resources, ask
questions and, finally, make decisions about their
sexual health.
Those decisions might involve buying a sex toy, or
seeking a solution to what‘s not working in their
sex lives. I think this is where potential consumers
and retailers/manufacturers can really connect with education. Because if you can‘t educate a
person enough to open them up to these topics, I
think they‘re a lot less likely to buy sex toys or
other sexual health products.

w w w. e a n - o n l i n e . c o m • 0 7 / 2 0 1 9

®

INFINITE PLEASURE LUBRICANTS

Extrem
MIXGLISS MAX
AX RANGE

Water-based intimate gel
Anal Lubricant

NATURAL
Will you dare to go further?

Available in 70ml, 150ml, 250ml

L U B R I C A N T

MADE IN FRANCE

www.mixgliss.com

Lovely-planet-distribution.com - contact@lovely-planet.fr - Tel +33 4 86 26 06 40

©Mixgliss® is a trademark. All rights reserved.

For first time users who want to discover
anal pleasure or experienced users who
want to push their limits, the full range of
anal lubricant MIXGLISS MAX have your
back!
The dermatologist tested formulas have
been specially developed for strong and
pain-free dilation.

I N T E R V I E W

We’re proud to stand as role models and show that yes,

people will judge you for it, but really, none of that matters
exclusive

Online retailer Beyond Delights breaks barriers to sexual freedom for folks of all cultures a n d cr eed s

Armenians are known for their close-knit family culture, warm hospitality, and proud traditions. But proclamations of sexual
pleasure, much less businesses in the sex toy industry? Such things aren‘t exactly common in most Armenian homes, especially when there‘s a woman running the show. Beyond Delights co-founder Narine Semerdjian took a risky leap when she
decided to open an e-boutique alongside her husband, David. Though she initially shied away from the spotlight, Narine has
come to understand and embrace the empowerment of being a female sex toy CEO and pioneer of pleasure. The Semerdjians
run their business out of Los Angeles, a melting pot of cultures that are often just beginning to accept progressive attitudes in
sexual health. From the start, Narine and David decided to focus on products that would present the best possible picture of
the sex toy space for inhibited newcomers while keeping up with the latest trends in healthy materials and manufacturing to
please expert consumers alike. Want to add your product to Beyond Delights‘ curated toy selection? If you can‘t name your
specific production sources and processes, you‘ll be relegated to the wait list. The Semerdjians only sell from the most educated and informed manufacturers, and they‘re hoping to see this practice become standard through their example. Narine
Semerdjian debuts Beyond Delights to the pleasure industry with her first-ever trade feature in EAN, where she enthusiastically
breaks barriers for people of all cultures and creeds.

„

What’s your unique business creation story
given you and your husband’s cultural and
religious background?
Narine Semerdjian: When David, my husband,
had mentioned he wanted to start a sex toy
store selling safe sex toys online, I honestly told
him I wouldn’t take any part in it because I had
this immense fear my family would disown me
and his family would be ashamed of me. It
would be easier for him as man and to be
accepted (or pardoned) than for me to run a
business selling sex toys.
Being raised an Orthodox Christian Armenian,
there’s not a lot of room to express sexual desires (especially as a cis female) or curiosity
among family and it’s rare for one to find peers
(also Armenian, we stay in close proximity with
our culture) who are willing to participate in
conversations about it. It’s easy to feel judged
or ashamed and there’s a slight expectation of
being shamed for being interested in or
learning about sexual needs. It was to our
surprise that our parents’ reactions weren’t as
bad as we had assumed they would be. We
got everything from the ‚Oh Boys‘ to ‚can’t you
just start another business to work on.‘ My
Dad’s reaction was cool when I told him it was
David’s business and I had nothing to do with
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Narine Semerdjian,
co-founder of
BeyondDelights.com
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it, but he was angry about thinking it was mine. But
they’re all very supportive. Although not quite fond of
the subject, they appreciate the hard work we’re
putting in to help people with their needs.
What prompted you to finally take the leap into
opening your own online adult boutique?
Narine: For years prior to the business starting, we
started a healthy organic, safe eating/ product use
lifestyle. This was all due to my diagnosis of Severe
Endometriosis in 2016. After Western medicine told
me my options were limited to pregnancy, birth
control or a hysterectomy, I told all the doctors I
consulted with to fuck off and found Natural Medicine
as my solitude. That came at a cost of doing a lot of
research to figure out what was and wasn’t healthy to
use. This includes everything from cleaning products,
lotions, shampoos and the food we eat or use.
Holistic Medicine was what helped me with my Endo
problems, so I became a believer! Beyond Delights
started as a side hustle to give us the freedom to
save money and travel. What pushed me over the
edge was after all the research David had done, he
mentioned he wanted to be an ethical company that
sells only healthy sex toys. He piqued my interest by
saying ‚ONLY HEALTHY!‘ Well, what do you mean
healthy sex toys? Is there such a thing as unhealthy
sex toys and what exactly does that mean? It’s
interesting to find out what really does exist in
ingredient lists. The sex toy industry is one that has
no regulations. It is fun learning about what crap goes
into sex products. I took the leap when I found out
the health risks people experience by using a product
to sexually fulfill themselves. The biggest issue, for
me, is knowing peoples’ health can be compromised
due to the way chemicals can enter bloodstreams.
It’s important to offer products that have been
carefully vetted. As a consumer, everyone should be
protected from being exposed to potentially toxic
chemicals. So Beyond Delights became a company
with a mission to seek out healthy products and
educate!
What aspects of the pleasure industry do you find
most exciting or intriguing?
Narine: Meeting so many wonderful educators
who’re putting themselves out there to really help
others liberate themselves from the shame/vulnerable
trap that our society has created around the subject
of sex. Sex is wonderful and a natural way to tap into
your soul, ambition, intuition and it helps you open up
to the possibilities of the future. Sexual desire
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explored and fulfilled feels like a magical power you
always wished you had. The fact is, everyone does
have magical powers, they just need to learn how to
harness it. Discovering that ourselves and helping
others’ find that as well is what really fills our spirits.

Narine: Lioness - Technology is catching up with the
industry and the cool charts Lioness displays in their
app alongside their vibrator helps you understand
your orgasms. It helps one navigate and understand
their body better. It can help one realize when they
orgasm, even if they think they’re incapable of doing
so. It’s just so helpful in making you realize being
present during pleasure is key to reaching fulfillment.
We-Vibe Touch - Best for beginner or experienced
use and isn’t insertable. There are different people
with different needs and for those that don’t like
things inside them, this is a great product to have fun
with solo or with a partner. All parties can enjoy this
discreet little delightful product anywhere.
Womanizer Premium - one of the best replies we’ve
ever gotten with this product ‚Is my Clitoris broken?‘
The user mentioned her clit was pulsing throughout
the day after using it (not in a painful way) and wasn’t
sure what was going on, it was a feeling she’s never
experienced. This product merely made her clitoris

Beyond Delights takes
health very seriously and
sells only the highest
quality and safest
products available
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wake up. Tantus C-Rings - Cheap, fun colorful and
versatile. There’s so much you can do with a C-ring,
imagination is the only limitation and we personally
love talking about how simple things can zest up your
sex life by just adding a bit more creative element to
using it. ;-)
How do you choose which brands to support
and sell?
Narine: Sourcing healthy materials is the funnest part
of our job. You ask manufacturers really important
questions about the materials they use; i.e. the
pouring or curing process they use and where and
what their quality control process looks like. The most
ethical manufacturers will tell you (without giving away
all their secrets) and will even go beyond and educate
you about the materials and their product design. The
winners are those who have no secrets to hide and
are really more about the consumers well-being.
You’d be surprised how many manufacturers have
given us the response ‚I don’t know‘. It happens so
often, it’ll make you laugh! How can YOU NOT
KNOW?! The ones that just want to sell the product
will do just that and mask important questions you
may have by stating a generic response. It’s these
details we’re after and for those manufacturers that
take that time and give us the information we’re
seeking, we’ll sell them. Otherwise they’ll need to do
some extra work to get our attention.
Is the industry opening up to people of religious or
cultural backgrounds that haven’t traditionally
accepted sexuality? How can we prompt such
changes moving forward?
Narine: The industry has always been open to
people of any cultural or religious background. The
presentation that it’s had for so long just wasn’t
inviting for most to dare an approach to the
environment. Everything from the packaging to the
representations of each product is changing to look
more neutral, clean and classy. What we feel will
compel people to be more interested and unashamed in exploring sex products will not only be the
presentation of the products but also individuals
opening up and inviting conversation in group
settings to explore sex topics. We’re proud to stand
as role models and show that yes, people will judge
you for it but really, none of that matters. No one ever
expects us to say we have a sex toy store (and when
they find out, their usual immediate response is either,
‚oh you must be freaks‘ or ‚must have some fabulous
sex‘). I feel like there’s a stigma about people who’re
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interested in sex products to have a certain look and
it‘s so far from the truth. Everyone’s interested,
everyone’s human and everyone of us have Dr. Ruth’s
spirit in our souls. Be brave for your own good and
you’ll help humanity do more good for others’ as
well.

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

What are your plans to grow Beyond Delights
this year?
Narine: Growing our network of educators and
providing different channels to receive and discover
sexual fulfillment is something we’ve
been working on. We’re excited to
develop more content and resources for
anyone looking for answers to their
desires, needs or problems. Educating
ourselves has been a process which we
feel compelled to teach the general
public about. It’s important to talk about
these subject matters, it’s important to
know how things can affect your body
and it’s important to thrive sexually.
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Online shopping for sex toys
is becoming the preference

exclusive

Tw o l e a d e r s i n e - c o m m e r ce discuss buying trends, so cia l media , a nd sta ying co nnected to con s u mer s

Brick-and-mortar shops versus online boutiques; it‘s a never-ending battle for pleasure consumers that‘s increasing in competition every year. Everyone wants a sex toy, but how will they choose to buy it?
Convenience, prior knowledge or research, and confidence all play a role in deciding to head to the local shop or browse the
web. If your customer is too shy to even set foot inside a sex shop, much less ask a clerk for advice, you already know where
they‘re headed. According to Adult Toy Mega Store founder Nicola Relph and Adam & Eve‘s Director of Internet Marketing,
Glenn Mersereau, smart phone shoppers are outnumbering boutique foot traffic, and they believe that‘s unlikely to change.
So how do you stay connected to consumers when they‘re still in need of customer service support and sex education? Easy
- the same way you nabbed them in the first place, which, according to Relph, points hard to social media and easy-to-find
resources on the company website. Mersereau adds that a stress-free return policy and even access to good ol‘ phone service
does the trick as well. Mersereau and Relph play point and counterpoint as they tackle some of the industry‘s most important
questions on online retail success.

„

How has online adult shopping evolved
over the past few years?
Nicola Relph, Founder, Adult Toy Mega
Store New Zealand & Australia: Browsing
and purchasing using mobile devices has
become much more prominent, with more than
50% of purchases at AdultToyMegaStore being
made using a mobile device. Our sales
volumes increase year on year, which shows
that online shopping for sex toys is becoming
the preference. We believe this is due to the
discreet nature of online shopping, and the fact
that people can shop for adult toys from the
comfort of their own home, without feeling
embarrassed or feel like they’re being judged.

Nicola Relph,
founder of Adult Toy
Mega Store
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Glenn Mersereau,
Adam & Eve‘s
Director of Internet
Marketing
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Glenn Mersereau, Director of Internet Marketing,
Adam & Eve: We have seen the continuation of
trends that began 3-4 years ago. Specifically, the
continued prevalence of mobile commerce, the
growth of the under-30 shopper, and the continued
attraction to adult brands, whether our own brand or
those that continue to build a following like Womanizer, Fleshlight, and Satisfyer.
What trends do you predict will drive business
this year?
Relph: We expect mobile browsing and sales to
continue to grow and surpass desktop sales, so
obviously mobile optimization is imperative moving
forward, and the importance of a website with
mobile-first design will become even more important.
As an online only retailer, SEO is particularly
important, as Google rankings have a major impact
on our sales volumes. Since Google is continuously
updating their algorithms, it’s important for all online
retailers to keep up with the changes and keep SEO
at the top of their minds when making changes to
their websites and creating content.
Mersereau: I expect these trends to continue as well
as the continued evolution of adult shopping into a
mainstream specialty retail niche rather than the
“adult” environment of the past.
How does your brand stand out among other online
adult stores?
Relph: The key for us is our focus on our core brand
values, which include being upbeat, approachable,
trustworthy, transparent and innovative.
We model ourselves like an online department store.
The experience of shopping with us can be compared to shopping for homeware or appliances, which
helps to normalise buying sex toys by providing
customers with a familiar, and fun, shopping
experience. We’re extremely transparent and open
with our customers, and we have found that
customers love the fact that we’re so open and
honest through the way we communicate with them.
Innovation is the key driver to many of our initiatives,
which can assist both the customer experience and
how the business functions. We continuously test and
measure our customer experience in terms of product
search, product refinement and the ease of check out
to ensure buying from us is as simple as possible.
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“ BROW SING AND
PURC HASING USING
MOBIL E DE V IC E S HAS
BE C OME MUC H MORE
PROMINE NT, W ITH MORE
THAN 50% OF PURC HAS E S
AT ADULTTOY ME GASTOR E
BE ING MADE USING A
MOBIL E DE V IC E .”
NICOLA RELPH

Mersereau: Adam and Eve has been built on trust,
service, and value.
What has been key to establishing your brand
presence and customer loyalty?
Relph: Being proactive and taking every opportunity
to show people what we’re all about has been key to
growing our presence and aiding customer loyalty.
We send media releases out whenever we have
something newsworthy happening. For example, we
conducted the AdultToyMegaStore Kiwi Sex Survey,
a nationwide sex survey in New Zealand, and we
have been releasing the results in sections which
have been picked up by numerous radio stations and
news outlets.
We write informative articles about sex toys on our
website so customers have access to all the
information they need, and we use social media to
connect with our customers on a deeper level and let
our personality as a brand shine through.
In terms of customer loyalty, we give customers a
reason to come back through providing a simple and
pleasurable shopping experience from the moment
they land on our website, to the moment they receive
their parcel. We also offer loyalty points and exclusive
offers to our customers, we include a handwritten
card in every parcel, we keep customers informed
with the whereabouts of their items, and we are easily
accessible if they have any questions or concerns.
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Mersereau: Our longevity, our quality experience (our
no-questions-asked shopping guarantee), and the
value that we offer the consumer.
Discuss the selection of products that your site
offers. What determines your product selection? How
does customer feedback influence your selection?
Relph: We are true to our name, AdultToyMegaStore,
as one of our key values is breadth of range. For us,
it’s about letting our customers choose. We buy small
volumes of large test lines and replenish the items
that sell. It’s a simple method that works.
Feedback from customers regarding products comes
via Post purchase surveys, online chat, emails and
phone calls, and this is collated and then passed onto
our purchasing manager. Regular attendance to
international shows also allows our purchasing manager
to know what’s releasing in advance to take advantage
of being ‘first in market’ with certain products.
Mersereau: We strive to offer a best-of-breed
selection of curated products, which is based on
customer feedback and the success of like products.
How do you connect and engage with customers?
Discuss social media and other marketing methods
that drive sales online.
Relph: Social Media allows us to communicate our
core value of transparency. In the past adult stores
have been quite mysterious, but the way in which we
communicate with our customers is very different. We
use our real names when producing content, we post
photos of ourselves with products, we interact with
our customers on Facebook and we use Facebook

and Instagram as tools for showing our personality as
a brand. Facebook has been a focus for AdultToyMegaStore, as it allows us to put a name and face to all
the members of our team and to further engage with
our customers. Facebook has allowed our customers
to become part of the extended ATMS community,
enjoying in the fun and laughter that ATMS team
members enjoy.
We post informative articles about sex toys, user
guides and other interesting relevant content. We
post a mix of informative and humorous content. We
find that humor really helps to put our customers at
ease, and shows that we’re an up-beat and
fun-loving brand.
We are always exploring new ways to create content
that’s of interest to our customers, whether that’s
through photos, videos, infographics or written
content, and we’re looking forward to exploring more
ways of presenting products and information
to customers.
Mersereau: We do our best to maintain an open
channel with our customers whether it be social,
email, chat, and good old fashioned phone-based
customer service. We are proud of the fact that our
customer support is still 24/7.
We utilize all marketing channels that we can utilize
(based on publisher’s policies) and that work – meaning we can track their ability to generate sales.
These run the gamut from online search, to television
and radio, to YouTube, Pandora, and even the
occasional outdoor advertisement.

This interview is
contributed by
Colleen Godin, EAN
U.S. Correspondent
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M a r a E p s te i n a n d Pe te r O vso nka h a ve h igh h o p es a nd big go a ls f o r th e newest ch a p ter o f Z A LO US A

With the poise and grace of LELO, the femme-forward attitude of Jimmyjane, and the approachable whimsy of Tenga, expect
Zalo to take their rightful place in the luxury sex toy monarchy before we‘re watching the ball drop on 2019. After a long leave
of absence from full-time pleasure product marketing, Mara Epstein has made a valiant return to her seat at the sex toy table
as Zalo‘s Director of Sales and Marketing. Epstein, who it‘s apropos to say has seen more than her fair share of vibrators,
knows a winner when she sees one; and that winning brand was Zalo‘s Chicago chapter, lead by CEO Peter Ovsonka. So far,
the duo of Epstein and Ovsonka have seen every trade show this side of 2019, and they‘re not slowing their travel schedule
anytime soon. As wholesalers begin demanding the brand by name, these two are in for the company‘s busiest year yet, and
they‘re hardly even 5 full years into the pleasure industry. Molly Romeo, a Sales and Marketing Executive with Holiday
Products distributors, even noted Zalo in her trend predictions as early as the Fall of 2018 as the Christmas rush began. ‚I think
Zalo is primed to take the lead for holiday sales,‘ said Romeo in a prior article for EAN. ‚Their thoughtful designs coupled with
that gloriously gorgeous packaging make all their items extremely giftable.‘ Romeo points out exactly why wholesalers and
consumers alike are falling hard for this nearly newborn toy biz. Opening a Zalo toy feels like Christmas morning - the undeniably gorgeous, artful packaging; the inspired and detailed brand lines; the luxurious details, like the dainty jewelry chains that
dangle off the end of Zalo‘s vibes and sparkly trim around the toys‘ control pads. Since becoming a partner in the company,
former hospitality professional Peter Ovsonka is picking up the sales pace in Chicago, where the company‘s US chapter now
operates. Epstein, located in Los Angeles, will act as Ovsonka‘s right-hand woman, using her lengthy pleasure industry resume
to direct the company‘s marketing and sales efforts.
A graduate of well-loved brands like LELO and Maia Toys, Epstein is back doing what she loves – selling sex toys to some of
her favorite people in the world – and she‘s not one to jump on a sex toy biz band wagon unless she sees real potential.
Ovsonka and Epstein have their work cut out for them, but judging by their track record, Zalo will be the next household name
by eroFame 2019. They chatted with EAN about the company‘s trajectory into pleasure stardom.
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„

Talk a bit about Zalo’s company history within
your chapter of the company. How did you decide
to become a part of the Zalo brand?
Peter Ovsonka, CEO, ZALO USA: The company
was started in Asia by Fred Chang in June 2015. I
was consulting for them while I opened some of
my other businesses. Later in 2016, however, I
made a deal with them and became a partner and
took ZALO to the USA.
What did you like about the idea of selling luxury
sex toys?
Peter: The designs, functionality and packaging
made it easier for me to launch since there was no
other product like ZALO out there.
What career background do you bring to
the industry?
Peter: My family was in the hospitality business so
I worked with them until I came to the US. It was a
natural move for me to work in an industry that
assists people and their needs.

Mara Epstein and
Peter Ovsonka

What type of consumer buys a Zalo toy?
Peter: A consumer who appreciates quality,
functionality, art, history and presentation rather
than price.
How is your consumer different from someone who
would buy the type of toy that‘s more of a novelty?
Peter: As mentioned, we focus on functionality,
design and presentation using 100% food grade
silicon, making each item feel more luxurious. We
have four lines and they all tell a story which is part
of all of our history. The use of 24 karat gold plate
and Swarovski crystal makes it a richer experience.
And to add additional fun, our ZALO smart phone
application allows your partner to participate in
another way.
How did you choose Zalo for your new company
home? Why are you proud to represent this brand?
Mara Epstein, Director of Sales and Marketing,
ZALO USA: Once I saw the brand, I was convinced that this brand was a winner. (It was adorned
in 2019 by an AVN „O“ award as ‚best new female
product‘ and XBIZ for ‚best packaging‘.) As a
former art major, I couldn‘t believe my eyes on how
a company can create a very personal item and
make it look benign, so one can store it anywhere.
The functionality, designs, and packaging provide a
richness like no other label.
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How does Zalo position itself in marketing and
branding for business-to-business customers?
Peter: We have made a pledge that we are going
to educate the end consumer one by one. For the
retailer, we have implemented a program which will
help the sales staff get ‚behind‘ the sale of ZALO.
We also have a tester program, offer displays,
online instructional videos, shopping bags and
access to our library of photo images. Coming
soon, we will offer instructional iPads of our entire
library for consumer use. Lastly, we add more fun
using our ZALO WiFi application.
Does Zalo put any emphasis on the current trends
of sex education and body positivity?
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Peter: Our number-1 selling item ‚The QUEEN‘
guarantees a G-spot experience. The QUEEN
features up to 75 pulse waves per second!
What are some memorable comments or stories
you’ve heard from consumers about how your
products have positively impacted their lives?
Peter: One consumer wrote to us about a friend
who never used a sexual toy, so she bought her a
BABY HEART to start. Within the next couple of
weeks the friend asked, ‚Where she can buy
another toy with a little more functionality?‘ We
were so pleased to learn that the friend introduced
her to something that was gentle and she
ultimately wanted more. Another couple wrote to
us about how their foreplay and under-sheets
activity was enhanced using the ROSALIE. The
chain and 24 karat gold plate top made them feel
like a king and queen.

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

Mara and Peter with
Sexologist Emily Morse

What’s coming up for Zalo in 2019?
Mara & Peter: Within the next couple of months
we will be introducing another new oral toy which
is part of the QUEEN family. It‘s going to be a great
year for ZALO USA.

This interview is
contributed by
Colleen Godin, EAN
U.S. Correspondent
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Expensive, branded products are no

longer purchased as much as before
exclusive

Tr e n d w a tc h ing with Ta p io Rup p a

Dolls, male toys, brands vs
generic products, sex tech …
There is definitely a lot going
on in the erotic market right
now, and EAN wanted to know
how the retail trade feels
about the powerful currents
in our market. Therefore, we
asked Tapio Ruppa for an
interview – he runs an erotic
store in Jyväskylä, Finland,
making him the perfect person
to answer our question.

„

Lifelike dolls are undoubtedly the number
one topic in the erotic market right now. But is
that just a short fad or an actual trend?
Tapio Ruppa: Absolutely a trend!
Then how does this trend affect your retail
store? Are your customers interested in these
products? Or are dolls better suited for e-commerce shops?
Tapio: People are interested, and they are
asking about dolls, product details, etc. Mostly,
people order and pay it on the internet however,
and they only stop by to pick up the product
from the store.
Do you think that under certain conditions stronger market penetration, falling prices - dolls
could become an important product category
for the bricks & mortar trade?
Tapio: Sure, people want more realistic experiences, and real-size dolls definitely offer that
realism.
The number of toys for men has grown considerably in recent years - but supply does not
necessarily result in demand. Has demand also
gone up, matching the supply?
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Tapio Ruppa considers dolls to be an important trend

Tapio: It hasn‘t, at least not yet. As is well
known, women are more curious to try new products, men not so much. But over time, men‘s
curiosity will grow.
The market has had numerous game changers
in the segment of female toys - just think of
the modern technologies that have popped up
alongside the traditional vibration technology. Is
something like this missing in the area of male
toys?
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Tapio: Yes, indeed. I do not know whether it is a lack
of new technology or expensive technology. Vibration
technology is already so well-known, and not everyone
gets the best possible stimulation. Men ask a lot
about blowjob devices. So, I wonder. Why haven’t
they tried to develop different stimulating techniques
for these kinds of products?
Do you have the feeling that toys for men are lagging
behind in acceptance compared to products for
women or couples? Is male masturbation stigmatised
more than female masturbation?
Tapio: There is no doubt about it! A man likes to
watch when a woman uses a sex toy, but women do
not like to watch when men use sex toys. Maybe stigmatisation arises naturally from this point of view even
though it probably doesn‘t have to be that way. We
need to change our way of thinking about masturbation. Men should learn to use more products so things
can change over time.
How would you describe your customers’ attitude
toward sex tech? Are app-controlled sex toys a big
draw?
Tapio: I wouldn‘t say that they are hit products just
yet. There is a lot of interest from people, but these
products are still very expensive. When people have
the money, they usually do go for app-controlled toys.
Some people argue that many of the modern technologies used in sex toys do not offer any real added
value. Do you share this assessment?
Tapio: Yes and no. Some people want basic toys,
some want experiences with advanced sex toys.
We have to remember that every person is different. To
some, these new technologies are exciting, to others,
they are not. It’s the same as with everything else.
Consumers are paying more and more attention to
what they consume. What are your observations in
this respect?
Tapio: It is true and can also be seen in our store
when there is a lot to choose from. Expensive, branded products are no longer purchased as much as
before. If the same type of product can be found in a
cheaper version, the customer chooses the cheaper
version most of the time.
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As a retailer, do you feel manufacturers and distributors are addressing this development the right way?
Tapio: Difficult question, depends on what points we
are considering. If you have products with new technology, that is always costly. If you only have cheap,
quick-selling products, there will be no progress. I
would say that we need all kinds of products in our
stores; the customers then choose what they want/
can buy based on their own mindset. The manufacturer or distributor cannot make that decision on behalf
of the customer.
There is a big discussion about the impact of brands
in our industry, but hasn’t this discussion become
obsolete given the many white label and private label
products on the market?
Tapio: In a way, it is an obsolete topic because a product can be sold under a brand name, and in another
place, the same product may be presented in a different package, with a different name and considerably
cheaper. It is a distorted situation, and very confusing
to the customers, up to the point where they no longer
believe in the credibility of brand names.
How do you deal with the issue of ‚brand versus
private label‘ yourself?
Tapio: There are two kinds of people. Some people
buy well-known brand toys, but the name doesn‘t give
you a guarantee that you will enjoy the product as a
user. Many private label products are much better. I
often wonder about this when I research new products
I can put on the shelves. The brand name does not
guarantee that the product will be the best. The best
features are often found among ‚no-brand products‘.
People who blindly trust a brand and do not want to
try anything else miss out on a lot.
Is there such a thing as brand loyalty among your
customers?
Tapio: Yes, unfortunately!

w w w. e a n - o n l i n e . c o m • 0 7 / 2 0 1 9

I N T E R V I E W

We cater to all lifestyles but also focus on

making females and all couples feel welcome

exclusive

‚ Pe r s o n a l P r ef erence‘ is a n o ld-sch o o l, but p ro gressive a dult th ea ter a nd sex s hop

Just when we thought we‘d seen the last of porn theater-style sex shops, an American family
business turned this ancient concept on its‘ head and created a whole new world of retail for playful toy
shoppers. Vince Cherryholmes, along with his wife Brenda, son Austin, and business partner Christine
Bryant, operates a pair of old-school sex shops in two metropolitan areas of Arizona – Mesa and Fort
Mohave. Before the creepy, dirty stereotype of adult theaters gets the best of you, Cherryholmes makes
it clear that these aren‘t your grandfather‘s porn stores – although if gramps happens to stop in, he‘ll be
treated to free coffee and sweets. Aptly named Personal Preference, Cherryholmes‘ stores have struck
a balance between the enticing voyeurism and exhibitionism of watching live porn with your partner in a
dark theater and the modern, comfortable atmosphere found in today‘s luxury toy boutiques.
Cherryholmes prides himself on having successfully created a shop that attracts the naughty and the
vanilla without stepping on either group‘s toes. Of course you don‘t have to visit the theaters if it‘s not
your thing, but according to Cherryholmes, he‘s often found directing traffic in the parking lots during
the stores‘ popular couple‘s nights. In this one-of-a-kind interview, Cherryholmes tells would-be
European industry tourists why it might be worth a visit to Personal Preference‘s modern update to sex
shop sexual freedom.

The Cherryholmes
family operates a pair of
old-school sex shops
in two metropolitan
areas of Arizona
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V I N C E

„

What unique offerings do Personal Preference
stores provide for their consumer communities?
Vince Cherryholmes: The Mesa and Fort Mohave
[Arizona] locations offer personalized services to our
customers. The sales staff is up to date on the latest
trends in the industry. Both stores offer our customers
a full line of movies, novelties, two theaters at each
location, and an array of miscellaneous novelties to
allow them to enjoy our stores in a non-judgmental
and un-threatening environment. We cater to all
lifestyles but also focus on making females and all
couples feel welcome.
What are some of your most popular toys? What are
customers looking for when they come into a store?
Cherryholmes: The Fort Mohave store has several top
selling lines, including our #1 lubricant line from
Wicked, Aqua and Ultra. Our top selling toy lines
include the Satisfyer, Fleshlights, Real Cocks, Body
and Soul, and Fetish Fantasy. We also do well with
some of the newer manufacturers in toys: SI Novelties,
Shots America, and Hott product lines.
The Mesa store’s bestselling lines include NuSensuelle,
Cal Exotics, Kangaroo and the Rock Solid cock ring
line. We also sell a lot of Pink, Moist, and Swiss Navy
lubes. Austin is also bringing in new merchandise
weekly.
Mesa theaters are very popular and many customers
come specifically to enjoy them. The theaters draw
ds, especially on couple
large crowds,
couple’ss nights on Tuesday
day nights. We sell at least 3,000 movie
and Saturday

197
197

C H E R R Y H O L M E S

passes a month; and couples are free, so that is a
large number of passes over and above those free
passes. Mesa theaters are newly remodeled and Fort
Mohave theaters are less than 2 years old. We spend
a lot of time keeping those theaters clean and updated
for our customers.
What are the demographics like across the different
store locations?
Cherryholmes: The Fort Mohave store (located at
4350 S. Hwy 95 in Fort Mohave, Arizona) caters to
customers ranging from 30 to 90; retired, working
class, and middle-income levels. This store draws
customers from Bullhead City and Kingman, Arizona;
Laughlin, Nevada; and Needles, California and
surrounding areas.
The Mesa store (located at 9550 E. Main St., Mesa,
Arizona) caters to customers ranging in age from 28 to
80; retired through middle to upper income. This store
draws customers from Apache Junction, Mesa,
Gilbert, Chandler, Tempe, Scottsdale, Phoenix,
Arizona, including the far west valley and surrounding
areas. This store is pretty diverse and very popular. We
get a number of customers from an hour away.
Does Personal Preference have any special events
for customers?
Cherryholmes: The Personal Preference locations
are scheduling trainings for employees along with
customers in product usage and product tech
technology. We are working with our distributors and
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manufacturers to set up these
trainings for the year.
The Fort Mohave location is also
offering LGBT Sundays and we always
have fresh coffee and cakes for our senior
citizens that frequent our store, along with our two
theaters. Our seniors really seem to appreciate our
ating. We also
theaters with comfortable leather seating.
nd Saturdays and
offer couples nights on Tuesdays and
creasing weekly
kly..
the attendance on those nights is increasing
weekly.
e
The Mesa location always offers free
coffee to customers and we get a steady
ok
stream of winter visitors that we look
heir
forward to seeing every year upon their
return to the Valley of the Sun. Our two
nd yo
ou
theaters are a huge draw in Mesa and
you
le’s
can find our parking lot full on couple’s
nights. We average 15-25 couples on
Tuesday nights and 25-50 couples on
en 1
Saturday nights. We specifically open
theater solely for couples on these nightss
e
for their privacy and enjoyment. The
theaters and store attract so many
ill
customers on Saturday nights that you w
will
ng
often find me directing traffic in the parkin
parking
e
lot on those nights. Customers have
i
shared their enthusiasm and interestt in
gs.
these future customer based trainings.
gs in
They also seem to enjoy the offerings
store. Customers at both stores

repeatedly return to our theaters and
share their positive thoughts on the stores.

Christine Bryant,
business partner of the
Cherryholmes family

How do you support your manufacturer and
distributor partners?
Cherryholmes: Personal Preference stores
support our manufacturers by highlighting their
product lines in our stores and running monthly
specials on sspecific manufacturer lines. We work
clo
closely
with o
our distributors, Dave with National
Video and Maria with Eldorado, in keeping
up with
wit new trends in the industry and
up
sc
sched
scheduling
product training sessions with
our manufacturers.
m
our
How do
d you plan to grow and evolve your
How
busine
businesses?
Cherr
Cherryholmes:
The Personal Preference
stores have big plans. We are looking at
stores
new updated
u
new
looks for the stores along with
ex
expan
expansions.
We continuously update our
theate to make them the most comfortabth
theaters
le and relaxing for our customers enjoyment.
le
We are
ar also looking to expand our product
We
lin
nes and
a Fort Mohave is looking to expand
lines
the lingerie
lin
the
offering to include more male
and
d plus
p
and
size styles, along with more dance
wear. We’ve worked hard to create and
wear.
maint
maintain
a store that is comfortable and safe
fo all that visit it.
for

This interview is contributed by Colleen Godin,
EAN U.S. Correspondent
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WOMANIZER TM OFFERS PRODUCTS
“The perfect gift!”

“It beats everything
I have ever felt
before!”

“Being on a business
trip is now my personal
highlight! A must
have!”
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sales@wowtech.com
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“Feels like heaven,
like you are in a
little vibrating cloud
of happiness.
Better than every
other rabbit!”

IZER
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“I’m surprised every
time again and
again. Absolutely
blown away!”
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Materials matter, social media

matters, customer service matters

exclusive

Cr y s ta l D e l i gh ts Fo u n d e r S h e l l ie Ya rnell a dds a da sh o f sp a rkle to th e sex to y sp a ce

Say goodbye to cluttered chargers, low battery warning lights, and mass-produced motors. Sex toy manufacturer Crystal
Delights is all about the best of the basics with their handcrafted, borosilicate glass pleasure products. Crystal Delights
CEO Shellie Yarnell‘s glass sculptures range from the popular glitter of Swarovski butt plugs to animal tails that transform
wearers into bunnies, minks, or fairy tale horses. And she thinks they‘re a better buy than a chargeable toy, even in the
current climate of vibrator obsession. “I feel like a non-vibrating product has all the advantages,” says Yarnell. “We have
worked really hard to create a beautiful, artistic product that will last a lifetime without the need for additional parts like
cords and batteries. Most vibrators can‘t do that!” Crystal Delights is a small outfit run out of rural Washington state in
the US. The in-house production team of Yarnell, her partner Andrew, and a tiny handful of glassblowing staff have
specialization on their side, which can be incredibly time-consuming for larger businesses while filling million-dollar orders
for thousands of SKUs. More discerning consumers seek smaller-scale production outfits for this exact reason, and according
to Yarnell, the proof is in the pudding. “Customers often buy something cheaper first, hate it, and come back and buy what
they wanted in the first place,” she says. Crystal Delights is best known for turning kinky humans into even kinkier fantasy
creatures – purple unicorn tail butt plugs, anyone? - but company founder Yarnell is better known for working all hours of the
night to keep her home-run business purring like a kitten. Yarnell filled EAN in on the backstory behind Crystal Delights – and
why her customers keep coming back to show her exactly how much they‘re butt-over-heels in love with her products.

„

Shellie Yarnell, CEO
of Crystal Delights
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Where did you learn the ropes of the sex
toy biz before founding Crystal Delights?
Shellie Yarnell: I was raised in a small town,
got married out of high school and had
babies! How I got my first job in the industry
is kind of a funny story! I had discovered the
wonders of chat rooms in early 1999. In
2000, I was chatting in my current favorite
room while cleaning off my desk. While
cleaning my mouse, I had an accidental
mouse click on a banner ad in the room
looking for part-time home workers. Of
course I thought it was probably a phone
sex worker position, but I decided I wouldn’t
know if I didn’t follow up! It was actually a
data entry position for a major online sex toy
affiliate program where I ended up working
for more than 11 years in 4 different states,
and through the deaths of both my dad and
my husband. It also led to the start of
Crystal Delights as a real life product after it
had been started as a digital product in the
virtual world Second Life. Andrew, my
partner, and I also met in Second Life, so
not only was it the start of Crystal Delights,

it was also the beginning of the rest of our
personal lives together. So yes, long term
successful relationships can and do
happen online!
What caught your eye about glass and
crystal as creative sex toy materials during
your formative industry years?
Shellie Yarnell: Because I was totally new to
the industry, the first few years were certainly
interesting and educational. I was learning
about everything from the ground up: the
people, the products, materials, uses, trying
to soak it all in, retain and learn more. It was
a challenge.
I had moved to the position of vendor
manager and we were attending a show in
Boston to look for new products that I could
add on the website. I met a company selling
stainless plugs with Swarovski crystals.
They were so pretty and the sparkle!
I mentioned to them they should make some
in glass. She said, ‚Oh I’m not interested, you
should do it.‘ And the Crystal Delights idea
was born!
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Hollywood Hottie

Palm Springs Pleaser

SE-4349-10-3
Powerful, compact, flickering
teaser with added pleasure ridges

SE-4350-00-3
Powerful, bendable
massager flexes and holds
any postion desired

Sierra Sensation

Surf City Centerfold

SE-4349-15-3
Powerful, compact, dual stimulator
with reverberating vibrations

SE-4350-05-3
Powerful massager with
intense thumping pulsations

Each massager features:
• 10 functions of intense vibration, pulsation and escalation
• Body safe silicone
• Safe for use in or out of the water
• State-of-the-art memory chip resumes on last function used
• Easy push-button control with security travel lock feature
• USB rechargeable – charging cord included
• Complete charge in 2.5 hours
• One-Year Warranty

exclusively from

sales@scala-nl.com - +31 (0)24 202 2390
www.scala-nl.com
© 2019 Calexotics is a registered trademark of California Exotic Novelties, LLC.
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“C O N S U M E R S A R E M O R E
E D U C AT E D A N D WA N T
A Q U A L I T Y, C R E ATI V E ,
I N N O VATI V E P R O D U C T. “
S H E L L I E YA R N E L L

Which memorable industry icons helped support
your business from the start?
Shellie Yarnell: There are several people in the
industry that I myself specifically look up to and
appreciate the help and support that they have
given over the years. Pam McKee. I think most
everyone knows Pam. Her effervescent personality
can’t be ignored, and not only do I appreciate her
business savvy, I count her as a very dear friend as
well. Erik Van Riper. Erik and I worked together at
Sextoy.com and he was always available to bounce
an idea off of or to offer a solution to a problem, and
his computer solution skills are second to none!!
Greg DeLong from NJoy is someone that always
has an encouraging word and a ‚good job‘ for us
just when it seems we might need it most. Given
that we compete for the same customer, that says
much for Greg!
How stressful is it to run a small-biz sex toy
company? Do you ever get a day off?
Shellie Yarnell: Life is incredibly hectic running
a sex toy company. There are really only 4 of us
doing everything from sales and marketing, billing,
manufacturing, the website, even the photography!
Andrew also has an additional job as a computer
trainer. There is never enough time. Like it’s
12:33am right now while I’m working on this interview! Lol! And my alarm is set for 7:30am tomorrow.
Sunday morning to be back at it!
What‘s one of your favorite memories from
interacting with your customers?
Shellie Yarnell: Probably one of my most interesting stories from over the years was when we were
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doing a vending event. The event was over for the
evening and several of us met in a nearby bar for a
bite to eat and to relax for a bit. Earlier in the day we
had sold a plug to a customer who excitedly picked
out her purchase and happily walked away. This
same customer shyly approached our table telling
us that her master had told her to come ‚show‘ us
her plug. She turned around and started to lift her
skirt to show me her inserted plug! I quickly said
‚Woah woah woah, it’s ok!‘ LOL! I’m sure I
disappointed many bar patrons that night!
Looking back, what‘s surprised you the most about
the direction the industry has taken over
the last decade?
Shellie Yarnell: I believe the industry has changed a
lot in the almost 10 years Crystal Delights has been
around. It‘s much more mainstream and upscale
and will continue to be so. Consumers are more
educated and want a quality, creative, innovative
product. Materials matter, social media matters,
customer service matters.
And where do you think we‘re headed in the next ten
to come? Is there still room for improvement?
Shellie Yarnell: The adult industry continues to be
very competitive. I think partially we need to go back
to the basics of listening! What is it we want from a
product? Some of the biggest complaints we hear
are about there not being enough thought being put
into a product before release. They don’t consider
what their customer is looking for. We try to be
hyper aware of what you, our customer, wants and
needs when considering new product releases. We
take customer feedback very seriously!
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What can the pleasure space look forward to seeing
from Crystal Delights this year? And what‘s got YOU
excited for 2019?
Shellie Yarnell: We have lots of exciting stuff coming
up the rest of the year, both business and personal,
and heading into 2020, which will be our 10th anniversary. Of course we will have to celebrate that in a big
way!! We never really expected to be here! Thank you
to our wonderful, loyal, loving customers - we are here
because of YOU!! But back to 2019. We have recently
added to our glassblowing staff a working partner who
we are very happy to have on board. With his skills and
creative vision, we expect great things from him! We
have also added an oxygen
concentration system along side other new equipment
to up our game to that next level. We recently moved
the production part of the shop that I run to our brand
new home shop on our new property on the Hood
Canal in Washington. It is bright, shiny and sparkles!
An absolutely perfect Crystal Delights shop, and what
a view we get to live with everyday. We have additional
sizes in the works for our popular Dilators as well as a
variety of other new products, and we are preparing
to show in an exclusive European Boutique that we
are very excited about. On the personal side, we will
be traveling to Salem, Massachusetts in September,
where my youngest daughter will be getting married,
with Andrew having the honor of walking her down the
isle! I can’t imagine a prettier time of year for a wedding
in that part of the country.
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This interview is contributed
by Colleen Godin,
EAN U.S. Correspondent
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I would define queer as a state of mind It’s an

acceptance of diﬀerence within yourself and others
exclusive

As the industry works towards LGBTQ+ inclusivity, it‘s more important than ever to understand queer consumers

Unless you‘re already anything other than straight, the concept of “queer” might be a little confusing, especially if you‘re trying to include marginalized sexual orientations in your marketing.
It‘s no longer enough to have a “gay” section in your toy shop, or a product box featuring a pair
of mainstream-pretty lesbians. Queer takes all the colors of the LGBTQ+ rainbow, smushes
them together like finger paints, and creates a picture of love and sex that transcends labels
and binaries.
Queer culture recognizes that sexuality can be fluid or static depending on where we are in life.
Even if your consumer market mainly identifies with a label like lesbian, gay, bisexual, transgender, or asexual, they‘re unlikely to be put off by queer marketing or packaging. It‘s very possible
that any one of said groups could have even identified as queer at some point in time. Queer is
truly as inclusive as it gets.
Two authorities on queer sex – Amy Boyajian, co-founder of toy boutique Wildflowersex.com,
and Laura LeMoon, a multi-talented sex educator, writer, and sexual trauma expert – have weighed in on what it means to call oneself queer. These progressive, outspoken advocates explain
how the rest of society can help make the world a more comfortable place for queer people – a
valuable lesson as the sex toy industry meets the LGBTQ+ community at their own table.
Amy Boyajian, co-founder
of toy boutique Wildflowersex.com

„

The Q in LGBTQ often
goes ignored or forgotten
by mainstream society,
and is even dissed within
the gay community at
times. Why do you think
this happens?
Amy Boyajian, Co-founder, Wildflowersex.
com: I think mainstream
society has a lack of
understanding about what
queer means. Unless you
identify as queer or are
associated with queer
communities, the term
can be vague or seem
like an insult. Within
certain non-hetro/non-cis
communities, sometimes
queer is rejected as it
invites more people into
community that have
more privilege. Someone
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who experiences homophobia on a daily basis
maybe reluctant to accept someone who is
straight passing. Someone is who’s gender
is constantly being questioned and misused
maybe reluctant to align with someone whose
assumed gender is their preferred gender.
There are varying degrees of privilege and
‘passing’ within the queer spectrum. There are
also people who don’t want to defined on any
spectrum at all.
Laura LeMoon, sexuality writer, activist,
and educator: Well for starters, let‘s not forget
that it‘s a relatively new concept. It took us
centuries just for the „L“ and the „G“ to be acknowledged as at least semi valid. So part of it
is just the normal growing pains that come with
new concepts. One could argue it‘s the same
for Trans or Intersex persons as well.
Additionally, there‘s a lot of transphobia and
sexism in the mainstream, white male dominated gay culture. „Queer“ is a very fluid term,
and old school gay culture is VERY into measu-
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ring HOW gay you really are as a means to decide
whether or not one is deserving of being included in
the gay community. These other identities- outside of
gay cis white male culture have had to differentiate
themselves because they were never going to be
included in mainstream gay culture.

pansexual, transgender, intersex, or other, you’re
supported by the queer community as being different
from the assumed.
Lemoon: To be honest, Queer really does seem to
have a very nuanced meaning that changes from
person to person, so I‘m not sure how informative my
interpretation is. To me, Queer is like a more inclusive
and progressive version of gay. It also seems to be
a term that younger LGBTQ folks are more likely to
use to describe themselves and others whereas
„gay“ is a little more antiquated and perhaps
mostly reflects being a cis, particularly
white, male than anything. So there seems
to be a generational difference in who decides to use what wording as well. Queer is
much more inclusive of the whole rainbow;
gay, pansexual, asexual, demisexual, sapiosexual, bisexual and so on. Gay typically
only means gay.“Queer“communities are
generally also more welcoming and inclusive of Trans people, gender nonconforming
people, people of color and people living
with disabilities.

Like all marginalized peoples there
are hierarchies and marginalization
even within our own communities.
There are also vast differences
between us not just in sexuality
or gender but racial, ethnic, class
and language differences that are
extremely valid and will naturally
lead to nuanced challenges or
friction amongst a group of people
with maybe similar experiences
around gender or sexuality but
maybe not much else.
Although not so easily definable, how
would you describe “queer” to someone
who doesn’t understand it? What’s different
about being queer than defining oneself as gay,
lesbian, bisexual or trans?
Boyajian: To give a text book definition, queer is
an umbrella terms for those outside the confines of
heteronormative sexuality, binary bodies, and/or cis
gender. The term ‘Queer’ was rejected by some in
the community as it was used an anti-gay slur for
some time, however the current reclaiming of the
word is in full effect. Queer also has political implications for some, demonstrating a radical disapproval
for the current political system.
Personally, I would define queer as a state of mind.
It’s an acceptance of difference within yourself and
others. To be queer means to forget about trying to
be normal (whatever that means), and focus on being
a genuine you. Queerness allows a certain sense of
fluidly to your sexuality and your gender, and knowing
that you are constantly changing and evolving. There
is some magic to the idea of queer as it allows for
interpretation and personal focus on whatever queer
means to you.
Despite its many uses (and sometimes confusion),
the word is very important. Having an umbrella term
for a heteronormative alternative allows there to be
unity between other defined queer roles. No matter
if you define yourself as gay, trans, lesbian, bisexual,
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Sex educator,
writer, and
sexual trauma
expert
Laura LeMoon

What are some of the ways people under the queer
umbrella define themselves and choose to live their
lives?
Lemoon: There seems to be limitless words that
crop up rather regularly. The one‘s I‘m most familiar
with are gay, bisexual, demisexual, sapiosexual,
pansexual and asexual.
Boyajian: There are so many! By breaking queerness down into categories of sexuality, gender, and
bodies, it’s become easier to see how queerness can
play a role differently in different lives.
Queer sexuality is anything other than heteronormative, so gay, lesbian, bisexual, pansexual, polysexual,
asexual, questioning etc are all queer expressions of
sexuality. How people choose to express this sexuality is also up for interpretation. You can choose to be
monogynous, polyamorous, open, celibate, or define
your own relationships however you choose.
Queer gender is anything other than cisgender
(someone who’s gender identity corresponds with the
birth sex). Expression of gender queerness are transgender, nonbinary, gender fluid, agender, bi gender,
poly gender, gender queer etc. All of these gender
expressions allow for your own interpretation of what
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your gender is, not what society is labeling
you as. You can be constantly aware of you
gender, or in a state of flux. Queerness allows
for all possibilities.
Queer bodies is a term that some intersex
activists have used when describing intersex
bodies. To be intersex is to be born with
variations in anatomy that do not fit the binary
definitions of bodies. It can be also used to
describe bodies during transition or people
who feel their bodies are not typical definitions
of male or female. Queerness within bodies
allows for an acceptance of all bodies.
What challenges do queer people face that
are different from those faced by the rest of
the people within LGBTQ?
Boyajian: Sometimes those in the lesser
known areas of queerness, like non-binary,
gender queer, gender fluid, asexual, pansexual, or intersex, lack representation and platforms to express their concerns and needs. It
took many years for the mainstream to acknowledge gay and lesbian as sexual identities
and we are still currently fighting these same
battles of disability for transgender people.
Being on the marginalized areas of queerness
can sometimes make you feel invisible. This
is not only painful in society aspects, but also
harmful in areas like healthcare, legislation
representation, sexual wellness education,
and lack sexual health products.

“DON’T BE AFRAID
O F S O M E T H I N G YO U
D O N ’ T U N D E R S TA N D .
ASK QUESTIONS, GET
C L A R I F I C AT I O N , S TAY
OPEN TO QUEER VOICES.“
A M I B OYA J I A N

Lemoon: Well, going back to my previous
answer, I think Queer folks face a lot of
devaluation and a general lack of validation
from our gay elders who view pansexuality,
or bisexuality as just being confused. In many
ways the prejudice we get from our elders is
very similar to that of uninformed straight cis
people. Actually, I would say it‘s much worse.
Cis gay male culture has historically been very
white and very trans-exclusive. As a result,
old cis gay white men are some of the most
judgmental and prejudice people that we have
in our communities. Yes, they experience
prejudice themselves but that does not wipe
away their cis male privilege. So the biggest
difficulty in being queer, in my estimation,
is the lack of validation we face from other
community members.
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How can we foster acceptance and understanding for queer people and their unique
identities?
Lemoon: I think we have to understand that
being gay/Queer/Pansexual....whatever,
doesn‘t mean we have anything else in common. Our experiences within our community
are vastly different from one another. There is
privilege and there is prejudice. We are never
going to all agree on everything because
our communities are too diverse. And that‘s
actually fine. What we need to all agree on
though is that we ARE all community. Queer
trans people are part of the „gay“ community. Queer gender-fluid people are part of the
„gay community.“ Queer people in general are
part of the gay community. We need to stop
creating larger and larger divides. There‘s no
„real“ way to be gay. We need to at least agree
to stop questioning each other‘s place in our
communities. Nobody gets to decide the worth
of another person in those ways.
Boyajian: Our human need to define people
and define ourselves sometimes stops us
from allowing us to have freedom with who we
are and what we desire. Social norms can be
so rigid, that anything other that what’s widely
recognized requires some imagination and
radical acceptance- to be open to possibilities and to accept them even if you don’t
understand them fully. There is no way to
understand fully someone else’s experience,
however we can acknowledge and respect
that experience. This is the essence of queerness. Don’t be afraid of something you don’t
understand. Ask questions, get clarification,
stay open to queer voices.

This interview is contributed by
Colleen Godin, EAN U.S.
Correspondent
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The adult industry has been blessed for the

first time in history with mainstream acceptance
exclusive

Justin Sayne Leather takes impact play beyond the fetish niche

What good is impact play without the BDSM story line? Justin Sayne, CEO of Justine Sayne Leather, thinks sexual sensation play can finally lose the kinky (and often cheesy) connotations and open up a new world of arousal for all humans.
Sayne designs and manufactures bondage gear, leather clothing and motorcycle wear, and every style of whip and flogger
known to kink. Sayne‘s creations, however, aren‘t your average shiny cow hide. Sayne procures dyed alligator hides from
an exclusive supplier in sub-Saharan Africa to make bumpy belts, cuffs, and even bikinis in lush colors like bright turquoise
and blood red. Though Sayne‘s products are obviously coveted by dedicated kinksters, Sayne says the fetish stereotype
doesn‘t fit his brand, or even come close to accurately representing what average folks do in their bedrooms. According
to Sayne, sensation management and BDSM aren‘t mutually exclusive, or else we might just have to categorize sliding into
a leather car seat or pulling on a pair of pants as consistently arousing experiences (though we‘re sure there are folks out
there who probably get off on either). We asked Sayne for his perspective on the rise of extreme fetishes and the demand
for boutique-style quality and custom pieces. If Sayne‘s predictions ring true, that young 20-something consumer who
chooses a customized gator skin whip probably isn‘t going to downgrade to Amazon knock-offs by the time she‘s 35.

„

We‘ve seen a big rise in popularity of extreme
toys and specialty products, like oversized toys,
fisting toys, animal replicas, chastity, and electro
stim. What‘s your take on the extreme
kink marketplace?
Justin Sayne: Obviously, we are seeing
extreme toys soar in popularity. It’s fun to watch
the market try to catch up with the demand. I’ve
not witnessed a limit to what type of product
people are using; everything from full on impact
to electro-stimulation seems to be the norm. We
are seeing popularity not only in our reproduction products, but especially in custom orders.
We have our fair share of experienced players
and those guys are great! Where we are
experiencing high demand is in consumers
under 25 - especially female.
How do your customers discover their kinks?
And how does this play out for small BDSM
shops like yours?
Justin Sayne: People tend to discover their
fetishes in a way that is most comfortable for
them. So it is difficult to pinpoint a way that
works for everyone. What we are seeing right
now is a massive amount of media pertaining to
these topics. In a world with a million amateur
authors having the ability to publish instantly on

Justin Sayne, CEO
of Justine Sayne Leather
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the internet, you can find miles of authors
sharing their experiences real and imagined, for
anyone to read and share. To think that folks are
getting floods of new ideas not only at young
ages, but at ages where their kids have moved
away and they have the time to explore
themselves is vividly exciting. These folks get
excited and heavily stimulated by their own
sexuality. With the amount of boutique brand
products on the market today, they are able to
purchase any toy they can dream up. In some
instances, the customers are so personally
linked to the brand that calling them fans is more
appropriate because it’s more personal.
How do you anticipate and create products that
are a hit with consumers?
Justin Sayne: We tend to test our products
before we reproduce them. If we don’t see a
heavy response we don’t waste the leather to
make them. We only want hot sellers in our
line-up. We received an XBIZ nomination for our
asphyxiation safety collar. It’s exciting times to
be able to distribute a product that is typically
considered taboo. That being said, the
asphyxiation safety collar sells heavily! People
are pushing their limits to the edge in all sorts of
play including breath play. The fact that
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“ F E TI S H T R E N D S C O M E
A N D G O L I K E TH E W I N D .
S O M E TI M E S TH E Y ’ R E F U N
A N D S O M E TI M E S TH E Y ’ R E
L I K E A N A N N OY I N G K I D
B R OTH E R . “
J U S TI N S AY N E

offered. Suddenly we have not only a flood of new
products, but also of people wanting them. I think that
we will see the industry evolve into these new products
because the public is demanding them. This
generation gets bored with a product very quickly
and very easily. They are also starting with heavy
impact at a very early age. The public itself is evolving
faster than we can put out the toys to meet their
needs. We have 18-year-old customers buying high
impact products frequently. What do you think that
this customer is going to use at 35 and who are they
going to buy it from?

trends come and go like the wind. Sometimes they’re
fun and sometimes they’re like an annoying kid brother.
You’ve gotta love them but… I think that if there’s one
thing that we are catering to as far as fetishes, it would
be that we are trying to move away from words like
bondage, BDSM, and fetish. They just seem so icky.
We don’t feel like they properly represent the
sensations that we experience when we use these
products. We also feel like every product in the adult
industry is a sensation product and that will be our
focus into the future. Bondage and BDSM does
describe a heightened sensation management, but at
the end of the day, any toy that we played with
elevated our senses to the point that we wanted to
spend money before we even purchased it. We feel
that people perform sensation management in every
aspect of their lives. We get stimulation from the
clothes we wear, to the cars we drive, to the shows we
watch on TV. We are constantly sustaining our
sensations. Humans are already in the habit of
managing our sensations. At Justin Sayne Leather, we
would like to help you build your sensation management to include sexuality.

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

How do you stay on the cutting edge of fetish
play products?
Justin Sayne: At Justin Sayne Leather, we have not
made it a tradition to cater to new fetishes. We have
found that creating a trend or at least remaining on the
cutting edge serves our purpose quite nicely. Fetish
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„

You come from a family of entrepreneurs.
Does this help you with your business activities today?
Tim Faber: The norms and values that were
shared at my family dinner table through conversations, discussions, and opinions have
shaped my entrepreneurial mindset. However,
I’m very independent when it comes to my
business. I’ve surrounded myself with a group
of bright, talented, and passionate people
who work with me as I call the shots.
What was your childhood ambition?
Tim: For as long as I can remember, I was
always the kid at birthday parties and family
get togethers who would talk about business.
I wanted to do business, it’s all I cared about.
How did you get into the sex toy industry?
Tim: Looking back, its easy to connect the
dots to where we are now. But to make a
long story short, one thing led to another
and before I knew, I was on a plane with my
own portfolio representing my own company:
Intimate Distribution.

Running a wholesale business
in the erotic market has become quite challenging. It can
take a toll on your mind and
even your body, and you need
determination and perseverance to make it in this business.
Fortunately, Tim Faber’s body
and mind had already been
steeled when he applied to join
the special forces division of
the Dutch military. Ultimately,
he decided to pursue a career
as a businessman instead.
EAN decided to test his mettle
by letting him run the gauntlet
of the Monthly Mayhem.

If you weren’t in this industry, what would you
be doing now?
Tim: I’d probably be working in a similar type
of business, selling consumer products that
people buy to have a good time. It’s something I truly enjoy.
What was the biggest step in your career?
Tim: Saying goodbye to the safe haven of
being an employee and setting up my own
company.
Where do you see yourself in 10 years’ time?
Tim: The industry is evolving really fast and
even looking beyond next year is extremely
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difficult. However, when it comes to dreaming
my way into the next decade, I still see myself
heading Intimate Distribution and possibly
putting my experience to work and partner
with other industry related businesses.
How do you envision the future of the sex toy
industry?
Tim: I see a lot of opportunities in this industry and in the next 10 years, I’d like to see
Intimate Distribution as an established name
within the industry, branching out into other
areas related to the toy industry …
What is your idea of a perfect working day?
Tim: Speaking to my customers and discovering what to bring to market next.
How do you relax after work?
Tim: I work out.
Who would you consider your role model and
why?
Tim: There are a lot of inspirational business
people out there, but I don’t really have role
models. I like to set targets of things I like to
achieve.
Imagine you have been asked to award a
medal to someone. Who’s the lucky winner?
Tim: My parents for putting up with me all
those years and supporting me regardless.
Which personal success are you proud of?
Tim: I went through, and passed, the toughest physical and mental test known to man
when I applied to become a commando in the
Dutch Military.
What do you particularly like about yourself?
Tim: I’m an upside thinker.
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Tim Faber
Questions & Answers
Which vice could you never forgive?
Tim: I do believe we are all human and people make
mistakes. However, there are lines that shouldn’t be
crossed, and I believe there are age limits for good
reasons.

“S U R R O U N D YO U R S E L F
W I TH P E O P L E W H O H AV E
G O O D I N T E N TI O N S A N D

What song do you sing in the shower?
Tim: Anything between 1980 – 2000.

I N F L U E N C E YO U I N A
P O S I TI V E WAY. “

Who would you never ever like to see naked?
Tim: A former high school teacher. Terrible human
being.

T I M FA B E R

With whom would you like to go to the cinema and
what film would you watch?
Tim: I’d like to take my girlfriend to see the Wolf of Wall
Street 2. That movie deserves a sequel.
You have a month’s holiday. Where do you go?
Tim: Maldives is still on the list, wouldn’t mind some
time off on one of those islands.
Which three things would you take with you to a
deserted island?
Tim: A knife, a fishing net, and satellite phone to call
for help.
If you could swap lives with somebody for a day, who
would it be?
Tim: The president of the United States of America.
Is there anything you would never do again?
Tim: I’ve tasted some crazy things over in China…
Do you have some good advice you want to share with
our readers?
Tim: The Average of 5. I picked up a paper a few
months ago which explained the average of 5, and
how you are the average of the 5 people you hang out
with the most. Surround yourself with people who have
good intentions and influence you in a positive way.
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iClean Tube Control 19 cm / 7.5 inch
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THE POSSIBILITIES ARE ENDLESS
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SRP € 29.95
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€ 9.59

iClean Tube 34 cm / 13 inch
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SRP € 29.95
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€ 9.59

iClean Tube 19 cm / 7.5 inch with control

WARMING
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CHOCO
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iClean Tube 34 cm / 13 inch with control
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COSMETICS I LUBRICANTS I GELS &CREAMS I HEALTHCARE I OILS I FOOD SUPPLEMENTS

With Cobeco Pharma’s private label you can produce your own
products by selecting your preferred components. You have the free
choice to either update your former product range with new specs, or
you can create a totally new sub-label with some new sensual looks.
We produce and design the products under your label, whereafter
it automatically will be delivered. The new face of erotics is only an
order away!

For more information and inquiries go shop.cobeco.nl/private-label

PRODUCT

T6198
SRP € 16.95
from

€ 5.43

iClean Pro Intimate Douche

KRAHO GmbH
Email: info@gayshop.com
Oberau 6 - A-6351 Scheffau Tel.: +43 5358 4 31 31 80

Producer and wholesaler of pharmaceutical, cosmetic and stimulating products
cobeco pharma wholesale bv • hertzstraat 2 • 2652 xx berkel en rodenrijs • the netherlands
info@cobeco.nl • www.cobeco.nl • t +31 (0)10 290 09 91 • f +31 (0)10 290 09 94
sales@cobeco.nl • shop.cobeco.nl • t +31 (0)10 290 65 25
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Welcher Mann
will das nicht –
für mehr Ausdauer & Power
beim erotischen Liebespiel
& für ein erfülltes Liebesleben.
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HOT BIO LUBRICANT

17768D
SRP € 44.95

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

from € 17.98
TREASURE ISLAND MEDIA

HOT BIO LUBRICANT

Expansion of our BIO range with ANAL
SUPERGLIDE, WARMING GLIDE and
XTREME SUPERGLIDE. Organic & vegan,
waterbased lubricants. Especially pleasant to the skin. Gives a silky soft touch.
Eco tube made from renewable raw
materials.
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SRP € 39.95

from € 15.96
ACTIVE DUTY

KRAHO GmbH
Email: info@gayshop.com
Oberau 6 - A-6351 Scheffau Tel.: +43 5358 4 31 31 80
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E
Anal Superglide
100ml 3.4fl.oz
Art. No. 44181

Warming Glide
100ml 3.4fl.oz
Art. No. 44182

Xtreme Superglide
100ml 3.4fl.oz
Art. No. 44183

BIOLOGISCHE & VEGANE GLEITMITTEL-SERIE!
ORGANIC & VEGAN LUBRICANT-SERIES!
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ende Creme zur Anregung des Brust-Wachstums mit einee r
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ti
Wirkstoffkombination.
W
Zur täglichen Anwendung geeignet, ideaa l
kombinierbar mit den Brust-Massage-Übungen. Zur Stabilisierung des Erfolgee s
ist eine dauerhafte und tägliche Anwendung empfehlenswert.
A perfect building cream to stimulate breast enlargement with an unique ingredient
combination. Suitable for daily use, perfectly combinable with breast massage
exercises. To make the effect last, long-term and daily use is recommended.
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100ml / 3.4 ﬂ.oz

MASSAGE OILS
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