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Emma Humphreys is the

new CEO of Nice ‘n’ Naughty

letter from the editor

Dear Ladies and Gentlemen

From part-time to CEO

It won’t surprise anybody
that the corona crisis plays
a major role in this latest
issue of EAN yet again
- and considering how
everybody here feels about
the current situation, I was
tempted to add an ‚unfortunately‘ to that sentence.
However, that wouldn’t
have changed anything
about the fact that our lives
are still very much dictated
by the pandemic, even
though many countries are
in the process of removing restrictions. Will this
process continue or – God
forbid! – will there be a
second wave of infections?
Nobody knows. So, all
I can tell you is that the
far-reaching effects of the
corona pandemic will continue to be a part of our
daily lives for a while. Case
in point: In this issue, several market players tell us
how they cope with the crisis and what they predict
for the time after coronavirus. Interestingly enough,
none of them have stuck
their head in the sand.
Many of our interviewees
even feel that there is
reason for optimism – and
a little optimism never hurt
anybody.

Warrington, England - March 1st, 2020 saw the appointment of Nice ‘n’ Naughty’s first CEO
in its 21-year history, and that lady was no stranger to the company. Emma Humphreys is
well known in the industry and has always been a major part of the Nice ‘n’ Naughty family.

H

impossible task. Emma is affectionately
aving started with Nice ‘n’ Naughty
known as the Mother of the Team and
10 years ago this coming August, as
is held in the highest of esteem by the
a part time accounts assistant, Emma’s
whole team, who know they can contact
dedication to the business has seen her
her at any time, and this new role not
grow within the company to the positionly reflects her position in the company
on she is recognised with today, Chief
but is also reflective of the 10 years of loExecutive Officer. During her journey with
yal commitment to Nice ‘n’ Naughty and
Nice ‘n’ Naughty, she has progressed
all its team. “I am honoured to be offered
from her part time roll in Accounts, to
this position and will continue to support
head of HR, Health and Safety and has
both Directors
handled the
and all the staff
licensing of the
in every way I
company’s stocan. Nice ‘n’
res for the last
Naughty is
8 years and
such a unique
most recently
company in
has taken on
this industthe company
ry, as we all
payroll as well
work together
as additional
Emma Humphreys is Nice ‘n’ Naughty’s
to create an
accounts
first CEO in its 21-year history
environment
duties. Emma
that is both perfect for the customer and
was a key player in the team who were
the employee. I have always been aware
instrumental in sourcing the purpothat the people within this company
se-built headquarters and website space
gives it its strength, and I am an example
within the heart of one of Cheshire’s
of how the company invests in the team
major towns, utilising skills to design
and see’s the potential that each one
and organise the transition from two
of us has and strives for us to achieve
separate locations into this new hub of
this. I will take on this new role knowing
industry in Warrington. Without her hard
the future is going to be incredible for all
work and determination, the license of
of us”, Emma Humphreys, new CEO of
the new Boutique store on Sankey Street
Nice ‘n’ Naughty. 			
in Warrington would have also been an

That‘s it for this month!
Matthias Johnson
06
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Modern Emotion

summer issue now available
Shopping tips for consumers
Flensburg, Germany - The 41st issue of the free, neutral erotic magazine ‘Modern Emotion’ is now available with new, erotic
lifestyle topics and great shopping tips for consumers!

T

he motto of the summer edition 2020 is
“Rethinking and breaking new ground” and
deals mainly with love in times of Corona. In
addition to sensual reading and erotic films,
there are sexy outfit ideas for happy hour in
the home office and of course the latest love
toy trends. The topics are rounded off with
extensive product tests and two great competitions. Retailers can order ‘Modern Emotion’

(German language) free of charge as a handy
magazine to pass on to their customers:
Modern Emotion, Summer Issue 2020, Article
number: 0913111 0000 / 50 bundle. Orders
and further information: ORION Wholesale,
www.orion-grosshandel.de, grosshandel@orion.
de. From now on, the new issue of ‘Modern
Emotion’ is also available as a flip catalogue in the
download area at www.orion-grosshandel.de.

#1 MALE ENHANCEMENT
RCC WHOLESALE
SUPPLIERS OF
S E X U A L H E A LT H
PRODUCTS

RED STALLION KEEPS YOUR
CUSTOMERS COMING BACK
FOR MORE!

• High repeat sales - repeat customers spend 65% more money
• Effective formula - proving to be a market leader
• Maximum ingredient amounts for fast, effective results
• 100% safe, natural ingredients backed by clinical studies

WWW.RCC-WHOLESALE.COM | TRADE@RCC-WHOLESALE.COM
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CalExotics’ new Tremble

line provides deep, seismic pleasure
A new motor generation

Ontario, USA- CalExotics has released a new line of intimate massagers that will leave your
entire body shaking in ecstasy.

T

remble is a collection of compact massagers featuring Ultra-Soft dual-density
silicone and a new, body-resonating motor
designed for intense, seismic pleasure
that – according to CalExotics’ Resident
Sexologist Dr. Jill McDevitt – has a lot to
do with clitoral anatomy. “We all know that
surface-level clitoral stimulation can lead to
some incredible orgasms for people with
vulvas, but Tremble delivers much more
than that,” said McDevitt. “These reverberations are felt much deeper in the clitoral
structure, pleasuring the roots of the clitoris
that stem several inches into the body. This
creates a rumbling sensation that feels like
an earthquake between your legs.” The
Tremble line features four, earth-shattering
massagers: Tremble Tease, Tremble Tickle,
Tremble Kiss and Tremble Please. All four
massagers have a body-resonating motor
and are made of dual-density silicone,
which mimics the density and squishiness
of real skin. They are all USB rechargeable

and waterproof. Tremble Tease features
10 deep, rumbling vibration functions
and a round, bulb-like tip to hone in
earth-shattering pleasure. Tremble Tickle is
seismic fun in the palm of your hand with
10 rumbling vibration functions and a
flickering tongue tip. Tremble Kiss is made
for total arousal with 10 rumbling vibration
functions and a full-coverage design that
feels like your entire vulva is getting a deep,
trembling kiss.Tremble Please is made for
deeply satisfying pleasure with 10 functions of rumbling vibrations and a fluttering rabbit teaser. “We’ve always known
that the body is an incredible vehicle for
pleasure,” said Susan Colvin, Founder
and CEO of CalExotics. “But with this
new technology and innovation comes a
greater understanding of the depths of our
pleasure. The rumbling sensations delivered by this line are next-level pleasure and
can, quite literally, leave your body blissfully
trembling.”			

Beneden-Leeuwen, The Netherlands
- SHOTS has been busy during the
Covid-19 crisis, and introduces a series
of 10 different Feel Good Vibes with the
slogans / hashtags: #STATHEFUCKATHOME #VIBE IT UP, #STAYHOMEQUARANTEASE, #WINE AND DINE ME
69 ME, #GOOD VIBES SAVES LIVES,

#RIDING SOLO LIKE YOLO, #INSERTME, #EATSLEEPPLAY, REPEAT, #3
ORGASMS A DAY KEEPS THE DOCTOR
AWAY, #JUST DO ME. SHOTS also
offers this series with the possibility of
adding personalized texts, slogans or
company names. For more information,
please contact SHOTS.

SHOTS releases the Feel Good Vibe Series

PRE-ORDER

#FEELGOODVIBE

wholesale

$4,95

FEE001

FEE002

FEE003

FEE004

FEE005

FEE006

FEE007

NOW

FEE008

FEE009

FEE010
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IT’S A GUY THING

New & Exclusive

at SCALA: Happy Diva
Intimate care products
Waterproof

Wijchen, The Netherlands - SCALA is thrilled to

Rechargeable

announce a new brand to their premium line-up:
Happy Diva.
Flexible

0597236

T

his trendy collection of intimate care
products has a fun, sexy match for every
preference. From long-lasting lubricants to
arousing clitoral gels: there a product to make
every female customer a Happy Diva! The
Happy Diva collection contains over a dozen
sensual formulas. The collection includes multiple high-quality, long-lasting lubricants, each
with their specific appeal. There’s a waterbased
lube, a silicone lube, an anal lube, a vegan lube,
and even an edible body lubricant. In addition
to these, the Happy Diva range offers more
tantalizing fun with its arousal formulas, such as
the Spice Me Up! stimulating gel. Looking for
intimate wellness products? Happy Diva also
has these covered with its special After Sex gel,
which contains Aloe Vera to soothe the skin
around your hotspots, leaving everything down
there feeling soft and nourished. All the Happy
Diva intimate care products come in fun, flirty,
and eye-catching packaging with contemporary artwork. The brand is young, fresh, vibrant,
and flirty - and has a mainstream, non-intimidating appeal perfect for in-store display.
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ORION-WHOLESALE.com
2006-002
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Knocking function
with 7 modes

Tel. + 49 461 5040-210 or -114 · Fax + 49 461 5040-5346 · wholesale@orion.de
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SHOTS expands in Russia
Exclusive cooperation with S-Market
Beneden-Leeuwen, The Netherlands - SHOTS and S-Market have officially announced the signing of an exclusive distribution agreement for the Russian, Belarus and Kazakhstan market.

A

ccording to SHOTS, a cooperation
with Russia is considered their most
important priority and involves strengthening trade relations and expanding the
representation of the company’s brands.
Hein Schouten, Sales Director, said: “We
believe that our choice is the right one
for a successful development. We have
already been working with S-market for
some time now and the team is great.
We have already started preparing joint
marketing campaigns with S-Market for
our clients. Our joint promotion and sales
plan is designed to meet the needs of
different sales channels in Russia. So this
is the right next step for us.” S-Market
will be engaged in strategic positioning
of SHOTS brands. At the same time, the
companies will work together to develop
product representation and introduce
new innovative toys to the markets of
Russia, Belarus and Kazakhstan. All
partners will be offered even more additional support, including training pro-

Daria Norkina, SHOTS‘ new
Brand Ambassador in Russia

SHUNGA massage

grams, promotional materials, marketing
programs, and, of course, an individual
approach to each client. Another point
of the cooperation is the appointment of
an official Brand Ambassador for SHOTS
in Russia – Daria Norkina. Daria will be
responsible for promoting the company’s
products and increasing brand awareness from her office in Moscow. It is the
next step for SHOTS in their growth plan.
Hein says: “The new distribution strategy in working together with S-market
exclusive, plus Daria as a great addition
to the SHOTS family, will take Russia to
the next level.” Daria Norkina expressed
her gratitude for the trust: “I am very
happy to be a part of the SHOTS team. I
am proud to work for one of the world’s
most famous companies.” You can contact the exclusive distributor of SHOTS
In Russia, Belarus and Kazakhstan via
the website: www.sexmarket.ru or email
Daria directly: Daria@shots.nl or call her
on her mobile: +79 68 667 14 21

oils in new bottle shape

Wadgassen, Germany - The well-known
and popular SHUNGA massage oils are
now available from ST RUBBER in a new
bottle shape. The new bottle design is
luxurious and modern. If you have any
10

further questions, ST RUBBER’s customer service will be happy to help under
the telephone number: +49 6834 4006-0
or simply visit the online shop:
www.strubbi.com
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SLICK‘N‘SLIDE mow

available in pump dispenser
Ultra-long-term sliding fluid

Hanover. Germany - SLICK‘N‘SLIDE – the glide
fluid with the optimum combination of medically
tested skin compatibility and ultra-long glide is
now available in a practical bottle with pump
dispenser.

T

he extremely
high-yield fluid
provides extensive
sliding pleasure
during vaginal and
anal intercourse
and is also ideal
for body massages. The silicone-based glide
fluid can even be used for varied intercourse
in the bathtub or under the shower, and that in
simple one-handed operation. SLICK‘N‘SLIDE is
the only sliding fluid in the pump dispenser and
3D effect. With this new feature, lovers can be
sure that they always have the right lubricating
fluid in their hands. The experts from JOYDIVISION in Hanover give the sliding wonder even
more valuable properties. The special gel refines
not only vaginal and anal intercourse but also
every massage. Tender touches during foreplay, hot acts of love and invigorating relaxation massages are supported by the versatile
SLICK‘N‘SLIDE through long-lasting gliding.
Economical people are pleased about the low
consumption. The oil and fat-free SLICK‘N‘SLIDE is suitable for condoms and is free of preservatives. High-quality ingredients, clinical and
dermatological tests and the seal „Made with
Love in Germany“ promise smooth love pleasure. The product is also available as before in the
handy 20 ml (practical for on the go) and now in
the 100 ml bottle with pump dispenser.

2492890

ORION-WHOLESALE.com
2006-002
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Pleasurable stimulation with the

A&G-Spot vibrator from Sweet Smile
ORION Wholesale
Flensburg, Germany - The G-spot is one of the most well-known pleasure spots that women
have. However, there’s a spot that’s not as well-known but which is still very stimulating –
and that is the A-spot (Anterior Fornix Erogenous Zone).

I

t’s located a bit further down from the
G-spot, just in front of the cervix, in the
direction of the abdominal wall and it’s
known to increase the amount of vaginal
lubrication. It is said to feel extremely
pleasurable when this spot is stimulated and is also said to lead to multiple
orgasms. Stimulating the A-spot during
foreplay is particularly pleasurable. A
finger or a special sex toy like the new
‚A&G-Spot Vibrator‘ from Sweet Smile for
example are the best for this. The flexible
vibrator with its two stimulating heads
should be inserted into the vagina so that
one stimulating head can stimulate the
A-spot and the other one can stimulate
the G-spot. The 7 vibration modes can be
easily controlled at the push of a button. Furthermore, the vibrator’s flexibility
means that the user doesn‘t have to pull

Sx Tech 2020 opens

a muscle whilst pleasuring themselves.
The ‚A&G-Spot Vibrator‘ was developed
by the ORION product managers in close
co-operation with a German inventor. All
the sex toys from ‚Sweet Smile‘ are made
out of high-quality silicone with a velvety
soft PU coating. They are delivered in a
cardboard box that also has a description
of the product in various languages on it
as well. The toy can be seen behind the
blister packaging once the front of the
box has been opened. The front of the
box has a practical magnetic fastener.
Not only is the packaging eye-catching
and guarantees a sale, but it can also be
stood up or hung up with the hanger in
the middle. More products will now fit into
the sales space because they’re more
compact. They also take up less space
when they’re in storage as well.

its doors on November 20th

Berlin, Germany - Over the past months,
the sex tech industry rose to the challenges of corona with new products to help
us deal with intimacy and sexual wellbeing. The SX Tech conference had to
face the same challenges. “We have been
multitasking, open-minded to new experiences and getting creative to provide our
12

visitors, partners, and awesome sex tech
and fem tech companies with the best
space to connect – no matter the circumstances,” the organizers stated in a press
release. They were able to meet all the safety requirements, follow all the regulations,
and therefore will welcome their visitors to
Sx Tech 2020 on November 20th.
w w w. e a n - o n l i n e . c o m • 0 7 / 2 0 2 0

MediaBitch celebrates 15

years in the Adult Industry
www.mediabitch.com
London, England – MediaBitch, the marketing
and business development consultancy celebrates 15 years in the adult industry in June 2020.

L

aunched
in 2002 in
London, UK
MediaBitch
worked with clients in art, fashion, charity, media, and entertainment before
expanding into the sexual health and adult lifestyle markets in 2005. The first foray into the
adult sector for MediaBitch was handling the
PR and marketing around the global launch of
The Cone. It was one of the first companies
to apply its mainstream marketing experience to the adult sector, successfully bringing
sex toys to the mainstream with coverage in
national print, consumer magazines, online
publications, radio and product placements
on terrestrial television across the globe; as
well as marketing products in an innovative
new way. Over the last 15 MediaBitch has
expanded its client portfolio and now offers a
complete bespoke service to adult focused
brands worldwide including PR, marketing,
brand representation, sales, events, operations, and business development. MediaBitch
has worked with a variety of brands including
sex toys, retailers, distributors, adult films,
national sexual wellbeing events, sextech
platforms and adult lifestyle holidays. To find
out more about the services that MediaBitch
offer or to discuss what MediaBitch could do
for your company, please contact Nina Saini
on nina@mediabitch.com
13
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Premium backdoor

fun with Doc Johnson’s A-play
SCALA
Wijchen, The Netherlands - New and ready to order at SCALA: A-Play by Doc Johnson. This
range of sexy anal plugs is packed with powerful vibrations and innovative features, making
it a must-have for all lovers of backdoor fun.

A

-Play is Doc Johnson’s new premium
line of high-performance butt plugs,
created with a variety of sizes and special
features to boost your anal pleasure. The
collection includes products for every experience level, from beginners to advanced players. Each sexy plug in the A-Play
collection is also USB-rechargeable,
water-resistant, and includes a charging
cable and fabric storage bag. There’s something for every lover of backdoor fun in
the A-Play range. For example, the 7-function Rimmer plug by A-Play provides
double the backdoor pleasure. According
to Doc Johnson: “The insertable section

vibrates and twists as powerful spinning
ridges along with the stem tease and
massage the sensitive anal entry point.”
Looking for a more classic plug? Then
you’ll love the high-quality Vibe by A-Play.
This smooth silicone plug has a tapered
silhouette, 10 powerful vibration functions,
and comes with a remote control for
hands-free fun. That’s not all! The A-Play
collection also includes the Thrust anal
plug. The Thrust “contains a motorized
weight that thumps and thrusts inside the
firm silicone exterior in 7 unique rhythms
for a unique and stimulating feel”, Doc
Johnson explains.

New Happy Rabbit point of sale material
Bath, England – Lovehoney has announced the release of new Happy Rabbit point
of sale materials including stands, headers
and shelving, as well as downloadable sales strips for in-store toy holders. The new
sales material coincides with the reopening
of non-essential shops across the World,
so retailers can make the most of their
creative displays to entice shoppers and
help prospective customers make purchase decisions. The clear and concise instore
merchandising materials are designed to
be informative without being overwhelming
and are appealing to both sex toy newbies
14

and experts alike. The quirky designs also
highlight the range’s fun and vibrant
personality. The Happy Rabbit collection
has been highly in-demand throughout t
he lockdown period and saw a 45%
increase in sales year on year in April and
May, proving that users have been
hopping-mad for the powerful sensations
the rabbits have to offer. As many
shoppers move back to the physical brick
and mortar mode of shopping, it’s never
been a better time to review displays
and ensure POS stands are deployed
effectively and strategically.
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Lovehoney launch virtual training
Facebook Live & Zoom
Bath, England - Lovehoney B2B are offering virtual training sessions via Facebook Live and
Zoom, to keep retailers up to date with new products and their features, as well as brand
training or refresher courses.

T

he newest mode of online training
from Lovehoney is via Facebook Live,
and the first session took place on the
10th June on SPAM (Sex Professionals
and Manufacturers), which is a Facebook
group created by Megan Swartz from the
Deja Vu store in Las Vegas. The group
acts as a resource for retailers to receive
up to date information and training. The
training session covered Lovehoney’s
Happy Rabbit and Fifty Shades Of Grey
collections, including new launches and
bestsellers. The video is available for playback from the platform and Lovehoney
representatives are offering to schedule
further training with retailers directly upon
request (please email trade@lovehoney.
co.uk).In light of the COVID-19 disruption,
a large emphasis has been placed on
virtual training from the sexual wellness
brand, as they strive to support retailers

in these challenging times. Lovehoney
Sales Manager Sabrina Earnshaw says
“Providing online support to our customers and retailers is a big priority for us.
Our first Facebook Live was so much
fun and we are excited to carry out more
training in this way due to the platform‘s
ability to speak to people in an intimate
and engaging way.” The sexual wellness
brand are offering sessions tailored to
individual needs and timezones, and can
provide resources such as sales sheets
and samples prior, so you can handle
the product in real time, giving a better
understanding of their benefits. If you
want to arrange your own online training
session or have any questions, reach out
to trade@lovehoney.co.uk.Alternatively,
head to Lovehoney’s dedicated B2B
website, where promotional online assets
are available for download.

Vibrating Masturbator from You2Toys
Flensburg, Germany - The new vibrating
‚Glans Masturbator‘ from You2Toys is
now available from ORION Wholesale.
The ‚Glans Masturbator‘, that is made out
of black silicone, provides a wonderful
blowjob feeling when the soft material
covers the glans and pleasures the area
with velvety soft dots. Furthermore, the
16

seven vibration modes offer exciting
variety during solo fun. Water-based
lubricant provides that extra thrill. The
‚Glans Masturbator‘ is delivered in sturdy
packaging that has a description of the
product in various languages on it as well.
The packaging can also be stood up or
hung up with the hanger in the middle. 
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No taboo
Seamless bodysuit, black
S-L, XL

MSRP incl. VAT

9,95€

Teaser
Mesh babydoll with fine lace trim
including thong and hairpiece,
3 pieces, black / white
S/M, M/L, L/XL
MSRP incl. VAT

11,95€

Heart rob
Mini dress with deep cowl neck
and open back, including thong,
2 pieces, red
S/M, M/L, L/XL
MSRP incl. VAT

11,95€

Bedtime story
Mini dress with thong,
2 pieces, black
S/M, M/L, L/XL

MSRP incl. VAT

10,95 €

Midnight mirage
Mesh kimono with satin details,
2 pieces, black
S-L, XL

MSRP incl. VAT

8,95€

Double spice
Lace triangle bralette set,
2 pieces, black
S/M, M/L, L/XL

MSRP incl. VAT

10,95 €
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Safe travels

with Cobeco FEMALE
The product line is extended
Berkel en Rodenrijs, The Netherlands - The Cobeco FEMALE range is mostly known for to
contain products that are altered to a woman’s need, both in look and feel.

A

s this range already contained a
Shine toy cleaner and an Anal Relax
lubricant especially designed for women,
the addition of the new products where
only more than logic and fit in the range
as a sexy glove. The first addition to the
FEMALE range is the FEMALE Vibe me up
duo set 60ml, which consists of a small
silver clitoris vibrator which is easy to use
and a complementary Hybrid 2 in 1 water
based lubricant. The Hybrid 2-in1 lubricant
has properties of a silicone lubricant, but
is based on water. The lubricant does
not affect the vibrator, but ensures an
long smooth session. This set is suitable
for everyone because it can be used
perfectly for solo fun, but it is also great
to use as a foreplay for couples. Next to
this great duo set, Cobeco also added
a FEMALE Cobeco Monoi Lubricant.
This sexy lubricant, with the seductive
scent of monoi will give partners the idea
your making love on a tropical island,

surrounded by white beaches and waving
palm trees. Monoi oil finds it origin in
Polynesia, where it is used for centuries
as a sacred oil for different medicinal,
cosmetics and religious purposes. The oil
is produced by placing the flower potion
of the tiare flowers in refined coconut oil
for a minimum of 15 days, this process
called “enfleurage” (flower soaking). The
oil has soothing and protective qualities
for the skin and leaves your skin feeling
hydrating. The FEMALE Cobeco Monoi
Lubricant will bring you all you need for
an intimate evening, including a great
scent. The formula is completely water
based and will therefore not harm any
toys. The lubricant is hydrating for the skin
and is suitable to use for body massages,
sexual intercourse and is safe for use in
combination with latex condoms. The
bottle is equipped with a handy pump,
which makes distributing the product with
the use of only one hand super easy.

Fleshlight Ella Hughes
Zwaagdijk,The Netherlands - Fleshlight
textures don‘t come sweeter than Ella
Hughes‘ Candy. The experience starts
with a tight set of waves before exploding into a geometrical paradise of
ribbed outer edges and pliable trian24

gular nodules designed to tantalize the
shaft. The upper chamber is where the
experience gets really intense with rows
of ridges that may make even the most
stamina-ready man blow upon contact.
Available from Eropartner.
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Get California

Dreaming this summer
Bright, beautiful vibes

Wijchen, The Netherlands - The perfect way to enjoy a pleasurable summer? The California
Dreaming collection by CalExotics, exclusively available at SCALA!

T

his colorful range of feminine, fun,
and flirty toys is ideal for summertime
loving and adds a touch of sunshine to
any in-store and/or online assortment.
The California Dreaming collection is
filled with bright, beautiful vibes. The
range spans all popular product categories, and has a sunny match for
every pleasurable preference! You can
choose between nearly a dozen enticing
silhouettes, including the Laguna Beach Lover, Catalina Climaxer, Pasadena
Player, Newport Beach Babe, and the
Valley Vamp. Other products in the range

Kheper Games launches

include the Sierra Sensation, Hollywood
Hottie, Palm Springs Pleaser, and Venice
Vixen: stimulators, G-spot vibes, classic
vibrators, and intimate massagers. All the
California Dreaming products are made
of premium, hypoallergenic silicone and
feature luxurious designer accents, such
as chrome-colored details. The vibes
are also easy to operate using intuitive
controls and come in sleek, eye-catching
packaging. This colorful collection by CalExotics is exclusively available to SCALA
customers and currently has excellent
stock availability.

two new party games

Seattle, USA - Kheper Games announced
the release of two new party games for
intimate game nights or Zoom or other
video chat play. Both games offer 400
questions and are called ‚What If…?‘ and
‚More Extreme Personal Questions‘. ‚What
If…?‘ Is the adult party game where you
blurt out the most ridiculous answers you
can come up with to crazy What If…?
scenarios. One player reads a What If…?
Scenario Card to two competing players.
They try to quickly come up with inappropriate and hilarious answers. The group
then awards a point to the best answer.
For 3-20 Players. ‚More Extreme Personal
28

Questions‘ is the much-anticipated follow-up version to the very popular Extreme
Personal Questions Game. Game play is
the same. Players take turns asking the
group questions and the first two volunteers share their answers. The group
votes for their favorite answer, and that
player wins the card as the point. A player
wins after 5 points. The content delivers
well on the name of the game, so brace
yourself! Questions are HUGELY personal!
In addition to being great games to play at
parties in the future; they can also be played with a friend or friends over a device,
with a video chat or live event.
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Packaging
RLoveution
All for one love and one love for all! The new packaging
for Satisfyer love toys got more beautiful. Thanks to fresh
colors, to a modern, outstanding design and premium
quality boxes. The revamped packaging unites all of
Satisfyer’s much loved collections – for a professional,
contemporary and coherent brand identity.
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www.satisfyer.com · sales@satisfyer.com

Stock photo. Posed by model.

Let´s talk

about ...
“This vibrator has

“Brings you to

“Mind

given me approximately

orgasm in record time.”

Blowing Satisfaction.”

“Satisfyer is the perfect

“This was bringing out

1.000 orgasms.”

“Sweet baby Jesus, I‘m

companion that countless

a whole new side of me.

never leaving my flat again.

women swear take them

I felt greedy. I felt insatiable.

It felt like nothing I have ever

right to heaven.”

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

experienced on this earthly
plane, SRSLY.”

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

“It‘s basically magic.”

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

“The Satisfyer is one of
the most revolutionary toys

“Get ready for

to help you get lost

on the market.”

your life to change.”

in wonderland.”
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XR Brands introduces bendable, posable
‚Wonder Vibes‘ made of liquid silicone
Adjustable rabbit-style vibes offer luxe comfort that can contour to users‘ bodies
Huntington Beach, USA – XR Brands is proud to present the new gold standard of pleasure,
Wonder Vibes bendable vibrators.

T

his unique line allows users to personalize their pleasure by adjusting the
contour of each vibe’s insertable portion
to find their ideal shape and, in turn,
maximum comfort and satisfaction. The
Wonder Vibes line includes the 7X Bendable Silicone Rabbit Vibrator featuring dual
motors in the shaft and clitoral stimulator,
the 7X Bendable Silicone Clit Stimulating
Vibrator with a flexible internal stimulation shaft and powerful external clitoral
stimulator, and the 7X Bendable Silicone
Vibrator, which offers a classic, beloved
internal vibrator shape with innovative
flexibility. Each Wonder Vibes vibrator is
made with silky smooth black silicone and

features gold ABS accents. “The Wonder
Vibes line is exciting because it combines
customizable bendability with the silkiest
liquid silicone out there,” XR Brands President Rebecca Weinberg said. “We know
that today’s savvy adult shoppers want
more than simple vibration and adding
the option to easily adjust the angles
makes Wonder Vibes more than deliver.
Consumers are always on the lookout for
new, innovative sex toys and we believe
Wonder Vibes does just that.”Made with
premium liquid silicone, Wonder Vibes
are waterproof and rechargeable. Each
vibe boasts a strong motor for powerful
vibrations in 4 patterns and 3 speeds.

SHOTS announces expansion
of offices and warehouses

Beneden-Leeuwen, The Netherlands
- Oscar Heijnen Holding, the parent
company of SHOTS, PharmQuests and
Ohno, will hugely expand its current
location in Beneden Leeuwen, the
Netherlands. Business is going well at
SHOTS and the continued increase in
turnover is resulting in a shortage of
space. Two years after the construction
of the new building, which holds a

new
(5000m2)

new
(5000m2)

_CAMPUS
(2500m2)
(7000m2)

new
(2500m2)

Future expansion
plans for 2021
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hefty number of 2500 pallets, is already
‚threatening‘ to reach its total capacity
once again! Hence SHOTS has decided
to secure all the available building
plots in the surrounding area. With
this purchase, the land, warehouses,
showrooms and office space will all be
doubled in the near future. This is the
largest investment and expansion in the
company’s history.
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APPlause!
APPlause!
At the world‘s largest electronics trade fair for consumer
goods in „CES“ Las Vegas, Satisfyer presented its new
revolutionary app::
Satisfyer Connect
Due to the successful interplay of sexual well-being and
technology, the Satisfyer Connect app won the globally
recognised CES TWICE Picks Award! The CES jury
particularly praised the haptic programming, motion
detection and the possibility of creating new vibration
programs.
The CES TWICE Picks Award is only given to the best
consumer goods worldwide.

®

Apple, the Apple logo and Apple Watch are trademarks of Apple Inc., The Android name and the logo are trademarks and property of Google LLC.
The Bluetooth® word mark and logos are registered trademarks owned by Bluetooth SIG, Inc. and any use of such marks by EIS GmbH is under license.
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App sensation for
your Satisfyer

Curvy 2+
Air Pulse Stimulator + Vibration
MSRP incl. 20% VAT

39,95 €

Mono Flex
Vibrator
MSRP incl. 20% VAT

49,95 €
Experience endless app highlights
• Create your own vibration patterns and share them with users around the world
• Convert ambient sounds into vibration programs
• Enjoy vibrations to the rhythm of your playlist
• Control other Satisfyer devices via video chat
• Use your mobile phone as a remote control
• ... and much more!

www.satisfyer.com · sales@satisfyer.com

®

Apple, the Apple logo and Apple Watch are trademarks of Apple Inc.,
The Android name and the logo are trademarks and property of Google LLC.
The Bluetooth® word mark and logos are registered trademarks owned by Bluetooth SIG, Inc.
and any use of such marks by EIS GmbH is under license.

Launch
soon
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Join the

app ride

MSRP incl. 20% VAT

39,95 €

Double
Joy
Partner Vibrator

App blowing
satisfaction
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Launch
soon

MSRP incl. 20% VAT

49,95 €

Double
Fun
Partner Vibrator

Launch
soon

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

control
MSRP incl. 20% VAT

59,95 €

Double
Love
Luxury Partner Vibrator

N E W S

New Vegan Fetish now

available at ORION Wholesale
Five articles on stock
Flensburg, Germany - There are five new fetish products from the ‚Vegan Fetish‘ label now
available exclusively at ORION Wholesale. The high-quality products are true to the original
leather look style but they don’t contain any animal components.

T

he following products from ‚Vegan
Fetish‘ are currently available at
ORION Wholesale: Fetish fantasies can
be lived out really easily with the stylish
restraint set . First of all, the collar and
the waist strap should be tied around the
neck and the waist. The handcuffs can
then be placed in front of the stomach or
behind the back depending on the mood.
The entire set has buckle fasteners and
can therefore be used to adjust the straps
so that they fit the wearer perfectly. The
handcuffs are the perfect item for all the
fetish fans. Thanks to the practical hook
and loop fasteners, the handcuffs are
easy to use and can be adjusted easily
too. The removable metal chain makes
various games possible. The handcuffs
are a real all-rounder that shouldn’t be
missing from anyone’s fetish collection.
The five selected accessories (blindfold,
flogger, strap-on string, handcuffs and

ankle cuffs) can be used separately but
they can also be used with each other
as well and will help couples experience exciting games of dominance and
submission. The collar and leash is also
perfect for BDSM beginners. The collar is
in a beautiful leather look and is extremely
comfortable because it has soft padding.
The collar also stands out because of its
decorative spikes and can definitely be
used as a fashionable accessory. The
practical D-rings mean that the leash can
be attached in various places.The ‚Vegan
Fetish‘ assortment is rounded off by a
paddle. This classic example stands out
because of its original leather look and
the fact that it’s 100% free from animal
products – just like all the ‚Vegan Fetish‘ items. The ‚Vegan Fetish‘ products
are delivered in environmentally-friendly
packaging that has the FSC seal (the
mark of responsible forestry) on it.

Wadgassen, Germany - Customers of
ST Rubber can now order the article
Duo Balls in the colour blackberry-white
from Vibratissimo. Discreet and invisible
to wear, the Vibratissimo DuoBalls are
designed to provide pleasurable moments
in everyday life – whether at home, on
the road, at sports, in a restaurant or

club. Whether together with a partner at
home or thousands of kilometers apart,
Vibratissimo makes it possible. If you
have any further questions, ST RUBBER’s
customer service will be happy to help
under the telephone number: +49 6834
4006-0 or simply visit the online shop:
www.strubbi.com.

VIBRATISSIMO Duo Balls
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Xgen Products now shipping

new styles from VIP Collection
5 brand new products available

Horsham, USA – Five brand new styles from the VIP Collection are now in stock, all available in a variety of colors and sizes,
and they are now shipping through Xgen Products.

“W

in lace with a playful hoop to complete
the look. Feminine, delicate and soft,
the designs of the VIP Collection are
crafted to make you feel sexy in being
dainty and delicate but embrace your
intimate and unique sex appeal with the
peek-a-boo detailing of the line. Each style and
color is available in three sizes: Small/Medium,
Medium/Large, and Queen Size.

e’re happy to be adding new styles to
the VIP Collection,” said Andy Green,
President of Xgen Products. “ The highlight of
this release is the Sexy Strappy Teddy, available in two colors, midnight black and wine.
The intricate details of this beautifully crafted
teddy are sure to make this one of your favorite pieces in your boudoir! This teddy features
a barely-there design in the front, and is edged

JOYRIDE
Hand Cleaner
100 ml

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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Sexy Lingerie

from ‚obsessive‘
Available at ORION Wholesale
Flensburg, Germany - From now on 11 new lingerie pieces of the label ‚obsessive‘ are available at ORION Wholesale.‘obsessive‘ is the lingerie label for women who like showing off
their femininity in a stylish, sensual and confident way.

T

he sexy lingerie really stands out
because lots of love has gone into
detail and the tantalising cuts flatter
any woman’s body. ORION Wholesale
has a separate size chart for the
‚obsessive‘ collection because the
lingerie is a bit smaller than usual.

The lingerie is delivered in a high-quality
cardboard box that can also be used as
a gift box. The cardboard box is covered
in an additional slipcase with a detailed
image of the respective product, as
well as a description of the product
in English.

The TENGA crysta
Tokyo, Japan - Male Pleasure Item brand
TENGA announces an addition to its reusable product line-up: the TENGA crysta.
With a new innovation in manufacturing
methods, the TENGA crysta combines futuristic design with functionality.
Made of a soft, flexible casing with firm
shapes embedded inside, the user can

customize the sensation by adjusting the
grip strength and placement. The item
is easy to wash, dry and keep clean.
The TENGA crysta is available in three
different designs, each of them encasing
different shapes of floating parts: Leaf,
Ball and Block. Available in Europe from
July 2020.

Now available:

The ST RUBBER News Catalogue 2020

Wadgassen, Germany - The brand new
News Catalogue from ST RUBBER has
arrived! From now on retailers can discover
many new products on 60 exciting pages.
From love toys to drugstore products to
fetish items, there is something new for
46

everyone. The catalogue is now available
online at www.strubbi.com for browsing
through, but can also be requested in printed form. If you have any further questions,
please contact ST RUBBER’s customer
service on +49 6834 4006-0.
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Xgen now shipping new

Bodywand Luxe 2-Way Wand
The Bodywand

Horsham, USA – Xgen Products is now shipping the new Luxe 2-Way Wand from The Bodywand, the first new Bodywand item to be released in almost a year. The Bodywand Luxe
2-Way Wand is exactly what it sounds like, a unique toy that has a head side and a tail side.

O

ne side features a classic wand
massager head great for external
stimulation, and the other side features
an ergonomic shape great for targeting
the g-spot. “We are very excited to be
releasing a new Bodywand item,” said
Andy Green, President of Xgen Products.
“As stores start to open up again across
the country, retailers will be excited to
get new items in stock to show off to
their customers!” The Luxe 2-Way Wand

has two separate motors, allowing the
user to choose which side they want
to focus on. The wand has 15 vibration
modes, is made from 100% bodysafe materials, splashproof, and USB
rechargeable. “The Luxe 2-Way Wand
is very unique, and a great addition
to the Bodywand family of products,”
added Green. The new Luxe 2-Way
Wand is available in two colors, black
and blue.

Caldas da Rainha, Portugal - What was
already pretty good got even better: Orgie
Company’s bestseller Touro got wilder!
With an exclusive formula, TOURO XXXL
is a cream formulated with Ginseng and
Gingko Biloba extracts that help to revita-

lize and invigorate man’s skin, Acmela – a
plant from the amazon rainforest – provides
the sensation of volume, and Taurine which
through an intense massage, stimulates
the man’s intimate area resulting in enhanced performance – feel more, feel bigger.

Wijchen, The Netherlands - Great news
from JOPEN: the brand’s brilliant new
Starstruck collection now exclusively
available at SCALA! Elegant, luxurious,
trendy, and feminine, Starstruck is guaranteed to captivate your consumers’
imagination with its sexy star power…
The new Starstruck collection by JOPEN
contains 4 premium silhouettes: the
Affair rabbit-style vibe, the Romance

wand massager, the Fantasy handheld
massager, and the Fling clitoral stimulator. Each vibe is USB-rechargeable,
packed with powerful vibration functions,
and made of top-grade silicone. What
makes Starstruck truly dazzle is the beautiful ‘Designer glitter base’, enhanced
with a luxurious golden one-touch easy
push-button control; giving the collection
a fancy, fun, and high-end appeal.

Orgie has released Touro XXXL

Get Starstruck by JOPEN, exclusively at SCALA
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Medical lubricants for
sensual moments and
enhanced sensations
Also available in a strawberry flavour
& specifically for anal use and for toys

2005-054

Waterbased
20 ml
0610194
50 ml
0623911
200 ml
0623920
500 ml
0619930
1000 ml
0610062

Anal
50 ml
200 ml
500 ml
1000 ml

0623938
0623946
0623431
0624918

Strawberry
50 ml
0623954
200 ml
0623962

Toys
50 ml
200 ml

0610860
0610879

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

100%
VEGAN
MADE IN GERMANY

N E W S

BMS Naked Addiction
New at SCALA
Wijchen, The Netherlands - New and ready to order at SCALA: the Rotating & Vibrating
Naked Addiction Dong by BMS. This ultra-realistic dong features 360-degrees of mindblowing rotation and includes a remote-control for versatile play.

T

he new Rotating & Vibrating 7-Inch
Dong by BMS is packed with
high-end functions and perks. This
lifelike dong comes with ‘IncrediFeel
technology’, which is a special type
of platinum-cured silicone that has an
ultra-realistic feel. “Unbelievably soft
to the touch, yet firm where needed,
you’ll be obsessed with the sensation it
delivers. The Naked Addiction Rotating
and Vibrating dong is a luxury dildo
with hyper-realistic textures and veins in

the material. With a full 360 degrees of
rotation and strong penetrating vibrations
this dong is waterproof and harness
compatible”, BMS explains. Furthermore,
the Naked Addiction Rotating & Vibrating
7-Inch Dong by BMS comes with a
strong suction-cup base, allowing for
hands-free play. The design is also USBrechargeable via a charging port at the
base. This dong features multiple thrilling
modes of vibration and rotation, including
a very intense ‘Climax Mode’. 

Screaming O announces boost
in disposable toy sales

Los Angeles, USA -- Disposable pleasure
products are now trending amid the
consumer shift towards hygienic, germfree options, and Screaming O is seeing
a sharp spike in their single-use adult
pleasure products like never before.“With
sanitation being a high priority for everyone during this uncertain time, disposable toys are taking precedence over
the standard, more expensive reusable
items,” says Screaming O’s Vice President Conde Aumann. “We have seen a
sudden increase in demand for our line of
affordable, single-use vibrators and rings.
They are convenient, easy-to-use, and

50

you don’t have to worry about cleaning
them afterwards.” Screaming O offers a
variety of vibrant - and inexpensive - adult
toys, such as the ColorPoP FingO Tips,
LingO vibrating tongue ring, and the item
that started it all, the Original Screaming
O Vibrating Ring. And don’t forget the
condoms! “Consumer demand can change on a dime: from disposable to reusable
to disposable again, Screaming O has
got you covered,” says Aumann. “We are
dedicated to giving our clients what they
need when they need it, while consistently
fulfilling orders to meet buyers’ choices in
this rapidly-changing retail landscape.”
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Xgen products now shipping

new pieces from Baci Lingerie
Expanding the White Label Collection

Horsham, USA – Five brand new styles from the VIP Collection are now in stock, all available in a variety of colors and sizes, and they are now shipping through Xgen Products.

“W

e’re happy to be adding new
styles to the VIP Collection,” said
Andy Green, President of Xgen Products.
“Stores are opening up all over the United
States and abroad, and these new lingerie
pieces will really stand out amongst the
crowd as consumers begin to shop again.”
The highlight of this release is the Sexy
Strappy Teddy, available in two colors,
midnight black and wine. The intricate
details of this beautifully crafted teddy
are sure to make this one of your favorite
pieces in your boudoir! This teddy features
a barely-there design in the front, and
is edged in lace with a playful hoop to
complete the look. Feminine, delicate and

soft, The VIP Collection consists of only
the highest in quality intimates for today’s
woman. The designs of the VIP Collection are crafted to make you feel sexy in
being dainty and delicate but embrace
your intimate and unique sex appeal with
the peek-a-boo detailing of the line. Every
meticulously designed intimate of The
VIP Collection pulls in effeminate lace and
supple, complimenting lines with a dash of
spice thanks to the peek-a-boo tops and
panties. VIP Collection is perfect for the
modern and confident, yet unapologetically
female, woman of today. Each style and
color is available in three sizes: Small/Medium, Medium/Large, and Queen Size.

The Triple Density King

Cocks have arrived at SCALA
Wijchen, The Netherlands - The new Triple Density Cocks by King Cock Plus are
ready to order at SCALA! This ultra-lifelike
collection features dildos and dongs with
3 layers of pure perfection: a stiff inner
shaft, a soft outer skin, and sexy realistic
detailing. SCALA has stocked up on
two types of Triple Density releases: the
Triple Density Cock Dildo and the Triple
Density Cock with Balls. “The improved
design & formula of King Cock Plus Triple
Density offers superior realism”, Pipedre52

am states. The triple-density construction
means the dildos and dongs come with
a solid core - complemented by a soft,
lifelike exterior, which creates the feel and
flexibility of a real penis. Not only is the
material more lifelike than ever before,
but they have less scent than previous
King Cock releases. The new King Cock
Plus Triple Density dildos and dongs are
also harness-compatible and feature a
powerful suction-cup base, allowing for
hands-free fun and versatile play.
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Doc Johnson shipping Leo of LeoLulu

Main Squeeze and Signature Stroker
ULTRASKYN

North Hollywood, USA - Doc Johnson is proud to announce that it is now shipping the Main
Squeeze and Signature Stroke of Leo, one half of the award-winning couple LeoLulu.

T

he real-life couple gained widespread
fame as amateurs on PornHub,
keeping it mysterious by showing everything but their faces. LeoLulu consistently
reigns in the top 10 most watched on
PornHub. “Like many others we were
intrigued with the mystery of LeoLulu not
showing their faces and impressed by the
loyal fanbase they built” Chad Braverman,
COO of Doc Johnson, said. “We knew
Leo (of LeoLulu) was the perfect addition
to our stroker lines. We wanted to create
something new, so being able to work with
LeoLulu gave us an opportunity to design
a unique box and products. Leo’s strokers
are the first releases of our partnership,
and we are looking forward to sharing our
additional LeoLulu products soon.” Each

of these masturbators are made from
ULTRASKYN, an incredibly lifelike material
which replicates the natural feel of skin.
The Main Squeeze’s hard-shell case features a squeeze plate, and adjustable suction strength lets users control and manipulate their experience to maximize pleasure.
“We can’t wait to hold our toys and see
the final product!” said LeoLulu. “We feel
so proud to be able to multiply our genitals
thanks to Doc Johnson. This opens the
door to a myriad of new fun combinations
for us, as well as a great way to get closer
for our fans!” This addition expands the
already-popular line of Main Squeeze and
Signature Stroker masturbators modeled
from popular talent such as Sasha Grey,
Sophie Dee, Dani Daniels, and more.

The June

Edition of MAG is here!

Flensburg, Germany - The June edition
of MAG is now available at ORION
Wholesale. Not only does the new,
monthly customer information magazine
inform its customers about products,
but above all it offers informative
added value and transparency.
The 32-page MAG contains additional
product reviews and an overview of
all Suck-O-Mat versions alongside
54

novelties and bestsellers. For the
sake of the environment, the paper
was deliberately not refined. The June
edition will be sent to all ORION Wholesale customers and is now also
available as an online version in the
Wholesale shop for all specialist
retailers. It can be downloaded in
German www.orion-grosshandel.de and
English www.orion-wholesale.com.
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german
invention

0596850

ELEGANT DESIGN
100% STRONGER*
9 SUCTION GEARS

1 MANUAL AND 8 AUTOMATIC BLOWJOB PROGRAMS

DOTTED SLEEVE

WITH OPTIONAL TIGHT FIT SILICONE COVER

2005-054

AWARD WINNER
BEST NEW MALE
PRODUCT 2019

ALMOST SILENT*
REMOTE CONTROLLED
WITH 12V CAR ADAPTER

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

* COMPARED TO PREVIOUS VERSION 1.1

THE NEW SUCK-O-MAT® 2.0

world-of-hot.com

THE SPIRIT OF OUR BRANDS
HOT Productions & Vertriebs GmbH /// Wagrainer Str. 35 /// 4840 Voecklabruck /// AUSTRIA

email: office@hot-dl.com /// fon. +43 7672 72009 /// fax. +43 7672 72009-9

75ml
2.5fl.oz

White tea
& Peach

Raspberry

67040

67041

Mango &
Green tea

Acerola
cherry

67042

67043

Strawberry

Japanese
mint

67044

67045

6 flavors

Available now in well assorted
wholesale stores or online.

EDIBLE LOVE
LUBRICAN T

Love is the new luxury

The GARDEN
of LOVE

Raspberry

Art.No.

67041

Im gut sortiertem Großhandel erhältlich /// Disponible chez votre grossiste /// Disponible a través de su vendedor mayorista /// Disponibili presso il vostro grossista ///
Verkrijgbaar bij uw groothandel /// Disponível junto do seu comerciante grossista /// Fåes hos din engros forhandler /// Finns hos Din grossist /// Dostpne w panstwa hurtowniach

F E A T U R E

Caught between the frontlines
Doe s t he er o ti c m a r k e t n e e d to r e th i n k i ts r ela tio nsh ip with C h ina ?

Yes

O

Matthias Johnson,
editor in chief

Tensions are rising, the
atmosphere is becoming
hostile – and it is not just
the US President who is
criticising and attacking
China. There is a whole
choir of voices warning
against economic and
technological overreliance
on the Middle Kingdom.
Also, while the US and
China seem to have put
aside their trade dispute
for the time being, it is a
fragile armistice and the
conflict could flare up
again soon. No one can
tell what all of this will lead
to, but chances are that
our industry will be impacted by these developments
in some form, after all, the
majority of products in our
market are made in China.
So, do we have to change
our approach?
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f course, nothing is never really as
bad as it seems, and in the end, the
impact on the erotic market might not be
as severe as some predict right now. Also,
you could argue that this industry is kind of
operating ‚below the radar‘ of global
politics, at least compared to other, bigger
markets. However, the latest developments point in a different direction. The
plans to limit the influence of China on the
global economy are manifold and far-reaching. The decision of the United States to
shut the door on Chinese airlines might
only be one symptom of a much larger,
longer process. After all, the US President
threatened to shut down business relations
with China altogether. And if you believe
that things will go back to normal once
Donald Trump’s term in the White House
ends … Who knows how the election later
this year will go? And even if there is a new
President, there would still be a lot of
reasons to try and limit China’s global
influence. So, the tone might change but
the goal could remain the same. Just to
make this very clear, I am neither criticising
nor lauding the current political developments here. My personal opinion is
irrelevant to the matter. I am merely
pointing out the effects these events may
have on the global erotic market. And

those effects are easy to imagine. For
years, this industry has relied on Chinese
production facilities, and it has been a
successful and reliable business model.
Now, it seems as though these ‚good old
times‘ are coming to an end. Sure, we will
have to wait and see where the current
turmoil in global politics takes us. Maybe
there will ‚only‘ be import restrictions and
tariffs. Maybe things will get much worse.
Whatever the result, our market will feel it,
and we need to be ready. The corona crisis
has demonstrated what can happen when
production and supply chains are disrupted because factories in China shut down.
Granted, there won’t be a shortage of sex
toys anytime soon, but the epidemic has
definitely shown that is it never good to be
too dependent on one thing.
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here have always been troubles and
tribulations in global politics – and the
global economy -, and there always will be.
But seeing that we’re still here, there is no
reason to overdramatise things. Cutting all
business ties with the Far East now would be
like tearing down your house just because
the toilet is clogged. Pretty drastic and pretty
premature. Sure, the corona crisis has led
many of us to be more critical of Chinese-based production but there is no reason for
blind activism. Which is not to say that there
aren’t things to criticize about China. However, those points of criticism – trade imbalances, authoritarianism, the growing political
influence of the country, etc. – have little to
do with the specific issue at hand. This is
about the production of consumer products,
such as sex toys, not about political influencing, technology or the world of finance.
Admittedly, everything is caught up in the
current political stormfront but let’s not forget
that it’s an election year in the United States.
Just wait and see how many of the accusations and demands that are being thrown
around now will still be part of the conversation in a few months. Trying to change global
trade overnight would hurt everybody
involved. I am sure that in the end, cooler
heads will prevail, and people will turn to
diplomacy and negotiations to prevent a
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worst case scenario. After all,
multilateral trade relationships
benefit all markets. Many people
have been prophesising doom
and gloom ever since the current
trade dispute between the
United Stated and China started,
and so far, none of these
catastrophic scenarios have
come true. So, there is no
reason for exaggerated pessimism right now - as a matter of fact,
there is no place for exaggerated
pessimism right now. Instead, we
should look ahead and focus on
overcoming the effects of the corona
crisis because we’ll still have to live with
those long after the election in the
United States is over. And just for the
sake of argument: Even if push came to
shove, even if there were profound
changes on the horizon – there are
more than enough companies in this
industry proving that you can do very
well for yourself when you’re not
producing in China.

Randolph Heil,
editor
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SATISFYER CONNECT
T h e n e w s e xua l wellness inno va tio n

The free SATISFYER
CONNECT app is the new
interactive platform that
blends intimacy with technology. Designed for joyful
sensual experiences with
yourself or your partner,
whether close to each
other or at a distance. The
SATISFYER CONNECT
app is the beginning of an
exciting journey with no
limits. In addition, continuously new app features
as well as up to twelve new
devices will provide more
lustful impulses and constantly new ways to explore
one‘s own sexuality.
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I

ntimacy, (self-)love, belonging and
sexuality are basic human needs.
The SATISFYER CONNECT app
lifts the satisfaction of these needs
into unimaginable spheres. Because
sexual fantasies are not only completely
normal, but also make it possible
to discover one‘s own sexuality in a
protected space. It doesn‘t matter if they
are shared with a partner or serve the
aim of solo pleasure. Sexual fantasies
forge new dimensions of erotic intimacy
while expanding our ability to harness
the positive effects of self-pleasure
in all its glory. It is the interplay of the
senses and their stimulation that creates
orgasmic moments. It can be the sound
of a voice that takes your breath away,
music that stirs your imagination with
its unique vibrations, or a tender touch
awakening you at early dawn to usher
in your day to come. With a clear focus
on wellness technology, the SATISFYER
CONNECT app creates an entirely new
level of sexual experience that invites
people around the world to explore the
endless possibilities within their sensual
nature and body.
Honoured with the CES TWICE PICKS
Award 2020 as the best mobile app
in the entire entertainment electronics,
the SATISFYER CONNECT app
offers endless functions and limitless
connectivity. Compatible with all Android
and iOS devices, SATISFYER CONNECT
seamlessly pairs with all SATISFYER Bluetooth devices to playfully invite intimate
explorations in more than 30 languages.

As the only provider, SATISFYER
CONNECT can control up to four app
devices at the same time without interrupting a sensual moment. A haptic as well
as intuitive menu navigation offers both a
simple and playful oper- ation and versatile
functionality, such as:
•
•

•

•

•

•

Program Play: Playing of pre-installed
programs
Live control: Design individual patterns
and rhythms according to own
preferences with a simple stroke of
the finger over the screen. In addition,
control of time, intensity, separate
motors with multi-engine devices,
as well as a personal saving option
of own routines, in order to be able
to experience these lustful moments
over and over again and much more.
“Ambient Sound” and “Music Vibes”
for the most comprehensive multisensory experience possible.
o Ambient sounds such as music
or spoken words are transmitted in
vibrations. A real bang for the next
concert visit.
“Music Vibes” plays streamed music,
or pairs with your own music library
to convert your favourite songs into
paralleled vibration patterns. Imagine,
experiencing the most intimate release
based in the songs you love most.
Music will never be the same, and
orgasms will scream in new ecstatic
melodies.
Remote Partner: Whether close,
whether remote – SATISFYER
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•

CONNECT provides couples with an ability
to sensually bridge the 3-dimensional gap
of distance anytime, and anywhere in the
world. As part of this feature, users can
connect their app accounts via the Internet
and thus give control of their app devices
into the hands of the partner. At the same
time, text messages or video telephony
allow couples to exchange in the most
intimate of ways. A secure connection
between two accounts can only be established if both sides explicitly agree each
time. In addition, each user retains the
ability to end relationships which will result
in automatic deletion of all messages from
the chat, and further access.
Community Share: True to the motto
„Happiness is the only thing that increases
when you share it“, saved, joyful routines
can be made available to other users –

3

•

anonymous, of course – and vice versa,
there are inspiring, sensual adventures of
other users. A source of pleasure.
Alarm function: Set reminders to your
partner for a „love date“ or for a fun start to
the day.

The control of the sensual toys does not have
to be carried out exclusively via the app on the
smartphone. Motion control via the iOS watch
allows users to playfully conduct devices through
arm movements as well allowing for basic
operating functions on the devices themselves,
or remote controls can be used for this purpose.
From now on SATISFYER surprises every month
with new exciting highlights. A multitude of
sensations are just getting started: New app
features and up to twelve new app devices that
drive the imagination and experimental joy to
unimaginable heights.
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The kick-off of the most exciting adventure
journey of pleasure will take place in June
2020 with:

Curvy 1+: Pressure wave and touch-free clitoral
stimulation and vibration Available in black, winered and white

Curvy 2+: Pressure wave and touch-free clitoral
stimulation and vibration Available in pale pink
and black
The following new products
will be launched in June:
Double Joy, Curvy 1+,
Curvy 2+ und Curvy 3+

Curvy 3+: Pressure wave and touch-free clitoral
stimulation and vibration Available in pale mint,
pink and black

Double Joy: Partner vibrator. Available in black,
purple and white

All products are waterproof and transform
bathtub and shower time into sensual fantasies.
With free app download, SATISFYER offers
the entire product range as usual at an
unbeatable price-performance ratio, mak- ing
its revolutionary products accessible to a
wide range of users. As of now SATISFYER
CONNECT is available in the App Store as well
in the Google Playstore.
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FU*K FEAR, LET’S

FORNICATE INSTEAD
M a r k e ti n g Ma tters

In his monthly column,
Brian Gray from Glasgowbased erotic marketing
agency Lascivious Marketing offers his thoughts
on all things marketing.
This month he’s pondering
how the pleasure products
industry can redress the
psychological impact of
Covid among customers
and populations alike.

I

f there was a song title that summed
up the current situation in Coronaworld Led Zeppelin’s ‘Dazed and
Confused’ would be pretty apt. We’re
living in a morass of contradictions,
idiocy and the blind leading the blind.
And a sprinkling of conspiracy for good
measure, perhaps.
While we’re seeing non-essential shops
opening up again to varying degrees,
getting the practicalities right seems to
still be quite far off: especially if queues
witnessed outside major department
stores are anything to go by. Twometre distancing appears to
be completely ignored and
keen shoppers are lined up
as normal. Yes, many of
them are wearing masks
of all shapes and sizes.
But then there’s also
serious questions about
just how effective
masks are in the first
place. There are a lot
of variables thrown
around, and not at all
helped by conflicting
advice being given by the
powers that be and health
organisations. “Don’t put a
mask on….Yes, wear a
mask!”

One UK tabloid newspaper highlighted
the Coronaphobia of a nursing assistant,
who goes to what most people would
consider excessive lengths to indulge
in safe sex with her partner. While
proclaiming to have had a very enjoyable
pre-Covid sex life, it’s now been
transformed beyond belief. Posing with
her boyfriend in blue latex gloves and
facemasks, she said: “I cannot even
think about sex unless we both shower,
use hand sanitiser, specialist disinfectant
body wash and disinfected towels before.
It total I have spent £1,750 on items.”
She changes bedsheets on a daily basis
and cleans the floor twice daily for good
measure. Sensible or disproportionate?
She works in a hospital, has seen a
colleague fall ill with Covid and has
battled OCD in the past, but make your
own mind up.
Numerous press articles have jumped on
the ‘facemask sex’ angle, arguably based
from an article in the Annals of Internal
Medicine in May headed by Jack Turban
from Harvard Medical School. I’m a firm
advocate of safe sex, but facemasks?
At what point do we just think, “meh….
what’s the point?” Alternatively if you’re a
medical roleplay connoisseur, you’ve just
seen your kink go mainstream (whether
you wanted it to or not).
We don’t know who to believe. Trust
in governments and health bodies is
wavering from questionable predictive
data modelling, poor decision making,
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questionable recording of Covid statistics
and death rates. The media’s endless supply
of ‘doom porn’ isn’t helping. Together with
the government’s own relentless lockdown
messaging it’s no surprise that in May research
indicated that Britain collectively was more
scared of Covid than other countries (possibly
influenced by how relatively late Britain was in
reacting to the virus?). Genuine fears for the
economy’s recovery exist because significant
numbers of people harbour doubts as to their
perceived safety and risk in trying to return to
their pre-Covid lives.
Collectively, we’re in bad shape. And it’s
not surprising in the slightest. We’ve been
psychologically bludgeoned either by default or
design; brow beaten into submission and not
knowing who to believe or how to make sense
of it all. And I’m prepared to wager that this
psychological bruising isn’t confined to the UK.
So what have been the effects of all this doom
porn and mental bruising?
It doesn’t really come as a surprise to learn
of the results of a research study conducted
among over 850 self-isolating UK adults
during March and April led by Anglia Ruskin
University. The key takeaway from the data
obtained? 60% of the respondents were not
sexually active: not even masturbating.
Granted, it was a convenience sample, and
not nationally representative. But it is what
it is: not too far off one thousand people
revealed their sexual exploits (or lack of) during
lockdown. Furthermore, the report asserts, this
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corresponds with existing studies during nonpandemic times.
Add to that the Turban article that got
widespread media attention. In it there’s a
table outlining different sexual behaviours and
the associated risks. It makes for sensible if
somewhat passion-killing contemplation. I
mean, just how desirable is the prospect of
facemask sex?
Touch is important; it reduces stress.
But for singletons in self-isolation, that’s
something they’ve had to do without for
a while. Loneliness can also play a part in
compromising the immune system. So as well
as being psychologically affected by Covid –
and government responses to it – there are
genuine physiological matters that need to be
addressed. And that’s before we even get to
the mere fact that, heck, sex is meant to be
enjoyable too.
They need our help. And it’s a big ask. And
things aren’t stacked in our favour either.
Firstly, when out and about – and especially
on public transport – facemasks are de rigeur.
This significantly reduces the amount of times
we’re going to see many inviting smiles from
potential dates. Eyes will get you so far but
if you try too hard at ‘smizing’ (as the cool
Instagrammers call it) I think you’re probably
just going to look rather demented.
What can be done? How should erotic retailers
- and the industry - move forward?
Firstly, let’s be clear. Our crusade is a noble
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one. While abstinence brings with it negative
health issues, there are myriad benefits
associated with an active adult sex life,
whether flying solo or in cahoots with others.

idealist, but our industry can – and should –
take a major role in getting communities and
populations back in the sexual saddle at levels
they feel comfortable with.

Revisiting Turban’s level of activity table, the
industry can at least take solace from the fact
that masturbation is classed as a very low risk
activity. Because what is your shop or website
full of? That’s right, sex toys. Brilliant.

But we can’t come up with a solution until
we know the extent of the problem. We
need – badly – some properly designed
and conducted international (since many of
you have customers from abroad) market
research. And this is no time for cutting
methodological or sampling corners. It needs
to be absolutely pukka. So much depends
on it. We need to really get to grips with the
psychological impact of all this on our sexual
attitudes, behaviour and current/future outlook.
Because it’s going to be this robust statistical
data which will best help us identify how
to move forward. This research should
be undertaken not only at an overall
population level, but also replicated
among your own individual customer
base.

The next level of activity in Turban’s table
– digital - is still one which retailers can be
promoting and selling to consumers. There
are numerous remote control sex toys and
video apps out there that make for potentially
hot encounters even if miles away from
one another. There are potential
hazards (legal, privacy, and
security) with this so it has
its own set of risks even if
not health related. It’s one
that the industry can be
pushing to the market,
while advising
caution at the same
time. So another
thumbs up for us.
Remember: we’re actively
serving customers partaking of
these lowest risk
activities, which
is great news.
And it could
be worse:
for example,
how must
speed dating or
singles events
organisers be
feeling just now
throughout all
this? Call me an

We need to know to what
degree carnal consumers
have been mentally affected
in terms of their sexual attitudes
and behaviour. What things that
they used to do without a second’s
thought are they now having to
give serious thought to, or
even abstaining from?
To what extent have
their pleasure product
purchases changed
recently? What are their
fears? What things will
they indulge in? What
things will they be refraining
from? And what conditions
will need to be present
before resuming their preCovid sex life?

Randal Withers
International Sales Manager, M.D. Science Lab LLC.
Phone: +31 (0) 20 225 3726 | Fax: 954.725.6922 | Skype: RWithers.mdsl
Email: RWithers@mdsciencelab.com | SWISSNAVY.EU
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A few months ago I highlighted different
customer segments – ‘brake slammers’,
‘pained but patient’ and so on existing when
in recession. These are based on financial
attitudes and behaviour. But we must consider
psychological segments too of being in a
sexual recession. Some won’t change their
behaviour at all, others might be doing
so drastically.
We should also take into consideration
key psychological concepts such as Terror
Management Theory and the Dual Control
Model of Sexual Response which I won’t
go into too much detail here. But put bluntly
different people respond to threats such as
Covid in different ways. Carefully obtaining
robust data from your customers will be
extremely useful. Why? Because imagine that
your sales are decreasing and you’re racking
your brain trying to account for this. Have your
latest social media posts fallen short? Or you
spoke in the wrong tone on your website?
Or it’s something else you think you’ve
done wrong.
It may be nothing of the sort. It may be that
large swathes of your normal customer base
have simply withdrawn themselves from
the market place. And neither you nor your
competitors are going to hear from them again
until they perceive the benefits to outweigh the
risks of the dating and sexual acts considered.
What if they stay away until they think it’s safe
enough to do so? And when will this be: when
a vaccine is introduced? That could be a long
time away.
People will eventually find a point where they
rationalise things and achieve internal balance,
and find a level of risk that’s acceptable to them.
And this has the potential to vary significantly
according to age group, gender, and other
attributes which can be cross-tabbed.
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Apparently the Anglia Ruskin data revealed
“that being male, a younger age, married,
and consuming alcohol were all associated
with greater activity in comparison to their
counterparts…”.
The researchers touch upon the need to
highlight positive sexual health while promoting
good mental and physical wellbeing during the
Covid lockdown. Such efforts could focus on
“females, older adults, those not married, and
those who abstain from alcohol consumption.”
Where are the Sex and the City girls when we
need them the most? You can just imagine
Carrie Bradshaw and her pals attending
a ‘Dildos and Wine’ soiree organised by
Samantha (and yes, there’s soft drinks
for abstainers).
While we don’t have to worry about the people
who’re mentally and physically swinging from
the chandeliers, there may be significant
numbers of people who could use a helping
hand, so to speak. For this segment (and it
would not do the other segments any harm
either) it may be better to highlight the benefits
of sex from an overall health perspective
rather than from a decadent, naughty and
hormonal one.
If they’re stressed about Covid, and perhaps
unemployment or financial worries, etc, then
rather than enticing them with thoughts of wild
sexual fantasies and delicious debauchery,
emphasise the need to stay healthy, have a
good immune system, and staying in tip top
condition to cope with life’s nasty surprises.
This may even precipitate a move towards
more retailing brands emphasising sexual
wellness and sexual health rather than
outright eroticism.
But I’d urge that what needs to be done
should be instigated sooner rather than later.
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Summer is here and we should at least enlist
the help of blue skies and warm sunshine
to help us spread some positivity about the
place. It would be great if we could see major
and independent brands coming together and
joining forces to run a concerted integrated
marketing communications campaign to
emphasise the need to remain sexually active
(safely of course) and to extoll the benefits of
doing so. This is an industry and categorywide issue and deserves a commensurate
response.
Never letting a crisis go to waste is a maxim
that has been used for some downright
questionable things in the past. I propose that
it’s time to put it to good use. It’s perhaps the
best time ever for an industry trade body or

association to be born. Show the world that
the pleasure product sector can play a part
in public sexual health matters as well as in
other areas like sex toy safety and standards
(alongside the ISO quality standards). Who
knows: if such a body can do a good job on
this then perhaps the industry can start being
given more credit by the media, regulators and
governments alike. No promises, but it’s worth
a try.
Either way, whatever counter-Covid campaigns
exist need to be implemented before the end
of the year. Make a stand now or potentially
face bad times ahead in winter. What appears
then? Coughs, sniffles, colds, flu, and
pneumonia. Oh and did I hear Covid’s name
being mentioned for a second round of chaos
and casualties? You really don’t want to be
trying to educate and influence people when
their anxiety levels are sky high and the days
are dark and gloomy. Winter is normally your
busiest time of the year. But do you think your
business will be resilient enough to not only
survive but thrive if Covid wreaks havoc again,
the doom porn practitioners go into overdrive,
and your customer base isn’t sufficiently
educated and realistic about things? I don’t
fancy your chances.
Nobody asked for Covid to appear and
cause the levels of societal and psychological
upheaval that it has. But we can damn well do
our best to ensure that its impact is minimised.
It’s not only for the profits of individual
companies, it’s for our fellow countryfolk too.
We are all in this together. And we can play a
huge part. But only if we choose to.

Brian can be contacted at lasciviousmarketing.
com, found on Instagram @lasciviousmarketing
or phoned on +44 (0)141 255 0769 while
earnestly waiting for his hairdresser to reopen.
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SCALA is thrilled
to announce a new brand
to our premium line-up: Happy Diva from Amsterdam.
This trendy collection of intimate care products is made by women
for women and has a fun, sexy match for every preference.
All the Happy Diva intimate care products come in fun, flirty,
and eye-catching packaging with contemporary artwork.
The brand is young, fresh, vibrant, and flirty and has a mainstream,
non-intimidating appeal perfect for in-store display.

Happy Diva
Display 45 pcs
WWW.SCALA-NL.COM

F E A T U R E

S8 puts your safety first

with the Hygiene Collection

S CA L A s u p po rts reta ilers in dif f icult times with suita ble p ro ducts
Safety and health are everyone’s main priority at the moment, which is why S8 Hygiene is the collection every
retailer needs. This range of hygiene essentials covers the most important basics to help keep the store a safe,
germ-free environment. Included in the collection are two types of mouth masks/face masks, a high-quality disinfecting hand sanitizer, a disinfecting surface cleaner spray, and a POS display column compatible with the hand
sanitizer that creates an instant disinfecting station for your customers and employees in-store.

S8

Hygiene
Disinfecting
Handgel - The
S8 Hygiene
Disinfecting
Handgel is a high-quality disinfectant
that contains 70% alcohol, whilst also
being gentle on the skin. The gel comes
packaged in a 500ml packaging with an
easy-to-use hand pump. This product
is ideal for in-store placement and gives
employees and customers the chance
to sanitize their hands properly, before
touching products or surfaces.
S8 Hygiene POS Column
Handgel - To help maximize in-store hygiene, S8 has
developed a special POS
Column to display/place the
above-mentioned S8 Difinfecting Handgel in the store.
The large display column can
be placed next to the store’s
entry, at the cash register, or
anywhere where it catches the
eye. The column is designed to
securely hold one 500ml bottle of
hand gel and provides an instant
hand sanitizing station to fight germs
and bacteria. The POS Handgel Column
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is available to SCALA customers freeof-charge. contact your SCALA Account
Manager or the SCALA sales team for
the terms and conditions on how to
receive this handy POS column for free!
S8 Hygiene Mouth Masks/Face Masks
- Many countries in Europe (and beyond)
have made mouth masks a mandatory
precaution for everyday public life. As
countries begin to ease out of their lockdowns, wearing a mouth mask in public
places may prevent a further spread of
the virus. As quality mouth masks are
in high-demand and often sold-out at
regular pharmacies, S8 Hygiene decided
to include two mouth masks/face masks
in its collection. The S8 Hygiene range
includes two types of mouth masks: a
single-layer basic masks and a 3-layer
premium mask. Both masks are intended
for one-time-use and come packaged in
a 50-piece box. Retailers can distribute
the masks amongst their employees,
offer them to their customers upon store
entry, or even use them for personal
usage and travel. The S8 mouth
masks are made of quality materials and
are comfortable to wear and provide a
ready-made alternative to DIY-face
masks in times of COVID-19.
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S8 Disinfecting Surface Cleaner - The S8
Disinfecting Surface Cleaner is a multifunctional disinfectant to make the cleaning process
easy and swift. This alcohol-based disinfecting
sanitizer can be used on a variety of surfaces
in stores, such as door handles, cash
registers, product counters, and other
displays. The formula can also be used to
clean toy testers, keeping them clean and
properly sanitized. This high-quality surface
spray is proven effective to kill up to 99.9%
of germs and bacteria (except micro bacteria
and bacterial spores) and is a fantastic
addition to the cleaning routine. The
surface cleaner comes in a handy
150ml spray bottle, which is easy to
handle and use - even in cramped
or small corners and spaces.
Where to buy S8
Hygiene - The healthcentered S8 Hygiene
collection is now
exclusively available
via SCALA. The entire
collectioncurrently has
excellent stock availability. Do note that SCALA
predicts the collection to
be in high-demand, so
retailers should stock up on
their favorites soon - as they
have the potential to sell out
quickly. The S8 Hygiene
collection makes the health
of employees and customers a
priority, whilst enabling safe retail to
keep the pleasure going.
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pjur Mini Collection
L i m i te d E d i tio n

T

•

he limited edition is being
launched to mark the 25th
anniversary of pjur and is
targeted at new customers.
It is designed to encourage
customers to get to know the diverse
range of pjur products and to help them
find the right personal lubricant for their
needs. To do this, pjur has combined
four of its best-selling products in one
attractive box. „In our pjur portfolio, we
offer premium products for different needs.
However, this broad choice of products
can quickly become overwhelming,
especially for new customers. So to mark
our 25-year anniversary, we decided
to combine four of our best sellers in a
limited-edition Mini Collection to make it
easier for customers to choose the right
personal lubricant,“ says Alexander Giebel,
explaining the reasons behind the Mini
Collection. The anniversary collection
contains the folwing products:

pjur is launching a limitededition Mini Collection
in July 2020 to celebrate
its 25-year anniversary.
The collection combines
four pjur classics in 10 ml
bottles for customers to
try out or rediscover. The
anniversary collection
contains the following
products: pjur ORIGINAL,
pjur med REPAIR glide,
pjur BACK DOOR Relaxing
Silicone Anal Glide and
pjur WOMAN Nude.

•

•

•

The limited Mini Collection
includes: pjur ORIGINAL, pjur
med REPAIR glide, pjur BACK
DOOR Relaxing Silicone Anal
Glide, and pjur WOMAN Nude
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pjur ORIGINAL – A premium siliconebased personal lubricant with longlasting lubrication. This international
best seller with the iconic curve on the
label is celebrating its 25th anniversary
in 2020
pjur med REPAIR glide – This waterbased medical personal lubricant
contains hyaluron, which helps dry,
stressed skin to regenerate
pjur BACK DOOR Relaxing Silicone
Anal Glide – This silicone-based anal
lubricant is designed for intense anal
sex. It contains jojoba and delivers
extra-long-lasting lubrication.
pjur WOMAN Nude – This natural,
water-based personal lubricant does
not contain glycerin, preservatives or
parabens.
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Womanizer pioneers global clinical study
Or g asm s i n s te a d o f p a i n m e d s

J

ohanna Rief, Head of Sexual
Empowerment at Womanizer:
„The lack of studies on women’s
health motivated us to take
matters into our own hands. We
know that a fulfilled sex life, whether solo
or with another person, has many positive
effects and now it‘s time to expand this
knowledge to menstruation and painrelief“. She adds: „Our products are ideal if
you want to masturbate during your period
because most Womanizer models aren‘t
inserted inside the body. This is especially
helpful if people are wearing something like
a menstrual cup or tampon.”

Johanna Rief, Head of
Sexual Empowerment
at Womanizer

Women have been historically neglected in medicine and research,
so it’s unsurprising that sufficient research has not been done
on treating persistent period pain. Female sexuality and
reproductive health, especially masturbation and menstruation,
are still considered taboo subjects - the full anatomy of the
clitoris for example, was only discovered in1998! To help close
the so-called ‚Gender Health Gap‘, and in honour of May’s
National Masturbation Month, premium sex toy brand Womanizer
launched the Menstrubation Initiative (www.menstrubation.com)
((Menstru(ation) + (Mastur)bation) at the beginning of May. This
global clinical study will attempt to answer the question: can
orgasms reliably relieve period pain?
76

At the beginning of May, Womanizer
announced the Menstrubation Initiative,
combined with a public call for interested
parties aged 18 and over to register for the
study via a designated website. Within the
first 24 hours, 6,000 people had already
registered, and by the end of the deadline
on May 31st, there were nearly 20,000
registrants. People from over 100 countries
signed up for a chance to participate, from
Afghanistan to Uruguay.
The final 1,000 participants will be selected
in a randomized procedure and over the
course of three months, will be asked to
masturbate to counteract their menstrual
pain and document their experience. In
return, all participants will receive a
Womanizer Starlet 2 (total value of about
70,000 euros). In addition, they will also
receive products from the Menstrubation
Initiative’s partners Lunette (approx. 30,000
w w w. e a n - o n l i n e . c o m • 0 7 / 2 0 2 0

euros) and The Female Company (approx.
10,000 euros). Both are internationally
recognized companies that specialize in
period products.
Finnish company Lunette will be supplying
menstrual cups to participants in North
America, Australia, Asia, and most of Europe.
Lunette has been selling menstrual cups since
2005 and are committed to both sustainability
and breaking down social stigma associated
with menstruation. In German-speaking
countries, Womanizer is working with The
Female Company, a German start-up which
produces sustainable period products made
of organic cotton and has attracted worldwide
attention with its ‚Tampon Book‘ and
international PR awards.
The global study is being conducted by
leading experts who will ensure that it meets
scientific standards. One such expert is
American psychologist and sex therapist,
Dr. Christopher Ryan Jones, who currently
teaches at the University of Mainz. He says:
„We know that masturbation can have
different positive effects on health and general
well-being. This includes pain relief from
migraines and menstruation for example.
While there are studies that casually document
the benefits of masturbation for period pain,
there have been no studies that are fully
dedicated to this goal. The Menstrubation
Initiative will be the first global survey of its
kind and will provide us with valuable results.
Womanizer and their partners are truly
providing an incredible opportunity by initiating
a long-overdue study like this.”
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This is a ‘stress test’ so to say for

all the players in the industry
To n i G r č i ć o n LE LO ’s resp o nse to th e co ro na crisis

Toni Grčić, LELO’s Commercial Manager for Europe, the Middle East, and Africa
(EMEA), feels that the corona crisis is revealing what works in our industry and
what does not. In our interview, Toni tells us about LELO’s response to the pandemic, and he explains why he remains unwavering in his optimism about the future.

Toni Grčić, LELO
Commercial
Director EMEA

At what point did LELO become
aware of the magnitude of the corona
pandemic? And how did you respond to
this unprecedented situation?
Toni Grčić: The corona pandemic
has truly changed overnight
the way we live and how we
conduct our operations.
Being a global premium
adult wellbeing market
leader, we are every day
challenged by our loyal
consumers and their high
expectations towards the
brand; that has made us very
flexible and resilient to new
market situations, including
extreme situations such
as corona, and it has also
made us very innovative
and unique in our approach
- that is a distinctive part
of the brand’s DNA. Our
top priority was to ensure
continuous supply, the main
challenge being product
availability and logistics,
i.e. being able to actually
ship the products to
certain regions, and to
ensure continuity in the
brand’s marketing and

communications exposure, both offline
and online. These were essential stability
signals to our trade partners, and it
helped them plan for the future with
more clarity and certainty with LELO.

According to the media, the crisis has
caused demand for sex toys to rise
sharply. On the other hand, we read
about consumer reluctance, uncertainty,
and fear of the future among people.
How hard has the corona crisis really hit
the international sex toy market?
Toni: In times of uncertainty, it is natural
for consumers to change their spending
behaviour - to spend diminishing
disposable income on more essential
products and services and to save
in order to prepare for an uncertain
future. This is a common truth for all
consumer products and services, with
the exception of the premium segment
that is usually more resilient to short term
market shocks. In the premium segment,
we are witnessing a strong expansion
and double-digit growth across many
regions globally.

Is the crisis going to have a long-term
disruptive effect on our market or will
w w w. e a n - o n l i n e . c o m • 0 7 / 2 0 2 0

Toni: Wholesalers and retailers with their
cumulative know how of customer shopping
behaviours, market structures, and brand
positioning will play a crucial role in the coming
years as the category becomes more appealing
to mainstream users and morphs into a holistic
human wellbeing segment. The corona crisis
is putting pressure on all business models
regardless the industry, forcing companies to
prove that they are flexible, adoptable, and
sustainable in the long run.

it only accelerate existing developments?
And how is LELO preparing for this uncertain
future?
Toni: This is a ‘stress test’, so to say, for all
the players in the industry, from producers to
distributors and retailers/eTailers. Naturally,
with growing household penetration, it is
expected that the adult wellbeing segment
will move closer and closer to mainstream
sales channels, where one would usually
shop for wellbeing, beauty, tech and other
similar products. Online will remain important
for branding, education, and customer
engagement, with growing potential for sales.
Distributors and B&M stores will play a crucial
role in this transformation towards mainstream
since customers always want to touch and feel
the product and connect to the brand before
considering and actually making the purchase.
The future of premium adult wellbeing brands
looks promising despite externalities and
short terms shocks. In mature markets, we
could be looking at an increase of +20% in
household penetration for premium adult
wellbeing products, and there are very positive
developments in the markets that are still
fighting the stigma of human sexuality. More
and more people are standing up for gender
equality and inclusion – topics about which
LELO has historically been very vocal.

Breaking up the traditional supply chain
(manufacturer-wholesaler-retailer) is certainly
one of the biggest developments in the market
right now. Will the corona crisis put even more
pressure on this business model?
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“THE C ORONA C RISIS IS PUTTING PRE SSURE

O N AL L BUSINE SS MODE L S RE GARDL E SS THE
I NDUSTRY, FORC ING C OMPANIE S TO PROV E

THAT THE Y ARE FL E XIBL E , ADOPTABL E , AND
SUSTAINABL E IN THE LONG RUN.”
TONI GRČIĆ

The bricks & mortar segment has been hit the
hardest as shops had to close for a certain
period of time as a result of the lockdown in
many countries. The reactions from the industry
suggest that bricks & mortar retail still carries a
certain weight in the market. Is the role of the
bricks & mortar retail trade undervalued?
Toni: The lockdown became an overnight
reality for all B&M stores. Being a luxury adult
wellbeing brand, our commercial footprint is
focused on high-end, luxury, and conceptual
stores that have foot traffic willing to spend

I N T E R V I E W

+150 EUR of their disposable income on
LELO-designed product. Prior to the crisis, this
premium store universe was delivering double
digit sales growth and we are confident that
they will get back to these levels of growth after
the Corona measures are fully removed.

“ THE FUTURE OF PRE MIUM ADULT W E L L BE ING
BRANDS LOOKS PROMISING DE SPITE

E XTE RNAL ITIE S AND SHORT TE RMS SHOC KS .”
TONI GRČIĆ

How does LELO help its retail partners in times
of crisis?
Toni: In times of crisis, LELO commits to
stability in our collaboration with our partners.
What does that mean? We successfully
maintained a high level of logistical operations,
both in terms of product availability and delivery
terms. Our marketing and communication
plans were adjusted but not interrupted
by corona, ensuring the brand’s continued
ability to cater to the growing demand for our
products. Our customer care department
continued to successfully resolve challenges
on the customer side, maintaining customer
satisfaction on record levels. And lastly, our
professional team of sales experts in the local
markets were there 24/7 for our trade partners
to help them find fast, tailor-made solutions to
the problems they faced.

Was it possible for you as a brand to
compensate the loss of an entire distribution
channel – i.e. the bricks & mortar retail trade by simply strengthening your online activities?
Toni: We believe that balanced omni-channel
exposure is essential if we want to grow brand
awareness and be able to continuously expand
user base. The adult wellbeing segment is
growing but still relatively small compared to
larger segments such as the beauty category,
and it is possible to maximise our commercial
reach and sales without cannibalisation
between online and offline channels. This
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explains the resilience of the market, even in
times of crisis. Month after month, we have
been breaking sales records in 2020.

More and more consumers turning to
e-commerce is a trend that has been
evident for many years. Is the corona crisis
accelerating this development?
Toni: B2B and B2C channel shares at LELO
have been stable throughout the past years,
with the first half of 2020 being the obvious
exception. The expectation is that branded
searches online will keep on growing, and part
of those potential customers will be converting
online and offline. The corona crisis has pushed
the brands with limited digital exposure to
reconsider their marketing strategies and
improve how they interact with their customers.

The internet is not all about selling, it’s also
about staying in touch with consumers and
customers. What role have social media
played for LELO during the corona crisis?
Toni: Our social media channels are our most
direct way of communicating with existing and
potential customers, so when the pandemic
struck, we completely shifted our focus from
branded communication to content that
distracts, entertains, and educates because we
wanted to stay relevant and in touch with our
followers. In order to do this successfully, we
w w w. e a n - o n l i n e . c o m • 0 7 / 2 0 2 0
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put ourselves in the position of our followers
and decided to post content that we would
expect to see from the brands we’re following
during this strange time. In doing so, we
actually increased our followership and post
interactions. During the peak of quarantine in
most countries, LELO’s social media channels
were our primary focus, with all departments
pitching in to ensure we have enough
interesting content on a daily basis.

“ I N THE P REMIUM S EGMEN T,

W E A RE WITN ES SIN G A ST RONG
E X PA NS ION A N D DOUBLE-DIGI T

G R OW TH ACROSS MA N Y REGIONS
G LOB ALLY. ”
TO N I G R Č I Ć
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Products made in China dominate our
market. Will this remain the case or will
the corona crisis and political efforts
to become less dependent on China
lead to a sudden end of Chinese
supremacy in the production of sex
toys?
Toni: From the perspective of a
luxury erotic lifestyle objects brand,
our promise to the consumers
has always been to deliver unique
product design, superior quality
and performance, and according to
our +16 years brand legacy, we have
been very successful at that without
ever compromising. We live and work
in a truly global world, and it has never
been so easy to outsource operations
anywhere in the world. Everybody works
on their competitive edge and differentiation
strategies, some of the players play niche,
some go for cost leadership. Regardless, the
end consumers always have the final say, and
if you have delivered on your brand promise,
regardless of where you are localised, your
operations you will be rewarded with customer
loyalty, ensuring a future in the long run.
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These 8 minutes summarise the fruit

of our labour of the last 8 years

L e e z a M a n g a lda s seeks to disma ntle th e ta bo o s surro unding sex ua lity in India
EAN presents an interview with Leeza Mangaldas, a well-known TV personality
and author in India, who is also one of the loudest voices in the struggle against
sexual taboos in the country. In May, she shared an 8-minute video on the topic
on Instagram https://www.instagram.com/tv/CAz-ahlDx6x/?utm_source=ig_web_
copy_link), freely and openly discussing her own sexual pleasure, including the
fact that she has a favourite vibra-tor she got from www.IMbesharam.com. Considering that sexuality is still a taboo topic in India, the importance and bravery of
this step, which has garnered Leeza a lot of positive feedback, cannot be overstated. Our interview also includes statements from Raj Armani, co-founder and
Chief Operating Officer of IMbesharam.com, who describes the public im-pact of
the video and the importance of social media activities for his own company.
Leeza, would you please introduce yourself
to those of our readers who don’t know
you and tell them about your professional
activities?
Leeza Mangaldas: I’m a digital content
creator and TV presenter based in Mumbai. My content on YouTube and Instagram
is focused around normalising conversations about sexuality, sexual health, gender, and the body - www.youtube.com/
leezamangaldas1 and Insta-gram.com/
leezamangaldas. On TV, I have presented
dozens of shows on popular Indian channels in the sports and lifestyle space.

When did you start focusing on sexual
health issues? And what made you do it?
Leeza: This is going to be a long answer.
Sexuality and sexual health in India remain
highly taboo topics— even more so when
it comes to female sexuality and female
pleasure. The prevail-ing public attitude is
that sex should only take place within the

Leeza Mangaldas is a TV presenter in the sports
and lifestyle sphere, but she is also a vocal supporter of the sexual revolution in India, seeking
to break down old taboos surrounding sexuality
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confines of a heterosexual same-religion,
same-caste marriage, solely with the intent
of having children. Anything else in
unac-ceptable. And yet India is one of the
largest consumers of pornography in the
world, and we also have the second
largest population in the world. Clearly
people are having sex outside of this
restrictive ‘acceptable’ paradigm. Yet,
because of the incredible amount of
stigma and shame attached to sex and
sexuality, people are forced to lead double
lives, their desires always laced with shame
and fear. Also, sex in the Indian mainstream media (movies, shows, the news) is
only ever presented as either deplorable or
funny - it’s either the subject of moralising
and policing or the butt of the joke. It’s
never treated and presented like the
normal and joyful part of life that it is. It’s
never presented as a serious and important subject worthy of unbiased attention, a
fundamental and beautiful part of being
human that impacts each of our unique
identities. I wanted to help change that.
(And by the way, it’s worth noting that this
w w w. e a n - o n l i n e . c o m • 0 7 / 2 0 2 0

prevailing attitude toward sex in India is ironically
in large part an inheritance from colonisation because India prior to colonisation had a rich
and sex-positive tradition of erotic art and
literature which our population has now
forgotten. We espouse this Victorian approach
to sex as something shameful as if it’s always
been the Indian value system when it absolutely
hasn’t. Even so much Hindu religious iconography is in fact an unabashed celebration of
sexuality. But we forget all this.)But back to the
point of why I started my channel. In my early
twenties, navigating my own sexuality myself, I
found that as a young woman in India, there is
such a lack of credible re-sources available to
turn to for accurate, non-judgemental information about sex, sexuality, sex-ual health, the
body, gender double standards, and women’s
experiences. So, I wanted to create a safe
space for conversation. I wanted to imagine an
India where all sexual experiences are con-sensual, safe, and pleasurable. And I knew there
had to be thousands of other young people out
there who share this vision and are tired of being
unable to express themselves without shame
and judgement.
That said, I’m extremely lucky to have a family
that supports my vision. Many women who want
to say the things I say can’t for fear of
consequences, not just from trolls or viewers
online - but for fear of drastic consequences
within their own home. Luckily, my parents and
family totally share my point of view and are my
biggest supporters. I realise what a massive
privilege that is, and feel all the more a sense of
responsibility to create a safe space for more
young people, spe-cifically young Indian women,
even if it is just a digital space.
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Who are you addressing with your sex
education? Who is your target group?
And what do you want to achieve with this
commitment to sexual health?
Leeza: I hope that my content can help young
people see sex and sexuality as NORMAL
instead of shameful or scary. I hope that it
will empower them to seek the information
they need in order to make the right decisions
about their sexual health. That it will empower
them to ensure that consent and safety and
pleasure are at the centre of their sexual
experiences.
In India - and in many other countries, too even access to contraception is still taboo.
And for women, sex in relation to pleasure
is something that is never discussed. For
example, many people (men and women)
don’t really know what the clitoris is, let
alone where it is. Women are routinely slut
shamed for even talking about sex or for their
clothing choices. Most women in heterosexual
relationships fake orgasms - many even do so
every single time. Gender inequality extends
into our knowledge of the human anatomy as
well as the division of pleasure in the bedroom. We have such a long way to go. But I
genuinely believe that India’s women are going
to spearhead the change, and I hope I can be
part of a much-needed revolution.
I am not interested in making click bait content
for meaningless views - I genuinely want to
help change mindsets and encourage people
to unlearn centuries of sexist, patriarchal
conditioning. So even though I talk about sex,
I make it a point that the tone of my videos is
friendly and welcom-ing without ever being

You have just published an eight-minute clip
on Instagram in which you present a Rabbit
Vibrator - your favourite sex toy. What made
you take this step now?

Leeza is active on Youtube (www.youtube.com/
user/Leezamangaldas1) and Instagram
(www.instagram.com/leezamangaldas)

coy or sensationalist. I think you can tell when
you watch that what I’m saying comes from
a place of genuine conviction, and that I think
of these topics as important, not frivolous,
and that I’m doing what I’m doing because I
believe in it, not just for attention.
My aim is to educate and initiate important
conversations, not to pander to the male gaze
that sees a young woman talking about sex
as entertainment. I do a lot of research and
consult with experts when I talk about sexual
health because I also want to make sure the
information I pro-vide is 100% credible.
I get so many messages from viewers saying
my videos have helped them in radical ways.
Some of the best gynaecologists in India have
even started recommending my videos on
topics like birth control, abortion, body image,
and female pleasure to their patients. This is
hugely gratify-ing for me.
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Leeza: I bought the toy several years ago - in
fact, it was a major turning point in my own
sexual self-discovery and a big part of the
reason I started my YouTube channel in the
first place. What I learned about my pleasure
from using the toy - and the realisation of how
little I had known about my own body before
- that was a huge part of why I felt I needed
to talk about sexuality and female pleasure on
a public platform. I wanted for all women to
be able to learn about their own bodies and
pleasure what I had learned about mine.
But an Indian woman holding a sex toy is still
a pretty ‘provocative’ image to put out there
and when I started the channel, I didn’t have
that level of confidence yet. I started by talking
about slightly easier topics to address publicly
- like contraception, body image and beauty
standards, dating, self-esteem, heartbreak
- and over the years, as I built a community
and we grew to-gether, I built the courage and
confidence to start speaking about more and
more topics that are typically left unspoken but
that need to be addressed. So, if you look at
my videos, you will see that over the last year,
I have also talked a lot about female pleasure,
female masturbation, and the anatomy of
the clitoris. And finally, I felt ready to talk
about the impact this specific toy has had
on my life.

How has the response been so far?
Leeza: So far, the response has been
overwhelmingly positive. It has generated
many wonderful comments and messages
and stories, especially from women.
While people are still scared to talk about
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Raj Armani,
co-founder and Chief
Operating Officer of
IMbesharam.com

masturbation and pleasure publicly, so many
women have DMed me questions about
the toy and about self-pleasure - and the
video has been shared via DM amongst my
followers more than ever before.

You are a very well-known celebrity in India.
Aren’t you worried that such contributions
could be harmful to your career?
Leeza: This is not something I’m concerned
about. I think it’s really hard to argue with the
point of view I put forth in my content because
it is not biased—it isn’t so much my opinions
as it is simply putting forth factually accurate,
important information that people deserve
access to. Anyone who has a problem with
it needs to re-examine their own values and
viewpoints. If you believe in gender equality,
if you believe that sex ought to be safe,
consensual, and pleasurable for all people,
then you will celebrate my content. It isn’t
polarising. In my videos, I’m simply stating what
should actually be obvious in an ideal world.
And luckily, so far it hasn’t seemed to have
hurt my career at all. Also quite frankly, I would
have no interest in working with anyone who
has a problem with a gender equal, sex positive
world, unless they are willing to unlearn and
alter their views!

When did you find out that Leeza Mangaldas,
a very famous celebrity in India, introduced
her fa-vourite sex toy on Instagram, which she
bought from you?
Raj Armani: On a bright Sunday morning,
I got Leeza’s email about her appreciation
for the brand, and she offered to publish her
experience of shopping with us in 2015. That’s
5 years ago now! I have been following Leeza’s
work in the social media space for a while.
w w w. e a n - o n l i n e . c o m • 0 7 / 2 0 2 0

Raj considers Leeza’s video part
of a far-reaching process that will
eventually tear down the taboos
surrounding sexuality in India

I was aware she has hosted several shows
where she interviewed Bolly-wood celebs,
sports personalities, and some top online
influencers in India. And she also gave a whole
day tour of one of the most exquisite palace
resorts in Udaipur. So when she revealed she
has been one of our earliest customers, I had
a feeling of pride and joy, because our efforts
to reach the female audience in India, and our
constant support for the freedom of expression
and choices for both sexes seemed to have
got-ten additional validation and support!

How do you rate this eight-minute clip on
Instagram? What value does it have for IMbesharam and for India’s sexual liberation?
Raj: These 8 minutes summarise the fruit
of our labour of the last 8 years. When we
established the company, we were not looking
to make a quick buck from selling the most
sleaze or raking in profits by capitalising on
the immense demand for adult pro-ducts in
India. From day one, we wanted to create
a brand that is a home for all Indians who
-have decided it’s time to rise up from the
shackles of age-old customs and frivo-lous
traditions that judge you based on your sexual
preferences, desires or orientation. We wanted
this to be a platform that young Indians
wanting equality and a sex-positive society
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can relate to and connect with. Brick by brick,
we built the foundation of our company with
this vision in mind: to be a brand Indians can
trust and that can deliver on its promises every
single time.
After this video went live, over 200 women
spoke up about their experiences and their
emotions about having a safe space to address
these topics. They also spoke on video and
Insta Stories, thus effectively passing on the
torch to many of their fans and fol-lowers. In
summary, this video is not just of promotional
value to us because it demon-strates the trust
of our audience, but it may well be the start of a
movement that has been 8 years in the making,
and now, it will rise and grow!

What role does social media play in this quest
to break the taboos surrounding sexuality
in India?
Raj: For us, social media is the human
connection which our brand uses to connect
with our followers and new visitors on daily
basis. So, the only way a brand can speak
is by through content on social media and
blogs/articles online. In past 12 months, we
have been fortunate to bring in experts from
various spheres of the sexual health and sex
tech domain who have shared their advice,
experiences, and tips on improving intimacy,
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giving product reviews and cracking jokes
about the society which likes to put its nose
in everyone’s business. Some of the topics
we showcased have been around busting
myths and warming up the audience to
explore their body and take pleasure in healthy
oral and anal sexual activity. Some of the
best videos are:

1.

2.

3.

4.
5.
6.
7.
8.
9.

Masturbation for Women: https://www.
facebook.com/watch/live/?v=8654811938
05096&ref=watch_permalink
Foreplay Tips for Men: https://www.
facebook.com/watch/live/?v=8654811938
05096&ref=watch_permalink
10 things we need Independence
from: https://www.facebook.com/
watch/?v=2406488662957549
How to Eat Pussy? : https://www.
instagram.com/tv/B61uE1upfPT/
Satisfyer SexToyReview: https://www.
instagram.com/tv/Bz2gixFAxer/
Soft BDSM #SexToysReview https://
www.instagram.com/tv/B2WPdFQn6rW/
Lovense SexToy Reviews: https://www.
instagram.com/tv/B2G8W7EHTi5/
A Message to the Porn Industry: https://
www.instagram.com/tv/B72GtjlJx4j/
Fifty Shades of Grey Vibe: https://www.
instagram.com/tv/BxoparhHcof/

What is your strategy for sharing, distributing,
publishing the clip?
Raj: Honestly, we have a ‘No Strategy’
strategy. Because the needs of the audience
keep constantly evolving, and the content plan
for an adult brand is such a wide net, we are
still experimenting with what works and what
does not work. We partner with individuals
who are crusading on the same track, with a
similar purpose of unifying India and building
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up a sex-positive community. We engage
them and give them free rein to conceptualise,
script, produce, and deliver content they feel
passionate about. And we serve as a platform
for them, enabling them to speak on our
stage. This works great because we can offer
a democratic representation of the community
and not a brand’s influenced version of
information.

How did your customers react to Leeza’s clip?
Is the vibrator presented in Leeza’s clip already
sold out?
Raj: Our site had 3.5x more traffic that
weekend, and we sold quite a few units of the
Greedy Girl by Fifty Shades of Grey, inspired
by Leeza’s testimonial. Since we had planned
to have enough in stock, we were able to meet
the demand, and the queries and interest still
continues as we transitioned the launch offer
to a 30 days sales initia-tive where 10% of the
proceeds from her direct referrals will go to a
charity of Leeza’s choice.

Do you hope that Leeza’s brave step will
launch a chain reaction? That more women
come forth and talk openly about their
sexuality?
Raj: It already has. I mean, the response,
adulation, comments, exposure, and the
ef-fect on our followers and her followers is
profound. What and how this will influence the
followers and our community in general is yet
to be seen, but I think this initiative is a part of
the machinery that is gearing up right now and
when, over a period of time, all the other parts
have fallen in place, the wheels of progress will
spin like a Ferrari GT. The track is being laid
now, and we will soon see the movement start
and zoooom!
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Cannabis is having

a breakthrough moment

S o p h i e S t. T h o ma s p rea ch es C B D h ea ling, ero tic TH C a nd sensua l witch cra f t

Sophie St. Thomas
Sophie is an author
and expert on sex
and cannabis

The new age of sexuality is here, and this growing movement is being lead by unabashed advocates like Sophie St. Thomas. St. Thomas is a force of raw yet refined sexuality backed by a lengthy history of provocative,
intelligent journalism. St. Thomas is unafraid to use her own sexual narratives to power through controversial
opinions. Earlier this year, St. Thomas published ‚Finding Your Higher Self: Your Guide to Cannabis Self Care‘.
Throughout the book‘s 100+ activity suggestions, St. Thomas promotes the use of cannabis to unwind as a
healthy alternative to a glass of wine, or by adding it into one‘s meditation practice, yoga session, or bathing
rituals. As St. Thomas paraphrases, ‚Finding Your Higher Self‘ offers all the tips and tricks needed to integrate
weed into one‘s self-care routine so users can further benefit their relationship with self and others and find time
to truly relax. For those who prefer CBD, the cannabis plant‘s less spacey chemical, there‘s also ‚The Little Book
of CBD Self Care: 175+ Ways to Soothe, Support, & Restore Yourself with CBD‘. St. Thomas explains that the
overwhelming amount of products and supplements now available in the marketplace can make it difficult
to figure out what will work best for each user. From stretching exercises using CBD to soothe sore muscles,
to skin-calming face mask recipes, to CBD-fueled smoothie breaks, St. Thomas highlights the best ways to
make CBD work for you, no matter who you are. This September, St. Thomas‘s next book,
‚Sex Witch: Magickal Spells for Love, Lust and Self Protection‘, will be released to a
public that‘s increasingly seeking what‘s next in sexual self-improvement and overall
empowerment. Sensual witchcraft, which mixes modern attitudes on life and love
with ancient pagan beliefs and rituals, is surging in popularity for Millennials and
the generations behind them. The sexual witch believes her ability to succeed
and do what‘s best for herself and the world is heavily rooted in discovering and
then owning her sexuality. It‘s a belief system that coexists beautifully with the
progressive messages being broadcast by the sex toy industry. St. Thomas,
who has also written plenty about her avid use of pleasure products, knows
exactly how to build upon this underdog movement in her writing work. As
the alt-sex world surfaces into the mainstream, St. Thomas‘s latest publications arrive right on time for pleasure accessory retailers on top of the trends.
You‘re pretty famous in the USA
as a sexual health and cannabis
journalist and influencer, so
give our European readers a
peek into your world.
When you‘re not in the
middle of penning
a best-seller, what does
your daily career
life entail?
Sophie St. Thomas: I am a
regular contributor for many
2

magazines, such as Playboy, GQ, Allure,
High Times, etc. I am also the author of
three books. My schedule varies daily,
but I am also writing, whether it is a
magazine column or the proposal for my
next book.

Since you‘ve obviously been writing
sex and cannabis columns and articles
for the above big-name publications
for ages, what inspired you to put your
wealth of knowledge into books?
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Sophie St. Thomas: Books were always the
end goal. It took time to build up a following
and reputation in order to find an agent and
land a deal with the big publishers. I worked
towards that goal for many years and am
proud of myself for achieving it. I continue
to contribute to magazines to stay relevant
in the public conversation, and of course to
make money.

Since we’re talking to a B2B pleasure industry
audience here, let’s bring the topic back to a
crowd fave: pleasure products! What sex
toys or sex toy brands would you personally
recommend, or have found to be most
popular among your readers and fans?
Sophie St. Thomas: I love Satisfyer products
for clitoral stimulation. As a queer woman,
TomBoii Boxer Briefs are wonderful for strapon sex. I go to b-Vibe for anal toys (butt sex
is awesome, but you have to do it with proper
preparation) and always use plenty of lube.
My favorite is Uberlube (it also works to
defrizz hair!).

First, tell us about your debut book release,
‚Finding Your Higher Self‘. What’s the premise
of this book? How does it help sensual
seekers to actualize their potential, whether
sexual or otherwise?
Sophie St. Thomas: ‚Finding Your Higher
Self‘ aims to take the medical information
about cannabis and apply it to every day
self-care practices that anyone can do. I do
not believe you need to be a medical patient
in order to improve your life with cannabis, in
fact I think the line between recreational and
medical can be quite thin. Pleasure is still
stigmatized in our society, however there is
nothing wrong with enjoying the euphoria that
THC provides. Quite the opposite, it can help
you relax and make the most out of life in a
very safe way.

Similarly, what cannabis pleasure products or
brands, like CBD oils, lubes, edibles, etc made
for sex or foreplay, would you recommend?
Sophie St. Thomas: I love Foria suppositories. For great anal sex, insert a suppository
and then a butt plug. Fool around, engage in
foreplay, or just chill for 30 minutes. Then add
lube and slowly move up to penetration with a
penis or strap-on.

Why are your two new books the perfect
companions for sex toy retailers and their
consumers?

Your second book, ‚Sex Witch‘, was released soon after. What kind of guiding advice
is found inside? What can this book do for
consumers in the sexual health market?
Sophie St. Thomas: ‚Sex Witch‘ comes out
this September. I bill it as a ‚spellbook that will
actually work‘ because it marries ancient
occult knowledge with science-backed sex
and relationship knowledge to help readers
improve their sex and love lives in a powerful
and alluring way.
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Sophie St. Thomas: Cannabis is having a
breakthrough moment, however, too many
consumers think about it from an outdated
drug policy stance rather than a wellness
product, and ‚Finding Your Higher Self‘ helps
change that. ‚Sex Witch‘ is just so much fun,
buy it and go to Hogwart‘s Sex School.
This interview is
contributed by
Colleen Godin, EAN
U.S. Correspondent
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Idon’t think that the

industry will have to change much
Be nj am in Ja y ta l k s tr i a l s a n d tr i bu l a ti o n s o f la unch ing a new business during a n interna tio na l crisis
By now, you should have the world’s first width-adjustable butt plug
stocked on your shelves. But as its become abundantly clear,
2020 is the unfortunate Year of Would, Should and Could.
Remember when Americans coined the phrase ‘Blame it
on El Niño’ back in 1997/1998 when the most annoyingly
talked-about hurricane season hit? Well, we all know who
to blame in 2020 – for everything. Earlier this year, EAN
introduced the international sex toy space to Odile Toys, a
Los Angeles-based boutique brand ready to launch their
flagship product. Invented by company founder Benjamin
Jay, Odile is (or will be) a first-of-its-kind anal toy aimed
at easing beginners into comfortable penetration. Odile,
like any well-designed butt plug, features a flared base, a
silicone shaft and a rounded, graduated tip. But here’s where
it diverges from the competition. Turn the small key at the
very bottom of Odile and the shaft widens in girth from
2.5 cm to 3.9 cm at the user’s preferred pace. Benjamin Jay thinks this relatively small increase in
girth is exactly what butt play newbies need
to feel comfortable enough to experiment
with their back doors – if he can ever get
the product into consumers’ hands while
battling corona virus challenges at every
turn. Interestingly enough, Jay has found
the silver lining and used his quarantined
hours to further develop the business
plan and branding behind Odile, leaving
a wider berth for success when he finally
launches Odile this Fall. EAN caught up
with Jay to learn how he’s turned a pandemic panic into an even better business strategy
– and maybe even teaching us industry vets a
thing or two about striving on through even the
toughest of times.

Benjamin Jay,
founder
of Odiletoys
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You’ve been plotting to release the Odile
butt plug since early this year, which EAN
covered in a previous article, but COVID
seems to have thrown an interesting
monkey wrench into many toy manufacturers’
plans. How have this year’s crazy
pandemic events effected and updated
your business plan?
Benjamin Jay: Who could anticipate such
an event? We were, as everyone, frightened
to see the whole world shutting down with
incalculable impact on so many people in
their personal and professional lives. In our
company we first faced the situation as a team
and of course made sure that all our staff
were safe at home. Regarding our business
plan, we were originally planning to launch a
crowdfunding campaign in March – just when
the crisis began. We decided to post-pone
the campaign for as long as the economic
situation was uncertain in the USA and
Europe, which meant no crowdfunding
campaign while the public was in a lockdown
and businesses were closed. We made this
move because buying an innovative product
through a crowdfunding campaign is a longer
process than when you buy in a regular online
shop, and we thought that people were
more likely to want to get what they
needed right away or to save money.
In order to compensate and keep our goal to
have our toy ready for sale by October this
year, we decided to start the manufacturing
process last June - without waiting for the
crowdfunding campaign. Now seeing the US
and Europe reopening progressively, I think it
was the right move.
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We hear you’ve actually used the
additional time to better plot and
plan for Odile’s release, including
securing investors. Tell us more about
some of the positives that the Covid delay has
brought your way.
Benjamin: If you are lucky enough to be able to
work and be safe at home, which unfortunately
is not the case for everyone, this ‘imposed’
pause and lockdown can have benefits in term
of business management. We had more time
to think through our strategy which is great,
and we’re able to optimize our overall business
approach. We secured new investors that see
the sex toy industry surviving the crisis pretty
well and we had more time for product testing
and developing our relationship with our main
suppliers who seek themselves as long-term
and strategic partnerships. We do think that this
extra work will have a significant impact on the
quality of our sex toy Odile which at the end will
be another benefit for our customers.

With all this extra time to promote online,
what kind of pre-release response have
you drummed up from Odile’s followers on
social media? Are folks really clamoring to
get their hands on the Odile with all the
additional suspense?
Benjamin: We decided to only communicate
directly with our fans via email but stay silent
on social media while we waited for a better
‘ambiance’ to promote our sex toy Odile. We
communicated honestly on our plans, with
the great news that despite this crisis we will
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By turning the key, you can adjust
the girth of the product, safely and
precisely, from 2.5cm to 3.9cm

still be able to release Odile by October as
planned. We only received messages of understanding and support as I think everybody
was – and still is – in a ‘we are all in it together’ mindset. We also started new partnerships
with dedicated medias that truly believe in our
project.

What’s your new timeline for the Odile? We
hear you’ve still got that aforementioned
crowdfunding campaign on the way.
Benjamin: Our crowdfunding campaign will
start August 15th and will last for 2 months.
Early bird customers that pre-order at that
time will receive a great 40% off discount.
Join us and subscribe on our website
www.odiletoys.com for more information.
They will receive their sex toy Odile - and be
able to have so much fun with it – in October.
Following this step, we will officially release our
toy for the mainstream market by November
with the target to be present for Christmas,
which is great time for business in the sex
toy industry.

How do you expect the overall response and
sales to pan out once the toy is released into a
post-Covid world? Do you believe the extreme
changes society has undergone will effect
your consumer audience’s response to Odile
in any interesting way?
Benjamin: We have heard a lot of good things
about sex toy sales when people have to keep
social distancing and stay at home. We hope
that these changes in society in response to
COVID- 19 might have the consequence of
people having more time to explore their
sexuality, and more time to explore the
wonderful world of anal sex which is what
100
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our toy Odile helps so much to do. We are
optimistic in that way, but we stay alert as no
one can predict how things will be in a couple
of months.

What are the biggest changes you’ve
observed overall in the sex toy and sexual
health space since the pandemic and subsequent protests began all over the world? Do
you think the industry is going to be forced to
operate in a completely new manner?

This interview is contributed
by Colleen Godin, EAN U.S.
Correspondent
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Benjamin: After this crisis, we might see
people more concerned about the origin
of their products, maybe more sensitive to
support their local economy too. Maybe,
companies like ours that manufacture in the
US and soon in Europe will get a benefit from
it. I also think, of course, that the online sales
will be even more dominant than it was before,
but the industry was already betting on it
strongly pre-crisis. So, I don’t think that the
industry will have to change much, but again it
is hard to predict 2021.
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The new realities required a restructuring

of business, both in wholesale and retail
Le oni d Fi sh m a n o n th e c o r o n a c r i s i s
2020 has presented the erotic industry
with a unique set of challenges. Among
other things, industry events and trade
shows had to be cancelled or postponed.
So, what is the current status of ThaiFest?
Leonid Fishman: I agree, this year is
exceptional. We all had to face a number
of external challenges and make difficult
business decisions. As you know, we
planned to host ThaiFest on the scheduled
dates, but unfortunately the whole world
was locked down in May, so we had to
postpone the festival and move the date
to autumn. I can say that preparations for
the festival continue, we are constantly in
touch with our agent in Turkey, we monitor
the development of events, and we keep
an ear to the ground. I think that by August, we will have a clear picture of what
awaits us in autumn. Today, we announced
the new ThaiFest dates (https://thaifest.
ru/). The event will be held from 20 to 25
October, 2020 in Turkey, at the luxurious
five-star hotel Asteria Kremlin Palace. Of
course, the festival will be held in compliance with all required sanitary standards,
this will be given special attention. But no
online conferences can replace live communication and exchanges of experience!

Leonid Fishman, CEO
of the Astkol-Djaga
Group of Companies

In our April issue, EAN
reported that Leonid
Fishman had restructured
his business, creating
an all-new entity called
Astkol-Djaga Group of
Companies. Of course,
we wanted to know how
these new business structures were coming along,
especially in the time of
coronavirus. Moreover, we
also asked Leonid about
the future of ThaiFest.

The announcement of the foundation of
the Astkol-Djaga Group of Companies
coincided with the beginning of the lockdown period in Europe and Russia. Has
this affected the business processes taking
place within these new structures?
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Leonid: Work on the creation of the Group
of Companies has been going on for a
long time, and by the end of 2019 it was
fully formed. Long before the official announcement was made in April 2020.
Also, the Group of Companies was created out of actively operating, developed
enterprises. It included the companies
ASTKOL-ALFA (https://astkol.com/), FISHERO, DJAGA-DJAGA (https://optsex.ru),
BIOMED-NUTRITION (https://djaga-djaga.
com/), and several individual entrepreneurs
(http://djero.ru/shops.htm). All internal
work has followed and continues to follow
the intended trajectory. Our plans include
a significant increase in wholesale turnover
and expansion of the retail network, so in
June 2020, we open four new Djaga-Djaga stores - the network will then reach
35 retail units. We plan to strengthen our
production capacities and develop new
products both in the range of toys - today
there are more than 1000 items - and in
the cosmetics line – there are about 100
items in this segment already. Active work
also continues on our proSack Youtube
channel (https://www.youtube.com/channel/UC9EyftunAWyM5eGn4lnYkAA) and
SexStudy (https://sexstudy.ru/) projects.

How has your day-to-day changed since
the beginning of the lockdown period?
Leonid: A lot of things have changed! To
begin with, we had much more work to do!
the new realities required a restructuring of
business, both in wholesale and retail. The
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ThaiFest 2020 is set
to take place in Turkey
come October

volume of purchases in online stores increased,
so we actively started working with new (for
us) marketplaces and increased the matrix of
products in marketplaces that we had already
begun cooperating with before the pandemic,
and we expanded the geography of deliveries to
marketplaces. The Djaga-Djaga retail chain also
moved most of its sales online. Furthermore, the
lockdown revealed some weaknesses within the
company. Tremendous work has been done to
improve internal storage and logistics processes.
Everything was also burdened by many restrictions that affected not only the retail sector,
but also the wholesale segment. We had to
introduce new categories of goods into the
assortment, to not keep the company going
and continue sales. I want to express my deep
gratitude to all the customers who went through
this period with us! All fought for the survival
of their businesses and showed remarkable
ingenuity. Without our dear clients, we wouldn’t
have managed to cope with this situation! I can
proudly say that this difficult period has shown
that true professionals are working in our market
who really care about their work!
107

Do you think that your company will come out of
this crisis as strong as it was before? Have your
sales gone down or have they increased?

“I C AN PROUDLY SAY THAT THIS DIFFIC ULT
PE RIOD HAS SHOW N THAT TRULY

PROFE SSIONAL S ARE W ORKING IN OUR MARKE T
WHO RE AL LY C ARE ABOUT THE IR W ORK!”
LEONID FISHMAN

Leonid: Despite all the restrictions of the past
months, there was a noticeable increase in
wholesale orders and in production in our Group
of Companies. I can say that we are leaving
this period with our heads held high, striving for
further growth and development!
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Of one thing however

we are certain, the Future is FETCH!
H ow Bri t ish r e ta i l c o m p a ny F E TCH h o l d s i ts own in th ese times o f co ro na virus
impact on us. It certainly got us thinking
in a much more creative way than ever
what we would need to do to ensure
the business had the best possible
opportunity of weathering the storm. We
also had to make sure our team were
protected and safe from any risk. One
of the team had to be shielded and as a
result has not been able to leave home
since March. When it gets that close to
you and that serious it really makes our
think about your priorities.

Glenn and Mark Lawrence are
the founders and Directors of FETCH

Nigel Glenn is the Director
of FETCH, a company that
is active in the bricks and
mortar segment as well as
the e-commerce segment.
In our EAN interview
with Nigel, we learn how
FETCH responded to the
corona crisis and the lockdown that was imposed to
fight the pandemic. After
all, FETCH lost their major
source of revenue when
they were forced to close
their bricks and mortar
store overnight.

How did you experience the corona crisis?
How did it impact your business activities?
For example, did you have to close your
shop because of the shutdown?
Nigel Glenn: I think everybody on the
planet has been affected in some way
by this awful virus. Most of us plan for
the unexpected to some degree, but the
suddenness and severity of the COVID-19 pandemic was unprecedented.
It became clear during March that at
some point we were likely to have to
close the bricks and mortar store. We
immediately began planning for what
that would mean and how it would likely
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So how did you deal with this situation?
Utilities, rent, staff etc. still need to be
paid, but there is no income... was it a
relief to have a second foothold with your
online shop?
Nigel: There has obviously been a lot
to take into consideration. Suddenly,
overnight we lost our biggest source of
revenue. FETCH is still very much in its
infancy and whilst we have established
ourselves well in a short time our global
reach online needed to pick up the pace
and fast! Both Mark and I from large corporate retail backgrounds so strict cost
management has always been important
to us. When your back is against the
wall, you have two choices really, give
up or fight. Every problem has a solution
and if you approach it from the perspective of ‚what can we do‘ then anything
is possible. There’s also a lot to be said
for the phrase ‚if you don’t ask you don’t
get‘. It’s in nobody’s interest for busiw w w. e a n - o n l i n e . c o m • 0 7 / 2 0 2 0

nesses to fail, so by working closely with all
our suppliers and service providers we have
been able to come through this together.
I guess there’s also a lot to be said for trust
and confidence. If you can instil that into
all your business relationships, especially
with your customers then you come from a
position of strength.

“WE WANTE D TO MAKE SURE THAT W E

WE RE PL AY ING OUR PART IN HE L PING PE OPL E
STAY AT HOME AND STAY SAFE BY KE E PING
TH EM E NTE RTAINE D.”
NIGEL GLENN

Was it possible for you to compensate lost
turnover by focusing on your online activities?
Nigel: Our customer base has thankfully
been very loyal to us and for that we will be
eternally grateful. Whilst the store itself was
closed, we benefitted from being able to offer
contactless click & collect to people who lived
locally. Our delivery options set us apart from
others and we played to that strength. We
switched all our shipping to express to get
product in people’s hands quickly and reliably.
Our same day London service really came
into its own, with a huge increase in demand.
We also made sure we managed availability
to keep the products people wanted in stock.
All our suppliers delivered exceptional service
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throughout and we were able to continue to
add new ranges of fashion, fetish and fun to
our offering. We didn’t want lockdown to give
our customers the impression that we were
shut down, and our social media and marketing
went into overdrive. We raised the bar in terms
of customer satisfaction too. During difficult
times we wanted to make sure there was no
noticeable change to the exceptional service
we offer. Going the extra mile is important to us
and we wanted to hear from customers about
how we were doing. Knowing how important it
is as a new business to be trusted by first time
shoppers we decided to add Trust Pilot to our
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partners and those who turned to only fans as
a source of revenue during tough times.
Wave two was all about masturbation and
cock pumps. I guess the boredom set in and
people got sick of their own hands and wanted something else to do the work for them.

“ HOW W E DE L IV E R A TOTAL LY UNIQUE

SHOPPING E XPE RIE NC E THAT W ORKS FOR HO W

E V E RY INDIV IDUAL C USTOME R WANTS TO S HO P
IS W HAT W IL L DE TE RMINE SUC C E SS IN THE
FUTURE .”
NIGEL GLENN

website. We have been overwhelmed by the
positive feedback and are sure this level of
consumer confidence has also had a positive
impact on turnover.

In the mainstream media, it was claimed that
the demand for sex toys had increased dramatically during the crisis. Based on your own
experiences, how has the consumer climate
change throughout the crisis?
Nigel: It’s been interesting! The demand
jumped through the roof exactly as reported.
Interestingly there were three main areas of
‚must have products‘ and they came in three
waves. Wave one was App Controlled Toys,
perfect for people who couldn’t be with their
110

Then the day of the dildo arrived. As people
started realising that hooking up was not
going to be happening for a while it was time
to find a substitute partner. We’ve managed
to keep ahead of the curve and maintained
brilliant availability throughout. We wanted to
make sure that we were playing our part in
helping people stay at home and stay safe by
keeping them entertained.

Quite a few experts say that the Corona crisis
has changed the shopping habits of consumers
significantly. Many of your customers, who used
to visit your bricks & mortar store before the crisis have been frequenting your online shop due
to the lockdown. Do you think they will find their
way back to your store once this is all over?
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Would you agree with the statement that the
bricks & mortar trade is the loser and e-commerce is the winner of the coronavirus crisis?

Nigel: Four months
ago, we would never
have expected to be
where we are today and
that the landscape of
the world, not just retail
would have changed so
dramatically. A return to some sort of new normal is going to be slow and cautious for many of
us. People will I think fall into two camps. Those
who want to just get back to normal and return
to the way of life they are familiar with and those
who are much more cautious and will continue
to distance themselves as much as possible.
Social interaction is an important part of life
for all of us and we each crave interaction in
different ways. Whilst habits may have changed
in the short term for a lot of people, particularly in
the marketplace that we trade, our retail space
is an essential part of our community. Just as
we wanted to position ourselves at the heart of
the community that we serve, our community
has been eagerly awaiting our return. It may be
slightly different; hand sanitizer and social distancing will be with us for a while, I fear. However,
nothing can replace the feeling of shopping in
a bricks and mortar store and discovering new
things as you browse and explore in an environment that makes you feel safe and important.
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Nigel: I’ve long believed that your attitude
determines your altitude. Short term then yes,
clearly physical retail stores have lost out to
online, but that doesn’t mean it had to be to
your competitor. I think that the pandemic has
presented each of us with the opportunity to
evaluate how we do business, how we become more resilient, how we think on our feet
how and we respond to an ever evolving way
of reaching our customers. There will always
be huge demand for the product that we sell.
How we deliver a totally unique shopping
experience that works for how every individual
customer wants to shop is what will determine
success in the future.

Do you expect the consumer climate to deteriorate over the course of the corona crisis?
There is great uncertainty among consumers,
the global economy is staggering...
Nigel: These truly are unprecedented times.
I guess to some degree we could do with a
crystal ball to know how things will play out.
Uncertainty always weakness consumer
confidence, people are concerned about
their livelihoods, their health, their family and
friends. Confidence can only return through
reassurances and at this point it seems difficult to understand how that will happen.
It’s going to take time for things to gradually
improve so for us it’s about navigating our
way through that return to normal and taking
advantage of the opportunities available to us.

In many European countries, governments
have launched aid programmes to save
smaller companies - including retailers - from
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determination to succeed, how fortunate we
are to have each other and the different skills
and attributes we bring to what we do. That
we are blessed to have a team working with
us that are as passionate as ourselves about
what the FETCH brand is all about.That you
should never take anything for granted. Everything that is worthwhile requires continued
effort, focus and fight. That every problem has
a solution, you just need to find out what it is
and then make it work. We are surrounded
by a team of incredibly supportive
people that collectively continue to
help us make FETCH Happen.
Oh and no matter how much I try,
I will never get my head around or
understand SEO, lol.

bankruptcy. Was or is
there something like this in
England as well?
Nigel: Absolutely. The UK
government have made
substantial packages of
fiscal measures available
to small businesses in
response to coronavirus.
This has come in the form
of business rates removal
for this financial year, small
business grants and low
interest loans plus being
able to furlough employees
who were not needed at
work or had to shield.

How will your activities continue?
Do you perhaps have new ideas
that you want to realise in the
future?

During times of crisis many things are put to
the test: What have you learned from the last
few months?
Nigel: I think we have probably learnt more in
a relatively short period of time than we ever
have before. Some things aren’t necessarily
about learning, but more about taking stock.
Firstly, our own personal resilience and
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We’ve managed our way through
lockdown in a proactive way.
We’ve looked to take every challenge in our stride and find new
ways to work and new opportunities for the future. We have been
working on several new things
throughout lockdown. Our website
now operates on the newest
version of Magento with a new
look and feel. Our payment gateway has
been overhauled to simplify and improve
customer experience. We’re moving to express delivery as standard to ensure the best
shopping experience possible. I think it’s fair
to say that our plans have all been called into
question and we will come out of this with a
whole new perspective on how that future will
look. Of one thing however we are certain,
the Future is FETCH!
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SexTech is recession-proof and

currently also Covid-19 proof as well
H e al t hy P l ea s u r e Co l l e c ti v e h e l p s r a i s e th e awa reness level o f Sex Tech co mp a nies

SexTech is regarded by many as a field of enormous growth potential, and not even the current crisis can put a
dent into the positive long-term outlook. That said, the companies in this segment still have to brave a number of
challenges, most of which have been hanging over the market for years, be it difficulties in securing financing, the
exclusion from social networks which limits their ability to promote their ideas or the challenge of finding the right
language for their brand. The Healthy Pleasure Collective (HPC) has set out to help SexTech companies evade
the pitfalls and seize the opportunities of this segment. To that end, the HPC provides aid and support, from the
initial idea all the way to the finished product – and beyond. In our interview with the CEO and co-founder of
HPC, Dominnique Karetsos, we talk about the challenges that SexTech entrepreneurs are faced with
and about how the expertise of the HPC team can help them overcome those challenges.
HPC is a full-service agency dedicated to
SexTech. What services do you offer?
Dominnique Karetsos: Our mission
is to facilitate the connection between
sexual pleasure and our overall health
and wellbeing. Healthy Pleasure
Collective, now expanded into the
Healthy Pleasure Group, has three
hubs, The collective agency, The Lab
and Intimology Institute (sexual wellness
education platform). Our well-engineered
experience in SexTech is proven
because we understand that Humancentric technology is critical to not only
help brands and their customers to
value this part of their health but also
drive the cultural conversation that
sexuality is something to be embraced,
researched, and experienced – not
hidden. We offer the latest advances
in technology, materials, science,
medicine, and psychology to push
forward products, solutions, and
brand ethos. Be it through digital
marketing, business development,
PR, communication, R&D, clinical
testing, design and innovation or just

Dominnique Karetsos,
co-founder of HPC, has set
out to normalise sexuality
in the public conversation
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getting brands pitch-ready, we never
lose sight of the humans for whom we
deliver. Our proven results are seamlessly
brought into the heart of the brand,
creating unique value, honest dialogue,
and unforgettable experiences. From a
napkin drawing to the actual product on
the shelf, and all the work in-between,
we offer a fully integrated end-to-end
service. And in an industry with grey
areas and many social and economic
blockers, we pride ourselves on sharing
our access to a global network of valuable
resources and skills as well as mentoring
to accelerate start-up success.

Why did you choose to specialise on
SexTech?
Dominnique Karetsos: Personally,
I have been a successful and failed
entrepreneur since I was 13 and selling
alcohol-free perfume balms in South
Africa. I come with a masters in Maritime
and international trade (the Greek blood
in me). My love of people and how
we move through the world and how
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we behave and engage with products goes
beyond fascination but drills into how we create
our social and economic motors. Ironically, this
led to me being a beauty and wellness brand
architect & entrepreneur for almost 20 years,
but it was my curiosity 8 years ago while being
a co-host on BBC radio London, coinciding
with being a new mum of a daughter. I’d also
been through a financially crippling divorce that
led me to personally and socially understand
the intrinsic value of what a healthy sexuality
meant to me in order to live a fulfilling life.
All of these things combined into powerful
economic and social pillars in my life. So, I
left my successful career for significance and
joined a leading adult brand and learned the lay
of the land, realising its drastic polarity - family
planning or porn. I realised then we had a lot to
do to architect the industry, reposition sex as
normal and healthy, and build the foundations
for an internet of smart sexual health. Dr Mafe
Peraza Godoy (our co-founder and soul sister,
we call her Mafe), a urologist, andrologist,
head of sexual medicine, and architect of
innovative body responsive devices, supported
me in repositioning sex toys as healthy and in
mainstream from the start. We call Mafe “the
clit whisperer” because for years, she has been
creating, innovating, and disrupting the sexual
health industry with breakthrough innovation,
research, and expertise that is shaping every
area of female sexual experience and reframing
it into health. But of course, her scope of study
and action is all human sexuality. Together, we
faced huge resistance along the way; people
have not always been responsive, and it is fair
to say not everyone was a believer at the start.
Together, we have learned how to innovate,
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learned to fundraise without using images of
vaginas for fear of emptying a room in three
seconds. We have been rejected. But we have
learned to pitch to investor panels and WIN.
There is never a dull day in the world of what
we call SexTech. Today, HPC group has more
than 25 years of experience in the field, looking
at it from different perspectives. We joined
forces and curated a collective of experts in a
space dedicated to this industry to deliver a
very powerful result: to create the first agency
that innovates, advances, and builds sexual
health and technology brands to thrive and fast
track them in this soon to be $122bn (2026)
industry. We are humanising the process of
SexTech entrepreneurship. I thrive because
along the way, we have the privilege of working
with, sitting on the board of, and investing in a
collection of entrepreneurs revolutionising our
sexual health world - each in their way, on their
own, and all together. All on a mission to create
a new normal - a world where shame does not
exist. Where sex is healthy, pleasure is positive,
education gaps are sealed. Where connecting
consciously to our sexuality and raising our
children to do the same will be as easy as
breathing. I am truly dedicated to sexual health
technology and in the future, we may not be
able to talk about sex without talking about
technology, but the true star of the sexual
health show is pleasure. Sexual pleasure,
female pleasure, pleasure gaps, pleasure rights
…. Pleasure has the leading role. “The thing
about pleasure is that, as humans, we learn
so little about its inherent value - mentally,
physically, anatomically. So it is pleasure famine
that needs nurturing and not just an orgasm
gap that needs closing.”

I N T E R V I E W

Before we dive deeper into SexTech and HPC’s
services, could you tell us more about the HPC
team? Who are the brains behind all of your
different consulting services?
Dominnique Karetsos: Yes, Sure. I
(Dominnique Kartesos) am the CEO of the
group and co-founder of each hub. Dr. Mafe
Peraza Godoy is my partner and co-founder
in all. Specifically dedicated as the Director of
HPC LAB, we are friends and soul sisters and
we brought to life The Healthy Pleasure group.
Dr Eduardo Garcia Cruz is our partner and
director of HPC Lab, too. We are supported
by a powerful collective of women and men,
all proven in our industry. Jasveer is head of
all things digital, Nadia is education director,
Delia is head of communications and
campaigns, Lisa leads our PR to name
a few. Each has a personal stake in the
company. Our projects are then supported
by a global network of individuals who
excel specifically in the remit that we take
on. Bringing on a proven expert and
right skillset to each project is extremely
important in our industry. Not everyone
who is a copywriter can join our vertical
without understanding the value of
brand language and tone when talking
about sex and health. There are as
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many sexualities as there are humans, we are
dynamic and barbed wired with social, cultural,
and historical stigmas that need to be delicately
unwoven.

How is marketing and the establishment of a
brand different for the SexTech space when
compared to other industries?
Dominnique Karetsos: The list is exhaustive,
largely compounded by the challenges in our
industry. But the factor that represents the
biggest difference is also the factor that, when
done correctly, will be the silver bullet that blows
this taboo shit up. That is, language. Language,
communication, words, meaning: This is the
heart of marketing. How we establish meaning
and communicate the value proposition is vital.
What we say, how we say it, and where we say
it. Language is the facilitator, bringing together
hardware, software, knowledge, content, and
community to build the foundation of an internet
of smart sexual health. My theory is that through
inclusive language, we offer social permission
to validate our sexuality without guilt, and
through pleasure we become responsible for it generating a healthy understanding, self-efficacy,
and adopting judgement-free acceptance of
our differences in how we experience sexuality.
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So, this goes beyond closing a personal
orgasmic gap. Any gap that we are able
to close in bed will translate into our
surroundings … Women who have the
confidence to communicate their sexual
needs will be empowered to ask for
that salary increase, and surely, they we
will able to choose, study, and exercise
male-defined careers. As a society, we
will raise men with a different sense of
gender equality, and as a society, we will
become aware that our equality lies in our
differences, not the other way around. If
we can get this right, collectively, then we
will advance SexTech, elaborating this
industry to be considered a well thoughtout, valuable, and integral industry helping
people live a balanced, healthy life. Let’s
spotlight where we communicate our
marketing messages. The mammoth
landmine field of digital marketing channels
and platforms. The big-brother patriarchal
giants, namely Google, Facebook, Insta
etc. We need these platforms to educate,
engage with, and enhance experiences
with our marketing messages. Instead,
they prevent us from positively changing
the narrative and empowering brands
to drive the cultural conversation - that
sexuality is something to be embraced,
researched, and experienced, not hidden
away. These giants continue to slam their
double standard fists until our content
and knowledge do not exist. It is okay
to advertise erectile dysfunction drugs,
but it’s not ok to showcase a vibrator for
women. They chip away at our strategies
with ignorant and inflexible algorithms and
hammer our businesses into misogynistic
coffins, buried deep in the dark net.
Shadow-banning us, shutting us off,
disinvesting in technological support and
more. We are constantly seeing brands
entering this space who invest in an app

Dr. Maria Fernanda Peraza Godoy,
co-founder of HPC, is a urologist,
andrologist, and an expert in the
field of sexual medicine
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only to be shut down. Websites hidden,
content banned, and Insta strategies shut
down over-night. We could put a man
on the moon in 69, but mention the sex
position 69 as a solution for those who
wish to consensually explore intimacy …
well dare I say. Oblivion for any content
that tries to educate. So, the strategy for
digital marketing has to be a well thoughtout process, specific yet nimble, tested,
tested and tested again, and language has
to be adapted but not diluted, inclusive
without being dismantled. Brand tones
must be authentic but still steer clear of
being stereotyped by an algorithm, for risk
of being erased. With language, we get
to rewrite the narrative. This rebirths our
beliefs, embracing sexual empathy as a
compass for social and economic change.
Positively impacting each of us to feel
visible, act empowered, and live a healthy
life of wellbeing.

SexTech companies have faced a lot of
challenges throughout the young history of
this segment: from not being able to open
a bank account to being banned from
social media. Where does the industry
stand today? Do these problems still exist?
Dominnique Karetsos: Let’s start
with the positive: I’LL TELL YOU ONE
CHALLENGE IT DOESN’T HAVE TO
CONTEND WITH! SexTech is recessionproof and currently also Covid-19 proof
as well. It is how we got here, and it is not
going away. Customers - irrespective of
generation - become increasingly more
sophisticated, demanding, and vocal.
Therefore, the demand for innovation
continues to grow and we are seeing
an influx of SexTech entrepreneurs. One
of our biggest challenge is skills. Our
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industry may be robust in value
( $40bn to be precise and set
for $122BN 2026), but we
are finite in people who are
committed to being a part of
this change, who are curios to
disrupt the future and proven
in their failures and successes.
Attracting skills straight out of
school or uni and get them to
commit to SexTech as their first
career move is a tough feat.
There is no SexTech chapter at uni or college
or at school level economics (although it is my
mission to have it read) and there is certainly no
101 on how to market sex toys in advertising
class. We are seeing a slow but positive upturn
but not fast enough to meet the growth at which
SexTech start-ups are scaling. For those like me
in their 40’s, we are more than often leading the
innovation or investing at arm’s length. Not many
at this stage in their careers are actively seeking
employment or career progression in SexTech or
are willing to leave a successful career for what
we call significance. Women control over 40 %
of global wealth (Credit Suisse 2018) and nearly
all of the purchasing decisions. With Europe and
North America hosting only 17% of world adults,
together we account for 61% of global wealth.
The forces behind this growth are lifestyle
choices. Education, careers, when we choose
to have children, etc. (I won’t go into forces
stalling or reversing this progressive trend), yet
historically, women’s health has been ignored
and sexual health absolutely overlooked when
it comes to products and solutions dedicated
to sexual pleasure. And still, we do not see
enough innovation to improve our life cycle
issues like menopause or endometriosis.
1.5million women in the UK alone have
endometriosis, yet little investment is
allocated for R&D. We know so little
about these things and are doing even
less about them. Sex is still not socially
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accepted. We may
talk more about sex,
but not deeply, nor
are we accepting sex
as the most innately
human condition. To do so
seems to be disrespectful,
and the root of all this are
shame and guilt. So, people
have double standards
and companies maintain a
politically correct position for
the media and investors. But they need to
be made more comfortable with the fact that
humans need to know who we are from a
sexual perspective. Society and industries have
invested deeply in the idea of love (based on
romanticism), but the instinctive response to
sex is shame. We as society are struggling with
the key human basis of sexuality, because a
lot of past ideological movements have framed
sex into love while burying and hiding the act
of sex as dirty behaviour. So, until women’s
nipples can be freely displayed as men’s,
nothing has changed enough. It’s frustrating
how male sexuality has had permission to be
explored and has free expression in many fields.
Expressions of women-focused sexuality have
been censored and even now, there is a clear
gap, especially in advertising. Another challenge
is innovation lead time. On average, it takes
two years for a new solution to get to market.
Historically, sexual health has not been a priority
for either men and women, but especially
women. So, we have a lot of catching up to
do. To innovate we need investors to invest,
retailers to include sexual health as an investable
category, social channels to consider us as
credible content. The trifecta of sex, health and
technology needs to be transparently integrated
to create a new ecosystem for healthy pleasure.
Collectively, these modules need to work
together to create a new space to talk, teach,
and learn about sexuality. Specifically, we need
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to create a natural and healthy space to
trade products related to these things.

experience, what do investors look
for when they decide to invest in a
SexTech start-up?

Which strategies have proven successful
in dealing with these challenges?

Dominnique Karetsos: Generally
speaking, SexTech investors are no
different from other investors. Especially in
the early stages, up to series A, they invest
in you (people / team), the opportunity,
and the idea.

Dominnique Karetsos: Well, this is why
brands come to us. I would be giving away
all our IP. However, if you look at all of the
above, this outlines how we approach
issues and strategies like language and
reframing brands and defining their value
in an effective way. Breaking mainstream
barriers and placing brands in places
that were previously taboo. For instance,
seeing sexual wellness in the beauty
vertical, retailers like Boots having sexual
wellness categories – we only see these
things because, collectively, we have been
architecting this industry. Four years ago,
I could not get a call with Boots for an
intimina menstrual cup. Two years later
we listed, and now, two more years later,
Boots has a dedicated category. Placing
vibrators in duty free in countries like India
means dismantling cultural and religious
taboos. Partnering the medical channel
with sex toys, devices, and innovations
to present them as support tools for
clinicians and practitioners. Normally, this
channel would not see innovation like this
unless it’s a medical device at a medical
conference or endorsed by the FDA. There
are many innovative solutions and proven
strategies - we have learned through
failures as much as successes and each
time, we move on to improving the
next one.

Dominnique Karetsos can
look back at a long career
of entrepreneurial success

“WE A R E CON S TA N T LY

S E E I N G B R A N DS EN T ERIN G

THI S S PA CE W H O IN VES T IN
A N A P P ON LY TO BE SH UT

D O WN . W E B S I T ES H IDDEN ,
C O N TE N T B A N N E D , AN D

I N S TA S T R AT EG I ES SH UT
D O WN OV ER N I G H T. ”
DOMINNIQUE KARETSOS

On your homepage, you have published
various pitch decks for start-ups use
to address potential investors. In your
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HPC has worked with several renowned
companies. Is there a success in your
company history that you are particularly
proud of?
Dominnique Karetsos: There is not a
brand or partner we are not proud of.
While we do work with many, there are
many we have said no to. There are also
many that we are currently working with
in R&D that are under embargo until we
bring them to market. From data mining,
algorithm solutions for R&D and marketing
to FMCG products. Having been around
for 40+ years- and I speak for Mafe too - I
can categorically say that we are living our
own flow right now. If you dropped £100
Million in our laps, we would still be doing
what we are doing, just faster and harder.
Maybe this is my proudest moment.

What developments in the SexTech
industry would you consider particularly
noteworthy right now?
Dominnique Karetsos: We have a lot
to look out for in male sexual wellness
and therapeutic solutions for sexual
dysfunctions among women and men.
Endometriosis, menopause. We will see
a sexual wellness boom in the beauty
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industry. VR will be becoming less male-biased
as technologies will be forced to consider
women, from resizing haptic jackets to using
VR for sexual therapies. Gamification will play
its part in education, entertainment, and as
cognitive training tools the likes of which we
already see from some brands. AI robotics and
education platforms are growing. Porn and adult
entertainment will see radical transitions in their
scripts and offering as female audiences gain
more wallet share and demand more female
centric/ body positive scripts. Audio erotica
and other sensory innovation is sprouting and
experiencing positive responses in the market.
Also, the industry will begin to have more
regulation. From ISO materials for medical
grade substances to toy categories having to
back up their marketing claims (consumers
are becoming more sophisticated, so
claiming its medical-grade silicon is not a
benefit statement - its expected). In time,
we will see the trifecta of health, sex, and
tech deliver what science historically
did not. It is an exciting time and
the opportunities for innovation are
endless.

Due to current events: How will
the Corona crisis affect SexTech
start-ups in particular?
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Dominnique Karetsos: This
is topic worth diving into deep.
But there are both positive and
negative scenarios. If you are
closing your investment rounds and
investing in hardware, bottlenecks
in production may see you delaying
launches, etc. If digital or PR was not
part of your strategy, then you may need
to pivot and fast track this in your plans.
For some, if they are just considering
investments, this could be an easy sell as
many brands have a colossal trajectory in
sales. Proof of concepts or innovations for
STI and contraception other than condoms
might see faster close on seed rounds - given
condoms are in short supply. Some may not
see investments at all until next year. Other
brands who have the majority of their profit
share coming from retail will see significant
drops as the doors of brick and motor remain
closed. There are positives and negatives, but
I do believe that streamlining efforts to focus
on how best to adapt your business will bring
about positive change and possible even future
proof profitable partnerships.

How can interested start-ups or established
companies contact you? What do you attach
importance to when selecting your clients?
Dominnique Karetsos: Email me dom@
thehpcgroup.com, connect on LinkedIn with
Dominnique Karetsos, discover more and
visit thehpcgroup.com. We really want to
understand your WHY - why are you in the
business. From body-responsive devices to
porn (we are not against porn, only that it
no longer has to be the bible of instructions
and we can create new scripts). When
entrepreneurs know their WHY, that really
defines how we succeed in supporting them
and their customers.
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I believe that the corona crisis will help create

further demand for sex toys and related products
Sam ir Sarai y a ta l k s th e c o r o n a p a n d e m i c a n d its co nsequences f o r th e ero tic ma rket

Samir Saraiya,
CEO of
ThatsPersonal.com

Even though many countries are
already taking steps to return to
normalcy, the corona crisis will
continue to keep us busy for a long
time. How can, how should we
move forward? In our EAN interview
with Samir Saraiya, the head of
ThatsPersonal.com shares his
thoughts about the crisis and the
long-term effects it could have on
our market.

re-opened, there are many challenges
with regards to new government rules
that have driven up the warehouse cost
substantially. Also, there are manpower
challenges and the overall warehouse
productivity and efficiency has nosedived.

How did you experience the
corona crisis? What effects did
or does it have on your business
activities?

Samir: In the short term, this definitely
applies to India. There is clearly a fear
factor and a change in habits and
behaviour that we see across all strata
of society. The question is whether the
things will continue along this trajectory
over a long period of time. Indians tend to
forget situations fast and revert back to
normal life quite easily. Time will tell how
many changes to our lifestyle still exist in
a year or two.

Samir Saraiya: My friend tested
positive for coronavirus on March
19th and was among the first few
cases in the city of Mumbai. This
brought a scare to my family and
friends as his house was less than 100
meters away from my house.
The country was quick to respond with
a complete lockdown that started on
March 20th in order to fight the spread.
However, the present situation looks grim
as India has the fourth highest number of
active cases in the world (June 9) and the
number of new cases seems to be rising
every day.
On the business side, it has been tough
as the lockdown stopped all e-commerce
for non-essential products and our
warehouse was shut from March 20
to May 18. While the warehouse has
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Things are not what they used to be we have heard this statement a lot with
regard to the corona crisis and its effects.
Does it also apply to our market?

In recent years, the international market
for sex toys has been on a steady growth
course. Is corona causing a sharp
slowdown in growth?
Samir: I believe that the corona crisis will
help create further demand for sex toys
and related products. Consumers will be
looking to experience different types of
activities at home, and our products fall
well within the consumer requirements,
both for couples and singles. During
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the months of
February to June,
the industry
may have faced
a slowdown,
primarily due to
lockdowns and
closure of retail
and or e-retail,
but I believe
they underlying
demand has
gone up and post
lockdown, we will
witness a surge in
overall demand.

Has the Corona
crisis only
accelerated
already
existing
developments
in our market
or does it have
what it takes
to break up
long established
structures?

The global economy has been dealt a
considerable blow by the Corona crisis, the
consumer climate is declining, there is great
uncertainty among people, fears of the future
are spreading... who is still spending money on
a luxury product like a vibrator?
Samir: The economic implications surrounding
the corona crisis will be felt the world over. I
expect to see a depressed consumer market
which will impact the luxury sector in particular.
Having said that, I believe consumer choices
are relative, and there will be a shift of priorities
towards various home-oriented activities.
Consumers will spend on upgrading their
home-oriented products and infrastructure as
they strive to get a lot more utility and joy out
of these products than they were previously
getting. This shift of priorities should greatly
benefit the adult toy industry.
131

Samir: As mentioned
earlier, it is difficult to say what
long-term effects that the Corona
virus will have in terms of our daily lives.
In our industry, I don’t see a very large impact,
except for the e-commerce channel further
gaining momentum at the expense of
physical retail.

In most crises, there are not only losers but
also winners. With regard to the corona crisis,
can e-commerce be called a winner?
Samir: Yes, e-commerce would be a clear
winner. In India, we see different industries
benefiting from the coronavirus, for instance
FMCG, readymade foodstuffs, home and
kitchen, pharmaceuticals, and the overall
sanitation and cleanliness categories. OTT
platforms like Netflix and social media
applications like TikTok and Facebook have
also seen strong growth.

However, we have also heard of smaller online
shops that have not survived the crisis. Will
e-commerce for sex toys be reduced to a few
large players in the future?
Samir: Yes, there will be an element of
‘survival of the fittest’ across industries, and
pleasure products are no exception. A lot
of businesses had to weather a tough few
months, and many of them may not make
it through the storm. But while some e-com
Companies may have to shut down, I believe
that there will be a new wave of e-com
companies entering the market in the future,
and they will provide better differentiations and
solutions and start winning market shares.

Is this downsizing to fewer but larger
companies a threat to our market or should
we be able to take something positive from
this development?
Samir: The sudden change in habits will open
up new requirements, and companies that can
provide solutions to these new requirements
will have an advantage. I am sure there are
many nimble companies and quick-thinking
individuals who will create innovations that are
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simple and well-thought out, and this set of
people will prosper in the immediate future.

The vast majority of products sold in our
market come from China. Apart from supply
difficulties and disruptions in the production
chain due to the corona epidemic, there are
ongoing political efforts to reduce dependence
on China. Will other locations become more
interesting in the future for producers of
vibrators etc.?
Samir: China is clearly the manufacturing hub
for our industry and their core competitiveness
will remain strong. I hear from my Chinese
manufacturing friends that they have managed
to maintain a good manufacturing pace over
the last few months and they don’t see too
much of a supply disruption in 2020.
There are clearly political efforts to reduce
dependence on Chinese imports, and
this may play a bigger part in getting
manufacturing done in other Asian countries,
namely Thailand, Vietnam, and Malaysia.
These countries have already benefitted in the
past from being an easy alternate to China’s
manufacturing. Another area that could be a
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“A LOT OF BUSINE SSE S HAD TO

W E ATHE R A TOUGH FE W MO NTHS ,
AND MANY OF THE M MAY NOT

MAKE IT THROUGH THE STO R M .”
S A M I R S A R A I YA

strong contender for manufacturing growth is
Eastern Europe because regulations there are
favourable, and the European market is close.

Samir expects demand for sex toys to go
up in the wake of the corona crisis due to
changes in consumer behaviour

The corona crisis has also changed our
working world. Customer visits, trips to trade
fairs etc. are no longer possible. The erotic
market is often seen as a family, with a lot of
attention being paid to personal contacts, etc.
What does the crisis change in this respect?
Samir: I believe that this change is a
temporary setback and that our world will
slowly move back to a ‘new normal’ which will
be very similar to the ‘old normal’. I am sure
that we will continue with our business trips
and trade fairs, which will be slightly modified
in terms of Covid era elements. Having
said that, the general work environment will
change and there is definitely going to be a
much larger impact of video communication
via Zoom calls, Skype, WhatsApp, and other
similar video applications. The familial and
personal contacts should remain intact as
business associates continue to remain on
touch in the virtual world, and we are all going
to cherish the physical meetings even more.
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Be a trendsetter

instead of a trend follower
Ce l e br a ti n g 15 yea rs o f La dies Nigh t H o mep a rties
Pretty much every event scheduled for this year has to be postponed – including the 15-year anniversary party
of Ladies Night Homeparties. The coronavirus also affected the company in other ways, including their core
business as the team were unable to host toy parties during the lockdown. So it’s no wonder that Eric Vonke,
co-founder of Ladies Night, says he’d rather forget these past few months. But at the same time, he is incredibly
proud of the hard work his team has put in during these trying times, demonstrating perseverance, strength,
and creativity. And our EAN interview didn’t get bogged down by corona-induced pessimism too much, either,
focusing instead on the 15-year success story of Ladies Night Homeparties.

The leadership trio
of Ladies Night
Homeparties: Yvonne
Ubbink, Eric Vonke,
and Sharon Vonke

We are here to talk about the positive namely your 15th anniversary – but we
can’t ignore the current situation. How did
you experience the corona crisis and how
has it affected your business?

Eric Vonke: Well, there were no parties
possible and we only did online business,
so our turnover has dropped tremendously
in the last few months. Luckily, we have
been investing in our online shop a lot in
the last few years. Our marketing team
has done an amazing job attracting new
clients to our online business. So, most
of our monthly costs were covered by our
online business and we had reserves we
could use.

Now that the first restrictions imposed
because of Corona are being removed,
are you optimistic that you can pick up
where you left off before the crisis? Or
are you worried about things like the
consumer climate?
Eric: The first few weeks we have been
doing parties again, we have seen that
most women are happy the restraints
have been lifted to such a degree that
we can have adjusted parties again, and
that life is being celebrated even more
than before. We see a higher amount of
individual spending, probably because
everybody has some money left over from
not going out. How things will evolve?
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I really have no idea. During the crisis that
started in 2008, we saw some effects on our
business, like a lower average turnover and it
was also more difficult to recruit ladies as our
agents because a lot of spouses had lost their
jobs and therefore, the money that the ladies
would have made would have been cut from
the welfare payments. I am confident that our
government will do the best they can to get the

unfortunately. For our client base, we
have presented numerous promotions
online, such as giving away 15 pieces
of a bestseller, or giving 15% discount on 15
of our new toys.But we will surely pop the
corks as soon as we can. However, the 5 feet
restriction has to be lifted first because we
consider everybody our family, and family you
want to hug!

“WHEN W E S TA RT ED, OVER 1 5 YEA RS AGO, NOBODY BE L IE V E D GROUPS OF W OME N
WO UL D COME TOGETH ER TO TA LK ABOUT THE IR SE X L IV E S. LOOK AT HOW W E
C HA N G E D TH AT. ”
ERIC VONKE

economy going again and lift restrictions if and
when they can. They know the importance of
saving jobs and saving the economy.

Now the good news: Ladies Night
Homeparties has its 15-year anniversary this
year! Did you pop the corks or did you have
to postpone your celebrations because of the
corona crisis?
Eric: We had planned a really big party with
our team of management, office, and agents,
but that had to be cancelled/postponed,
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The business model of home parties was not
new in 2005 - but why did you decide to apply
it to sex toys?
Eric: Honestly, Yvonne was having an evening
with some of her lady friends, and they started
talking about this very idea, feeling that it
would be a fun variation on the other kinds
of parties that were already there. And to be
exact, that was in 2004. Our company started
hosting the first parties in October 2014. But
because we don‘t just want to celebrate for
two months of the year, we say that 2020 is
our 15th anniversary.
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Several EAN Awards attest to the dedication
and success of Ladies Night Homeparties

Do you see yourselves as a family business?

“ I T I S TI MES LIKE TH ES E TH AT

EX P OS E TH E T RUE SP IRIT OF A

COMPAN Y - TH E WAY YOU T REAT

YOUR OTH ER FA MILY WH EN TIME S

Eric: Absolutely, and not just because Yvonne
and I run this company with our daughter,
Sharon, but also because we consider our
team family.

ERIC VONKE

Has the increasing social acceptance of
sex toys also contributed to the growth of
your company?

Back in 2005, would you have imagined that
your company would one day be as big as
it is today?

Eric: I would like to reverse that a little. I
believe that we also contributed to the social
acceptance of sex toys. When we started,
over 15 years ago, nobody believed groups of
women would come together to talk about their
sex lives. Look at how we changed that.

A R E TOU GH ER. ”

Eric: Not in our wildest dreams. At first, we
even had regular jobs aside from managing the
company. Not for long though.

What is the secret of your success?
Eric: I think it is being truthful to the vision
we had and staying focused on our goals.
Be a trendsetter instead of a trend follower.
Treat everybody the way you would like to be
treated yourself. And love what you do, every
single day.
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What were the highlights in the company‘s 15year history? And what are the things you hate
to remember?
Eric: Wow, that is a good question. Personally,
standing at the airport in Shanghai with Yvonne
and Sharon for the first time, realising what
we had achieved - it was such an incredible,
rewarding feeling that we were in China, the
three of us. Still gives me goosebumps. What
I hate to remember? Probably the last few
months. Although we kept the spirit high, it
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was hard for me to cope with something
we had no influence on. Good things
always emerge from bad situations
though, and we have seen that our team
is so unbelievably strong and that this
experience has brought us together even
closer. It is times like these that expose
the true spirit of a company - the way
you treat your other family when times
are tougher.

Your company has been an integral part
of the international erotic market for 15
years now. Which of the changes you
have seen in our market have been the
most important ones?
Eric: For our company, it was the
shift from wholesale dependency to
developing our own toys and private
labels. As for the market in general, the
real change was the development of the
online businesses. We have really lived
that from day 1. The shift from shops
to online shops, from DVD to online
streaming. From paid content to free
content. From toys marketed at men
to the female-friendly designs we have
today. Shall I continue? Lots of changes
that were important for how the market
is today.

This photo shows Yvonne Ubbink
and Eric Vonke celebrating the
10-year anniversary of their company

Your parties have transcended the borders
of the Netherlands, expanding into Belgium
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and the Czech Republic. Are there other
markets you want to conquer?
Eric: Absolutely. We were already in the
middle of (re)starting Spain, where we
would have launched this summer, but
we had to postpone that step by a few
months as well. And we are considering
more expansions, but nothing concrete
right now. For us, it all depends on the
people who are interested in working for
our company in other countries and the
potential of making it a success.

What is the current situation in the home
party market? Is this distribution channel
also under pressure from the powerful
competition of e-commerce?
Eric: Because we develop 99% of our
own products as private labels, we don‘t
experience increasing pressure from
e-commerce. If we were selling the
same products and brands that are
being sold online, we could have a
problem for sure... people could test at
our parties but buy somewhere else.
That is not the case, though. Our online
business is more of an extension where
we offer different things from what we
show at our parties and there we do
include other brands. We believe that the
experience we are providing is unique and
always evolving, and that will continue to
be our strength.
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One day is never

like the day before
E m m a H u m ph reys - Fro m p a rt-time emp lo yee to C E O
Emma Humphreys has been with Nice’n’Naughty for ten years. At first,
it was just a part-time accounting job, but that quickly turned into a fulltime position with ever increasing responsibilities. Recently, this journey
culminated in Emma becoming the company’s CEO. EAN wanted to
congratulate her on this achievement – and to ask her a few questions
about her career and her new position at Nice’n’Naughty.

Congratulations on your
promotion! How does it feel to
be the first CEO in the history of
Nice ‘n’ Naughty?
Emma Humphreys: Thank you.
I was, and still am, extremely
flattered to be the first CEO of
Nice ‘n’ Naughty. It is a privilege
to be recognised for the work
and commitment I have shown
so far and will strive to show in
the future.

You’ve been working for Nice
‘n’ Naughty for ten years. What
made you decide to seek your
fortune in adult retail back
then? And what brought Nice
‘n’ Naughty to your attention?
Ready to tackle new responsibilities:
Nice ‘n’ Naughty’s CEO Emma Humphreys

Emma: That’s a very interesting
question and if I am to be
completely honest, my first steps inside
a Nice ‘n’ Naughty store were on the day
of my interview but I have never looked
back. From day one, I have been part
of an extended family that quite literally
sweeps you into the fold. It is such a
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fantastic environment to flourish in, goals
and dreams are supported whether
that be your desire to go on a course to
better yourself in anything from social
media to sign language to wanting to
learn to drive, both Simon and Trish will
back you 100% every single time. Our
attrition rate is practically zero as people
stay, fall in love with who we are, how we
work and take care of each other, and
they don’t leave.

Please, tell us more about your ten
years with Nice ‘n’ Naughty? What
were your roles and responsibilities
during this time?
Emma: When I first joined the company,
I had a 6 year old, a 8 month old and
was about to get married and move
house so to add a little extra pressure
to the mix I took on a new job as well.
The role was part time in the accounts
department and Simon and Trish
allowed me to work flexible hours
around my family and childcare
commitments, this was definitely a
positive for me at that time. Over the
years, my role has changed significantly
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in many ways and I have always been
encouraged to be the very best version of
myself that I can be, all the while supported
at every turn not only by the Directors but
by all the staff. During the past 10 years I
have worked in the accounts department,
completed administration tasks, been
responsible for the shop licences and
renewals, the staff and store health and
safety, recruitment, HR and payroll and been
an active member of the web team and on
occasion I have worked on the shop floor!
One day is never like the day before.

What tasks and responsibilities await you now
as the new CEO?
Emma: All the tasks that I have completed
previously will continue to remain part of my
job role, these offer a variety to my work that I
would not have anywhere else and I love that
I have the ability to move between our head
office, into the Warehouse and the shops with
ease. The friendships and relationships that
I have built with the staff and suppliers over
the years are important to me and I like to be
hands on working alongside the team.
I work closely with Simon and Trish on a daily
basis and our focus going forward will be the
promotion of our new boutique store that has
recently opened in Warrington and our new
and improved website plus the recruitment of
staff to join our family.

What are your expectations as you take on
this new position as CEO. What ideas do
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you want to implement in your new area of
responsibility?
Emma: My role as CEO is as new to me
as it is too Nice ‘n’ Naughty and since my
appointment, the role has taken on a life of

“ OUR ATTRITION RATE IS

PRAC TIC AL LY ZE RO AS PE OPL E

STAY, FAL L IN LOV E W ITH W HO
W E ARE , HOW W E W ORK AND
TAKE C ARE OF E AC H OTHE R,
AND THE Y DON’ T L E AV E .”
EMMA HUMPHREYS

its own due to Covid-19. I am a nurturer at
heart, and I like to ensure that everyone is
okay, both on a work level and a personal
level and it is important to me that I am
approachable and trusted by all. As for ideas
and implementations, I have never been shy,
even prior to my new position, in coming
forward and offering ideas and opinions for
the business that I believe will benefit all of us
and I hope to continue to build on this. The
website will be a priority for me for the next
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together, everyone of us is as important as the
next and this speaks volumes about us. Our
staff are knowledgeable, they offer amazing
customer service and we could not ask for
more. Our Chester store was refurbished in
2019 and is now no longer a shop that you
wonder around but an experience that takes
you on a shopping journey and we will ensure
that we will continue to adapt with the times.
Brighton will undergo its own refit shortly to
mirror the new look of the company and offer
something extra to our customers.

With the new boutique on Sankey Street in
Warrington, you have started a new chapter
in the history of Nice ‘n’ Naughty. Is this the
future of modern adult retail?

part of 2020 and I am looking forward to the
new challenges ahead.

Nice ‘n’ Naughty can look back on a success
story that spans more than 20 years in
the adult retail business - what makes you
confident that the company will continue along
this trajectory? What strengths does Nice ‘n’
Naughty have that will enable you to continue
to assert yourselves in a difficult market
environment?
Emma: Due to its longevity, the company
is a well-known brand. It is trusted by our
customers and although we may have
downsized, we are extremely strong. We work
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Emma: As a company we are extremely
excited to launch the new boutique and I
certainly do think that we are leading the
industry into a new era. Retail on the high
street has changed so much over the years,
but we feel there will always be a place for
bricks and mortar stores in our industry, as
the knowledge and experience of the staff is
something that cannot be found online. By
creating a destination for our customers, we
are ensuring the future of retail, and having
a store where the customer is in a relaxed,
welcoming environment and offered a range of
hand-picked beautiful products.
The passion that has been shown by all the
staff has been overwhelming. Everyone has
contributed from day one with their own
ideas for the boutique. This has brought us
all together utilising experiences that are from
both our personal preferences as well as
drawing on the experiences we have in the
work environment. This has seen an influence
from our straight staff and our gay staff for
example that has made this an amazing
experience to be part of.
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“ RE TAIL ON THE HIGH STRE E T HAS C HANG E D S O
MUC H OV E R THE Y E ARS, BUT W E FE E L THE R E
W IL L ALWAY S BE A PL AC E FOR BRIC KS A ND
MORTAR STORE S IN OUR INDUSTRY.”
EMMA HUMPHREYS

We are proud that the local people of
Warrington stood by our side at the licensing
hearing agreeing that the high street is where
we now belong and we are looking forward to
an exciting future and who knows this could
just be the start of the boutique by Nice &
Naughty journey.

So, what should we know about you as a
private person?

my local community in my free time. Reading
is something I love to do but it has to be a
physical book rather than a digital version, for
me there is just no comparison! My friends
and family are everything to me which is
why my home is always open, everyone is
welcome, the kettle is always on and I have a
well-stocked wine fridge!! I am your average
40-year old who has been blessed with the
greatest job and work colleagues, the best
family and friends, and I am thankful everyday
just to be me.

Emma: Outside of the work environment, I am
a mother and a wife and truly feel privileged
to be both, they are the most important job
roles I will ever have. I volunteer for Girlguiding
and have been a Rainbows Leader for the
past 5 years. It is the opposite end of the
spectrum from Nice n Naughty, but I enjoy
being able to give a little something back to
148
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Russia has always been

an important country for us

S H OT S p a v es wa y to ex p a nsio n in Russia
SHOTS are restructuring their activities in the
Russian market. Apart
from forging a distribution
agreement with company
S-market, SHOTS have
also secured the services
of Daria Norkina, who will
be their brand ambassador
for Russia going forward.
EAN had the opportunity
to talk with Daria and with
Hein Schouten, SHOTS’
Sales Director, and ask
them about these expansion efforts in the Russian
market.

Daria Norkina,
Brand Ambassador Russia

Why did you change your previous distribution strategy in Russia and choose
S-market as your exclusive partner for
your brands and products instead?
Hein Schouten: We have been operating in Russia for over 10 years now, and
although we were quite satisfied, we felt
there was much more to be gained from
this market. We wanted more control
so that we could approach and serve
our Russian customers the way SHOTS
clients have come to know and expect.
So, with that being said, on June 1st,
2020, SHOTS Russia was born. With the
arrival of Daria as our Brand Ambassador, and the cooperation of S-market,
we can now serve Russia as we serve
every country; quickly, with passion,
and with all full attention, service and
tools that we have to offer. The choice
of going with S-market was easy due
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Hein Schouten,
Sales Director of SHOTS

to the fact that SHOTS and S-market
have a similar mentality. They are driven,
have a thorough understanding of the
market, know every client in their area,
and always want to go the extra mile
for their customers. They are innovative,
hard-working, and base everything on
customer service and results. We would
like to increase turnover in Russia,
become more acquainted with their
culture, understand what the consumers
there want, and offer them the best
service possible. The addition of Daria
and the collaboration with S-market
makes the whole operation a perfect fit.

How important is the Russian market for
SHOTS? What potential does it hold?
Hein: Russia has always been an important country for us. We have achieved
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great partnerships, friendships, and collaborations over the past years, but now is
the time to take it to the next level.

You have travelled all over the world
in your position as SHOTS’ Sales
Director. What are the characteristics of the Russian market? How
is it different from other markets?
Hein: The Russian market is
very curious and eager to
learn about products. They
appreciate quality and recognise when goods have
a perfect price-quality
balance. This is exactly
what the SHOTS assortment is built on and that’s
why we are such a great
match. The market is
growing every year, mainly
because the consumers are
becoming more aware of
sexuality. I see Russia as
Europe was a few years ago,
and no one breathes the
European way of growth more
than SHOTS. So, we are ready to
take this knowledge and experience
to Russia and grow the market while
also being respectful of their culture
and mentality.

Hein: S-market will offer all SHOTS
brands. With each brand, we focus
on the top 50% best sellers, so they
will have the best-performing half
of the assortment. New releases
will be adjusted to the demand
of the market, and product
development will begin based
on the wishes of the Russian
customers.

How will you support your
distribution partner? How
will both companies
cooperate to help retailers market and sell your
brands?
Hein: We have
established a marketing
programme combined
with a sales plan. We will
have solutions for each
customer type and intend
to grow SHOTS with them.
SHOTS Russia is here for the
long haul, and we are ready
to invest to establish the brand
even more. Anything S-market
needs SHOTS will take into
consideration.

Will S-market offer the complete portfolio of
your own brands in Russia?
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In addition to your distribution agreement
with S-market, you have appointed a brand
ambassador for Russia, Daria Norkina.
Why this step?
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man food retailer in Russia.
However, I didn’t want
to stop progressing,
I wanted to learn
something new
and interesting,
so I was lucky
to get into this
field and immediately realised
that this was
my calling.

Hein: To have someone on
the ground in Russia,
focusing on serving
the customers and
making sure the
SHOTS brand
is growing and
coming to the
attention of all
customers. We
want to bring
the SHOTS way of
working to Russia with
love. SHOTS has grown
so much around the world
because SHOTS treat their customers with the love and respect
they deserve. Now, it is time for us to
bring this successful format to Russia.

Please, Daria, would you introduce yourself
and tell our readers about your professional
career before you joined SHOTS?

How did your involvement
with SHOTS begin? And what
exactly is it about SHOTS that convinced you?
Daria: I met SHOTS while working for S-market, an energetic, developing company. I was
impressed with the cool high-quality products
SHOTS produces, so selling and promoting
them is an absolute pleasure. Therefore, when I

“TH E RUS SIA N MARKE T IS V E RY C URIOUS AND
EA GER TO LEARN ABOUT PRODUC TS.”
HEIN SCHOUTEN

Daria Norkina: I have been working in the
adult industry for a long time, however, my
career in sales began with the largest Ger152

was offered the position of Brand Ambassador,
there wasn’t a second of hesitation. It’s an honour to become a member of the SHOTS family.
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“ R US S I A IS MOST CERTA IN LY A C OUNTRY W ITH
G R EAT P OT EN TIA L, A N D TH E S EX TOY SE C TOR
I S DEFIN IT ELY A N EMERGIN G AND GROW ING
MA R K E T. ”

DARIA NORKINA

How would you assess the market for sex
toys in Russia? Are we talking about a
growth market?
Daria: Russia is most certainly a country
with great potential, and the sex toy sector is
definitely an emerging and growing market.

What will your new tasks look like and what
has attracted you to this position?
Daria: The main goal is to bring SHOTS and
their wonderful, innovative products to the
attention of the Russian consumers. We have
already started conducting training webinars
on products and we have plans for large-scale
presentations; this way, we can offer all
partners the additional support they need.

Daria: My main goal is to develop the
company in the Russian market and increase
awareness of the brands. I have many ideas
for brand development. Right now, I am
preparing large-scale presentations of
collections that will be available in Russia for
the first time, and preparing development
concepts based on them.

What do we need to know about the private
person Daria Norkina?
Daria: I am an energetic person who is
ambitious and charismatic and loves to
communicate and work with other people.

What expectations do you have regarding
your new position at SHOTS? And which
ideas and concepts of your own would
you like to implement in your new area of
responsibility?
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Fortune has been smiling upon Sebastian Gonzalez, the Sales Manager of
Net1on1. Fresh out of university, he delved into the colourful world of sex toys,
preventing him from ending up in an unfulfilling job in London where he would
drown his sorrows at a pub every night – or at least that is what he expects would
have happened to him had he not joined Net1on1. Office dog Binky, the REV1000
Rotating Male Masturbator, Justin Roiland, and Boris Johnson also make appearances in this edition of Monthly Mayhem.
How‘s your ‚office dog‘? Did he keep you
guys happy during the lockdown?
Sebastian Gonzalez: The office dog
is with Nikki, our bookkeeper, she is
currently shielding so we haven’t been
able to see Binky for a while. We have
heard that he is doing very well and
enjoying all the daytime walks he has been
getting to go on!

I am still here – how long is temporary
anyway?

If you weren’t in this industry, what would
you be doing now?
Sebastian Gonzalez: I guess I would
probably be doing a soul-destroying job in
London where I work horrible hours and
drown my sorrows every evening.

What was your childhood ambition?
What was the biggest step in your career?
Sebastian Gonzalez: When I was
younger, I really wanted to be a car
designer…that is until I realised that I could
not draw.

How did you get into the industry?
Sebastian Gonzalez: I had just finished
university and my dad had bought
Net1on1. He was looking to employ some
more people and I didn’t have anything
else to do at the time, so I said I would
help on a temporary basis. Six years later,
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Sebastian Gonzalez: I think it was when
I managed to sign an exclusive deal with
our trade partner in Australia. For me,
this had shown that everything we had
been working on with our in-house brand
is paying off and recognised by others.
This was really reassuring for me, and for
everybody at Net1on1, so thank you very
much Michael Rutner at Next to Nothing
Australia.
Where do you see yourself in 10 years’
time?
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Sebastian Gonzalez
Que sti ons & A nsw e r s
be Phil Knight, the founder of Nike. I read his
autobiography a few years ago and thought
it was amazing. It was very well-written and a
great story throughout. And of course, my
dad, Tony.

Sebastian Gonzalez: I see myself running
Net1on1 and with a dog of my own!

How do you envision the future of
the industry?
Sebastian Gonzalez: I think that the sex
toy industry will start to become even more
mainstream. We have seen this happening
already, and those clients are pushing mega
numbers. It will only be a matter of time before
more companies start to offer sex toys.

“ NE V E R MAKE ASSUMPTIONS AND

What is your idea of a perfect working day?

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

Sebastian Gonzalez: The perfect working
day would start a bit later than usual, and with
a fresh coffee. A few customers would call to
say how much they like our service and send
over some more purchase orders.

TRE AT PE OPL E HOW YOU W OUL D
L IKE TO BE TRE ATE D.”
SEBASTIAN GONZALEZ

Sebastian Gonzalez: My sister Bella, who
has worked on the frontline for the NHS
throughout the pandemic.

Which personal success are you proud of?
How do you relax after work?
Sebastian Gonzalez: Have you heard of the
REV1000 Rotating Male Masturbator?

Sebastian Gonzalez: When I was eighteen,
I was fortunate enough to go to Sri Lanka
to help build schools. Playing cricket and
getting to know the kids in the village was an
experience I will never forget.

Who would you consider your role model
and why?
What do you particularly like about yourself?
Sebastian Gonzalez: This is a tough one – I
am not sure if I can call them a role model, but
it is definitely someone I look up to. It would
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Sebastian Gonzalez: My humbleness. Oh,
and my looks, brains, fashion sense, taste in
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music and movies, and of course my sense
of humour!

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

Which vice could you never forgive?

Sebastian Gonzalez: Easy, a fishing rod or
net, some flint, and a hammock. It would be
just like a holiday.

Sebastian Gonzalez: The one that crushes
my nuts too hard ☹
If you could swap lives with somebody for a
day, who would it be?
What song do you sing in the shower?
Sebastian Gonzalez: Recently I have
been singing Benny and the Jets –
BENNNNYYYYYY, BENNNYYYYY, BENNY
AND THE JETS – very out of tune.

Sebastian Gonzalez: I would give Justin
Roiland a go – he is the creator of this TV show
called Rick and Morty. I imagine the thoughts
he has would easily keep you entertained for
days.

Who would you never ever like to see naked?

Is there anything you would never do again?

Sebastian Gonzalez: BOJO (Boris Johnson).

Sebastian Gonzalez: I don’t often like to say
never, but probably get in a plane with my
friend. He is learning to become a pilot and just
finished his acrobatics course, so he thought
he was Maverick from TopGun. I don’t think
I’ve ever been happier to be on solid ground.

With whom would you like to go to the cinema
and what film would you watch?
Sebastian Gonzalez: Jeff Goldblum and
Jurassic Park – I reckon he’d be pretty
entertaining throughout.

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

Do you have some good advice you want to
share with our readers?
Sebastian Gonzalez: Never make
assumptions and treat people how you
would like to be treated.

Sebastian Gonzalez: I would go to Peru and
do the Inca Trail, it is something that I have
wanted to do for years, but I haven’t been
able to get enough time off.

160

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

world-of-hot.com

The GARDEN
of LOVE
DELAY
CREAM & SPRAY
Absolutely excellent delay cream/spray
for HIM! Prevents and is effective
against premature ejaculation.
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Business + Pleasure

Take your success to the next level. Be part of XBIZ Retreat, the adult retail industry’s
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