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Nelson Sousa da Cunha is the new
owner of Mister B. In our interview, he
outlines what’s next for the popular
cult brand.
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SHOTS know how to combine business and fun, point in case: their latest
Sales Week and the SHOTS Parties in
the USA and the Netherlands.

Maeglin Harmsen provides details
about the concept for the upcoming
Scala Fair in September, which will
be all about luxury.
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BKK CEO Enzo Kwan tells us
about the Stroking Bracelet,
developed to make interactive
VR affordable for anybody.

Samuel Ruddy,
Wholesale
Business Manager of Comfort
Click, talks about
the takeover of
Vitenza.
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130
TV show Broad City was the inspiration for Lovehoney’s new collection of
licensed products. Marketing Director
Helen Balmer tells us more.

Designer Istvan Keszei presents the
first product of his company, Vivian
Technology. In our interview, we
shine a spotlight on the VT Chair.
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At the end of the year, EX Doll intend
to launch their Robotic Head.
Authorised reseller Paul Lumb whets
our appetite for the product.
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Beate Uhse sells Dutch B2C

activities as well as Dutch wholesale

letter from the editor

Dear readers

Christine le Duc & Scala Agenturen B.V.

Let us chance a look into the
future. And by that, I do not
mean the upcoming holiday
season. Or put differently, let’s
indulge in a bit of science fiction.
Technical developments are
progressing faster now than they
ever have. Today, it’s all about
artificial intelligence and robots
that can take care of any trivial
chore. These are the perfect
ingredients for dystopian
predictions, but they could also
be the building blocks of more
optimistic scenarios. A few
decades from now many of the
chores that eat into our free time
today might have been
delegated completely to
computer brains. Everybody
whose job is to increase the
pleasure and wellbeing of others
would benefit from such a
development. Maybe we’re even
in for a hedonistic utopia where
mankind has rid itself of our daily
troubles and people fully
embrace their new-found
freedom - including their sexual
freedom. Maybe, this is not what
is going to happen to us. Even
though the technological
developments may well take the
course mentioned above it is
highly unlikely that mankind will
drive itself into obsolescence.
People will still have other things
to do than indulge in excess and
orgies all day … Hold on, why
does that sound like a bad
thing?

Hamburg, Germany - Beate Uhse AG announced in a press release published on July 25
that it is taking a further step in its strategy by separating itself from its Dutch B2C activities
and the loss-making Dutch wholesaler in the context of asset deals.

T

he Dutch B2C
activities include
the shops and online
activities operated
under the Christine le
Duc brand, as well
as other shops in
Amsterdam. In
addition to the right
to name, leases,
inventories and stock
are transferred. The
separation of the
loss-making business of the Dutch
wholesaler, the Scala
Agenturen B.V., takes
place by the transfer
of the name rights, of fixed assets, the
inventories, the customer claims and the
supplier liabilities. At the same time, the
employees are taken over by the buyer
with all social obligations in both asset
deals. The selling price for these business
activities totaled EUR 4.05 million. The
acquirer of the assets of the Dutch B2C
division is a subsidiary of an Irish investor

group. The buyer of
the Dutch wholesale
activities is a Dutch
group of companies
(under the management of Walter
Kroes). The date for
the asset deals is 25
July 2017 for Dutch
wholesale and 1
August 2017 for the
B2C business.
Furthermore, the
press release states
that the sale of the
unprofitable Dutch
B2B activities and
the Dutch B2C
business will lead to a sharper focus on
the core brands and a complete focus on
the B2C sector for Beate Uhse.
“We are concentrating on the values and
strengths that are firmly embedded in the
core brands of Beate Uhse. With this
orientation, we are focusing exclusively on
the value drivers B2C with shops and
e-commerce,” says CEO Michael Specht.

‘Callie‘ the Luxury Vibrators from JOPEN
Flensburg, Germany - ORION has
extended its assortment: the four new
luxury “Callie” vibrators from JOPEN are
now available. The beautiful sex toys look
amazing because of their puristic and elegant designs. They are in a timeless white
colour and have gold-coloured control
panels and sparkling gems. Their velvety

That‘s it for this month!
Randolph Heil
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smooth silicone surfaces
glide over the body and they
can also stimulate the sensitive erogenous zones with their different vibration
modes. All four models are splash proof
and can be recharged with the included
USB cable. The Callie vibrators are delivered in beautiful white & gold packaging.
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Scala Playhouse makes transition to SCALA
New Management
Almere, The Netherlands - The business activities of Scala Playhouse have been acquired by Walter Kroes and Trudy Pijnacker
effectively immediately. This change entitles that Scala Playhouse is not longer part of the Beate Uhse Group and will continue
its presence as an international wholesale distributor under the name SCALA with new management.

K

roes and Pijnacker have many years of
experience within the adult trade and
erotic wholesale industry, ensuring the
continuity of SCALA. The decision to sell the
company was made based on strategic
reasons by the Beate Uhse Group. The focus
of SCALA will be solely on B2B customers
(retail and e-commerce). The employees of
Scala Playhouse will be transferred with the
acquisition to SCALA, so that retailers will
have the same point-of-contact within the
organization and there are no direct changes
to the ordering process.
In the coming period, the new management wants to invest heavily in improving the
online infrastructure, stock availability and
product development. The assortment of
SCALA will focus mainly on toys, lingerie and
drugstore. For strategic reasons the film and
DVD product categories will be removed from
SCALAs assortment. SCALA also promises
to continue its partnerships with suppliers.
To fully make the transition from Scala
Playhouse to SCALA, the company will be
moving to a new office location and
warehouse, and is working on a new website,
offering an online portal that wants to cater
exactly to the needs of their B2B customers.
„The coming 2 to 3 months we’ll be
working hard on making the transition go
smoothly. The SCALA Fair on the 3rd and 4th
of September will go ahead as planned,
giving you the opportunity to get introduced
to new owners Walter Kroes and Trudy
Pijnacker, plus catch up with the existing
SCALA team for more information regarding
the changes,“ the company said in a press
release.
The distributor aims to be ‘fully reloaded’
from Scala Playhouse to SCALA for the
upcoming eroFame on the 11th to the 13th
of October in Hannover, Germany. „We see
07

eroFame as a fantastic occasion to represent
the new and improved SCALA, demonstrate
the excellent level of service you can expect
of us and showcase everything our company
will offer for B2B retailers. We hope to have
informed you accordingly regarding this
change and look forward to continuing our
success as your go-to international erotic
wholesale distributor under the new name
SCALA,“ the statement continues.

secrets of passion.
Bling Bling Orgi Mask
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3fap racks up thousands of Social

Media Shares across a dozen countries
The product offers 3 horizontally aligned orifices to allow seamless triple dipping

Chicago, USA - Crowdfunded on Indiegogo to the tune of $50,000 in October, 2015, and
available for sale since June 2017, 3fap, the creation of Autoblow 2 inventor Brian Sloan,
is touching at least the minds of millions of men as the story goes viral online around the
world.

T

he first post about the unusual looking
device appeared on Mashable and
was accompanied by a Mashable-produced video. Since then, a piece appeared on Cosmopolitan with more than
3000 shares on the web and hundreds
more on its Facebook page. Men’s
Health, Metro, and Design Taxi also
posted widely shared articles about 3fap
which then informed many articles on
non-English language news websites
around the world. Ekstrabladet in
Denmark, Stara in Finland, Excite in
Japan , Nuus in Hungary, UOL in Brazil,
Clint in Belgium, GQ in France, Apple
Daily in Taiwan, Brato in Bulgaria, and
Men’s Club in Hong Kong all posted
articles about 3fap. Multiplayer.it made it
the subject of an Italian language video.
On the topic of 3fap going viral, Brian

Sloan said: “3fap to me is more than a
product that allows men the luxury of 3
orifices, 3 textures, and 3 levels of
independently controlled suction. The
triple dip is great, but there is a deeper
lesson to be learned from 3fap. 3fap is a
shining example of what happens when
there are no middle managers to say NO
to an idea. It is entrepreneurship in its
purest form. Even though many websites
may mock its appearance or even
question the need to masturbate into 3
orifices at the same time, I hope that at
least a few of the hundreds of thousands
of people who read about 3fap around
the world are inspired by it to create
products of their own, that, like 3fap, may
not conform to widely held ideas about
how products should function or what
they should look like.”

Kama Sutra’s new product:
massage candle in tropical mango
Wijchen, The Netherlands - Kama Sutra’s bodycare products all carry a scent
of flavour, one of these scent families is
Tropical Mango. Tropical mango has the
sweet scent of fresh, ripe mangos and
was already available as an oil of love, a
kissable body oil, and as a natural massage oil. As an addition to this scent family
the brand added an IGNITE massage
candle with the tropical mango scent. It is
an exotic, scented delight made of a rich
08

formula of skin-conditioning coconut oil,
shea butter and vitamin E that melts into a
warm massage oil when lit. Kama Sutra’s
massage candles are wax-free and they
naturally burn at a low temperature so
they won’t harm the skin. Kama Sutra is a
romantic lifestyle brand with one purpose:
making love better. The brand has a range full of romantic bodycare products and
pleasure instruments to enhance sexuality
between lovers.
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Scala Fair turns into Scala Luxury Fest
2- 4 September
Almere, The Netherlands - An exiting update about the upcoming Scala Fair: it will transform into a special edition Scala Luxury Fest. This event means 3-days of rocking fun in the most exciting erotic playground – a.k.a. the Almere-based showroom
– around. The Scala Fest is ready to rock the world of adult novelties.

T

his 3-day event has the hottest line-up of
erotic brands. Scala have got the biggest
headliners wowing the crowds, with CalExotics,
Pipedream, Doc Johnson, System JO, TOYJOY
and many more. Retailers should come and see
the latest releases taking the center stage in
Scala’s amazing showroom, marvel at luxurious
new products, go wild by all the incredible offers
and ‘Meet and Greet’ with their favorite brand
representatives! The fun doesn’t stop when the
showroom doors close; as Scala have got
exclusive backstage-passes for the Scala Fair
After Party (Scala Party), where guests will be

spoiled with luxury entertainment
and can revel in the festive atmosphere until the early hours of the
morning… Retailers are all able to
join in on the fun. They should save
the date and attend the hottest
event on the trade show agenda. On
the 2nd of September, the Scala Luxury Fest is
invite-only. On the 3rd of September, the event is
open to all from 9 am to 5pm. Retailers also
have the chance to visit on the 4th of September, when the doors to Scala’s erotic playground
open from 9am to 4pm.
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Two new board games

from Creative Conceptions
Oral Fun & Fetish Fun
Newark, England - Creative Conceptions has released two new
games that want to put the fun back in the bedroom. Oral Fun:
The Game of Eating Out whilst staying in is a game that will tease
and tantalise the players as they make their way around the
board, giving and receiving oral in almost every way imaginable.

E

ach symbol relates to a naughty category on the game
guide which will take players on a journey of peach-eating
and sword-swallowing. “We know that our brand-new game
will allow players to giggle and gargle their way through fun
trivia and saucy actions. This brand-new game forces players
to exercise their mouth around the board, kissing, licking and
sucking their way to a blissful finish…”, the company said in a
press release. The second game is called Fetish Fun: Explore Kinky Satisfaction and Bondage Action. This new board
game will allow players to explore their inner kink with an
intimate introduction to the world of fetish. Players will spank,
restrain and role-play their way through Fetish Fun! Or as the
Creative Conceptions put it: “We know that players will enjoy
making their way through steamy actions and fun fetish facts,
discovering their deepest desires and ultimate fantasies as
they make their way to a blissful climax, where the pleasure,
or pain, is all theirs to gain…”.

pjur at CSD in Cologne, Germany

secrets of passion.
Inflatable Wedge

Cologne, Germany/ Wasserbillig, Luxembourg - Hundreds of thousands of people celebrated Christopher Street Day
(CSD) in Cologne on the weekend and
pjur promoters were in the thick of it, distributing flyers with samples of pjur Back
Door to revellers. „The atmosphere was
amazing. People couldn‘t get enough of
the flyers, and with such a brilliant design
I‘m sure the cards will be decorating
countless bathrooms for some time to
come,“ explains Tobias Ritter from salesrocker marketing in Cologne. The company partnered with pjur and the PMS agency
to develop the promotional campaign. This year‘s promotional
cards from pjur featured the naked trolls with colourful hair
that were all the rage in the 80s. In the design, one of them is
turning to admire the sample provided by pjur.

STRUBBI.COM
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Nelson Sousa da Cunha new
owner and CEO of Mister B
Wim Bos takes advisory role
Amsterdam, The Netherlands - With effect from
21 July 2017, Nelson Sousa da Cunha (37) has
become the new owner & CEO of Mister B Trading and underlying subsidiaries.

fter a successful management
buyout, he has taken over Mister B Trading from its founding father
Wim Bos. In the past 23 years, Wim
has successfully set up and expanded the organization to a commercially thriving company, with activities
including wholesale & internet sales,
stores & franchises in Holland, Belgium and
Germany, en various points of sale in countries all
over Europe and beyond. Currently there are over
40 people working for this international company.
Before working as a Marketing Manager at Mister
B from 2011 onwards, Nelson Sousa da Cunha
held several management positions in a variety of
commercial organizations. Next to his activities for
Mister B, Nelson has been very active within the
gay scene for many years, and a strong advocate
for gay and fetish acceptance and emancipation.
Nelson on the new challenge: “My extremely
motivated team and I are very much looking
forward to further expand the success of Mister B
and make the organization even more future-proof.” One of the main focal points of the new CEO
is gaining more market share, by the means of
creativity, motivation, innovation, and of course:
delivering high- quality products. Paramount in
all this, is making very clear to the outside world
what Mister B stands for. Wim Bos will remain
involved with Mister B in an advisory role, in which
he will share his vast knowledge and experience
in service of the company. Mister B embodies not
only a brand, but a culture of sexual emancipation
as well, and has been working for many years
in and for the gay and fetish community in and
outside of Europe. Nelson Sousa da Cunha is
taking over the proverbial banner from Wim Bos
in continuing this work and conveying the vision
of Mister B throughout the world.
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Cobeco Pharma presents

100% natural and vegan lubricant
Available now

Berkel en Rodenrjis, The Netherlands - Cobeco Pharma has used its expertise to develop
a 100% natural and vegan lubricant which meets the most stringent requirements of the
“Natural Product Standard” without compromising the functional benefits of a lubricant.

“E

uropean consumers are becoming
more aware of the importance of
healthy lifestyles. They take more
responsibility for their personal health,
integrating mental and physical wellbeing.
Consumers are increasingly interested in
natural certified products,” Cobeco
Pharma said in a press release. The BDiH
in Germany, an association of enterprises
for medicines, health care products, food
supplements and cosmetics, has certified
that Cobeco’s 100% natural lubricant is in
accordance with their “Natural Product
Standard”. A product with the NPS mark
„Natural Product – Standard approved by
BDiH“ offers a guarantee that the
lubricant is 100% natural. Until recently,
there has been no certification mark for
natural medical devices such as lubricants. This is why in January 2014, the
BDiH developed the „Natural Product
Standard“. This standard is intended to
be a reliable distinctive feature for the
consumer.
Features of Cobeco Pharma’s 100 %
Natural & Vegan Lube: 100% natural +

vegan ingredients / Free of synthetic
fragrances, colourings and preservatives /
Certified as 100% natural: Natural
Product Standard approved by BDiH / CE
certified / Respects the healthy vaginal
bacteria, pH-optimised / Free from animal
testing / Long lasting lubrication, doesn’t
dry out during use / Condom-safe. The
lube also contains Carrageenan, which is
extracted from red edible seaweeds.
Besides it’s thickening properties, it
seems to have amazing health benefits.
The research group of Dr. Schiller at the
National Cancer Institute in Bethesda,
Maryland (USA), revealed that carrageenan is an extremely potent infection
inhibitor for a broad range of sexually
transmitted HPVs. The 100 % Natural &
Vegan Lube is being added to the
Cobeco branded assortment in August
and is also available as a private label
product. “Cobeco Pharma feels that this
product is an ideal addition to your own
private brand as the demand for these
products it at an all-time high and will
continue to grow,” the company stated.

ORION Wholesale
Flensburg, Germany - For Orion Wholesale the promotional advertising material
and shop displays, for the perfect
presentation of products at the pointof-sale, are just as important for a
customer-oriented service as innovative
products and attractive packaging.
Furthermore Flensburg‘s erotic specialist
is offering their customers product videos
14

– currently more than 30 new videos can
be found on the ‚Orion Wholesale‘
Youtube channel. Interested retailers can
easily incorporate them into their own
shop for free. Furthermore, the videos for
the respective products can also be found
underneath the product description at
www.orion-wholesale.com.
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NEW NEXT GENERATION

2999
EURO

Wholesale price

8999
EURO

MSRP incl. VAT

BEST SEX TOYS
RELEASED IN 2016

This vibrator literally sucks on your clitoris — yes, we were skeptical too — and when it does, it could
bring you to climax in record time. We described it as “lit”— and that‘s not a word we use lightly.
12/2016 USA

“bring you to climax
in record time”
12/2016 USA

“Playtime, all the buy
on next-gen sex toys”
01/2017 Canada

“A feminist can be
in charge of her
own pleasure.”
11/2016 USA

“And it wasn’t just any
orgasm — it was a cluster of
orgasms within one orgasm.”
10/2016 USA

“Sweet baby Jesus, I‘m never
OHDYLQJP\ɸDWDJDLQ,WIHOWOLNH
nothing I‘ve ever experienced
on this earthly plane, SRSLY.”
05/2017 UK

“Think: A guy going down
on you, just more intense.”
12/2016 USA

“my latest favorite,
the Satisfyer Pro 2”
01/2017 USA

“Get ready for your
life to change.”
02/2017 USA

“this sleek oral sex stimulator
that would look more at
home with all your pricey
beauty products”
10/2016 USA

“But nothing, and I mean
nothing, has compared to what
an indirectclitoral stimulator, or
“touch-free,” toy does.“
05/2017 USA

www.satisfyer.com

“Sweet baby Jesus, I‘m never
nothing I‘ve ever experienced
www.cosmopolitan.com/uk/love-sex/

ZZZVDWLVI\HUFRPȰDistributor prices upon request. Your contact: sales@satisfyer.com
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Wholesale price

NEXT GENERATION

8999
EU R O

MSRP incl. VAT

2699
EUR O

Wholesale price

7999
E UR O

MSRP incl. VAT

leaving my flat again. It felt like
on this earthly plane, SRSLY.”
by Paisley Gilmour

sex/a9905676/satisfyer-deluxe-oral-sex-toys/

NEW

NEW

NEXT GENERATION

1699
E UR O

Wholesale price

NEXT GENERATION

4999
EU RO

MSRP incl. VAT

1999
EUR O

Wholesale price

5999
E UR O

MSRP incl. VAT

19,

99
EURO

Wholesale price

59,

99
EURO

MSRP incl. VAT

sales@partnertoy.com
www.partnertoy.com

Rocks Oﬀ and IMbesharam.com form strategic partnership for India
Bringing the Rocks Off product range directly to consumers

Kettering, England - Rocks Off are proud to announce that they are collaborating with IMbesharam.com, one of India’s leading
online adult store to deliver their product range directly to consumers. Founded in 2011, the site is a one stop lifestyle destination to the Indian markets for both adult and Sexual Wellness products to over 1.3 Billion Men & Women which includes 400M
active internet users.

T

he partnership also uniquely coincides with
the 4-year anniversary of IMbesharam.com
thus marking another milestone in the ongoing development driven by Raj Armani and his
co- founder Salim Rajan. Gary Elliott, Rocks Off
Director said: “We had already been looking
very closely at the growth and appetite of the
emerging consumer markets in India with great
interest and we had been considering how we
could best offer our products to meet demand,
whilst also realising the difficulties we would
meet to achieve this. When the option arose to
work with IMbesharam.com it was a fantastic
opportunity for us to promote our products and
the Rocks Off Brand whilst directly partnering
with one of the trusted market leaders”. He
continued: “Additionally, as a multi award-winning
manufacturer and innovator of some 14 years, I
believe Rocks Off has both the scope and proven
ability to deliver a wide range of products that
will undoubtedly mean that customers return to
IMbesharam.com to purchase more. Raj and his
team have great foresight and drive and Rocks
Off are delighted to be part of the ongoing growth
and strategy to deliver high quality SWB products
to IMbesharam.com customers. Talks started

with Raj and his team
at eroFame in October
2016 and we have been
preparing for our partnership since this time
and we are very pleased
that our announcement
comes within a significant anniversary for
Imbesharam.com”. Raj
Armani, the co-founder
& COO of IMbesharam.
com said: “We are equally excited to join hands
with Rocks-Off, a premium brand that caters to a
diverse section of our customer audience. Having
established ourselves as the premium brand for
all adult products in India, we have been very
selective with whom we partner as that would be
reflective of our combined reputation. We have
known the Rocks Off team for a while and recognize their commitment to manufacturing quality
product, branding with easy on eye swanky
packaging, and delivering reliable service to both
merchants and end consumer.”

Sensuous appoint U.S. Brand Ambassador
Australian company, Sensuous, is pleased to
announce the appointment of Meghan Dunkel
as its Brand Ambassador to the Unites States.
Meghan will be responsible for promoting the
Sensuous brand throughout the U.S. “We are
absolutely thrilled to have Meghan on board,”
said Ann Reidy director of Sensuous, “She
comes with great knowledge and experience
Meghan Dunkel and Ann
of the industry and she is a perfect fit to help
expand our brand in the U.S. “We believe she is Reidy, director of Sensuous
going to be a great asset to our company. Having
19

a person on the ground is imperative with our
expansion plans into the U.S.” “I am very excited
to be the Brand Ambassador for Sensuous,”
said Meghan, “It’s a great opportunity and I’m
really looking forward to the challenge. They
have a great range and Edge is really a stand
out product. Edge USA was launched earlier this
year and has already got some great traction. My
role as Brand Ambassador will be to continue to
build on this success by opening new accounts as
well as supporting existing customers.”
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Playboy TV takes a tour

of Pipedream Products
Toy Ride

Chatsworth, USA - Pipedream Products received a visit from the hosts of Playboy TV’s
popular show, Toy Ride. In the episode, which first aired June 26th, the two hosts spent the
day at Pipedream’s state-of-the-art manufacturing facility and showroom to learn about a
multitude of products from the leading manufacturer.

T

he half hour segment kicked off when
the hosts, Nikki and Daniel, were
greeted by Sunny Rodgers, the resident
Certified Clinical Sexologist at Pipedream
Products. Rodgers walked them through
Pipedream’s on-site 125,000 square foot
manufacturing facilities where Pipedream
produces 60,000 units a week of the
best-selling King C*ck line, among other
items. The hosts were “both impressed
and overwhelmed by the amount of
pleasure that comes from this place.”
Afterwards, the tour continued with a
review of Pipedream’s extensive
showroom full of products, including Fu*k
Me Silly dolls, Jimmyjane and Sir
Richard’s products, and Pipedream’s
custom filling facilities. Rodgers, an expert
in the relationship field, gave the hosts a
few products to take home. The premise
of Toy Ride is to give viewers a background on the latest toys and where they

Playboy TV spent a day at
Pipedream’s manufacturing facility

come from, as well as document one
couple’s experience with those products.
Nikki and Daniel were lucky enough to go
home with Jimmyjane’s ASCEND 7,
Pipedream’s International Rockin’ Chair,
King C*ck, and a Sir Richard’s ELEMENT
MS. The items were all used and thoroughly enjoyed by the couple and their friends
throughout the remainder of the episode.
“We built this facility to have complete
control over our products, close to home,
so that we can better service our
customers and clients,” stated Nick
Orlandino, CEO and Chairman of Pipedream Products. “That being said, it is
always fun to host the end consumer, see
their reaction to the facilities, and show
them what goes into making these great
products.”
The special Pipedream Products
episode is listed as Season 1, Episode 10
of Toy Ride on Playboy Listings.

Rimba adds five new pjur products
Wasserbillig, Luxembourg - Dutch wholesaler RIMBA has expanded its product
portfolio to include five extra products
from pjur. Rimba now stocks almost the
entire pjur range after adding pjur Toy
Clean (100ml), pjur superhero Strong
performance spray (20ml), pjur med
VEGAN glide (100ml) and the 250ml versions of pjur analyse me! relaxing anal glide
and pjur analyse me! comfort anal glide.
„Having worked with pjur for a number of
years now, we know them to be a reliable
partner and supplier of high-quality pro22

ducts. Due to strong demand from our
customers, we decided to add these five
products to our range,“ explains Roger
van der Blom, CEO of Rimba. Stefan Daniel, Key Account Manager at pjur, is also
delighted at the new products that Rimba
is stocking: „We are thrilled that Rimba
has included more products from our
range in its portfolio. The selection aligns
perfectly with current market demand, as
our anal and stimulation products such as
pjur superhero STRONG are particularly
popular at the moment.“
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JUST AS REALISTIC
AS THE REAL THING!

Get blown away

These toys will make you forget
everything around you – you’ll
even forget that they‘re sex toys.

with BlowYo
The latest winner of Design a Sex Toy
Bath, Ebgland - Designed for solo play or as an
addition to oral play session with a partner,
BlowYo is a male stroker that creates the
sensations of intense oral sex. Designed with
two solid rings at either end of a super-stretchy,
twistable sleeve, with four different textures
inside: Intense Ticklers, Ultimate Bubble,
Extreme Wave and Sensation Swirl.

Masturbators and dildos –
realistic replicas of the real thing.
They look and feel extremely
lifelike: they are great to
hold, and feel just as warm
and as soft as real skin.
Realistixxx TRUEFUCKTOYS –
unbelievably real!

0507075 0000

BlowYo has been described by a sex toy
tester as “the closest to a blow job I’ve ever
felt from a toy,” and was the brainchild of an
entrant from Australia in Lovehoney’s annual
Design a Sex Toy competition in 2015. It has
taken a rollercoaster 2 years to bring the
design to life. The competition invites sex toy
enthusiasts and designers to come up with
an innovative idea for a sex toy with the
winning creation then being developed and
produced by Lovehoney to sell to customers.
Previously, the competition was won by
Trevor Murphy who invented the Sqweel oral
sex simulator which became a success
worldwide, featuring in movies and on the
Jay Leno show in USA. BlowYo comes in a
plain black container for discreet storage and
portability. Additionally, BlowYo renewer
powder is available to condition the stretchy
TPE material and keep it feeling soft, supple
and just like new. In addition to the products,
there will be a supporting range of eyecatching POS. The pack includes a header, 2
side graphics, 1 footer graphic, 1 strip
graphic and 5 wobblers.

0504033 0000

0530956 0000

0504025 0000

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

23
1706-128

www.orion-wholesale.com
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pjur elements of love becomes pjur love
New logo
Wasserbillig, Luxemburg - Fresh, modern, concise – these are the characteristics of the new
pjur love logo. The new logo replaces the previous pjur elements of love logo and will also
simplify the name of the product series.

„T

he modified design lets customers
navigate their way through our range
even faster, enabling them to find their
favourite products in our pjur product
ranges love and med,“ explains Michael
Bart, Head of Global Marketing & Online
Marketing. The pjur love series contains
products and ideas for everybody‘s
favourite past time. Whether alone or with
a partner, young or old, experimental or
conservative, the pjur love series has the
right product for every target group when
it comes to love. Reducing the previous
three words to the key visual „love“

directly reflects the core topic at the heart
of this series. Furthermore, the thicker,
larger font is easier for the brain to take in
and has been proven to make a brand
more credible and trusted by consumers.
The new font is modern and makes the
logo recognizable. It is also easy to read
at all times. „The soft contours also
symbolize the premium quality of the
brand and the respectful role that pjur
plays in the intimate lives of our customers,“ adds Alexander Giebel, CEO &
Founder of the pjur group. „Our dealers
will also benefit from these advantages.“

Lovehoney adds Broad City
Bath, England - Lovehoney has announced its latest brand partnership with the
US hit comedy series Broad City. This is
the first time that Lovehoney has partnered with a TV show; the current portfolio
includes rock bands, (Motörhead, Mötley
Crüe) fashion brands, (tokidoki), Sex
experts (Tracey Cox) and of course, Fifty
Shades of Grey. Broad City is courtesy
of the collective brains of and starring
Abbi Jacobson and Ilana Glazer. It is
an odd couple comedy about two best
friends navigating their twenties in New
York City whose adventures always lead
down unexpected and outlandish paths.
The show is noted for its frank and funny
portrayal of sex, and has featured many
sex toys, including a memorable scene
that introduced pegging to a mainstream
TV audience for the first time. Lovehoney
says the range of irreverent, colourful
items will appeal to Broad City’s extensive
fan base as well as first time users. Neal
Slateford, Lovehoney Co-Founder, said:
24

“For us working with a show of Broad
City’s calibre was a no-brainer and we’re
delighted to be working with Comedy
Central. The range perfectly encapsulates
what the show is all about: fun and energy. We’re delighted with how the products
represent Abbi and Ilana’s humour, with
each item harking back to hilarious episodes in the girls’ lives. The hero products
for us are the kegel balls, Nature’s Natural
Pocket: fans will know the exact moment
in the show that these pleasure balls, with
their secret ‘stash’ pocket is all about.”
Steve Raizes, SVP Consumer Products
for Viacom’s Global Entertainment Group,
noted: “Comedy Central is thrilled to team
up with Lovehoney on this collection that
expresses the bold, unique and sex-positive voice of ‘Broad City. We are excited
to bring these innovative and high quality
products to fans of the show.” The products have been designed and developed
in-house as has all packaging, POS and
brand marketing collateral.
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Heavenly pleasures or one hell of a time?
With Heavenly Henry, our new bi-polar strap for
Penis, testicles or glans it‘s up to you.
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‘IRub My Kitty’ now

available at Scala Playhouse
New in the assortment

Almere, The Netherlands - New in the Big Teaze Toys assortment at Scala Playhouse: the I
Rub My Kitty. This naughty, unique, playful and waterproof massager has amazing gift-appeal and will make consumers purr with desire.

T

he I Rub My Kitty design by Big
Teaze Toys is based on a cute cat,
inviting consumers to curl up and
snuggle closely with their new favorite
feline. The I Rub My Kitty is made of quality ABS plastic, has luxurious detailing
such as a sparkling crystal choker and
features discreet vibrations that will
indulgence hot spots with sensual
stimulation. This adorable stimulator

comes packaged in a modern, feminine
box and is ready to order in 3 trendy
colors: grey, rose and white.
This playful feline is a new addition to
the Big Teaze Toys collection at Scala
Playhouse, best known for the very
popular ‘I Rub my Duckie’ range:
duck-shaped, waterproof massagers
that create waves of pleasure – both
inside and outside the bath tub!

Brand new Rabbit Company
vibrators will be stocked at ABS
New Rabbit Company vibrators will be
stocked at ABS! ABS will be stocking
the Rabbit Wand - a unique dual
stimulator with a wand design and a
clitoral stimulator. This wand rabbit can
be used for internal and external
stimulation. The Beaded D.P. Rabbit is a
toy that pushes boundaries as it
stimulates the anus, G-spot and the
clitoris at once. This toy has rotating

metal beads for extra stimulation and a
rimming sensation.The Rabbit Company
Kissing Rabbit features a unique suction
design to the clitoral stimulator and the
curvy shaft hits the spot. The Thrusting
Rabbit delivers G-spot massage
through stimulating thrusting and 6
speeds and rotating beads make it the
perfect pick for thrill seekers that love
varied stimulation.

Pride & Power
Hauppauge, USA - Male Power is proud
to support Gay Pride. The Hauppauge,
New York company is a pioneer in the
men’s exotic lingerie industry, having catered to the fashion forward male since
1974. Throughout the year, Male Power
is celebrating with its valued customers
by participating in special events around
the country, including parades, fashion
shows and after hours parties. Their
26

giveaways at these festivities include
top-selling undergarments and colorful
posters and flyers. As a special tribute,
the company recently introduced its
Pride Fest collection, a polyester spandex fabric offered in a colorful rainbow
print. The herringbone patterned Mini
Short, Tank Top, Bong Thong and Jock
debuted at the Altitude Intimate Show in
Las Vegas in April.
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Strap-in and strap-on

with the Her Royal Harness range
New at Scala Playhouse
Almere, The Netherlands – New at Scala Playhouse: the CalExotics Her Royal Harness range. This collection of strap-on pleasure providers combines premium quality with elegant
aesthetics: creating a range that will surely seduce consumers to strap-in and strap-on with
CalExotics!

T

he Her Royal Harness collection by
CalExotics is compact, yet versatile:
as it contains three choices of harnesses,
plus one, sensational probe. The mix and
match collection has a modern,
contemporary packaging that will look
great in any in-store display. Users can
take their pick from three elegant harness
designs: the Queen, Princess and
Dutchess. Each harness has its own
unique fit and appeal, but they all share a
premium quality standard. The nontarnishing and nickel-free metal elements

mean the products are safe and
trustworthy, whilst the universal claps
make them versatile, one-size-fits-most
bedroom accessories. Complete your
strap-on experience with the ME2 Probe.
This luxurious design is ergonomically
curved to provide maximum stimulation
when strapped-on, but can also be
used separately without a harness.
The probe features extra pleasure ridges
at the base for wild, mutual pleasure
and is made of silky soft silicone for
maximum comfort.

XR Brands welcomes Michael Guilfoyle as
International Sales & Marketing Manager
Huntington Beach, USA – XR Brands
is pleased to welcome Michael Guilfoyle as International Sales and Marketing
Manager. Guilfoyle will manage client
relationships with a special focus on
partnerships overseas, all while improving
the company’s reliable communications
with its loyal customer base. Guilfoyle
brings to XR Brands 6 years of adult sales
and retail experience, plus 23 years’ of
mainstream marketing and development
knowledge. With a unique insight into adult
product manufacturing and merchandising, Guilfoyle is well-prepared to fortify XR
Brands’ sales team and contribute to the
company’s ongoing growth within the fetish
and BDSM markets. “I’m accustomed to
the competitive nature of this industry and
have always enjoyed working with product
lines that require hands-on sales trainings,
28

which makes me a great fit for this role at
XR Brands,” Guilfoyle said. “In my years in
adult, I led a team that took a product from
concept to market on four continents, and
I flew more than 550,000 miles to pitch
the product in person to make sure our
message was clear. I will bring that same
dedication and energy to XR Brands while
increasing exposure to its product lines and
streamlining our international sales efforts in
an even more strategic way.” In addition to
supporting the sales and marketing team,
Guilfoyle also will provide fresh perspective
and vision to XR Brands’ external communications efforts via marketing, social media, and mainstream publicity. “Michael has
an extensive background in marketing and
development, which is invaluable to us,”
XR Brands Director of Sales & Marketing
Rebecca Weinberg said.
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b-Vibe debuts non-vibrating,
weighted Snug Plugs
Shipping now
New York, USA - b-Vibe is now accepting preorders for the latest addition to its lineup of anal toys, Snug Plugs. The series of four non-vibrating, weighted butt plugs offers customers a versatile, innovative
selection at an affordable price point. The new range of Snug Plugs
1-4 are currently available for preorder with shipping set for August.

“R

etailing for $55 and under, Snug Plugs will appeal to
those customers that might have been hesitant to
pay for a luxury toy,” b-Vibe founder and Managing Director
Alicia Sinclair said. “With these price points, b-Vibe is fleshing
out the premium anal toys category so that there is an
opportunity to experience our products in many price points.
Additionally, the diversity in product selection and price points
allows retailers to build an entire premium anal section to
shop.” Available in four sizes, Snug Plugs are butt plugs
specifically designed for long-wear comfort. The unique shape
and weight provide stimulation as they move inside the body.
Snug Plugs feature soft ridges that stimulate internally, while
its weight provides a feeling of fullness. Snug Plugs can be
worn during partner sex or can be enjoyed discreetly for
extended wear stimulation. Each plug is made of body-safe,
seamless silicone and features a thin, flexible neck and
smooth grip handle. Snug Plugs come in detailed packaging
that also contains two guides for anal play newbies. While
b-Vibe’s Guide to Anal is packed with information about anal
play, Snug Plugs come with an additional booklet that’s all
about how to use butt plugs.

Hidden Desire
The dark grey
secrets of passion.
Rope (2m)

Almere, The Netherlands – The
Hidden Desire collection at Scala
Playhouse offers a premium
choice in quality BDSM-gear. The
range has a great selection of
product categories, includes
cuffs, ropes and more. One of the highlights from the
collection is the alluring line of whips and paddles. Made of
soft, sexy leather and with luxurious detailing: these
naughty accessories will definitely whip consumers into a
frenzy! Consumers are spoiled for choice: with 7 different
Hidden Desire whips and paddles to choose from. The
whips come in a variety of colors, lengths and style.
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Mit neuer Eco-Tube wurde diese
BIO-Serie produziert und rundet
den biologischen Gedanken des
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This BIO series was produced with a new
eco tube and rounds up the organic
line of thought of the overall concept.
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Dolce & Piccante exclusively
available via Scala Playhouse
Anal plugs
Almere, The Netherlands – Scala Playhouse is now the exclusive distributor of Dolce &
Piccante: the super stylish Italian brand of anal plugs. Dolce & Piccante specializes in
high-quality butt plugs with unique detailing.

T

he glamorous plugs are made of
premium materials such as polished
steel and soft silicone. They also come
with various trendy details like playful fur
tails and sparkling, elegant rhinestones in
a wide range of beautiful colors. Scala
Playhouse is proud to be the exclusive
point of sale for Dolce & Piccante plugs
and encourages all retailers to explore the

brand’s very stylish collection. All the
Dolce & Piccante products are made with
great eye for detail and exude a real
sense of style, luxury and elegance for
which the Italians are renowned for. The
collection caters to both entry-level as
advanced consumers – with designs in
various sizes – meaning there’s a perfect
plug for every bum.

Svakom launches 7 new items
Zwagdijk, The Netherlands - The popular
Svakom family has 7 new members: Cici,
Bella, Vicky, Wendy, Winni, Judy and
Julie. Svakom has launched their first
anal toy last year, Primo, and it has been
a top seller since day one, there was only
one thing missing with Primo, and that
was…. a curve. This is why Vicky, Judy
and Julie came in, they all have the
optimal angle for prostate satisfaction.
Judy and Julie also work great as a
vaginal plug.

Bella is a butt plug with a ribbed feature
for easy insertion and gives a sensational
feeling, especially when spinning it on
the prostate. Cici is the perfect starter/
couples toy with a nice petite look and a
flexible head that works for any position.
Winni and Wendy are cock rings with
strong vibrations that focuses at 2-3cm
from the ring for best clitoral stimulation.
Winni is one of the few remote controlled
cock rings, this makes a whole new level
of play possible.

New giﬅ boxes by ST RUBBER
Wadgassen, Germany - ST RUBBER
has introduced four new gift boxes. No
matter if fetish, food & fun, toys or
drugstore, there is something for every
taste. The names of the boxes are:
‘Sexy Birthday Surprises For Him’,
‘Sexy Birthday Surprises For Her’,
‘Weekend-Lovers’ and ‘Pain and
Pleasure’. ST Rubber assures that
design, content, feel and processing are
32

first class and of extremely high quality.
The managing directors of ST RUBBER
are very satisfied: “We have been
working on the gift box idea for a long
time, now it’s time! We believe the
boxes are very interesting for the
stationary as well as for the online trade.
We look forward to receiving feedback
from our customers!”
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Mae B at Scala Playhouse
For the 21st century woman

Almere, The Netherlands - The Mae B collection by Scala Playhouse is a match for women looking for non-intimidating toys
with a high-end look and feel, yet an affordable price.

Customers can choose between stimulators, vibrators and
wands, love balls, cock rings or a finger vibe, all made of
silicone. Scala Playhouse said that the Mae B range was
created for confident, 21st century women who know what
they want in life, and how to get it. The designs have feminine
curves, combined with detailing like rhinestone-inspired
buttons and chrome-look accents. The products come in a
pastel color-scheme. “The Mae B vibes are suited for both
entry-level consumers looking to take their first steps into the
world of adult novelties, as more experienced women craving
sleek, designer vibes to match their high quality demands,”
Scala Playhouse sums up the target audience for Mae B.

The New Collection from
ABIERTA FINA by Cottelli Collection

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

Flensburg, Germany - The new collection from the
exclusive lingerie label ABIERTA FINA by Cottelli
Collection will be available at ORION Wholesale
from August 2017 onwards. The new collection
stands out from other lingerie collections because of
its revealing designs. This lingerie has been
designed exclusively at ORION´s headquarters just
like the other ABIERTA FINA lingerie. The high-quality and seductive black fabric that has been chosen combines
extravagance with comfort. The breathtaking lingerie has
decorative parts and lots of love has gone into the detail as
well. This lingerie provides the perfect opportunity for women,
who like showing off their bodies in a sexy and stylish way, to
experiment with their sexy curves. These new favourite pieces
flatter any lady, whatever her size, because the high-class
label ABIERTA FINA has the perfect mix of sex appeal and
femininity. It is therefore perfect for stylish seduction and
provocative sensuality without limits! Not only is it important
for the ABIERTA FINA lingerie by Cottelli Collection to be of
the highest quality, but also its beautiful and elaborate
packaging as well. The packaging therefore has an additional
decorative sleeve that is made out of firm cardboard.
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Swedish sex toy store Intima created a buzz for

Lovehoney’s Oﬃcial Motörhead Pleasure Collection
Bråvalla festival
Bath, England/ Norrköping, Sweden - More than 50,000 rocks fans flocked to the Bråvalla
festival in Norrköping from June 28 to July 1 featuring a string of big names including The
Killers, Linkin Park and dance star Martin Garrix.

I

ntima created a rock and music
inspired window in its Norrköping
store featuring products from the
exclusive collection named after the
legendary rocker’s biggest hits such as
Bomber and Overkill. Intima’s Managing
Director Daniel Amneklev said: “Having
a rock theme in our window was a great
way to get noticed during Bravalla.
Some many music fans visit the town
during the festival and lots of them are
interested in buying toys to add to their
fun.” Jade Bawa, Lovehoney’s Sales
Executive, said: “Lovehoney is always

keen to work with retailers to create
eye-catching displays to support our
products.
“Intima did a brilliant job with
Motorhead for Bråvalla - the window
rocked! It is a great way of introducing
music fans to pleasure products.”Intima
previously featured Lovehoney’s Official
Fifty Shades Darker products for
window display to tie in with the release
of the movie in February.
A recent survey found that the
Swedes buy more sex toys than any
nation in the world apart from Denmark.

Lust Linx Ball & Chain
Almere, The Netherlands - Rocks-Off
has always been a trendsetter when it
comes to adult novelties. The brand
prides itself on delivery innovative,
trendy products that offer a premium
experience for end-users. One of the
newest additions to the Rocks-Off range
at Scala Playhouse – the Lust Linx Ball
& Chain – is a great testimony to the
company’s goal to keep evolving and
keep surprising. Rocks-Off states about
its innovative Lust Linx Ball & Chain
design: “Whether you are at bar,
restaurant or on a shopping trip, you
can control your, or a partner‘s, satisfaction with this remote controlled
vibrating love egg. Arouse them from up
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to 10 meters away, and feel your
heart-rate rise in delight at your erotic
fun and games. The small, discreet
remote control places hidden power in
your hands when you go out in public.
Every touch is a pleasure. Sumptuous
black silicone encases the remote and
ball. Its soft and sleek finish eases
insertion, and makes every caress glide
on your skin. Once inserted, the kegel is
shaped to massage vibrations through
your body and wow your g-spot with
every ripple and roll.” The Lust Linx Ball
& Chain has premium features like 10
powerful vibration settings, a soft
silicone silhouette and it’s also fully-submersible for bath-time fun.
w w w. e a n - o n l i n e . c o m • 0 8 / 2 0 1 7

WWW.EROPARTNER.COM

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

N E W S

The popular womanizer

is now available ‘To Go’...
...and available at Eropartner
Zwaagdijk, The Netherlands -The womanizer 2GO looks like an elegant, upscale lipstick,
and disappears unobtrusively into any smart handbag or stylish backpack. Unlike traditional
products, the womanizer 2GO provides stimulation that is not achieved via penetration or
vibration.

I

nstead, Pleasure Air Technology is
used to provide the clitoris with finely
adjustable amounts of stimulation,
without touching. The result is a new
feeling of desire that culminates in
powerful orgasms It’s no secret that
women have fewer orgasms than men.
However, it has only recently been
revealed, by researchers at Chapman
University in California, that only 65%
usually have an orgasm as a result of
sexual intimacy. The womanizer brand
has stepped in to change this fact – and
with it, transforming the lives of many
women. Technology: The womanizer
2GO is not inserted into or placed on
top of the body but is positioned
without touching the clitoris.The
intensity of stimulation can be seamlessly adjusted – from gentle to powerful, and, as the newly developed
stimulation system works with practical-

ly no direct contact with the clitoris,
over-stimulation of the clitoris is a thing
of the past. What’s new: What could be
better than a sex toy that brings women
to orgasm within a few minutes, and
gives many women a new kind of
orgasm altogether? It is light (weighing
just 130g) and ideally suited for transportation, with a rectangular shape that
measures 125 × 35 × 35 mm. Despite
its small size, it is conspicuously
powerful, making it ideal for the approaching summer and holiday season with
its heavy travel. As such, women can
have the confidence to leave their other
makeup behind, because what looks
better than a natural orgasmglow.
Product details: 2 attachments in
different sizes included, 100% waterproof – IPX7, 6 operating modes, Whisper
mode 42 dB, Price €159, colours:
black/gold, ivory/gold, mint/pink.

LIL’ BERRIES by TOYJOY
are the ultimate travel-companions
Almere, The Netherlands - The LIL’
BERRIES by TOYJOY are petite, purple
and very pretty: making them the ultimate
travel-companions to take with to a
romantic weekend, holiday or just a night
of playful passion. The beautiful LIL’
BERRIES by TOYJOY collection offers 5
sensational designs to choose from. Take
your pick from cute bunny ears, naughty
dual ended ticklers, a curved bulbous
38

head, a sleek slider and a teasing tongue.
The toys are made of premium silicone for
maximum comfort and a feeling of true
indulgence. These vibrating, USB-rechargeable massagers offer powerful functions, bundled in a compact, travel-friendly size. The LIL’ BERRIES by TOYJOY
collection is great for solo-play, but also
makes a brilliant addition to intimate fun
with a partner.
w w w. e a n - o n l i n e . c o m • 0 8 / 2 0 1 7

CUSTOMER'S
SAFETY

RETAILER'S
GUARANTEE

WE ARE
APPROVED
• For your and your customers safety
• Conform with health authorities worldwide

Food and Drug Administration (US
( S)

Therapeutic Goods Administration (AU
( U)

Ministry off
Health (r
ru)

Guarantees
es the conformance of the
product ac
acc. to all applying directives
of the European Union

THAI FDA
A

We
W
e iinvest
nvest iin
n
YOUR success
success
YOUR

217-07-016

• Distribution
Disstr
t ib
buttio
on Safety
Safe
Sa
f ty
fe
•S
a es
al
e Arguments
Arg
rgum
um
men
e ts
ts
Sales
•D
Direct
irec
ir
e t Sa
ec
Sale
Sales
le
es
Support
Supp
Su
ppor
pp
orrt

PREMIUM PERSONAL PRODUCTS · MADE IN GERMANY · pjur.com

N E W S

Prostate massage

enhanced with Nexus Ultra Si
Dual prostate and perineum massager
London, England - Ultra Si is a prostate massager that combines luxury silicone with firm
polypropylene for enhanced dual density sensations. Using the effective shape of the Nexus
Neo, this dual prostate and perineum massager is designed to fit comfortably within the
male form.

T

he shaft is shaped to massage the
prostate internally whilst the stainless
steel rollerball gently rolls against the
perineum, delivering a licking sensation to
the user. “Ultra Si has been developed
due to popular demand, “says Monique
Carty, Nexus Director. “Our customers
love the shape of our Nexus Neo and we
are often asked if we have a silicone
version. To develop a product that is firm

enough to massage the prostate
effectively whilst also providing the extra
cushion our customers are requesting has
been difficult; but we now feel we have a
superior product that will deliver more
comfort for an optimum experience.”
Ultra Si is waterproof, phthalate free,
anatomically contoured, odourless and
features rollerball technology. Perfect for
Intermediate/Advanced use.

Perfect for newcomers: TOYJOY Basics
Almere, The Netherlands - TOYJOY
Basics is a perfect match for entry-level
consumers taking their first steps into the
world of adult novelties.The brand offers a
wide range of product categories: all
catered to beginners and consumers on a
low budget. Though the novelties are very
affordable, they don’t comprise on quality:
offering great value for money products
that are durable and pleasurable. One of
the most playful choices from the range,

the Sexy Fingers Ticklers, is all about sexy
exploration: making it a must-have little
novelty in any assortment.
The Sexy Fingers Ticklers is a nonintimidating set of finger ticklers. The set
includes 2 differently textured TPR
sleeves with a very attractive pricing.
The sleeves are stretchy, providing a
comfortable fit, whilst the extra
textured love nubs guarantee
maximum stimulation.

Fleshlight Turbo available at ABS
Wimbourne, England - The new Fleshlight Turbo has been added to the
already extensive ABS Fleshlight portfolio. The Turbo offers a realistic blowjob
experience - it’s packed with texture on
the inside and the Fleshlight case gives
men a great grip for plenty of control as
they play! The Turbo comes in two
varieties - the Ignition and the Thrust.
Each boasts three points of initial inser40

tion and men can stimulate just to the
tip or go deep for an intense experience that satisfies with every thrust.
The Turbo also comes in two incredible
colours - the Copper version is ultra
modern while the Blue Ice version is
fresh and exciting. Each Fleshlight is
designed for a lifelike feel and ABS love
that they can be used for partner pleasure or satisfying solo play.
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Shiny outfits from

BLACK LEVEL in new packaging
Environmentally friendly and promotional
Flensburg, Germany - All the bestsellers and new items from the vinyl label BLACK LEVEL
will be delivered in new packaging from summer 2017 onwards – more modern, more innovative and more promotional!

T

he new packaging is a high-quality
cardboard box that has a detailed
image of the respective product on it.
There is also a description of the product
in nine languages on it as well. Not only is
the new packaging eye-catching and
guarantees a sale, but it’s also more
environmentally friendly than the blister
packaging. The new packaging can be
stood up or hung up with the hanger in
the middle. More products will now fit in
the sales space because they’re more

compact. They also take up less space
when in storage.
The washable, shiny vinyl outfits from
BLACK LEVEL have been designed
exclusively at ORIO´s headquarters. They
stand out from the rest because of their
fancy styles that are in a sturdy stretchy
quality – this makes sure that the outfits
fit perfectly and are comfortable at the
same time. Both fetish lovers and
fashionable club-goers will love these
shiny erotic gems.

Super Stroker fun with TOYJOY Manpower
Almere, The Netherlands - The Super
Stroker Mix Pack by TOYJOY Manpower
is back in stock at Scala Playhouse! The
Super Stroker Mix Pack offers 6 times
the intimate fun, for the price of 1: as this
great-value set includes 6 differently
textured, re-usable strokers. The Super
Stroker Mix Pack by TOYJOY Manpower
is a great value set of amazing strokers,
designed for his ultimate pleasure. The

playful pack includes 6 different strokers,
each with its own unique inner texture:
Wave, Bumb, Web, Spiral, Turbo and
Twister. The strokers are made of quality
TPE and can be rinsed and re-used,
meaning they can be enjoyed over and
over again. Each individual stroker also
includes a sachet of TOYJOY water
based lubricant.

New We-Vibe Bloom Kegel Balls
Zwaagdijk, The Netherlands - We-Vibe
launched their new Kegel balls: Bloom.
Bloom makes strengthening the PC
muscles fun and easy so that women may
achieve more satisfying orgasms.Bloom
provides rumbly vibrations and three progressive weights for toning. As the muscles
get stronger, increase the intensity of the
workout by using heavier weighted balls.
The workout will never be boring, with 10+
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different modes of rumbly vibrations to enjoy. With the free We-Connect app women
can add pleasure by switching between
preset vibes and customizing their own
vibes. Bloom is 100% waterproof, making
it easy to enjoy anywhere and simple to
clean. Bloom is made with soft, body-safe silicone, so it’s comfortable to wear. It
comes with three progressive weights (10 g,
30 g and 45 g) that are easy to interchange.
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Eropartner adds Screaming O’s

new ‘Charged’ collection
Eight new products

Zwaagdijk, The Netherlands - Award winning adult product brand Screaming O adds 8 new
affordable toys to their Charged collection that is famous for their rumbling vibrations. From
a complete Combo kit to the popular cock ring, it is a complete collection for men, women
and couples.

T

he collection consists of the CombO
Kit #1, Remote Control Bullet for
Him, Monarch Wearable Butterfly,
Oyeah Plus Ring, Remote Control Panty
Vibe, Affordable Rechargeable Moove,
Skooch Ring and the Remote Control
Vooom and they come in different
colours.
They are all made from body-safe
silicones that are tested in advance in
an independent lab to assure the quality
and safety without giving in on the
affordable price. The massagers and
cockrings have all the powerfull rum-

bling sensations that Screaming O has
become known for.
The remote controls of the Bullet for
Him, the Panty Vibe for her and the
Vooom are beautiful disguised as a
normal finger ring and reach up to 15
meters, so there’s a lot of space to play.
The CombO kit, the Bullet for Him, the
Monarch Wearable Butterfly, the OYeah
Plus Ring and the Skooch Ring are cock
rings for him (or for couples). The
Remote Control Panty is for her to wear
and the lace panty fits up to 152 cm
waists, so it is for all women to enjoy.

Get your PDX Elite at Scala Playhouse
Almere, The Netherlands - The PDX
Elite collection by Pipedream is ready to
order at Scala Playhouse. This premium
range is all about male pleasure:
offering sleeves, suckers, pumps and
masturbators, all designed for
maximum stimulation and 100%
intimate satisfaction.
The sleek PDX Elite range is an
instant eye-catcher in any in-store
display. This trendy range of male
pleasure essentials has all the right toys
to take him on a journey of intimate
satisfaction – from vibrating and
non-vibrating options, to designs with
snug fits, automatic suction and
ergonomically optimized silhouettes.
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One of Scala’s favorites from the
collection is the innovative Moto-Bator.
This automated masturbator sucks
and thrusts to explosive pleasure. The
design provides an incredible vacuum
suction and a tight, pleasurable fit
around his manhood. It comes with a
removable, soft and stretchy sleeve
featuring a naughty lips orifice. The inner
texture is lined with rows and rows of
pleasure nubs for maximum stimulation
during use.
The Moto-Bator also offers powerful
piston-action thrusting: meaning the
powerful motor provides deep,
sensational thrusts with 2
speed options.
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Doc Johnson’s Main

Squeeze available at ABS Holdings
Sasha Grey, Belladonna, Jesse Andrews and others
Wimbourne, England - The Doc Johnson Main Squeeze is the ultimate masturbator and it’s
now at ABS Holdings! This line features Doc Johnson’s most popular porn star molds and
gives men instant access to their favourite girl whenever they feel like a dirty solo dalliance.

T

he Main Squeeze range features
stars like Sasha Grey, Belladonna and
Jesse Andrews. ABS are also stocking
Faye Reagan, Remy Lacroix and Vicky
Vette. The squeezable grip of the Main
Squeeze allows men to tailor the
intensity to their own mood. Men can
vary the tightness of each stroke and
adjust suction easily with the end cap.
Each Main Squeeze masturbator

features it’s very own interior texture that
makes every session different. It has a
double cap hardshell design and is
discreet enough for travel and storage.
The Main Squeeze range is made from
ULTRASKYN and is molded directly from
the featured star herself, giving men
intimate access that’s as authentic as it
gets! The Main Squeeze is easily
disassembled for effortless cleaning.

HOT brings the wild passion to love life
Almere, The Netherlands - HOT is one of
the most popular names in the Scala
Playhouse drugstore assortment. The
brand offers a great choice in intimate
wellness essentials, ranging from smooth
lubes to arousing supplements. One of
Scala‘s favorite lines is the ERO range;
which contains some premium choices to
add the heat to love life! Two highlights
from the ERO range are the ERO Spanish
Fly Women and ERO Libido +. The Spanish
Fly Women is aimed at females; helping

them re-connect to their intimate desires by
stimulating the senses with little drops of
magic. This arousal supplement comes
packaged in a modern, sleek packaging
that can even be used in mainstream
in-store presentation, due to its non-intimidating look and feel. The ERO Libido + is
even more versatile: as it’s a unisex product
suited for male and female use. The libido
booster has a special formula and is
guaranteed to add even more eroticism to
any session of intimate play.

Rocks Oﬀ are Braving the Shave
Kettering, England - Ian Marshall, Director
and Connor Martin, IT Apprentice are
braving the shave for Macmillan Cancer
Support. Ian has set a few monetary
targets before he shaves his hair off
completely: £100: A trim, £200: Number 4,
£300: Number 3, £400: Number 2, £500:
Number 1, £600+: Full Shave. With a
target of £600, both Ian and Connor will
Brave the Shave in aid of Macmillian at the
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end of August. “We know cancer doesn’t
just affect the body; it affects their whole
life and the lives of people around them.
The money Ian and Connor raise will mean
that Macmillian can be there for even more
people now and in the future”, Rocks Off
announced. If you’d like to donate towards
the good cause, you can find the sponsorship page here: https://bravetheshave.
macmillan.org.uk/shavers/rocks-off
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Shibari Wands at Scala Playhouse
Mini Halo Wireless Wand
The Shibari assortment at Scala Playhouse offers a fantastic choice in pleasure providers,
with toys in many exciting categories. However, if retailers are looking for powerful, elegant
and versatile vibes, there’s only one category they need: the Shibari massage wands.

T

he wands are made of quality materials
like soft silicone and come in various
sizes, prizes and colors; meaning there’s a
magical match for every preference and
budget.
One of Scala‘s favorites from the
Shibari wands collection is the Mini Halo
Wireless Wand. This compact massage
wand truly spoils for choice, with 20
different vibration patterns and 8 speeds to
choose from: allowing users to tailor their
intimate experience to something that
perfectly suits their needs. The special

high-strength motor offers exceptional
power, whilst the ultra soft silicone feels
comfortable and luxurious to touch. What
makes this wand even fancier is that it’s
USB-rechargeable: meaning no more
fiddling with AA-batteries or power cords.
Looking for something bigger and
bolder? The Shibari Mega Deluxe Wand
is the match! This large wand comes
with 28 different pulsations and
adjustable vibration speeds. It’s also
USB-rechargeable and made of silicone
for a premium experience.

HEX Condoms launch in the Netherlands
Stockholm, Sweden - LELO announced the launch of its global bestselling
condoms, HEX Original, in the Netherlands. LELO has partnered with Etos,
one of the biggest Dutch retailers, to
ensure that the revolutionary condoms
will now appear in 550 stores countrywide. It has taken HEX only a year to arrive
in the Netherlands after its spectacular
US launch in the Summer of 2016. The
condom quickly smashed crowdfunding
records and was met with immediate

popularity, both for its unique design
and the bold way it was marketed. HEX
had revolutionized the condom industry
before it had even hit the shelves, and
now, with its partnership with Etos, it is
one-step closer to total domination.
The Netherlands joins 113 countries
to stock HEX.

Michael Cox joins Oxballs
Chatsworth, USA - Oxballs is proud to
introduce their newest Account Representative, Michael Cox. Michael will be
handling customer accounts and there to
offer direct support to help partners thrive
with the wide array of Oxballs’ products.
He will be traveling often to meet directly
with retailers and distribution centers
doing trainings and other support
measures. Michael was recruited from
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the public health sector of ID Lubricants
and brings with him years of experience
of high-end customer service and
management. Additionally, Michael’s
previous time working in upscale hotel
management and customer service
operations make him the ideal choice for
our ever expanding company.

w w w. e a n - o n l i n e . c o m • 0 8 / 2 0 1 7

LET OUR E-STIM VIBES BE THE KINGS
OF YOUR CUSTOMERS‘ CASTLES.
3 toys in one: electrosex stimulator, vibrator & kegel exerciser
iser the Mystim e-stim vibes outplay any other vibrator
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SCALA FEST 2017 is ready to rock the
world of adult novelties! This fantastic
3-day event has the hottest line-up of
erotic brands, featuring some of your
favorite names like Shibari, Rocks-Off
and Leg Avenue. We’ve got the biggest
headliners wowing the crowds, with
CalExotics, System JO and Get Real
by TOYJOY taking the center stage
in our amazing showroom. Marvel at
luxurious new releases, go wild by all the
incredible offers and dance with delight
by the amazing prize-competitions. The
fun doesn’t stop when the showroom
doors close; as we’ve got you exclusive
backstage-passes for the Scala Fair
After Party (Scala Party), where you will
be spoiled with luxury entertainment
and can revel in the festive atmosphere
until the early hours of the morning...
Save the date and us for this mustattend event; as the Scala Luxury Fest is
definitely the hottest event on the trade
show agenda!

E V E N T

SHOTS party marathon
exclusive

A S a l e s We ek, a Meet & Greet, a nd two Pa rties o n two co ntinents

To get the important numbers
out of the way first: 14.465 euro
– the amount of money donated
by the sponsors and guests of
the SHOTS Party on July 21;
the SHOTS Charity Foundation
will use this money to support
several charity organisations.
38.409 – the number of
participants who, after
marching roughly 50 kilometres
on each of the previous four
days, crossed the finish line of
the ‚International Four Day
Marches Nijmegen (De
Nijmeegse Vierdaagse)‘,
the event, whose unique
atmosphere serves as the
background for the annual
SHOTS Party.
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million dollars – the value of the
Hollywood mansion where SHOTS’
Oscar Heijnen and Ruben Deitz of SHOTS USA
welcomed their guests at the very first SHOTS
USA Party six days prior to their European
party. And as if that weren’t enough excitement
for one week, SHOTS also started their Sales
Week, during the course of which they
presented numerous new products and treated
their customers to a ton of event specials and
discounts. At the tail end of the Sales Week, on
July 20, Ellinda and Oscar Heijnen invited their
guests to a Meet & Greet, taking place in the
garden of their own home. Everybody enjoyed
the relaxed atmosphere under the stars, the
culinary delicacies, the cools drinks, and the
musical entertainment. A special guest also
made an appearance: André Hazes Junior, a
very popular Dutch singer. Consequently, it
didn’t take long before he had the guests

singing with him. The next day was all about
the annual SHOTS Party, which traditionally
takes place on Sint Annastraat in Nijmegen,
close to the home stretch of the ‚International
Four Day Marches Nijmegen‘. Heavy rains had
held sway over large parts of Europe for days,
but fortune smiled upon the SHOTS team, and
on the day of their Party, it was all blue skies
and sunshine. The guests clearly enjoyed the
food and drinks, each other’s company, the
relaxed chats, the entertainment, the music,
etc. Speaking of which, music acts ‚Het
Feestteam‘ (the party team) and ‚De
Alpenmeisjes‘ rocked the SHOTS pavilion with
their fun performances. They invited the
audience to sing along and dance along and
the visitors did just that. Considering all this, it
is really no surprise that the SHOTS Party has
achieved a nigh legendary status in the
international adult industry.
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Going to the Meet & Greet in style – in the bus of the Dutch national football team

Oscar thanking the
main sponsors:
Pipedream,
represented by
Briana Honz
Watkins (left), and
Doc Johnson,
represented by
Kerin De Francis
(right)

The Meet & Greet on the eve of the SHOTS Party

Joris Ingelse
(co-owner
PharmQuests) in
the production
facilities of the
new building
Oscar fires up the crowd
The music perfectly matched the atmosphere at the Meet & Greet

This year, 38.409 participants reached the finish line, cheered on by an enthusiastic crowd
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The guests donated
14.465 for
the SHOTS
Charity Foundation
to support
charitable causes

Proud and happy hosts:
Ellinda and Oscar Heijnen

Deep in conversation: Patrick
Sprang (Moutontrading & Retail BV)
and Randolph Heil
(EAN)

When entertainment duo 'Het Feestteam‘
perform their songs, everybody sings along

Maxime Blin (EspacePlaisir)
and Cyril Deveye (EspacePlaisir)

The SHOTS pavilion
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New squeeze.

Humphrey
Pillow Toy Mount
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sales@liberator.com
1.866.542.7283
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Singer André Hazes Junior,
who is very popular in the
Netherlands, appeared as a
surprise guest at the
Meet & Greet
Oscar in front of
the PharmQuests
building, an
addition to the new
warehouse, which
was officially
opened on July 19

Oscar, Helen (Ann
Summers), Little
Elvis, Karleen (Ann
Summers), and
Daniel (Pink Cherry)

Eric Vonke (Ladies Night Homeparties)
and Eric Idema (EDC)

Not an uncommon
sight at a SHOTS
Party: the polonaise
Matthias Poehl (EAN) and
Randal Withers (Swiss Navy)
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PRORINO

Increase your pleasure
Steigere deine Lust

XXL cream for men
Massagecreme mit Potenzholz und Taurin. Gute hautpflegende
Eigenschaften durch verschiedene pflanzliche Öle. Diese Creme
kann aufgrund der besonderen Wirkstoffe pure Kraft verleihen!
Massage cream with potency wood and taurine. Good skincare
qualities through various herbal oils. This cream can give you
pure power thanks to its special formula!

PRORINO

XXL cream
for men
50 ml
Art. No. 78203

new
HOT Productions & Vertriebs GmbH /// Wagrainer Str. 35 /// 4840 Vöcklabruck /// AUSTRIA
email: office@hot-dl.com /// tel. +43 (0)7672 72009 /// fax. +43 (0)7672 72009-9
000/// Disponible chez votre grossiste /// Disponible a través de su vendedor mayorista /// Disponibili presso il vostro grossista ///
Erhältlich bei Ihrem Großhändler /// Available at your wholesaler
Verkrijgbaar bij uw groothandel /// Disponível junto do seu comerciante grossista /// Fåes hos din engros forhandler /// Finns hos Din grossist /// Dostpne w panstwa hurtowniach
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The industry meets at
exclusive

T h e A m e r i c an a dult industry f lo cks to B urba nk

Continuing a long-established
tradition, the members of the
US adult industry gather in
Burbank, California twice every
year for ANME Founders Show
– once at the beginning of the
year, and once in July. This year,
it was July 16 to 18, and a large
and diverse range of exhibitors
presented lots and lots of new
products to the trade visitors.
The show also represents an
opportunity for trade members,
distributors, and producers,
to establish new contacts or
strengthen existing business
relationships. The following
photos, shot by Farley Magadia,
provide an interesting overview
of the trade show.
The ANME Cocktail Party

Briana Honz Watkins (Pipedream), Hein Schouten
(SHOTS), and Rob Phaneuf (Pipedream)
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Garbed all in white: the Jimmyjane Team
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ANME Show

An ANME regular: Sportsheets

Kate Hodgson-Egan and Sabrina Earnshaw
present the 'Broad City‘ line

Size does matter – at least when it comes to the successful King Cock collection

Chad and Ron Braverman (Doc Johnson)

The team of CalExotics

From England: Andy Smith
and Brad Taylor (Electrastim)

FT London attends trade shows all over the globe
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The Bathmate crew

Virtual Reality fun at the Screaming O stand

Linda Mclean and Jean-Pierre Hamelin (Shunga)

The womanizer is a resounding success, also in the US;
Morgan Rossi and Frank Alde (Epi24 USA LLC) can’t complain

Ruben Deitz (SHOTS USA)

Nick Orlandino (Pipedream)
and his 'Dream Team‘

Rocks Off revives the old hippie spirit

000

w w w. e a n - o n l i n e . c o m • 0 8 / 2 0 1 7

F E A T U R E

Flight of fancy or

realistic vision for the future?

exclusive

P r i c i n g a s a dema rca tio n line between a dult a nd ma instrea m ma rket

yes
T

Matthias Poehl, editor in chief

Where will people buy their
adult products in the future?
This is a much-debated
question, and the answer to it
might be as simple as:
wherever they want to. There
are lots of potential scenarios
worth exploring. One possibility that is championed by
some: Toys that retail below a
certain price point will be sold
in supermarkets, while more
expensive toys will only be
found in adult stores. So could
the price be the defining
factor in the mainstreamisation of adult products?

he above-mentioned scenario does indeed
make sense if you take a look at how adult
products inch closer to the mainstream market
nowadays and then continue along that
trajectory. When we reach the final phase of
that process and the mass market finally
embraces sex toys– especially standard
products –, consumers will find products from
the lower price segments in their local
supermarket, while the ‚traditional‘ adult stores
focus on more sophisticated, more expensive
products. I can definitely see that. Why? Well, I
don’t think that consumers will put a luxury
vibrator with a 179 euro price tag into their
shopping cart when they are buying vegetables
and yogurt. No, the chances of selling toys in
supermarkets are much bigger if you present
lower-priced products in this sales environment. Will the acceptable maximum price be
30 euro or 25 euro or even less or maybe
more? I don’t know. But I do think that, in a
supermarket environment, vibrators, etc. work
best as products for spontaneous impulse
purchases. And when it comes to spontaneous
purchasing decisions, the price plays a
pivotal role.
For that very reason, it would make little
sense to present expensive luxury toys and

brand products in a supermarket. Consumers
who have a specific product in mind or already
have toy experience,
obviously won’t be satisfied with the range
down at the local supermarket. Also, they will
be willing and ready to spend more than the
aforementioned 25 to 30 euro. The same goes
for people looking for expert sales advice;
they know they won’t find that at the
supermarket. If you want top quality and top
service, the adult store is the place to go.
Naturally, losing the lower price segments
would be a painful loss to the adult trade, but it
would be offset by the positive effects that this
type of mainstreamisation could have on the
adult industry, with consumers being more
comfortable with toys and new consumer
groups opening up to the possibility of using
adult products. And sooner or later, when their
curiosity and their thirst for a larger selection
and more sophisticated products can’t be
sated by the supermarket range any more,
they’d turn to the diverse quality products
presented in adult stores.
So that’s my take, but obviously, it’s all
speculation, and as we all know, things always
turn out differently than we expect, so let’s wait
and see what actually happens.
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no
I

doubt very much that this scenario will ever become a
reality. Here are some reasons why. Firstly,
it seems highly unlikely to me that sex toys will ever
really become a supermarket product. Sure, society is
more at ease with vibrators, etc. than ever before, and
yes, it is to be expected that this level of acceptance will
even increase going onward. However, you can only go
so far. There are limits to the mainstream appeal of adult
products, and a supermarket is definitely not the right
place for such products, nor will it ever be. Supermarkets are all about being non-offensive, they want to
cater to everybody, and they wouldn’t risk putting off
some of their more conservative customers by selling
sex toys. And even if they did, these products would
hardly become top-sellers, and it doesn’t really matter if
it’s standard products or more expensive luxury toys
- people simply wouldn’t buy them at a supermarket.
Imagine this scenario: You are shopping at the local
store, you go up to the checkout counter, and you put
the products from your shopping cart onto the conveyor
belt: a bottle of red wine, some pasta, onions,
tomatoes, a pink rabbit vibrator, and a set of cock rings.
Now tell me, what’s wrong with this picture? It is fine
and well to speculate about the future of the adult
market, and to hypothesise about how and where
consumers will be buying vibrators, dildos, etc. in a few
years, but that said, we should try and be realistic about
it. Also, we need to consider the lessons of the past.

Remember previous attempts to establish sex toys
outside the adult market? They didn’t really set the
mainstream market on fire, did they? Just think of
Philips legendary belly flop in 2009 when they tried to
sell a vibrator next to electric tooth brushes and callous
reducers. The project had been greenlit based on
promising market research studies, and many people in
the industry had been optimistic that this was the
beginning of the sex toy revolution in the mass market. I
am sure some of you still remember how abruptly and
how unceremoniously this mission ended. Of course,
people might argue that the time simply wasn’t right
back then. But is it the right time now? Sure, many
companies, from drugstores to electronics stores, sell
adult products on their websites, and sales seem to be
satisfactory, but just because something worked on the
internet does not mean you can simply emulate it in
brick and mortar stores and achieve the same results. It
doesn’t even matter if these products are expensive or
not. You could put toys from the low-price segment on
your shelves, or mid-price products with a great
price-quality ratio, and people still wouldn’t buy them.
Because it’s a supermarket. Will this situation change
over the course of the next few years? That remains to
be seen. But even though I am merely reading tea
leaves here, I have the distinct feeling that adult retailers
need not lose any sleep worrying about competition
from supermarkets.

Randolph Heil,
editor
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Beate Uhse part
with wholesaler

exclusive

S h a r p e n i n g th e stra tegic f o cus th ro ugh a sset sa les

As Beate Uhse corporation announced in an official press
release on July 25, they will cut the ties to their Dutch b2c
activities and their Dutch wholesale division, selling them in
the context of asset deals. These b2c activities include retail
businesses and online shops under the Christine le Duc
brand as well as other brick and mortar stores in Amsterdam
which were not named. The wholesale operation mentioned
in the press release is Scala Agenturen B.V.

T

he reason for the sale as stated
in the press release is that the
Dutch wholesaler had been
making losses. The asset sale
includes the rights to the name
and leases as well as inventories, stocks customer claims and supplier
liabilities, plus the employees, including all
social obligations. The buyer was not
identified in the press release, but indications
pointed toward a Dutch consortium. As it
turned out, this company is headed by
Walter Kroes, and when EAN asked him
about the asset deal, he confirmed the
acquisition of Scala Agenturen B.V. As for the
Dutch b2c activities, the stores have been
sold to the subsidiary of an Irish investor
group which wasn’t named in the press
release. However, information gathered by
EAN suggests that this investor group is
Crocusbrook Limited, based in Dublin,
helmed by Erwin Cok, former Chief Operating
Officer at Beate Uhse. This has not been
officially confirmed as yet. What we do know,
however, is that this arrangement also
includes the transfer of name rights, fixed
assets, leases, inventories, and the employees along with all social obligations

Beate Uhse CEO
Michael Specht
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pertaining to the workforce. The selling price
for these business activities was 4.05 million
euro, as stated in the official release.
Beate Uhse also announced that the sale of
these b2b activities and the Dutch b2c stores
had been initiated to help focus the company’s strategic operations on the Beate Uhse
core brands and their other b2c activities.
“We are concentrating on the values and
strengths that are firmly embedded in the
core brands of Beate Uhse. With this new
orientation, we are focussing exclusively on
the b2c value drivers with shops and
e-commerce,” as Michael Specht, CEO of
Beate Uhse, is quoted in the press release.
Unfortunately, there was only a small window
of time between the announcement on July
25 and the printing deadline for the August
issue, and as Walter Kroes was on a trip
abroad, we were unable to get more detailed
information from the involved parties.
However, we will bring you more on this
development in next month’s issue of EAN.
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SEX, DOLLS, AND ROCK N’ ROLL
exclusive

M A R K E TI NG MATTE RS

In his monthly
column, Brian Gray
from Glasgowbased consultancy

T

his past month, mainstream media outlets
have been talking about the report published
by the Foundation for Responsible Robotics,
titled “Our Sexual Future with Robots”.
Unsurprisingly, there was no shortage of both
writers commenting on the subject, and readers
wanting to know what the hubbub was all about.

circles. They all have contributions to make.
Meanwhile, mainstream media will continue to
sensationalise whatever developments or
opinions are proffered. Sadly I fear that objectivity
will suffer at the expense of clickbait headlines
from revenue starved publications meeting
targets. Brave new world, indeed.

The subject of sex robots and teledildonics
comes with its own set of dilemmas and debates
from various perspectives. Some of these are
more well-founded than others, it has to be said.

While adroit adult performers or celebrities with
an eye on the future may wish to clue themselves up vis-à-vis their image rights (not only for
how to exploit them, but protect them too)
concerning AI robots, we shouldn’t forget the
opportunities currently available to performers,
celebrities, or individuals from making their mark
on existing adult pleasure products.

Lascivious
Marketing offers his
thoughts on all
things marketing…

But looking at things purely from a marketing
perspective, there are several points to ponder.
Companies like Fleshlight already offer products
featuring the orifices of well-known adult movie
performers. Is it beyond the realms of possibility,
or indeed probability, that within the next few
years a step change occurs and full sized,
anatomically correct AI robots of not only adult
performers but mainstream celebrities (or mere
fame-hungry wannabes) are brought to the adult
retail marketplace?

and perhaps one or
two other things.
This month, his
curiosity is piqued
by AI sex, celebrity,
branding and…rock
n’ roll vibrators.

Furthermore, demand to produce a robot based
on a particular person’s appearance may come
not only from that performer or celebrity as an
exercise in brand extension but also from
discerning individuals with the budget and the
correct data or imagery. And while it’s not hard to
imagine celebrities or adult performers being
popular choices for such people, alternative
buyer personas may include those wishing
replicas of dearly departed loved ones.
As awareness of, and demand for, such
products increases, (accompanied by parallel
technological improvements) manufacturers and
sellers will have to understand their customers
and potentially demonstrate levels of compassion and sensitivity that have not always been
obvious within the industry as a whole. I predict a
steady increase in discussion and debate –
hopefully objective – from commercial, legal,
technological, psychological and sociological
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I’ve wondered why there haven’t been more
celebrities getting involved with sex toys. Not in
the anatomical sense (I suspect that will firmly
remain the sole preserve of adult performers),
but by adding their name or associated brand
values to a range of adult products. Granted,
actress (and Aerosmith video-superstar) Alicia
Silverstone reportedly endorsed an environmentally friendly sex toy range back in 2012. But
that’s almost the exception to the rule. It does
however beg the question: while celebrity
perfumes are ten-a-penny (probably often worn
by the end user with seduction in mind), isn’t
sexual pleasure equally ‘deserving’ of such
celebrity involvement?
Furthermore, there already appears to be several
high profile users already espousing the joys of
sex toys. Former Playboy model, turned actress
and TV host Jenny McCarthy is apparently
quoted as saying she never leaves home without
one. Other stories cite A-listers including Jennifer
Lawrence, Eva Longoria, Maggie Gyllenhaal as
fellow sex toy devotees. Having celebrity users is
great for increasing general category awareness,
but for a sex toy manufacturer exploring the
possibilities, is there potentially more to it?
Absolutely.
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If you’re a sex toy manufacturer – particularly if you’re
an artisan or independent - the benefits of linking with
a high-profile, sex-positive personality could be
sizable. Every country has some to choose from. But
careful consideration is required when deciding who to
approach. Do they already command an audience of
avid followers and enjoy good relations with the
entertainment and lifestyle magazines? Without either,
it’s not worth the hassle. How accepting are they of
different sexualities and associated relationships?
Some cultures are more accepting than others and the
last thing wanted is a PR storm erupting due to
incendiary comments made.
How well known are they for their open-mindedness or
acting roles/songs with a sexual element? There
should be no time and money dedicated to building up
that person’s ‘sexiness’: it should already be
abundantly present. Furthermore, to what extent do
their brand values and positioning align with those of
your company? Take a few minutes to consider where
the people on your country target list would be
positioned on a grid. Which one would be the ‘life and
soul of the party’? Who would be the ‘fun-and-nottoo-serious’ one? Who would be the epitome of high
glamour hedonism? The celebrity who is known as the
‘Life and soul of the party’ can be associated with
products that can be viewed as more mischievous and
fun. Alternatively, if you use high quality materials and
have an upmarket positioning, you won’t pitch a tie-up
to a z-list celebrity who can’t even spell sophistication
let alone embody it.
This works both ways of course. Will a high profile
figure wish to be associated with your company if your
website looks tacky or the product packaging looks
sub-standard?
Admittedly, waxing lyrical about this is one thing: what
about some practical examples? Look no further than
Kiev-based firm Love Box (who contacted me after
reading my original EAN interview). Their erotic gift
boxes rival anything found in Western Europe, and
have raised their profile considerably by enlisting well
known Ukrainian singer Nana Domination to be the
face (and body) associated with their ‘Dominant’ box.

The product imagery featuring the singer is evocative
to say the least, and could well be the benchmark for
such tie-ups.
Collaborating with singers could be an absolute
blessing when considering product range. Why stress
about product names when the artiste’s own
suggestive song titles can be used? Lovehoney have
stolen a march on their rivals with their Motley Crue
and Motorhead licensed ranges. It’s great PR
ammunition, and may well offer some bemusing SEO
effects too.
But what about the all important customer perspective? Obviously for those buying a celebrity-linked sex
toy it isn’t necessarily (although could be) about
fantasising about that person, but rather the values
conveyed. “Hey I like [celebrity/artist/group], what she
stands for, her positive vibes (sorry!) about sex, her
attributes, her own sexuality. I want to identify
with her.”
But for those who want to take things an extra step,
why settle for the image or values of someone else,
when they can get intimate with objects expressing the
very core of their sexuality? Regular EAN readers will
already be familiar with Italian company Persian Palm,
whose range of high-end ceramic plugs and dildos
can incorporate unique artwork provided by the client.
So for well-heeled individuals wanting a unique visual
identity that incorporates their own ‘values’ (their
sexual self or ideal sexual self, and ideal public sexual
self also if the product is displayed around the house),
you can’t get more intimate than that.
The cliché that sex sells is self-evident. There’s no
denying the importance of celebrity collaborations
either. Mixing both ingredients makes for potentially
explosive – and headline grabbing - adult retailing
propositions. Meanwhile, it would also be folly to
ignore the potential of the personalisation of adult
pleasure products. With or without robots.
Brian can be contacted at lasciviousmarketing.com,
found on Twitter @LasciviousMktng or phoned on +44
(0)141 255 0769.
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Every year, eroFame stands out as one

of the best b2b gatherings for our industry.
e r o Fa m e 2 017: p a rt o ne o f th e ex h ibito r survey

exclusive

eroFame 2017 is drawing nearer, and expectations are rising, as can be seen from this first
part of our exhibitor survey. After reading these statements, one thing should be obvious:
Visiting the trade convention in Hanover will pay off in spades as the exhibitors are going to
bring tons of new products and special offers to eroFame.
68
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The Questions
1.
2.
3.

Which expectations do you have for eroFame 2017?

Which new products are you planning to present to the trade
come October?

Do you have some special plans for your fair stand in particular
(product presentations, fashion shows, etc.) or for the event in general
(discounts, sweepstakes, etc.)?

4.

What were the decisive reasons for you to act as an exhibitor at the
eroFame 2017?
69
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Mark Boulton
Sheets of San Francisco
1) We expect to meet a large number of international buyers and particularly European ones who may
not yet be aware of us or our product. We want to
cultivate relations with potential European and
international buyers; an opportunity to meet up with
existing European and international customers and
build our relationship.
2) We will be introducing our new grouping of
Independent Adult Manufacturers under the IAM
brand. We are on a shared stand along with Doxy,
Godemiche, and Play Harda, each focussing on our
own unique products but also the wider grouping.
We will be focusing on our range of fluid-proof play
sheets in both black and our new white finish. We
will be introducing our print to order service to the
market where we can manufacture our printed
fluid-proof throws with customers’ own designs. We
will be highlighting our custom cover for the Sybian
sex machine. This has been a collaboration where
we have produced a bespoke branded cover for
Sybian machines using our fluid-proof fabric printed
with their logo.
3) Under review
4) Central European Location - Quality and quantity
of the visitors - Quality and organisation of the event
– We have visited the event in the past but this is
our first time exhibiting - Exposure to European
buyers

Dave Powley
PlayHarda
1) We love eroFame, and 2017 is seeing us bringing
our brand-new wholesale range, PlayHarda.UK to
the buyers. We can’t wait to show off our range of
bondage, fetish, and BDSM gear to both European
and international customers, and we hope they will
love it just as much as we do!
We’re also excited to be showing off the range of
Slube, with some exciting new products in the
pipeline… more information soon! If last year’s event
is anything to go by, eroFame 2017 is going to be
awesome!
2) We’ve just launched our brand new PlayHarda.
UK wholesale range. This includes products such as
Stainless Steel Cock Rings, Leather Bondage
Restraint Sets, Anal Tunnel Plugs, and an impressive
Stainless Steel Head Cage. PlayHarda.UK is all
about the more extreme and kinkier side of BDSM
and fetish, and our customers say that this is exactly
what we bring! We’ll also be showing our range of

70

Slube. Come visit our stand and dip your hands in a
giant bathtub full of coloured, scented lubricant! We
also have some exciting new Slube products being
added to the range! Visit our stand to find out more.
4) eroFame is great for meeting with buyers, both
international and local. With buyers as near to home
as Manchester or as far away as Australia and
Brazil, it’s such a great opportunity to show our
products to the adult industry and let the world see
what we have to offer. eroFame is a show that you
just have to be a part of. Whether you’re a giant
wholesaler or a small manufacturer, it’s a great place
to meet potential buyers, make useful connections,
sign some great deals, and begin wonderful
friendships!

Adam Breedon
Godemiche
1) We expect to meet a large number of international buyers. We also expect to meet some of our
existing buyers and prospects.
2) We are looking to have a head for the new Doxy
and a couple of other new dildo styles. Also, we will
be introducing our new grouping of Independent
Adult Manufacturers under the IAM brand.
3) Minimal and industrial looking stands, other than
that, it’s all up in the air.
4) Never heard a bad thing about eroFame from
other traders. Honestly, I‘m shitting my pants for the
amount of money it‘s costing us as a very small
business, but I am also very optimistic about
covering those costs through orders. Time will tell.

Claudia Santoro
Bon Claude Très Chic
1) eroFame 2017 will surely bring more customers
than the last edition and more visibility to our Italian
brand in Europe!
2) AMORE INTENSO will be presented with a new
packaging. This sensual oil for intimate massages,
scented with an exclusive fragrance by Bon Claude
Très Chic, is our best-selling product. The customers appreciate the high Italian quality and the
scent - delicate, pleasant, intriguing, and sensually
exciting. ESSENZA D‘AMORE Room Fragrance will
also be presented this year. It is a new fragrance for
lovers. Finally, a line of SEXY LINGERIE will be
introduced, created by fashion designer Claudia
Santoro, founder of Bon Claude Très Chic.
3) We are preparing some surprises...
4) It’s very important that our customers feel
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confident about our sensual brand that takes care of
the enjoyment of lovers by creating high-quality
products Made in Italy. Considering Bon Claude Très
Chic’s image of seriousness and professionalism,
we are confident that eroFame is the best choice to
grow our brand commercially in Europe. For our
new brand, EAN support is necessary and highly
appreciated!

Michael Bart
pjur group
1) Like every year, we are really excited to meet
interesting new people and dear, old friends alike. To
us, eroFame is like a family meeting – you look
forward to it every year, knowing that people will
have a lot to tell and share. Of course, we are also
excited to introduce our new products to the
European trade members and to lay the groundwork
for our continued success. We expect fruitful
conversations and new collaborations which we’ll
be celebrating at the traditional eroFame Oktoberfest.
2) This year, we won’t just present a few individual
new products, but a whole now product line! pjur is
breaking the mould, reinventing a whole product
category. I am sure you will understand that I can’t
divulge any details at this point. Well, maybe this: It
smells like relaxing, sensual innovation!
3) Trade show visitors obviously have certain
expectations when visiting a pjur stand. Therefore,
we have come up with several highlights for 2017.
Apart from live presentations and opportunities to
test our products, pjur will once again raffle off great
prizes. Of course, topping previous sweepstakes is
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getting harder and harder each year, but we are
confident that we will be able to put a big smile on
the winners’ faces once again. As for this year’s
prizes – well, you’ll have to find out for yourselves at
the pjur stand. And of course, there will be plenty to
make you smile at our stand even if Lady Fortune
does not favour you. We will also have delicious, hot
coffee and cool, refreshing sweets for you, so stop
by if you need a short break from the hubbub of the
show. And afterwards, why not check out the
special trade show offers we have prepared for this
eroFame to help you maximise success?
4) Easy: the experiences we’ve made in previous
years! eroFame is simply THE meeting place of the
global adult industry. Here, you can meet them all:
existing customers, new customers, competitors,
service providers. You get a great package, and
there is no other trade show like it in the whole of
Europe. Also, eroFame is always well-organised,
and the support you get from organisers and service
providers on the show floor is exemplary. You really
feel that this is well-attuned team. Details like that
may seem small, but they are making it so much
easier for exhibitors to plan, organise and realise our
trade show presentation. This means less work and
stress for our company while making for a great
return on investment.

Istvan Keszei
Vivian Technology
1) This will be the first public appearance of the
Vivian Technology sex furniture product, so we
expect a lot from the exhibition. Vivian Technology is
a start-up, with a working prototype that we will
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Dino Corrado
Cobeco

exhibit at our booth. We are looking for investor to
take the next step, to start series production, and
we are confident that during the exhibition, we will
meet investors with whom we can work together. In
addition, an exhibition like that is also a good opportunity to assess interest within the market.
2) Vivian Technology presents its first product, which
is one of the world’s first high-tech furniture items
with ride-on functions, complete with a revolutionary
control system. The leather surface on the luxury
ride-on sex furnishing is sensitive to the touch, and
this is how you control the chair. This furniture
combines high-level technology with premium
quality materials to reflect the designer’s goal, which
is to be different from others.
3) We show a working prototype on a rotating
platform. The exhibition will also feature an animated
projection about the product. The exhibition
represents an opportunity for all interested person to
take a closer look at this unique new product.
4) The most important factor was that everything is
ready for the next step in the business plan. We
came to the end of a long development phase,
which could result in a new product. In January, we
presented or sex chair in the US, and we were quite
successful. Now let’s see what happens when we
show the chair in Europe, at eroFame in October
2017.
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1) Because of the strong economic growth and
price pressure, we expect a lot of interest in private
labels at the next eroFame. Store-brand acceptance
among consumers is at an all-time high and will
likely continue to grow. Private label brands have
significantly higher profit margins than resale
products. In addition, they enable you to separate
yourself from competition and offer low retail prices.
You are able to build brand recognition in the
market, improve loyalty and generate repeat
purchases. We also expect to reach a large
audience to promote our new product innovations.
2) As demand for natural and vegan products
increases, Cobeco Pharma has used its expertise to
develop a 100% natural and vegan lubricant which
meets the most stringent requirements of the
“Natural Product Standard” without compromising
the functional benefits of a lubricant. We are
presenting this lube and all its benefits on the
upcoming trade show. We are also planning to
introduce high-quality toys as private label products,
seeing how the general acceptance of toys in
society increases. Cobeco Pharma is always
optimising the Cobeco brands and has expanded a
number of product lines with some new additions
which we are going to present to the trade.
3) As you would expect from Cobeco Pharma, we
will present our new products in a special way.
4) At Cobeco, we attach much value to relation
marketing. We believe eroFame is a huge opportunity to maintain and built new relations and to reach a
large audience at once to promote new innovations.
We think it is of great importance to stay in touch
with the market and learn about customer wants
and needs.

Tina Flohr
Adloran
We participate at eroFame to present and generate
more awareness for our company and our exclusive
products, and to meet new retailers and wholesalers
to collaborate with. The main focus will be on our
exclusive brand Glyde and on the Swiss brand
Ceylor, which we distribute in Germany. So,
eroFame will mostly be about presenting these
condoms and dams which come in various flavours
and sizes. As for Ceylor, there will be new products,
and retailers can pick up flyers and info sheets for
additional information. As an incentive for new
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Now available in Europe.

Zumio excites your
pleasure zone like
nothing else.
“Mind-blowing! An
orgasm in less than a
minute and three in
under ten minutes!”

Exclusively distributed by:
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customers, we will offer a 10% trade show discount,
valid until two weeks after the event.

Steve Bannister
BMS
1) Every year, eroFame stands out as one of the
best b2b gatherings for our industry. We always look
forward to using this time to interact with our
European customers and provide them with a
hands-on look of our upcoming products. We
expect that the organizers will provide a great show
as usual.
2) We plan to bring our full array of products for this
year’s show. There really will be something for
everyone so we encourage you to stop by and
check out what we have. One of our newest items,
Touch by Swan will be shown for the first time in
Europe. It uses a unique swipe-sensitive button
giving you a precise way to be in charge of your
pleasure. It will launch with 3 styles entirely new to
the Swan Collection. Pillow Talk, one of BMS’s
newest lines with a softer, glamourous look features
Swarovski Crystals and all the power you would
need from the PowerBullet motors inside. We will
also be bringing Commotion, Wonderlust, and our
best-selling PalmPower and Swan Squeeze
collection. Commotion is a fun new concept from
BMS which incorporates strong bead movements
for an added layer of pleasure. Wonderlust is a fun,
free-spirited collection which embraces bold
designs at a great price. Swan Squeeze, a recent
release as well, allows the user to precisely control
their vibrations using an intuitive squeeze control at
the base. It’s got all of Swan’s great features giving
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you more for less! Last but not least, we will also be
showing our recently rejuvenated and expanded
Simple & True collection which now offers a wide
range of quality products including toys and
accessories at very affordable prices. Be sure to
come by the BMS Factory booth to see these
collections and more.
3) At this time, we are still planning what we will be
doing at the show. Please be sure to come by our
booth and see our great line of products!
4) We love the first-hand interaction with our
European customers and wouldn’t miss the show.

France Tirard
LUXXA
1) LUXXA would be delighted to meet new,
international lingerie distributors form Northern Europe, Japan, USA, Australia, and the Arab Emirates.
2) Five new lingerie collections
3) LUXXA will present a new collection, created in
collaboration with French model Manon Confalonieri.
4) Our CEO, Jean Pierre, visited last year’s show
and immediately decided to book a stand for 2017.

Klaus Pedersen
MaleEdge & Jes-Extender
1) Greatest show on earth …at least in the adult toy
industry!
2) In our segment - permanent penis growth with
the MaleEdge and Jes-Extender brands - we will
introduce new marketing and sales support
packages for web and shop sellers.
4) Positive effects of being at the previous eroFame.
Last year’s show was a great success for us, in part
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because most new visitors were significant leads
and not browsers.

Jo Walda
Tenga
1) We are very much looking forward to having the
chance to show off not only our newest, shiniest
products, but also introduce new customers to
some of our more established products and exhibit
all the products we offer in Europe. The chance to
get down to the nitty gritty with our existing
customer and those who may have never heard of
TENGA before is, of course, our biggest priority...
especially at the Oktoberfest celebrations at the end
of the show!
2) We will be focussing the spotlight on three new
product lines at this year‘s eroFame. Firstly, the
newly released TENGA Flex - a soft case re-usable
masturbator, which flexes in and out to provide
constantly changing sensations during use.
Additionally, we will be lifting the curtain on two new
innovative product lines from both, the TENGA and
iroha brand. Unfortunately, I can‘t tell you anything
about them yet - I‘ve been sworn to secrecy - so
please come and visit our booth this year to see
these products in action!
3) Although I can‘t say too much at this point, we
do have a couple of new products that will be
unveiled at this year‘s eroFame from both the
TENGA and iroha brands, and I am certain that our
customers will be excited about them! We will be
doing live presentations of these products,
one-on-one with customers to really show off what
these products can do!
4) There really is no better venue in Europe to meet
with all sorts of people from the industry, from other
manufacturers to customers and the media, so we
jumped at the opportunity to participate again this
year. We relish the chance to meet with existing and
new customers, and eroFame is vital for us to discover new ways of spreading the word about
masturbation and expanding the TENGA brand
across Europe!

hed Electrodes and the rest of our product range.
3) There will be discounts for new customers along
with an opportunity to get hands on with our
products and to get product demonstrations
4) eroFame is a great opportunity to reach customers from all over Europe and beyond. In this age of
email and internet, there is still no substitute for face
to face conversations with customers old and new,
and eroFame gives us that opportunity. We are really
excited to be part of a great show like this.

Johannes Plettenberg
Womanizer Group Management GmbH
1) As is the case every year, we expect to see lots of
interesting people and personalities from the adult
industry. We are looking forward to interesting and
positive conversations.
2) Among other things, we will present the recently
launched womanizer 2GO. There’s going to be
more, but right now, that’s all I want to give away.
4) eroFame is one of the most important trade
shows in the b2b segment. So, the question should
rather be, why wouldn’t we attend the show. It is a
perfect opportunity to meet with international trade
members, to establish new contacts, and maintain
existing business relationships.

Jean-Pierre Hamelin
Shunga
1) New exhibitors and newcomers in the industry.
eroFame is always a good indicator of new products
coming out in the adult industry on an international level.
2) Our new Aphrodisiac Warming Oils with new flavours,
and new design. It’s going to be a treat for visitors to
taste them. They are so good! Mmm!!!! Shunga Erotic
Art’s warming aphrodisiac oils are your guide to
discovering your erogenous zones and intensifying your
senses. It’s not an oil for a full body massage.
Also, we should have other new surprises. We always
try to launch new products at eroFame.
3) On that matter, we are very stable.
4) For Shunga, eroFame is THE show of our industry. If
you want to do business on an international basis, you
have to be there as an exhibitor.

Mick Clarke
E-Stim Systems Ltd

Adam Lewis

1) eroFame 2017 offers us a great opportunity to
build on our previous success at eroFame and to
reach new customers along with meeting existing
customers from across the world.
2) This year, we will be showing our latest Power
unit, the ElectroHelix, along with our new Satin Finis-

Hot Octopuss
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1) To meet lots of relevant buyers (and to have fun).
2) PULSE III SOLO and DUO, Queen Bee, Pocket
PULSE and Pocket PULSE Remote, two new
C-rings and April, our new Head of Sales.
3) Nothing planned as yet.
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4) To be honest, the clash with Venus has not been
good. However, we still think that eroFame is the
best place to meet B2B buyers.

Maeglin Harmsen
Scala Playhouse
1. As a founding partner of eroFame, the event is
always a highlight on our trade show agenda. We
are so proud that eroFame has proven to be such
an institution and can’t wait to meet up with all our
customers and show visitors. We expect eroFame
to be another occasion where we can demonstrate
that Scala Playhouse truly is a one-stop-shop,
offering an impressive assortment that spans all
product categories; from quality drugstore items
and the trendiest toys to sexy lingerie and adult
entertainment. We look forward to catching up with
valued contacts and getting introduced to new
prospects, as the social aspect is one of the best
parts of the eroFame experience for us.
2) Too many to mention! We’ll be bringing the
newest releases from some of your favorite suppliers
in the Scala Playhouse assortment. We have a
fantastic selection of third-party brands to choose
from, so we want to give the eroFame visitors a
good overview of everything we have to offer. Our
eroFame selection also includes best-sellers from
our own in-house brands, plus some surprising
elements that we want to keep a secret for now…
3) The main plan is to make the Scala Playhouse
stand reflect our amazing varied assortment. As
stated earlier: Scala Playhouse aims to be the ‘go
to’ destination for all things erotic, and we are
convinced our eroFame stand will definitely back
this up! To give eroFame visitors a relaxing, casual
setting to get acquainted with our newest products,
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our stand will include generous hospitality to indulge
guests. Our experienced sales team will be at hand
to answer all burning questions and advise you on
new releases, but our representatives are just as
approachable for a friendly chat about the latest
trends. And don’t forget the fantastic fair-only offers
we’ve got prepared for the eroFame audience.
Curious about these offers? Just visit us at the show
and find out more…
4) Being one of the founding partners of the event,
our attendance at eroFame is paramount to show
our support. However, even if we weren’t a founding
partner – this event would still be a solid ‘Yes’ on
our trade show agenda. eroFame allows us to
connect with our German and international
customers, and enables us to get in contact with a
new target audience. It’s a fantastic occasion to
strengthen working relationships, plus demonstrate
our presence as the ‘Best International Distributor’
as voted during the recent ETO Awards. Oh, and it’s
just a very fun, relaxed and enjoyable show; making
it an event our sales team looks forwards to months
in advance. We can’t wait to show you our beautiful
stand and do hope all eroFame visitors will pay us a
visit!
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In a word: success.
exclusive

Rocks Off enter into a strategic partnership with IMbesharam to cater to the Indian market

G A R Y E L L I O T T
R A J A R M A N I

Rocks Off have further
strengthened their global
market presence by closing a
distribution deal with Happy
Birds Inc LLC dba Imbesharam.com, who will be selling
their products in the Indian
market. EAN asked both of
the involved companies for an
interview to learn more about
the reasons and terms of this
strategic partnership, and also
about the plans and expectations that are tied to it. Gary
Elliott, Director of Rocks Off,
and Raj Armani, co-founder
and COO of IMbesharam.com
took the time to answer our
questions.

Gary, how long did it take to perfect your most recent
business partnership? Which obstacles needed to be
overcome?
Gary Elliott: We had been looking at emerging
markets for some time and in doing so, we realised
that the potential in India was huge if we could
present our brand and deliver our products straight
into the hands of consumers. However, as we know,
entry to the market is difficult. We started initial talks
with Raj Armani in August 2016. IMbesharam was
already taking some of our products via our
distributors, but as a manufacturer and innovator we
both felt and knew that we could offer Raj more than
just product supply. Sue Walsh, our MD, and I met up
with Raj and members of his team at eroFame in
October to discuss the opportunity.
Why did you choose to team up with Happy Birds Inc
LLC dba IMbesharam.com?
Gary: They have a great record of accomplishment
and market growth. The company was founded by
Raj Armani and Salim Rajan, two very perceptive
business people, who both understand the market
and the culture so this made our decision an easy
one. However, Raj was not so easy to track down! I
think our MD Sue Walsh spent a long time on email
and LinkedIn until we got his full attention. I’d like to
think that’s what made Raj and Salim realise that, as
a company, we were serious in our approach and we
weren’t going away! I think determination always
pays off and it says a lot about your standpoint.
Don’t forget we started off with one product 14 years
ago in a market we were new to……the rest is
history and by the way we certainly learnt hard and
fast. There’s no better survival education than that,
trust me!
Would you say that the Indian market is totally unique
and that one can’t really compare it to other markets,
for instance Europe?
Gary: I think the market is in its infancy in terms of
adult and SWB products being available, and the
appetite to explore and grow is very exciting to us.
There are more and more products being released
into the industry with companies entering manufacture and we see this year on year at the trade events.
Some stay, some go. We are different in that we both
manufacture and innovate and we want to use this
expertise to take our current and new additions to
feed the interest and hunger for adult pleasure and
SWB products to the consumer audiences in India.
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In this context, how important is it to work with
people who know that market? Was a partner with
local expertise the only option you considered, or
would there also have been other options regarding
the distribution of your products in India?
Gary: Massively important. We had already dipped
our toe in trying to work with companies who were
involved with lingerie manufacturing in India that
already had a direct network distribution, but moving
this further to also include adult and SWB products
was not easy since getting products to source was
and is fraught with issues.
Will IMbesharam.com carry the entire Rocks Off
product range?
Gary: Of course! They will have access to all our
products including our top and best -selling products,
together with access to new releases to push their
customer base and further down the line, we will look
at bespoke options.
How will Rocks Off support your new distribution
partner in India?
Gary: We see this very much as a partnership, with
each of us playing their part in both making and
enjoying the success. Rocks Off produce high-quality
products at very competitive price points. Our male
ranges are iconic and instantly recognised. In all, we
know how to deliver great products that work and

Gary Elliott,
Rocks Off Director

„W E K N O W H O W TO D E L I V E R G R E AT P R O D U C T S
TH AT W O R K A N D I M B E S H A R A M C E R TA I N LY K N O W
H O W TO G E T P R O D U C T TO TH E I R M A R K E T ! “
G A RY E L L I OT T
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Raj Armani, co-founder and COO of IMbesharam.com

IMbesharam certainly know how to get product
to their market!
How much potential do you see in the Indian
market for your brand and your products? And
what makes you confident that the Indian
consumers will respond positively to Rocks
Off?
Gary: Our range is wide, from the single speed
award winning RO 80 bullets to Xchange, the
USB re-chargeable interchangeable prostate
massager (We’ve recently won awards for that
one, too!!) We use the very best materials and
test beyond current industry standards and our
products, packaging, and brand presentation is
stylish and edgy. We are already working on
bringing brand elements into our presentation
for India that will be a perfect fit for these
audiences. Our Art Director, Paul Collins, is
very talented so you can expect to see some
very nice creative ideas! Our brand is carried
globally and we both develop and white label
for some big players already, so we see this as
a very positive sign that we will be fully
embraced and integrated into the Indian
market; after all, what’s not to love!

„INDIA IS A VERY DESIR
ABLE MARKET FOR ALMOST
EVERY KIND OF CONSUMER

What does the partnership with IMbesharam.
com mean for Rocks Off, and what are your
expectations going into this collaboration?
Gary: In a word: success. We want to grow
the reach of our brand and extend our markets

BRAND WORLDWIDE.“
RAJ ARMANI
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and we see that our partnership with
IMbesharam will certainly help both
companies collectively achieve this.
Are there also other plans for expanding the
reach of the Rocks Off brand?
Gary: There have to be plans, otherwise
companies don’t grow; however, at this
moment in time, we are focussed on working
with IMbesharam. We are constantly approached by companies who are interested in
partnering with us and we are always happy to
talk, however, it has to be right for our brand
and we are selective in our approach.
Raj, what makes Rocks Off a perfect addition
to your product range? Which criteria
determine whether or not IMbesharam.com will
carry a certain brand?
Raj Armani: The Rocks Off brand resonates
with our brand philosophy of standing out from
the crowd while still having a unique character
of its own. We have been stocking them from
day one, albeit through our distributors, and we
have always admired their commitment to
quality and support, their drive for innovation,
and their quality packaging as well as their
desire to work hand in hand with us to achieve
a larger-scale distribution opportunity in India.
We look at the brand’s reputation, the quality of
its products, its packaging and presentation,
and lastly their support. In this case, their great
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The foundations for the collaboration between Rocks Off and
IMbesharam were laid during conversations at eroFame 2016

attitude and professional business methods were the
decisive factor that convinced us to sign the deal.
Are the big brands and producers standing in line to
work with IMbesharam.com because everybody
wants a piece of the giant Indian market?
Raj: Plenty of brands reach out to us during the trade
shows, online, and via common networks as most
who want to expand business are looking outwards
to unexplored markets. India is a very desirable
market for almost every kind of consumer brand
worldwide. Having pioneered the adult category in
India and maintaining the leading position does bring
many a brand‘s attention to our company as they see
in us the perfect partner for going into a market of
which they have very little knowledge and which
requires a lot of R&D to invest in and to set up their
own offices. It’s a win-win for both of us. We have a
few more brands in line for a launch in India. The next
big one is Bijoux Indiscrets, after that Screaming O...
and then Baci Lingerie.
The Indian market for adult products is still very
young. What phase is it in right now, and how will it
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develop over the course of the next few years?
Raj: It is in the “Does she love me … or does she
love me not ... kinda” stage, aka the teenage years, if
I may call it that. A majority of India’s youth and
middle-aged folk know of the products (the basic
ones like dildos or vibrators), but they haven’t
explored the enormous diversity we have available
today. So, while it is a learning curve for most of
them, the rest of them do not even know something
like this exists, or they are in denial of their human
needs and morally feel that anything to do with sex is
dirty. The other major challenge is that authorities
which regulate imports, such as customs departments, have people born in the 40’s and 50’s who
bring along with them very archaic thinking. And while
the book of law says something else, they perceive
things based on their own understanding, which,
more often than not, impedes imports and distribution in India.
At the same time, the internet revolution in India
has fast forwarded the youth and their mindset, so
demand is immense. In fact, demand is probably 4x
that of in USA, the irony being that many don‘t even
know that these products exist, where they can buy
them, if they are available online, and they worry if
someone might find out they purchased something
like this... So the market, while being estimated
between $200-$400M now and possibly as much as
$2B by 2020, may not convert that easily. For the
next few years, as the laws and lawmakers stay in
place, we see growth in the horizontal verticals, but
we may still be a few major changes away from
capitalising on its potential to the full extent.
Which trends and developments dominate the
market at the moment? Is there growing demand for
high-quality toys or brand products?
Raj: As far as trends go, lingerie sales have spiked,
and so have sales for high-end app controlled toys.
What we have realised with India is that, either you
sell cheaper than the rest or different from the rest.
We chose the latter and we have found a growing
community of shoppers investing in quality toys like
Bijoux Indiscrets, Lovense, RocksOff, OhMiBod, Lelo,
Bodywand, and the likes... Yes, there definitely
demand for high quality toys, because these buyers
have probably travelled abroad, have a high paying
job and demanding needs, and they me be well
aware of the correlation of better quality and level of
satisfaction. This can also be seen by the fact that,
while all international car brands sell well, BMW and
Mercedes are among the most profitable and
best-selling brands in India. We strive to showcase
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such high-end brands and will continue to do
so as they sync with our philosophy of better
products and more satisfaction.
Which factors have an influence your
customers’ purchasing decisions? The price?
The materials? The design? Functionality?
Raj: For the knowledgeable customer, they
look at the branding of the product, its
packaging, and its overall internet reputation/
reviews. They understand why the products
are expensive in India and they happily pay for
the value that we bring to this audience. But
we also get plenty of price conscious
customers who want a better product but only
if we offer additional discounts, etc. We try to
explain to them that you can‘t buy a BMW for
the price of Honda. Most times, they stay and
convert, sometimes they don‘t, but we know
they will come back as the low-priced
products may look great the first time you
open the box/
box/try them, but they are not going
to be a happy buddy for a long time.

Raj Armani ranks among the 25 most
influential e-commerce professionals in India

So, what are your
y
plans for the Rocks Off
brand? Ho
How do you want to present and
market their products?
Raj: Fir
First of all, we want to do some
R&D an
and get feedback from our
network of communities and individuals
who are in
influencers in the online sphere.
Once we h
have gauged overall demand,
among age g
groups and cities, we plan on
doing an on
online video campaign supported
by som
some offline billboards which will
create some serious buzz online. We
also plan to do a tour sponsored by
Rock
RocksOff (plans are still in their initial
stage
stages) that will bring known adult
perfo
performers from US & Europe to India
for a meet & greet at lounges and
club
clubs. At that time, the brand can
be positioned as a luxury brand for
a discerning audience.

making for past three years. When we decided
to join hands, we were committed 100% and
we will showcase the entire range to our
audience. Then based on audience feedback
and sales numbers, we may end up adjusting
it. It‘s a new experiment for both of us to take a
brand into Indian hands at this scale. We will
see how things develop in the months after
launch. At this time, we have the brand’s
commitment to growth, so when the rubber
hits the road, we will reach out to the brand if
we need support with something.
How much potential does the Indian market
hold for the Rocks Off brand?
Raj: It‘s too early to say, but when you play
your marketing cards right and invest in
well-thought out opportunities to showcase the
brand, it may take a leading position and get
them a big piece of the pie. We may have to
revisit this six months after launch to gauge
how things are going. But what we know today
is that there is no other brand we have ever
showcased on a full partnership scale that
carried a product range like Rocks Off does.
What other plans does IMbesharam.com have
for 2017?
Raj: This is my favourite question of any
interview. We have some fantastic plans for
later in the year. While our Nepal store went live
earlier this year (np.imbesharam.com), we are
working on taking our US store live and
reaching out to a few major markets with a
large Indian/South Asian community like UK,
Australia, and South Africa. We also have a few
brand partnerships lined up as I mentioned
above. Our big plans were slowed down when
I became father to a handsome young boy –
Aryan – but now, we are preparing to go and
get back in full throttle mode again and reclaim
our title as ‚Merchants of KamaSutra‘ across
the regions we cater to.

W
Why did IMbesharam.com decide
to add the entire Rocks Off
po
portfolio right from the get-go?
W
What role will this brand play within
th
the overall product range?
R
Raj: While it may seem like an
in
instant decision, it has been in the

92

w w w. e a n - o n l i n e . c o m • 0 8 / 2 0 1 7

WWW.HOT-PV.COM
HOT PRODUCTION

WWW. ERO-HOT.COM

!
T
I
E
T
TAS

I N T E R V I E W

STIMULIERENDES GEL
für ORALES VERGNÜGEN!
Blowjob Gel gibt Ihnen ein erfrischendes Gefühl
in verschiedenen Geschmacksrichtungen. Verwöhnen Sie Ihren Partner mit einem intensiven,
stimulierenden oralen Vergnügen.

STIMULATING GEL ORAL PLEASURES!
Blowjob Gel gives a refreshing feeling in different
ﬂavors. Pamper your partner with an intense, stimulating oral pleasure.

vanilla

ORAL OPTIMIZER strawberry
Blowjob Gel 50 ml peppermint

ero OR AL OPTIMIZER BLOWJOB GEL

vanilla / strawberry / peppermint

Art. No. 77510
Art. No. 77511
Art. No. 77512

50ml

HOT Productions & Vertriebs GmbH /// Wagrainer Str. 35 /// 4840 Vöcklabruck /// AUSTRIA
email: office @ hot-dl.com /// tel. +43 (0)7672
72009 /// fax. +43 (0)7672 72009-9
000
Erhältlich bei Ihrem Großhändler /// Available at your wholesaler /// 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

I N T E R V I E W

I want to renew the focus of Mister B.
exclusive

Ne l s o n S o u s a da C unh a is th e new ma n a t th e h elm o f Mister B

Following six years as Mister B’s Marketing and PR Manager, Nelson Sousa da
Cunha has taken over the company in
its entirety, picking up the reins to
guide Mister B into the future. A big
step like that definitely warrants an
interview. And while we were at it,
we also asked Nelson
about his plans for
the internationally
renowned brand,
and about the
legacy of
company founder
Wim Bos.
000

Nelson Sousa da Cunha, the
new president of Mister B

N E L S O N

„

Congratulations on the acquisition of Mister B!
What do you feel now? Pride? Satisfaction? Or also
respect for the upcoming tasks?
Nelson Sousa da Cunha: I feel all of the above! I
am proud to be the new owner of such an amazing
brand; I am satisfied to have closed a chapter of
more than a year of negotiations; and I have a healthy
respect for the big task ahead, one that I can finally
focus completely on now that the company is mine
and I can implement my ideas. Mister B is a brand
that has existed for more than 23, years and many
things have grown organically. During the 6 years that
I have worked here, I have come to know its
strengths and weaknesses, and now, I can finally
work on the things that are needed to launch our
company into the future.
How long did the takeover process take? What
hurdles had to be overcome?
Nelson: This process took up almost a year and a
half – you have to care of the standard things such as
price and finances, but there is also the emotional
side of things. This is Wim Bos’s baby, it’s part of his
identity and legacy. He wanted to make sure that it is
in good hands. That was also an important factor
during the acquisition process.
Mister B is a successful, global brand, so the
question why you wanted to take over the reins
seems almost superfluous, but still: What drove you
to tackle this task?
Nelson: Having been the Marketing and PR
Manager of Mister B the past 6 years, and in
some way also the face of our brand, since Wim
was attending fewer events in the fetish scene, it
almost grew naturally. Mister B also feels like a
part of me. Together with my colleagues, we all
built this brand to be more than just Wim Bos it has become a way of life for many, and there
is no better motivation to continue something
than having this desire that comes straight from
the heart!
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S O U S A

D A

C U N H A

Which new ideas, visions, plans, etc. do you want to
implement at Mister B?
Nelson: Mister B has a very strong brand identity
and visibility; it’s something that we worked on for
many years. Now, it’s time to reap the benefits of that
achievement by professionalising many facets of our
company, the goal being to translate the brand value
into more sales, more happy customers, and even
better products.
What goals have you set for
yourself and in what direction do
„ F O R T U N AT E LY, I WA S
you want to take Mister B?
Nelson: I want to renew the
A B L E TO B U Y 1 0 0 % O F
focus of Mister B. For a very
TH E S H A R E S , W H I C H
long time, we have been playing
the wholesale, retail, web game
I N C L U D E S A G R E AT,
by applying many ideas to all
three channels at the same time.
DRIVEN, AND
I want to focus on each of them
individually, and each facet of
E N TH U S I A S TI C T E A M . “
this company should get a
NELSON SOUSA DA CUNHA
tailor-made approach that best
suits that part of the company.
The brand is there, but what do
you really need for wholesale
success? And what is best for
retail? These two factors don’t always go together
well, and my goal is to make sure that each
department can grow to its full potential.
Will the management change at Mister B have any
effects on the customers? Will anything change for
them?
Nelson: Fortunately, I was able to buy 100% of the
shares, which includes a great, driven, and
enthusiastic team. By having 100% of the shares I
don’t need to take other interests into account. I
believe this way we can switch faster, react better,
and not get lost in bureaucracy. Together with the
team, we can continue building a company that is
bigger, better and more professional. Customers will

I N T E R V I E W

notice more professionalism, which is something that
I have wanted to achieve for a long time. By no
means am I saying that we were not professional
before, but the world moves at a fast pace and I
believe we have not always kept up with its pace…
my goal is to take a fresh, new approach to meeting
and exceeding our customers’ expectations.
What did you do before you started working in the
industry?
Nelson: I worked in telecommunications for several
years, in marketing and sales. I worked worldwide,
from Chile and Argentina to Malaysia and Thailand,
with Europe in between.
Will you be able to incorporate these experiences into
your new task?
Nelson: It is hard to tell which exact experiences will
shape this new task; my life is one big experience of
challenges, growth, and believing in what I do. I do
not have a recipe ready that I get out over and over
again. I just go with the flow, keep a focussed mind,
and do it from the heart. That is how I’ve always
worked, that’s how I do things - with passion. If you
believe in what you stand for, then you cannot go
wrong. And when you do, don’t wallow in anger or
disappointment, pick yourself up, deal with the
situation, and make it work.
Did you ever dream of being at the top of the
company when you started at Mister B?
Nelson: No! I didn’t have a set goal. I started at
Mister B to have a break from the telecommunications world, my task was to bring this
companies’ marketing department to a higher level. If
my goal had been to become the boss, then I surely
wouldn’t have been able to do my job in marketing
well. Too often, I have seen people fighting for career
opportunities with all the politics that come along with
it. I just focus on my job and try to be the best at it,
usually that is what stands out in the end and what
people notice.

„ M Y G O A L I S TO TA K E A
FRESH, NEW APPROACH
TO M E E TI N G A N D E X C E E 
D I N G O U R C U S TO M E R S’
E X P E C TATI O N S . “
NELSON SOUSA DA CUNHA

legacy only feels natural to me and the right thing to
do.
What potential do you see for Mister B in the future in
this increasingly tough market environment?
Nelson: The potential I see for the future is the same
potential I see right now, and that is being real. Too
many brands nowadays launch fetish collections and
then you see them at trade shows and they come
ask us if they did it right. That is where our potential
lies as a company; we know our customers and what
they need. That connection with the customers will
make them come back. It doesn’t mean that we can
have a cocky attitude towards other companies, their
business models are simply different, and like them,
we also struggle sometimes. We just need to keep
believing in what we do and not let ourselves become
followers instead of leaders. Competition is good, it
keeps us sharp and should motivate us to take
ourselves to the next level, and that’s what I want to
do with Mister B in the coming years - take us to that
next level.

The brand and success of Mister B are closely linked
to Wim Bos. How will you continue his legacy?
Nelson: Wim and I have gotten to know each other
very well over the past few years and we have many
similarities when it comes to our sexual development,
believing in yourself, taking pride in who we are, and
living the life we want and not the life others tried to
force on us. These are some of the core values of
Mister B, values that I live by, too, so continuing his
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Scala Fair is constantly evolving, so you

never know what surprises it has in store for you!
exclusive

S c a l a P l a y ho use p rep a res f o r th e ‚ Lux ury Sca la Fest’

„

Although Scala Fair has been successful
for many years, Scala are now going to change
the concept of the show. Why did you decide
to take that step?
Maeglin Harmsen: The Scala Fair is
constantly evolving, with our team reviewing
the concept and tweaking elements that we
think can improve the visitor-experience after
each edition. For the upcoming fair, we
decided to add an extra ‘VIP’ day on Saturday
for a select group of clients. On Sunday and
Monday, the fair will be open to all visitors
– and will once again bring the same fantastic
atmosphere as previous editions. To make the
entire concept a bit more exciting, we’ve
decided to transform the fair into a special
‘Luxury Scala Fest’. We’ve got the biggest
headliners wowing the crowds, with premium
products taking the centre stage in our
amazing showroom. Marvel at luxurious new
releases, go wild by all the incredible offers,
and dance with delight by the amazing
prize-competitions. The fun doesn’t stop
when the showroom doors closes; as
we’ve got you exclusive backstage-passes for the Scala Fair After Party
(Scala Party) where you will be spoiled
with luxury entertainment and can revel in
the festival atmosphere until the early
hours of the morning...

The basic concept of the
Scala in-house fair will remain
the same, but visitors can
expect some changes when
they attend the event at the
beginning of September.
Maeglin Harmsen, responsible
for the company’s marketing
and communication, tells us
more about these changes
and why they were implemented – and of course, she also
provides us with a preview of
what awaits at the big Luxury
Scala Fest.

Maeglin Harmsen,
Scala marketing &
communication,
looks forward to
the next Scala
Fair

One of the bigger changes involves the
duration of the show, which will now be a
day longer than previous events. Was
the Sunday-Monday timeframe not
sufficient anymore?
Maeglin Harmsen: The
Sunday and Monday
set-up still works perfectly
for all visitors: enabling
retailers to either visit the
event during the
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weekend – or during the working week,
whatever suits them best. The decision to add
the Saturday to the mix wasn’t about time; it
was about extending the Scala Fair experience
for a select group of customers – giving them
the exclusive opportunity to preview elements
of the Luxury Scala Fest.
Another change: On Saturday, September 2,
Scala Fair will only be open to invited guests.
What are the reasons for that decision?
Maeglin Harmsen: We wanted to add an
extra element to the Luxury Scala Fest for a
select group of customers as a special ‘thank
you’ for their loyalty and support. This concept
also enables our Account Manager and Sales
Team to inform and advice these customers on
Saturday – freeing up more time in their hectic
schedules on Sunday and Monday: making
them more accessible to other valued visitors.
As mentioned before, part of the event will be
for invited guests only, which is great for them,
but not so much for the rest who are not on
the guest list. How does Scala respond to
criticisms that you are splitting up your
customers and visitors by taking that route?
Maeglin Harmsen: It’s not about splitting up
our customer base: it’s about extending the
experience for a select group that has
deserved our gratitude through their fantastic
support and loyalty over many, many years. As
explained earlier, this concept also enables our
Sales Team and Account Managers to be more
available and provide better service to visitors
on the other days, making it a great choice that
benefits all our valued customers.
Are there other elements on the programme
that have been changed from previous years?
Maeglin Harmsen: No, the elements have
remained the same – although they might have
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a slightly different execution for this special festival-themed edition. Visitors can still look forward to
the amazing offer, fantastic entertainment, and
generous hospitality they’ve come to expect of a
Scala Fair! Oh, and don’t forget the Scala Party,
which will once again take place on Sunday
evening, but this time at a very special ‘Luxury’
location.

„W E ’ V E G OT T H E
BIGGEST HEADLINERS IN
T H E I N D U S T RY; M Y S T E RY
G U E S T S , FA N TA S TI C
SUPPORT ACTS AND
OTH E R S U R P R I S E S TH AT
W I L L M A K E YO U D A N C E
W I T H D E L I G H T. “
MAEGLIN HARMSEN

The motto of the upcoming Scala Fair is ‚Luxury‘.
Sounds interesting. How will this motto be reflected
in the event itself?
Maeglin Harmsen: Actually, the theme is the
‘Luxury Scala Fest’, turning our showroom into a
festival of luxurious new releases. We’ve got the
biggest headliners in the industry; mystery guests,
fantastic support acts and other surprises that
will make you dance with delight. This rocking
take on a festival will mean visitors get
exclusive backstage access to their
favourite brands, all with a luxurious Scala
Playhouse twist. Excited yet? We are!
The main pillars of Scala Fair - Cash & Carry,
special offers, event discounts, product
presentations for new toys and brands, the
opportunity for a personal chat with your team
and your suppliers, not to mention the legendary
Scala hospitality – will remain unchanged though,
right?
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„„W
W E H AV E O V E R 4 0 O F
O U R VA L U E D S U P P L I E R S
R E P R E S E N TI N G TH E I R
BRANDS IN OUR
B E A U TI F U L LY D E C O R AT E D
SHOWROOM.“
MAEGLIN HARMSEN

Maeglin Harmsen: Our main concept will remain
largely unchanged, although we might make some
alterations to specific elements to maximise the Luxury Scala Fest experience. As we are still in the
process of finalising all the details, more information
on the full line-up of events will follow. Customers are
advised to keep a close eye on our newsletter, PLAY
magazine and website for further information about
this rocking Scala Fair.
Are there maybe a few details you can tell us to whet
our readers‘ curiosity? What can we expect in terms
of products, third-party brands, and your own private
brands?
Maeglin Harmsen: We have over 40 of our valued
suppliers representing their brands in our beautifully
decorated showroom, including experts from
CalExotics, Pipedream, Doc Johnson, NS Novelties,
Fleshlight, We-Vibe, System JO, Swan, pjur and
many more... This means visitors are able to have
special ‘Meet and Greets’ with knowledgeable
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representatives from their favourite names in the adult
industry. This face-to-face contact means you get all
your questions about new products and collections
answered, receive inside advice on how to market
products and learn directly from the source what is
hip and happening in the world of adult novelties.
Will there also be product and sales
training courses, or will you leave it
to the visitors and your suppliers to
discuss these things on their own
terms, without making it a fixed
element of the Fair?
Maeglin Harmsen: We want to
give our visitors full access to all
their favourite brands and suppliers
– without the restriction of certain
time-slots. Guests are encouraged
to roam freely through our festival
playground – a.k.a. the Almere-based showroom – and engage with
brand representatives. These – plus
our own Sales Team - are there to
help answer questions, talk about
new releases and advice on how to
maximise your sales profit on brands and collections.
Basically, the Luxury Scala Fest is one big training
course, allowing you to learn all about the hottest
releases and best-selling products in the world of
adult novelties.
Is the upcoming Scala Fair at the beginning of
September a test run for the new concept, or have
you already made up your mind that this is the way
you want to go?
Maeglin Harmsen: We view every Scala Fair as an
individual event and will evaluate afterwards if the
concept lead to a maximum visitor-experience. As
stated at the very start of this interview: the Scala Fair
is constantly evolving, so you never know what
surprises it has in store for you! Just join us on the
2nd (invite only),3rd and 4th of September to find out
what the upcoming edition has in store for you
(spoiler: amazing deals, entertainment, hospitality,
prize-competitions and more). We hope to see
everyone there!
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Words cannot describe how enthusiastic
A q u a n tu m lea p in ro bo tic do ll tech no lo gy

exclusive

At the moment, the EX Doll Robotic Head is but a prototype. However, it is well on its way
to changing the entire doll industry, seeing how it marks a giant leap forward in the
development of robotic doll technology. If everything goes according to plan, the final
product will hit the market at the end of the year, and of course, it will also be available from
Cloud Climax (www.cloudclimax.com), an official, authorised reseller of EX Doll and DS
Dolls in the UK and in mainland Europe. In our interview with Paul Lumb, the founder and
owner of Cloud Climax explains how much of a game changer the new EX Doll Robotic
Head really is.

„

DS Dolls has presented a prototype for a
robot doll. Is this a quantum leap for the
industry?
Paul Lumb: The product prototype video that
has been released of a robotic head by DS
Dolls, is the first to be released by one of the
main high-end, Sex Doll manufacturers. This is
the natural progression and the next stage of
products in the doll industry. EX Doll are
currently releasing the redesigned silicone doll
heads, one by one, with Studio Level Make-up
and a matte finish. This new process is
providing greater detail and realism on the faces
than ever before. The next stage forward from
this is going to be the robotic heads.

Robot doll, sex robot, mechanical companion
– how exactly would you describe the DS Dolls
creation?
Paul: Cloud Climax will be marketing this new
robotic creation as an EX Doll Robotic Head.
The beauty of the product is that current DS
Doll owners will be able to upgrade the head to
the new robotic one without buying a full new
doll. The main features of the product are that
her face will be able to make lifelike expressions, blink, move her eyes and verbally interact.
Currently the project is only for the Doll head to
be robotic, and the body will be a choice
between the currently offered styles from 158 to
167cm. DS Dolls are currently working on the
skeletal structures of all of the Dolls and the
ultimate 167cm sex doll has just had 5kg taken
off her weight, so combined Head and body is

Paul Lumb, founder and owner
of online shop Cloud Climax, and
official authorised reseller for EX Doll
and DS Dolls in the UK and the EU
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now only 32kg, very light for such a high quality
silicone doll. All bodies will be upgraded prior to
the release of the robotic head.
How long has DS Dolls been working on this
prototype?
Paul: DS Dolls have been working on this
project with their in-house research and
development team in Dalian since 2014. It has
been a lengthy process to move ahead to the
point of being able to produce this prototype
and much development has been made
through this time. The final head will be
released between the end of 2017 and
beginning months of 2018. More development
will be done in this time to ensure that the
processes and method used to manufacture
are to the high levels produced by Ex Doll / DS
Dolls.
Would you mind telling us what the prototype
can do, i.e. which features and functions it
offers?
Paul: The prototype is able to blink, make
facial expressions, move her mouth, eyes and
eyebrows to give further expression, she can
speak and answer questions, she can sing too.
She currently only converses in Chinese.
English and Japanese versions will be
developed too with the use of a voice actor, to
ensure correct and natural language usage and
translation. She is controlled with a game pad
controller or an app which will be available for
download by owners. The user can use the
app to edit and control particular expressions
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the doll aficionados are about this product.
of the face. She can listen and answer questions. EX
Doll employed a famous voice recognition software
company to assist in integrating this awesome
feature. It is a very similar experience to speaking into
your mobile phone.
In what way will artificial intelligence revolutionise the
doll market?
Paul: Words cannot describe how enthusiastic the
doll aficionados are about this product. It is revolutionary in the way that you will be able to speak to her
and bespoke the type of interaction you want to
receive in return through the app. I think that the AI

„WE LIVE IN A MUCH MORE
INCLUSIVE WORLD AND
SOON THIS WILL INCLUDE
DOLL OWNERSHIP TOO.“
PA U L L U M B

element was always going to come into the doll
market, it really is what people are wanting now with
all the technological advancements we have seen in
other markets as well as with the Sex Tech products
that are available. What we must remember, where
there have been major, publicised advances in
technology in other areas of the industry, the doll
industry has been slowly and discreetly evolving over
the last 15 years to get to the point of realism that we
can experience today. Where the current popular
discussion seems to be about ‘sex robots’, the
experienced doll manufacturers and doll owners have
seen this development coming over time and
embraced it, rather than it suddenly appearing as the
shocker being portrayed in the eyes of the mainstream media.
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Being a doll owner myself and of course also a
reseller, to say that I am excited is an understatement. This technology cannot come soon enough.

DS Dolls‘ very own Research Center – a hot
spot for robotic doll R & D since 2014

Can the user control the robot doll, or will it also be
able to make a few decisions independently?
Paul: The doll will not be able to act independently,
nor will it be able to ‘think’ for itself. It is pre-programmable to give answers to particular questions. Facial
expressions and personal details will be programmable. She will be able to look towards the direction
that she ‘hears’ vocals coming from. If you were to
ask her about the weather a week on Wednesday,
the programming she is
based upon would search
the internet in order to
provide a relevant answer
(probably raining!). The
„ C LO U D C L I M A X W I L L B E
company that has
M A R K E TI N G TH I S N E W
produced this voice
interaction and recognition
R O B OTI C C R E ATI O N A S A N software also provides the
software to various
E X D O L L R O B OTI C H E A D . “
companies that produce
PA U L L U M B
approximately 80% of the
world’s smartphones and
IOT devices for voice
recognition.
I think that the doll acting independently ‘thing’ is
being seen as somewhat controversial in the eyes of
the media and the portrayal of these kinds of
products. What I would say is that no man made
product such as this one, is able to think or feel for
itself. It is the owner that makes the doll what she is,
whether robotic or not, and it is the feelings of the
owner towards the doll that make her special. I think
that you can think too deeply into these things from a
psychological point of view and that people will
always have differences of opinions regarding
advancements of technological nature.
Doll ownership has always been controversial. What
you must remember is that no two people are alike,
and so what is the norm for someone, can be the
total opposite for someone else. If I was to say to you
I have a virtual reality headset and I pay for a
pornography subscription, nowadays, that would be
seen as regular. If I was to tell you, I have a sex doll
with a robotic head that I can talk to if I wanted, and
she can smile at me, you would perhaps judge me
for this choice… your thought process has led
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you to come to those conclusions based upon
societies basis for judging norms.
Societies norms and opinions are ever
evolving and sexuality perceptions are changing for
the better. We live in a much more inclusive world
and soon this will include Doll ownership too.
When discussing the forthcoming robotic
head, most Doll owners have told me that the feature
they look forward to the most is the facial expressions. This will be the feature they feel will most
enhance their connection and engagement. Many

„ I T H I N K TH AT TH E A I
E L E M E N T WA S A LWAY S
G O I N G TO C O M E I N TO
T H E D O L L M A R K E T, I T
R E A L LY I S W H AT P E O P L E
A R E WA N TI N G N O W W I TH
A L L TH E T E C H N O LO G I C A L
A D VA N C E M E N T S W E H AV E
S E E N I N OTH E R M A R 
K E T S A S W E L L A S W I TH
THE SEX TECH PRODUCTS
T H AT A R E AVA I L A B L E . “
PA U L L U M B

doll owners do not have sex with their doll and use
her for photographic purposes and the ability to
produce different expressions will add to the
photogenic nature to the EX Dolls.
Is it correct that the robot head can be put on regular
dolls?
Paul: As we discussed earlier, the robotic head will
be able to fit onto a regular DS Doll / EX Doll body.
You will be able to buy it with a regular silicone doll

108

body, or as the head on its own to fit on the doll you
already have. The fitting upon the neck is still to be
finalised as the development continues, but it will
most definitely be made to fit all DS Doll bodies.
When will this project reach market maturity? When
can we expect it to launch?
Paul: The development continues, and the Chinese
version should hopefully be available by the end of
the year. With the extra work involved in the English
and Japanese versions, we do expect these to take a
little longer, but all updates and breakthroughs will be
documented on our website as they happen.
Will this robot doll even be affordable for people with
an average income?
Paul: One of the most important aspects of making
the robotic doll head for EX Doll is that it be an
affordable product. What is the point in making a
product that is out of reach financially for a lot of
people. The aim is to get the product right in the
development stages so as to make a high quality
product that can be produced effectively, with great
materials and software, that looks beautiful and is at
the right price for consumers to want to buy her. A
doll is always an investment, however, the robotic
head will not be out of reach for those who want one.
There is lots of talk about ‚robot sex‘ in the media,
and a lot of moralisers are wagging their fingers.
Given your position as a reseller for these dolls, you
are obviously a bit biased regarding this topic, but
still: Is it morally reprehensible to have sex with a
robot?
Paul: I think we touched on this a little bit on another
question. What I would like to say is that it is
extremely difficult to explain the sound byte that is
sex robot. The medias portrayal is always with the
aim to engage the reader or listener, with a snapshot
view, no matter what the topic. In a topic such as sex
robots, it will always attempt to make controversy
and to drive opinion. That said, I believe that the
technology involved in the EX Doll robotic head and
engaging in sex with that doll is no different to using a
masturbator with a headset. It is a virtual interactive
experience just on a much more realistic and grander
scale.
The topic of Robot Sex has recently
become the trend to talk about and to publicise. I see
this as a good thing. It is not so long ago that sexual
orientations were the current taboo and look how far
we have progressed with LGBT+ at this time.
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The level of progression is inspiring.
Right now, full robots for mainstream are still a
long way away. The interactive head is coming
soon, but it is still not going to be cyborg-style,
like the media portrayal has been. This is more
an interactive enhancement to an already
amazing product.
I think that there are many morally
reprehensible activities that should be focused
upon eliminating, rather than technology
advancements and robotics. To touch upon the
psychology element, my belief is that to
understand the human psyche truly, first, would
be a better use of resources. It saddens me
that so many people struggle in their lives
without appropriate psychological assistance
and that the energy and time spent on
discussing and understanding the use of a
mechanical implement for sex seems to be far
more interesting than helping these people with
their mental health issues.

big part in people’s lives. This is likely to
become more mainstream as it becomes more
and more acceptable and the Dolls become
lighter in weight and even more realistic. You
cannot suffer loss or trust issues. It is a
relationship upon your own terms, not
shared terms which is preferential to all kinds
of people.
There are many more, explicit,
harmful and illegal acts and behaviours that
take place that are far more concerning for
society and these should be focused upon
rather than something that is not harming
anybody and is beneficial to the mental health
and state of people and
their happiness.
Silicone Dolls are the ‘new VR’ and
will become more and more mainstream as
positive attitudes towards doll ownership
develops and tolerance increases.

I myself cannot see how there can
be an issue with having a sexual relationship
with a sex Doll can be seen as wrong in the
eyes of these ‘finger waggers’. The only
instance that the doll has emotions and feelings
is those imagined by the owner. I think people
who have not had experience of owning a doll
should take the time to have the experience
and then be in a better position to comment.
The companionship element of doll ownership
is a very big factor in a lot of new owners
choice to buy a doll. Generally speaking it is
one of the main reasons, it is also the case that
people buy a doll for sexual purposes and then
come to realise the companionship that they
get from having a doll.

„THIS IS THE NATURAL
PROGRESSION AND THE
NEXT STAGE OF PRODUCTS
IN THE DOLL INDUSTRY.“
PA U L L U M B

Creativity and imagination are a large
part of most people’s lives and are just another
outlet for those natural elements of a person.
These two elements are the main basis of most
educational systems throughout the world.
Companionship is a large part of life
and personal wellbeing. Some people may find
it more difficult to keep and sustain a real life
partner for numerous reasons, some may have
lost their life partner or find it hard to trust. This
is where we are already seeing dolls playing a
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To mimic the sensations of a blow
L o v e h o n e y p resent B lo wYo

exclusive

BlowYo is the product of Lovehoney’s annual ‚Design a Sex Toy‘ competition. Submitted in
the ‚Sex Toys for Men‘ category, it was a concept well worth fleshing out. EAN wanted to
know more about the innovative masturbator and about Lovhoney’s plans for the ‚male sex
toy‘ segment in general. Paul Jaques, Lovehoneys Quality and Technical Manager, Bonny
Hall, Product Director at Lovehoney, and Jim Primrose, International Sales Manager at
Lovehoney, answered our questions.

„

BlowYo was born from Lovehoney’s
annual‚ Design a Sex Toy‘ contest. Please, tell
us more about this competition.
Paul Jaques: Our Design a Sex Toy competition (also known as DAST) is an annual
competition where we invite those with an idea
for a great sex toy to submit their design, with
the chance of winning a monetary prize and
the chance for their sex toy to be made.
There are three categories to enter:
Sex Toys for Men, Sex Toys for Women and
Sex Toys for Couples. Over the years we have
been inundated with entries from a variety of
different people, everything from sex toy
connoisseurs to engineers to graphic
designers and those with everyday
ordinary jobs. For more information
on how to enter the competition
visit our website
www.designasextoy.com

Paul Jaques,
Lovehoney Quality
and Technical
Manager

What results does this
competition yield?
How many of the submitted
product ideas can be
realised, and how many
actually achieve market
maturity?
Paul Jaques: We get thousands
of entries every year and we pick
three winners in as many categories as we
can. Dependent upon the complexity of the
design, we can usually have three DAST items
per year.
Bonny Hall: We are launching three lines this
year and we have five lines still in development,
two of which will definitely launch in 2018.

Bonny Hall,
Product Director at Lovehoney
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Because the winning designs are often
brand-new concepts, each design can take
years of development.
You stated that the development process for
BlowYo took up two years. Isn’t that a rather
long period of time for a stroker?
Paul Jaques: Design and development isn‘t a
defined process - units need to be carefully
considered not only from a usability perspective but also for a design for manufacture (DFM)
process. Overmoulding hard parts in a soft
material needs thought as well as durability
during use. Also, numerous rounds of trial and
tests are required to ensure the product works
and continues to do so for years to come!
Bonny Hall: Brands also take time to build coming up with a suitable name can take
weeks of brainstorming and then you have logo
design, packaging design and a lot of research
going on behind the scenes.
With BlowYo, one of the areas we spent a
lot of time on was user testing - tweaking the
shape and retesting as the textures changed a
lot during the testing process and became
much more defined and less subtle.
A product tester described BlowYo as ‚the
closest to a blow job I‘ve ever felt from a toy.‘
What makes BlowYo so special? What can this
toy do that other strokers can’t?
Paul Jaques: This is why it took time to
develop the toy - to mimic the sensations of a
blow job is not easy! The textures and the
materials are all a balance to give the very best
adventure - the size and shape are also
factored in so as to encompass as wide a
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job is not easy!

Lovehoney’s
International Sales
Manager Jim Primrose

demographic as possible - sometimes one size won‘t
actually fit all.
What are the differences between the four BlowYo
products? For instance, how does the inner structure
differ from toy to toy?
Paul Jaques: The are four different textures Extreme Wave, Intense Tickler, Sensation Swirl and
Ultimate Bubble. Each texture has been developed
and engineered to give various sensations and these
can be adjusted by the end user with the application
of pressure to the outside surface.
What can you tell us about the materials that were
used to create these products?
Paul Jaques: An ABS plastic insert is overmoulded
with a TPE material. This is a low Shore Hardness, a
pliable material ideally suited for this application. It is
Phthalate free as well!

„ B LO W YO I S A G R E AT

How much will BlowYo cost in retail stores?
Jim Primrose: The product will sell for around
29.95 / £24.99

U S E TO O . “

NEW PRODUCT PROVIDING
B OTH S O LO U S E A S W E L L
AS ENCOURAGING COUPLE
JIM PRIMROSE

At the beginning of 2016, Lovehoney proclaimed the‚
Year of the Male Sex Toy.‘ How has the male product
category developed in the meantime?
How would you sum up its current status?
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Bonny Hall: It was a very important year in the
category and 2017 is proving as important.
We have expanded our offering for men with
investment into new brands and product
development.
Jim Primrose: Lovehoney Trade are continuously
being asked for new products and in terms of
products for men, it has been apparent from those
requests that we should launch a stand-alone
collection. BlowYo is a great new product providing
both solo use as well as encouraging couple use too.
What is missing at the moment? What do we need
for this product category to really take off?
Jim Primrose: There are some amazing products
out there already, and what we want to do is push
that male sex toy design is evolving, changing and
the market is growing all the time. We need a
concerted PR push on the male sex toy offering which our very dedicated team will be working on
from September onwards. Watch out for some great
mainstream consumer coverage that will create
awareness and buzz around the products for your
customers all over the world. We recently conducted
an epic survey of 14,000 people - 64% of thought
that male sex toys could become as popular as sex
toys aimed at women, and 76% said that men who
hadn’t tried male sex toys were missing out. We hope
with BlowYo we tempt as many new customers as
possible to try something a little different.
Do you expect big leaps in the segment of masturbators and strokers in the near future, or is there only
limited potential for innovation in these categories?
Paul Jaques: Lovehoney is working tirelessly to
develop all manner of male sex toys - the journey
never stops!
Back to BlowYo: When will this product be available
from your distribution partners in Europe?
Jim Primrose: It will be available from early
September.
Will there be BlowYo POS materials?
Jim Primrose: There will be a supporting range of
eye-catching POS. The pack includes a header, 2
side graphics, 1 footer graphic, 1 strip graphic and 5
wobblers. The bright colouring and punchy packaging lends itself well to POS - it really has the
stand-out factor.

The BlowYo line will hit the market at the
beginning of September
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It‘s in every retailer‘s interest to check

what they buy, sell, and recommend to consumers.
exclusive

When it comes to
product safety,
the pjur group has
long since been
an industry leader.
Now, Alexander
Giebel, founder
and CEO of the
pjur group, advises
retailers to make
sure that the
products they offer
are certified. After
all, every retailer
is responsible for
the products
they sell if
something
goes wrong.

Alexander Giebel,
founder and CEO
of the pjur group

A l e x a n d e r Giebel ta lks a bo ut p ro duct sa f ety

„

Mr. Giebel, you have been in the adult
industry for more than 20 years. There have
been a lot of changes in product safety in
recent years. What are the legal requirements
with regards to personal lubricants?
Alexander Giebel: Personal lubricants are
classified as ‚medical devices‘. In other words,
they are medical products that have to be
registered globally as class 1 and 2 devices.
This means that, from a legal perspective, the
production of personal lubricants has to meet
the same requirements as the production of
pacemakers. Yet around half of all retailers
don‘t know that personal lubricants need to be
registered, and there are still plenty of
producers who do not manufacture their
products in line with these regulations. This
poses a risk to consumers, as they are
purchasing a product that has not been tested
sufficiently, and also to retailers, as they bear
part of the liability for
distributing a product if it
turns out to be faulty.
What is the pjur group
doing to meet these
high standards?
Alexander Giebel::
We manufacture all of
our products in line
with the relevant
requirements for class 1
and class 2 devices.
The health

authorities in the US and Australia already
mandate class 2 status for the legal sale and
distribution of personal lubricants, and it is only
a matter of time until this legislation is
introduced in Europe. As a result, the pjur
group already complies with the DIN EN ISO
13485 standard and directive 93/42 EEC for
medical devices, which is also a prerequisite for
class 2a in Europe. This means that we are
audited every year by a certification body and
are required to provide evidence of a proactive
quality management system.
So, does this mean that every personal
lubricant manufacturer has to have a quality
management (QM) system in place? What
exactly does that involve at pjur?
Alexander Giebel: Yes, it does. We have built
up our QM system over many years. Today, we
have six employees who work exclusively for
this department every day to ensure we meet
the different requirements and regulations
worldwide. This includes ensuring that our
ingredients, production processes, and
packaging design comply exactly with different
quality standards and that we operate an
efficient customer service. Recently, for
example, we modified our labels for the US to
meet the new UDI regulations (Uniquie Device
Identification to assign a unique identifier to
medical devices) from the FDA. We are
currently preparing to roll out these changes to
labels in Europe and other countries.
Do you think that these exacting measures are
necessary?
Alexander Giebel: Of course! Personal
lubricants are applied to the most intimate
parts of the body and also internally. I think
everyone who uses them wants to know that
they have been thoroughly tested. As a
manufacturer, we have a huge responsibility to
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retailers and consumers. Retailers share this
responsibility just as much as we do, which is why
they should always request the relevant certificates
from manufacturers to verify that the products really
are manufactured in line with all regulations for their
specific country and are officially registered at the
health authorities.

„AS A MANUFAC TURE R, W E
HAV E A HUGE RE SPONSI
BIL ITY TO RE TAIL E RS AND
C ONSUME RS.“
ALEXANDER GIEBEL

Shouldn‘t the authorities check this more often?
Alexander Giebel:: Definitely. I think we have an
absurd situation at the moment: The authorities make
all these regulations and we spend a lot of time and
money on making sure our products comply with
them. At the end of the day, however, hardly any
checks are carried out to ensure companies comply
with them. That‘s why there are still so many
poor-quality products in the erotic industry. Of
course, it‘s not easy to continually launch new
products that are both interesting and innovative and
also fulfil all of the requirements for medical devices.
At pjur, however, we know that we are prepared for
anything. We have always placed great value on
high-quality products and so there was never any
doubt as to whether we would adapt to these
regulations. I believe that this should be the case with
every personal lubricant manufacturer. It is the only
way to ensure success in the long term. If you don’t
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More staff is needed as requirements become more
demanding: The pjur group team in Luxembourg has
grown to include 30 people

do this, an auditor could confiscate your entire
portfolio at any time.
And this would be a major blow for retailers and
wholesalers too?
Alexander Giebel: Exactly! It’s time for traders to
rethink. They have to start finding out exactly what
products they are selling and how they are manufactured. An audit by the authorities can result in
substantial fines – in extreme cases businesses can
even be closed down.
So, retailers who sell pjur products have no reason to
worry if the authorities come knocking?
Alexander Giebel: No. Our products are safe for
consumers because they are registered with all key
health organisations such as the FDA in the US, the
TGA in Australia, the CFDA in China as well as
European and Russian health authorities. We also
work with a number of organisations for whom quality
is a top priority. This includes the McGrath Foundation in Australia, which supports breast cancer patients
across the country, abbvie in Switzerland, the Royal
Marsden NHS Foundation in the UK, and many other
hospitals and clinics across the world.
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Numerous independent
testing organisations such
„ I T ’ S TI M E FO R A
as ECARF, Germany’s
Öko-Test organisation and
R E TH I N K A M O N G
dermatest have also
approved pjur products,
T R A D E R S . TH E Y H AV E
further underscoring our
commitment to high quality.
TO S TA R T F I N D I N G
pjur med VEGAN glide was
recently recognised as a
O U T E X A C T LY W H AT
vegan product by the
P R O D U C T S TH E Y A R E
Vegan Society and
Australias most famous
S E L L I N G A N D H O W TH E Y
review portal Beauty
Heaven has awarded pjur
A R E M A N U FA C T U R E D . “
med VEGAN glide as “Best
new Feminine/Women’s
ALEXANDER GIEBEL
Health Product”! All of this
shows that our products
really do meet the highest
standards.
As I said above, trading exclusively in high-quality
personal lubricants is the safe option, so it‘s in
every retailer‘s interest to check what they buy, sell
and recommend to consumers.
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We are embracing the enormous
exclusive

A n n i e B r o o kesto ne o n th e la test develo p ments a t IMTOY

Quality sex toys have to offer more
than solid technology on the inside.
And more than nice design on the
outside. As Annie Brookstone of IMTOY
puts it, you only have a quality product
when both of these elements are
combined. The company’s new Zoo
collection is an example of such a
combination, and it is also a perfect
representation of the IMTOY slogan:
“Engineered for Ecstasy”. In our
interview, Annie tells us which
elements the team focused on
during development, and how
these toys are different from the
competition.

„

IMTOY is dedicated to creating intelligent
sex toys and sexual health products. Please,
give us a short introduction to your company.
How would you describe your philosophy?
Annie Brookstone: IMTOY is a leading
manufacturer of adult pleasure and sexual
health products whose philosophy is entrenched in innovation. It’s the cornerstone of our
business, and this is important because of the
rapid pace at which industry trends change –
not to mention the speed at which technology
improves. We rely on extensive research and
development processes to position us at the
cutting edge of the industry, keeping our finger
on the pulse of ever-evolving consumer needs.
The latest collection from IMTOY is called
“Zoo”. What sets this collection of toys apart
from the competition?
Annie Brookstone: In a word, sophistication. Everything about the ZOO Collection is

Annie Brookstone,
IMTOY spokeswoman
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sophisticated: its beautiful feminine packaging,
the quality of the materials used, its luxurious
look and feel, and – of course – the technology utilised. Our tagline also captures this very
smartly: Engineered for Ecstasy.
All ZOO Collection products can be
synched with a customised smart mobile
app that is compatible with both Android and
Apple devices. The app allows users to control
vibration intensity settings, select vibration
modes, create custom vibration patterns,
download audio and video content to use
during play and to operate both kinetic and
audio vibration responses for the device.
This functionality undoubtedly sets IMTOY
apart from its competitors. We are embracing the enormous possibilities of the digital
age and are embracing the notion that even
something as entrenched in our very nature as
sensuality and pleasure can be enhanced by
new technologies.
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possibilities of the digital age.
How would you describe the target audience for
your products?
Annie Brookstone: The IMTOY user is self-aware,
empowered, confident, bisexual or straight, tech
savvy and aged between 25 and 55 years old.
I believe our users also have a strong appreciation of form and function; they’re not looking for superfluous gimmicks, they want modern simplicity where
all their needs are met by beautifully streamlined and
thoughtfully crafted products – and that goes all the
way from phones to sex toys.
IMTOY supports the Endangered Wildlife Trust, a
non-profit organisation dedicated to conserving
endangered species in southern Africa. Why did
the company decide to support this NGO and how
exactly are you helping them?
Annie Brookstone: This is an important campaign
that is dear to IMTOY as well as one that we are
immensely proud of. IMTOY used the animal world
as inspiration for the specific toys within the Zoo
Collection, playing on the notion that sexual needs
and desires are synonymous with all species of the
animal kingdom, as well as inviting users to unleash
their inner animal.
We identified an opportunity to use this playful
and innocent theme to highlight a much more serious
matter, namely the increase in the illicit trade of
wildlife.
We researched a number of organisations with
which to collaborate, and being a “sex toy manufacturer” made this a challenging task. It was important
for us to align with an organisation that not only did
exceptional work for animal conservation and protection, but also accepted our industry as much as we
respected and understood the sensitivities around
their brand and identity.
Needless to say, we found this understanding
with the Endangered Wildlife Trust (EWT), an entity
doing amazing things to protect and conserve endangered species. IMTOY makes regular donations to
the EWT as part of our commitment to the preservation of wildlife.
One of the cornerstones of all IMTOY products is
their controllability via app. Does every product have
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All toys in the Zoo
collection can be
controlled via the
IMTOY app

„HAV ING THE TE C HNOLOGY IS ONE
GOAL BUT PRODUC ING IT AT AN
ATTAINABL E AND SUSTAINABL E
PRIC E IS THE RE AL C HAL L E NGE .“
ANNIE BROOKSTONE

an individual programme or could I control all my toys
using the same app?
Annie Brookstone: Adopting the ‘less is more’
approach, we have one app that controls any
device in the ZOO Collection. This saves users from
having to download several apps as they build their
collection of ZOO products.
IMTOY focuses on sex tech toys with app control.
Does that mean that you are as much a software
company as you are a sex toy producer? How does
the software change your approach towards the
development process?

vibration pattern that means he/she has no clue what level of intensity is
next. Of course, these novel features aren’t essential – the toy needs to
provide pleasure even when your smartphone is not within reach – but they
can go a long way to enhancing the sensuality and allowing the user to take
charge of their bliss.

Annie Brookstone: I wouldn’t expressly say that we
are a tech company – perhaps a niche tech business
at most. While technology is certainly a fundamental
pillar of our business, the considerations of sensuality,
health and wellness are equally important. One of
the first questions we ask ourselves is, ‘What sexual
health or wellness benefit needs to be provided to the
industry?’ Subsequently, we ask, ‘What technology
can we employ to deliver this?’
Do the apps also present you with new challenges
that traditional sex toy manufacturers aren‘t facing?
Annie Brookstone: Absolutely. You only need to
look as far as the recent class action brought against
a fellow industry manufacturer. Technology is a
powerful tool that may be used in a constructive or
destructive and invasive manner. Privacy and data
security are always a primary consideration on the
tech side of the business.
Other challenges posed by technology are the
cost of implementation and how it affects the retail
price. Having the technology is one goal but producing it at an attainable and sustainable price is the
real challenge.
At the end of the day, how much additional value
does controlling a toy via app really offer, or is it just a
gimmick for most users?
Annie Brookstone: This functionality opens up a
new experience for couples’ and solo play. There’s
something magical about the heightened anticipation
you can create for your partner by creating a custom
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Besides the technology,
what must a modern sex toy
offer in order to win over the
„W E R E LY O N E X T E N S I 
consumers?
Annie Brookstone: There
VE RESEARCH AND DE
are practical boxes every
V E LO P M E N T P R O C E S S E S
modern sex toy should check.
These include:
TO P O S I TI O N U S AT TH E
Good battery life,
very good standby battery
C U T TI N G E D G E O F TH E
life and international device
connectivity as well as offering
I N D U S T RY, K E E P I N G O U R
something different, being
more than just another sex
F I N G E R O N TH E P U L S E
toy. Consumers are tired of the
O F E V E R  E V O LV I N G
same toys in different colours.
As sex has been
CONSUMER NEEDS.”
taking out of the realms of
the hush-hush and the taboo,
ANNIE BROOKSTONE
sex toys have become more
than just that ‘dirty little secret’
stashed away in the back of
a wardrobe somewhere. The same aesthetic and stylistic discretion that
we apply to choosing any other product for use in our daily lives comes
into play when choosing sex toys. They need to deliver the pleasure they
promise; they need to be beautifully packaged and as pleasing on the
eye as they are, well, elsewhere; and there needs to be a certain holistic
understanding of the consumer – sure, you want mind-blowing orgasms,
but with that needs to come body-safe materials, products that are easy to
clean and care for and a fuss-free user experience. IMTOY understands that
your experience of a toy is about more than just those few minutes behind
closed doors and that’s what consumers want.
Where are your toys available in Europe? Are you working with distributors
here?
Annie Brookstone: They are currently being distributed by EroPartner and
in the process of being listed with Amazon.
What are the plans for the future of IMTOY? Can you grant us a peek at
some new products you have in the making?
Annie Brookstone: Let’s just say that we are bringing a new meaning to
the traditional understanding of “Forbidden Fruit”…
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We believe that in the future, many people

will enjoy virtual love with an interactive sex toy.

exclusive

B K K S tr o k i n g B ra celet f o r intera ctive VR ex p eriences

„

BKK recently released the “Stroking
Bracelet“. What can you tell us about this
product, and how is it used?
Enzo Kwan: The BKK stroking bracelet is a
totally new concept for adult toys. You don’t
need a stroker, only this tiny bracelet to play
with the interactive BKK content. The
advanced BKK virtual sex system has been
built into this tiny bracelet, there are motion
sensors and control buttons which provide the
same function as the BKK stroker, and it is
easy to store when you travel. You can even
explore more ways to use the bracelet, such as
matching it with any of the strokers you already
have; this way, you convert them into intelligent
sex toys. The BKK VR Stroker combines a
traditional masturbation cup with innovative
motion sensing technology. Your every thrust
will be transmitted to the sexy babe in the
interactive video.

Currently, most erotic VR
experiences are restricted to
taking the traditional concept
of porn movies and transferring it into the virtual reality.
Put differently: The users are
right in the scene, but they
are still just spectators, there
is no interaction. But there
are exceptions: Already two
years ago, Hong Kong-based
company BKK launched an
interactive masturbator to
bridge this gap. Now, they
follow this toy up with their
latest product, the Stroking
Bracelet, which enables
users to experience the
same kind of interactivity
with other masturbators.
Enzo Kwan, CEO of BKK,
tells us about the product
and the latest developments
at his company.

Can the Stroking Bracelet only be used in
combination with the BKK Headset or is it also
compatible with other products?
Enzo Kwan: While perfect for the VR headset
and BKK stroker, BKK’s stroking wristband can
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also be combined with any other traditional
masturbation cups as well, and consumers can
also enjoy BKK’s interactive contents with just
the tiny wristband. Here are three modes of
enjoyment.
1. Wrist mode: After connecting to the APP via
bluetooth, you can move the wrist device in
any direction to control the movie.
2. Bundled stroker: For male users’ pleasure,
strap the wrist device on the BKK’s stroker in
the set
3. Using with other masturbators: The wrist
device is compatible with any male sex toy.
Simply strap the device around your toys to
turn it an interactive VR device.
Before we talk more about the Bracelet, could
you give us some information on the BKK
System of VR content and products?
Enzo Kwan: “Make V Love” is the vision of
BKK. We believe that in the future, many
people will enjoy virtual love with an interactive
sex toy. Even if your girlfriend is around, she will
let you have fun with various girl types in the
app. BKK’s system is all about interactive or VR
content.
Until now, the BKK Virtual Reality headset
could only be used with the BKK VR Stroker, a
specially designed masturbator. Why did you
choose to add the option of using the
Bracelet?
Enzo Kwan: As mentioned above, we hope
consumers enjoy interactive content even if
they don’t have the BKK’s masturbation cup.
With this bracelet, people can have a special
interactive experience with their own stroker
- just strap the bracelet onto the stroker and
use the buttons on the device to interact.
Which features does the Bracelet offer and are
they different from the Stroker?

w w w. e a n - o n l i n e . c o m • 0 8 / 2 0 1 7

I N T E R V I E W

Enzo Kwan: Generally, the bracelet provides the
same functions as the first generation of BKK
cybersex cup. However, the wristband device costs
less and allows users to have fun with interactive
content while using their own favourite masturbation
cup.
BKK has been on the market for erotic VR entertainment since 2015. A lot has changed in the past two
years with respect to this technology. What were the
most important changes in your opinion?
Enzo Kwan: VR has blossomed during the past two
years and we also devoted lots of time and resources
to this technology, as evidenced by our VR all-in-one
machine. While VR technology and devices have
seen many advancements and improvements in this
short period of time, we believe there are still lots of
ways to enrich the experience, for instance through
innovative new products, which could also introduce
some real changes to adult industry.
Can your VR device and the Bracelet / Stroker be
used with every video available or does the user need
content produced especially for your system?
Enzo Kwan: For interactive purposes, all content
needs be specially produced for this more realistic
interactive experience.
How does the interactivity between the devices and
the video work?
Enzo Kwan: With the built-in motion sensor, the
wristband can sense how fast
the user strokes and transfers
that speed onto the girls’
movements in the app.
Besides, there are some
buttons on the band
which can be used to
control the app, for
example to change
positions.

„V R H A S B LO S S O M E D
D U R I N G TH E PA S T T W O
YEARS AND WE ALSO
D E V OT E D LOT S O F TI M E
A N D R E S O U R C E S TO TH I S
T E C H N O LO G Y, A S
E V I D E N C E D BY O U R V R
ALLINONE MACHINE.“
E n z o Kw a n

When will the Bracelet be
available in Europe and how
much will it cost?
Enzo Kwan: We just been
finished mass manufacturing of
the Bracelet, and we are ready
for the market. The suggested
retail price will be USD 59.00 per
unit.

Are you working with distributors in Europe? Where
can interested retailers buy your products?
Enzo Kwan: Yes, we will work with distributors in
Europe to promote sales in EU. Distributors who are
interested in the product can contact sales@
bkksextoy.com for more information. With innovative
concepts, great interactive experiences, perfect
product quality, and great retail support, we believe
that this will be a great product to introduce to the EU
market
Is BKK working on creating a complete VR
ecosystem? Which innovations can we expect
from your company in the future?
Enzo Kwan: BKK will keep working on new
technologies, including but not limited to VR. For
instance, we are working on products to create
interaction between live cam performers and adult
sex toys. We will continue to look out for new tech,
new concepts, and new development opportunities.
All of our innovation will always be centred on
providing the best user experience to consumers and
bringing some new ideas to the adult industry.
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Samuel Ruddy, Wholesale
Business Manager at Comfort Click

We believe that

the future is not online but offline!

exclusive

S a m u e l R u ddy p ro vides insigh ts into C o mf o rt C lick’s a cquisitio n o f Vitenz a
Vitenza has been acquired by Comfort Click.
Would you mind giving us some information
about that company and their field of business?
Samuel Ruddy: Comfort Click go all the way
back to 2004 and have established themselves
with flagship brands ShytoBuy and WeightWorld
along with others. They have quietly been doing
wholesale business for a few years now but had
been servicing an exclusive handful of clients.
Personal care, well-being and cosmetic products is what they have been very good at and
understand what it‘s like to be a retailer and the
challenges that come with it.

Vitenza has been taken
over by Comfort Click,
and as Samuel Ruddy,
Wholesale Business
Manager at Comfort
Click, explains, this
development will have
lots of positive effects
for the brand’s custo-

How did this acquisition come about? And what
advantages does it hold for Vitenza and your
customers?
Samuel: It has been in discussion for quite
some time seeing as they were one of Vitenza’s
biggest customers. The advantages for Vitenza
were being able to have financial pedigree to be
able to buy more products to add to the portfolio
and to be able to leverage on their buying power.
Together with this is the fact that the personnel
are very knowledgeable about the industry and
can help make things better. The in-house infra-

mers and business
partners. In our interview, we discuss these
effects, and we also
find out more about the
company’s planned activities to support brick
and mortar retailers.
128

structure makes for a better and more improved
service for our clients.
What is going to change for the customers?
Samuel: Adjustments and amendments have
been made from top to bottom, with the aim of
making more room to better support our customer base. For example, for the first time, clients
will be able to speak with someone on their own
language and therefore accurately convey what
they need and get precise answers in return.
Vitenza has always had a strong focus on the
e-commerce segment. Will that remain a big
priority for you? Will you maybe put even more
emphasis on that market?
Samuel: In fact, we believe that the future is not
online but offline! We believe that with so many
people selling online and with more products that
look the same on a webpage, consumers will feel
more compelled to go and visit a shop.
Your team used this opportunity to re-evaluate
Vitenza’s product range, pricing, and customer
service and implement some changes. Why was
it necessary to rethink your activities?
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Samuel: I think that you must constantly evaluate
your business and who you are. We remain loyal to
our brands and nothing has changed there, but we do
believe that more marketing is needed for retailers and
consumers to ‘buy in’.
There will be extensive marketing plans for all brands
represented by Vitenza. What advantages will this decision hold for your partners in the trade?
Samuel: Clients will be able to benefit from the increased exposure and awareness that will be generated

“ H O W C A N YO U E X P E C T

already seen some of our own brand products and you
will certainly see a lot more, as we continue and increase the amount of activity for each item.
There are new brands being created even right now
and we are excited to share news of releases as they
happen.

YO U R C U S T O M E R S TO
S E L L A P R O D U C T I F YO U
D O N OT G I V E TH E M TH E
P R O P E R T O O L S TO
DO SO?”
Samuel Ruddy

from our marketing efforts. More and more of their
customers will see the brands in magazines, on television, and posted on social media and will be looking to
our clients to supply them with the product.
How important is it to provide support to the retail trade
in the adult market – be it in the form of service, product
information, POS materials, or marketing tools?
Samuel: How can you expect your customers to sell
a product if you do not give them the proper tools to
do so? Yet, we constantly see wholesalers take this
approach. One of our main missions has always been
to provide relevant, concise, and effective materials to
our wholesale customers and nothing will change here
as we become Comfort Click.
Of course, you also have your own brands, which have
become an important pillar of your activities. What are
your plans for the future of these brands?
Samuel: We have already seen successes with our
own brands, which include magazine features, television
spots, and coverage from the world’s biggest and most
well-known social media influencers. You may have
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Which expectations do third-party brands have to meet
so you will consider adding them to your range, and
what are the requirements you have regarding your own
brands?
Samuel: Any third-party brand should be willing and
able to prove its prestige, quality, and space within the
market that it fills. It is surprising how many times we
get approached by a company that has not considered
these simple aspects, which we think are very basic
standards and would be the minimum that we offer our
own clients.
What is your take on the current situation in the market
for well-being products, food supplements, and sexual
supplements? And how important is this segment for
the traditional adult market?
Samuel: Over the last year, we have witnessed a trend
of consumers that are very interested in wellbeing
products in order to help better themselves in one way
or another. Sexual supplements obviously relate to this,
as sex is often one area that both men and women
are interested in improving, either because they have a
long-term issue they want resolved, or they are looking
for that extra edge in the bedroom.
I think the adult sector needs to pay attention to supplements, such as ours, as we are seeing consumers
invest in them more and more. Couple this with the
fact that for the first time, we are seeing business move
offline, and it is obvious that sex shops in particular can
benefit from this regular trade.

Founded in 2004,
the company has
its head office near
London
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A perfect product is a good balance of form,
emotion, technology and function all in one.
exclusive

D e s i gn e r a n d a rtist Istva n Kesz ei p resents h is f irst p ro duct, th e VT ch a ir

„

Launching a new and unique
product is far from easy, especially if the producer doesn’t
have all that much experience
in the market. Still, Vivian
Technology, the company
of Istvan Keszei, went and
grabbed the bull by the horns
– and successfully so, as it
seems. Istvan’s product: a sex
chair, filled with modern technology. But the VT chair has
much more to offer than just
high-tech, as the designer and
artist tells us in our EAN interview. Among other things, we
talk about the VT chair design
and we discuss the question if
luxury products are the future
of the adult market.
Istvan Keszei is a
free-lance designer
and a lecturer at
several universities
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Vivian Technology is a young company in the
adult market and your first product doesn‘t even
have a name yet. Would you mind introducing
yourself and your product to our readers?
Istvan Keszei: Vivian Technology is rather
a start-up than a young company and it is
only in the hallway of the adult market. The
eroFame show in Germany will be the first public
appearance of Vivian Technology, where the
sex chair itself will debut. In January, we were in
the US with a presentation at an investor trade
show, and it became obvious that there is interest
in luxury ride-on sex furniture, both among
end-users and film studios. This is the world’s
first high-tech furniture with ride-on function
which also offers a revolutionary control system.
The leather surface on the luxury ride-on chair is
sensitive to the touch, and this is how to control
the chair. This piece of stimulating furniture
combines high-tech technology with premium
quality materials, reflecting the designer’s mission,
which is to be different from others.

look more like a drill or cutter, they are not sexy at
all, sometimes even aggressive. Sexual products
are becoming more popular and therefore, I think
– speaking as a designer – design is becoming
more and more important in this area. As the
market grows, demand for better products is also
increasing. The development of our chair is not
based on just one basic idea. There was a special direction and target we were going for in terms
of ergonomics: We felt the product should be
able to be used in multiple positions. Then, there
was our second goal concerning the appearance and materials, and of course, we were also
pursuing a third, separate goal when developing
the design of the control system. As these three
plans emerged and developed, they converged
into the final design. So, it is a bit difficult to
say what the basic idea behind the chair was.
However, if I had to highlight one challenge that I
consider to be the most important element about
my design, then it is definitely how we made the
controls of a sex chair more natural.

Before we talk more about the product you‘ve
designed, could you tell us a bit about yourself?
Do you have previous experience in the adult
market and how did you come up with the idea
for your Luxury Sex Furniture?
Istvan Keszei: I am the inventor of the Vivian
Technology chair, a freelance designer, and
lecturer at several universities. Since I started
working as a designer, I have always been in
search of a new design challenge and this is
how I found myself creating innovations in the
sex industry, because I found that this is an area
where design is needed. One of my core subjects
in the field of education is Innovative Materials
and Technologies, so the use of innovative technology in the VT chair is no coincidence. My research has shown that most furniture-type sexual
aids have a very industrial appearance, especially
when it comes to sex machines. Some machines

You will present your chair at the next eroFame
in October. What will the visitors notice first when
they see your product?
Istvan Keszei: This is a good question and I
would also like to know the answer from the
visitor‘s point of view. If I had to put myself in their
position, seeing the product for the first time,
then I would say that the first thing that catches
your eye is the sensual form, the sophisticated
materials, and the combination of colour and
surface. It also turned out that whoever sees it
usually wants to touch it, feel it or sit on it, but the
biggest surprise awaits after we have described
the chair control system. So the first reaction is
important, but it does not give you the whole
picture.
Why do your customers need a luxury sex chair?
How would you describe your target audience?

w w w. e a n - o n l i n e . c o m • 0 8 / 2 0 1 7

217-07-037

Can you feel it
coming in the air ?

Stay tuned!
pjur group Luxembourg S.A. · 87, esplanade de la Moselle · L - 6637 Wasserbillig · Tel.: +352 - 74 89 89 · pjur.com

I N T E R V I E W

Istvan Keszei: With regard to the quality of the objects
around us, it can be seen that the middle-of-the-road
product is slowly disappearing. The two areas diverge
more and more. Mid-price products are disappearing
from the market. As a result of this process, demand for
luxury products is growing. That is why I think our VT
chair could be a successful product. When I hear about
luxury, I‘m not just thinking about the price tag. The fact
that a product is classified in the luxury category also
says something about its form and function. The target
audience I see for our chair is people who surround
themselves with design objects in a sophisticated
environment and of course are open to new and
innovative technologies in the field of sexuality.
The Vivian Luxury sex chair is much more than just a
vibrating chair. Which options does your product offer
the user?
Istvan Keszei: The chair is a ride-on sexual aid with
interchangeable dildo with back and forth motion input depth and movement speed can be adjusted.
In addition, some parts of the leather surface vibrate,
and this vibration can also be controlled. Since the
control is based on a computer, all functions can be
adjusted from a phone or tablet. That is the element we
are still working on.

„ D E M A N D F O R L U X U RY
PRODUCTS IS GROWING.“
I S T VA N K E S Z E I

Can you tell us more about the technology inside the
product? How is it powered and how can the user
control it?
Istvan Keszei: I would describe the controls as a
function rather than a technology. The device works
with electricity. To turn the ride-on sex furniture “on” and
“off” and to control the depth of the penetration of the
dildo, there is a dial control mechanism. This centrally
positioned dial knob is also equipped with a LED display
that constantly indicates the penetration depth of the
dildo. When the ride-on sex furniture is turned on, the
dildo’s penetration can be continuously adjusted via the
dial knob. The ride-on sex furniture also comes with a
revolutionary new and unique controller system apart
from the control button. The leather on the sex chair is
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So far, the VT chair
only exists in
prototype form

What were the biggest challenges you had to overcome
while designing the Vivian Luxury Sex Chair?
Istvan Keszei: The biggest challenge was the design
of the sitting surface. After completing the sketches,
computer modelling was done in parallel with a 1:1
scale physical model and ergonomic testing. Due to the
complexity of the sitting surface, it was also difficult to
find the right leather material. I have created a new technology for using the classic diamond pattern for leather
work, making for a much more distinctive design.
How much will the final product cost and when do you
plan to present it to the market?
Istvan Keszei: I can’t really talk about a sales price yet.
I have a ballpark figure in my mind, there is also a price
in the business plan, but it is not yet the time to go into
the sales price. Based on research, I would say that the
VT chair will be competitive with similar products on the
market.

sensitive to the touch. From the smallest touch on the
hard grip, the ride-on sex furniture “feels” your presence
and allows you to control the dildo movement through
subtle touch signals. Controlling the sex chair with the
grip of a hand or clenching the thighs is part of the
sexual experience just like in real sexual intercourse.
The stronger the pressure on the surface, the more
intense the dildo movement gets.
When it comes to ”big“ products as a chair, the looks
are especially important. Which guidelines did you follow
in this regard?
Istvan Keszei: I do not think a chair is exceptionally big
from the design point of view, and there are actually a
lot of well-designed handheld, small objects in the field
of sexual aids, but not many large, furniture-like sexual
aids. I‘m a professional designer and an artist. Of course, there is a guideline that is defined by a moodboard,
ergonomic needs, and technical features, but there
is also the mystery of art that is difficult to explain. A
perfect product offers a good balance of form, emotion,
technology, and function all in one. I consider the visual
effect as a function, and I work on it with the same care
I apply to the ergonomic elements, the form, or the
technical parametres. To answer the question, I followed
my own guidelines, which were determined by research,
ergonomic needs, technical solutions, and sketches.
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You are currently looking for partners to advance the
project. What do you expect from a potential partner?
Istvan Keszei: The next step is to create a second
prototype that is ready for small serial production. To be
able to take the next step, we need a financial investor.
But we are looking for an investor who has some kind
of manufacturing experience in the field of sexual aids.
How do you plan on distributing your product?
Are you going to work with distributors?
Istvan Keszei: I feel that it is too early to answer this
question. Of course, a distribution network may be involved, but until we enter the phase of larger-scale serial
productions, I see online sales as a first opportunity.
Society is becoming more open-minded about adult
products. Do you think that sex furniture will also profit
from this trend, or will it remain a niche product for
enthusiasts?
Istvan Keszei: The fact that society is becoming more
and more accepting of sexual aids will naturally have
a positive effect on the VT chair. This is also confirmed
by the fact that more and more small sexual aids get
acknowledgment in the form of internationally recognised design awards. I hope that the VT chair will get to
the level where the owners are proud of it and look at it
as a piece of design furniture.
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In some situations, going against the grain

with a downstairs toupee is what is needed.
exclusive

M e r k i n s CE O To ma Siuip ys o n intima te to up ees

„

Merkins is a young
after a focus group among
company with some rather
50 women from different
unusual products. Before we
professions, we discovered
go into detail on that, could
that our audience is very
you tell us a bit about
broad. So we set up our
yourself and your company?
stand at the Venus show in
Do you have previous
Berlin and started selling our
experience with erotic
merkins to the visitors.
products?
We sold many merkins and
Tomas Siuipys: We have
pubic decorations to young
been a party business for
women, couples, show girls,
more than 20 years, but we
of course, kinky sex lovers
Tomas Siuipys, CEO and owner of Merkins
have never ever thought
and even for elderly people.
we’d be selling adult products. Six years ago,
we set up a manufacturing company (a small
What occasions do your customers wear
factory) for party mustaches and beards, and a
Merkins products for?
few years later we started manufacturing
Tomas Siuipys: It depends on who is the
fake-hair merkins and other pubic decorations.
buyer. Show girls use them for their performances, others-for their sex life, sun bathing in
What exactly are Merkins and how did you
nudist camps, or just as a funny prank gift.
come up with the idea of creating
„Downstairs Toupees“?
What are Merkins made of and how do you
Tomas Siuipys: The ancient Egyptians
make sure they stay in the right place?
popularised grooming the nether regions as a
Tomas Siuipys: These private area decorabeauty standard, and since the 1960s, the
tions are made of soft, nice to the touch fake
global trend of bikini waxing has tilted the
fur. There are merkins that are decorated with
balance towards a clear landing strip. But in
glitter, crystals, etc. A merkin is stuck onto the
some situations, going against the grain with a
body using antiallergic medical 3M plasters.
downstairs toupee is what is needed. We went
The decoration can be stuck on once or twice
even further and created not only fake hair for
with a medical plaster, and there are three extra
the private area, but even rhinestone-set pubic
plasters in the bag.
decorations. They look so adorable that even
men cannot resist buying them as a gift for
You are offering your toupees in a lot of
their lovers.
different variations. Could you give us an
The idea itself came up as many ideas
overview of your portfolio? What types of
come up in adult industry, I guess: in a
merkins are your current bestsellers?
bedroom.
Tomas Siuipys: It is hard to say as we do not
have enough statistics yet. No doubt, the
How would you describe the target audience
rhinestone decorated crowns and hearts are
for your products?
the bestsellers, but kittens and butterflies are
Tomas Siuipys: First, we thought that merkins
popular too, as well as the American flag
would be popular only among show girls, but
V-shape or the heart merkin. Among the

Do you know what
a merkin is? Well, in
case you don’t, it is
the official term for
a pubic wig. Now,
guess what the
Lithuanian company
Merkins specialises
in? Exactly. They
offer downstairs
toupees in all
colours and shapes.
We interviewed the
company’s CEO,
Tomas Siuipys, to
learn more about
the appeal of
merkins, the pubic
wigs, and about the
plans of Merkins,
the company.
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Apart from classic
pubic wigs, the
Merkins range also
includes products
with rhinestone
decoration

classic V-shapes, our black merkin is a bestseller,
too. We have categorised our merkins into several
groups: Romantic (hearts, butterflies, crowns, etc.),
Funny (smiley face, kittens, stars, a Christmas tree,
even a penis shape), Patriotic (flags and the LGBT
flag as well.), Realistic (many colours and different
shapes) and Kinky (hairy and big size merkins).
There is plenty to choose from.
Do you have any insights into how widespread the
use of intimate toupees is?
Tomas Siuipys: Not much, I guess. There are a few
companies manufacturing cheap and ugly merkins
that nobody wants to wear. We are playing in a totally
different league. Our wide selection of lovely designs
and high-quality standards are met with positive
feedbacks. We are selling merkins via Amazon, Etsy,
and on our web shop every day. So, I believe that in a
couple of years, when people wonder who started
this 21st century trend, people will be pointing at us,
at least in Europe and USA.

„TH E R E A R E A F E W
C O M PPAA N I E S M A N U FA C 
TURING CHEAP AND

Are you offering similar products for men or plan to
do so in the future?
Tomas Siuipys: Not at the moment, not yet,
but we have received some enquires. Who knows,
maybe one day we will. Never say never.
Are you working together with wholesalers in Europe?
Who should retailers contact, if they want to
sell Merkins?
Tomas Siuipys: We do not have any wholesaler
partners in Europe at the moment, so this is the
perfect time to contact us about a cooperation.
For retailers, we have set up a minimum order as low
as 500 and free shipment, so we are selling them
directly right now. Of course, prices for wholesalers
are lower, so we should manage to establish a strong
distribution network.

H AATT
U G LYY M E R K I N S TTH
O
N O B O DY WA N T S TTO
WEAR. WE ARE
T A L LY
P L AY I N G I N A TOT
TOTA
DIFFERENT LEAGUE.“
TOMAS SIUIPYS

What are your plans for the future of Merkins? Will
you stick to toupees for now or expand your range
with other products as well?
Tomas Siuipys: We have more than 300SKUs, so
we will stick to our range. We have some other
products in mind, for example pasties (nipple covers),
but these are not part of our planning for the
near future.
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Merkins are available in many different shapes and
colours, including pubic wigs for patriots
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Broad City is perfect

for a sex toy line for many reasons.
exclusive

L o v e h o n e y ’s new licencing dea l

Do you know of any sex toys that are based on a TV show? Well, you do now. In August, Lovehoney
presents a brand-new line of products, born out of a new licencing deal, this time with the sitcom
Broad City. Helen Balmer, Brand and Marketing Director of Lovehoney, tells us why this is a perfect
show to base sex toys on, how the source material is reflected in the new products, and what Lovehoney want to achieve when they enter into a licencing agreement.

„

Following Fifty Shades, Motörhead, Mötley Crue, and tokidoki, Lovehoney has
landed a new licencing deal – but this time, it’s about the Comedy Central sitcom
‚Broad City‘. How did this licencing agreement come about?
Helen Balmer: Over recent years our co-founder Neal Slateford, has built relatiLovehoney’s Brand
onships with many brand licence agencies and as a result we are regularly
and Marketing Director,
approached about opportunities. The agency for Comedy
Helen Balmer
Central contacted us about doing a licence with Broad
City so we took a look and instantly loved it! It’s a great
brand fit and licence deal.
Did the makers of the show like your idea when
you first pitched it to them?
Helen: Of course! We spent time really understanding the Broad City brand, the show’s
audience and content to develop a range
proposal that was very well received…..
and here we are.
Why was ‚Broad City‘ a perfect choice for
a sex toy line?
Helen: Broad City is perfect for a sex toy
line for many reasons. Not only is it Comedy Central’s highest-rated series for 18
to 24-year olds but the show has a huge
loyal fan base, it averages over one million
viewers per episode. The show is also very
open about sex and relationships - the first
ever episode opened with a rabbit vibrator
and features many other sex toys that
inspired the toy range. The show
is also laugh out loud funny.

There are probably some people who have
not heard of the show yet: Would you mind
explaining what ‚Broad City‘ is about?
Helen: The show was created by and stars
Ilana Glazer and Abbi Jacobson. Broad City is
about two female best friends navigating their
20s in New York. It celebrates their close female friendship and adventures, documenting
the sticky situations they get themselves into.
For example, there’s an unforgettable, hilarious
pegging scene.
What is Lovehoney looking for when contemplating new licencing deals? What do you want
and expect from such agreements?
Helen: We take many factors into consideration when evaluating licence deals such as
the brand, the audience size and the reach.
We also look at if the brand can enable us to
further normalise our category and grow the
market, and the commercials of course.
How is the character of the TV show reflected
in the new products?
Helen: The Broad City products and packaging are bright and fun and all the products
have been developed based on iconic scenes
or quotes from the show. One of the most
popular sayings on the show is ‚Yas Kween,‘
which inspired the name for the bullet vibrator.
Ilana’s pre-masturbation ritual of putting on
green lipstick inspired the ‚In the Mood‘’ mint
green lipstick vibrator. The term ‚Nature’s Pocket‘’ was quoted in the iconic scene of Ilana
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Ilana storing her stash which inspired the kegel balls
which can also be unscrewed to stash whatever you
wish! The ‚Pegasus‘ is based on Abbi’s notorious
ans of
pegging scene that spread laughter with both fans
the show and the press.

There are 14
new
products in the ne
w
collection

How many products and what types of products will
we find in the new collection?
Helen: There are 14 products in the range including;
t, ‚Dr
the ‚Yas Kween’ bullet vibe, ‚Vulvarine‘ rabbit,
Wiz‘ mini wand vibrator, ‚Ass of an Angel‘ buttt plug,
nd my
‚Respect your Dick‘ vibrating cock ring and‚ Mind
rite
Vagina‘ lube to name a few. A Lovehoney favourite
product from the range is the ‚Pegasus pegging
kit‘ which comes complete with ‚Peg like a Queen‘
pants, a silicone dildo and bullet vibrator.
Who is the target audience for the ‚Broad City‘ toys?
Helen: Broad City is Comedy Central’s highest-rated
series for 18 to 24 year olds and appeals to those
in the their 20s and 30s. It’s huge in North America,
with fast growing popularity internationally as the
show airs across the globe.

„W E TA K E M A N Y FA C TO R S
When will retailers be able to order the products from
your distribution partners?
Helen: They will be available from the beginning of
August.
Lovehoney is known for supporting the trade. Will
there also be sales-promoting materials for the new
collection?
Helen: We have eye-catching and a fun range of
colourful POS which has been designed with that
all-important stand out factor. It consists of headers,
footers, wobblers, bus stops and display cubes
which will come in a pizza box style design for easy
transportation.
Critics might argue that all you are doing is taking a
more or less well-known brand, picking some classic
toy designs, and combining the two – but it’s not
really that simple, is it?
Helen: No definitely not. It’s all about attracting and
engaging people with the right products whether they
be established best-selling shapes and toys or where
relevant creating new features and uniqueness.

I N TO C O N S I D E R ATI O N W H E N
E VA L U ATI N G L I C E N C E D E A L S
S U C H A S TH E B R A N D , TH E
AUDIENCE SIZE AND
TH E R E A C H . “

The individual products are based off well-known
scenes and quotes from the TV show

What else does Lovehoney have in store for the
consumers this year? Are other licencing agreements
on the horizon?
Helen: We’re always talking to brands and considering new opportunities. Watch this space!
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The adult industry has been
a presence in the life of Irene
Boots for a while, but it was
only recently that it actually
became her work environment. However, when you
are the new Retail Marketing
Manager at Scala Playhouse,
you also have to face new
challenges – such as our
‚Monthly Mayhem‘. Among
other things, Irene tells us
why a certain fish is a source
of inspiration for her and why
she’d even award a medal to
that sea creature.

„

You are the new Retail
Marketing Manager at Scala
Playhouse. Would you mind
giving us some insights into
the duties and responsibilities that come with
this position?
Irene Boots: I work in the
central marketing department.
Currently I am supporting
our B2B Marketing Manager
(Maeglin) on the upcoming
shows like Scala Fest,
eroFame and the Venus show.
As Retail Marketing Manager,
my responsibilities are setting
up innovative ways to drive
and attract more traffic to our
stores.

worst singer and I realised most of them
are men. In my early twenties, my ambition
went more towards TV and media and
eventually found its way into marketing.
One of my ambitions now is to write
a book.
How did you get into the sex toy industry?
Irene Boots: After graduating from college,
I had a family friend who owned a
company in the adult industry and I always
helped them during trade shows. That’s
how I became familiar with a lot of
companies and people in the industry,
who became friends and eventually I
started working for Beate Uhse in their
marketing department.
If you weren’t in this industry, what would
you be doing now?
Irene Boots: Probably marketing for different
brands or something to do with TV. Not that
I want to be in front of the camera; I prefer
the role of producing and writing for shows,
or making a documentary.

What was your childhood
ambition?
Irene Boots: When I was a
kid, I always wanted to work
with animals. I loved dolphins
and monkeys but couldn’t
handle them being in captivity.
My passion has always been
horses as I love horseback
riding and have done it since
I was a child. Rock star has
been on my list, but I’m the

What was the biggest step in your career?
Irene Boots: To get out of the comfort zone
of the media industry and get into the adult
industry. It has been part of my life for years
through family friends, but that’s when it
became my own career.
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Where do you see yourself in 10 years’ time?
Irene Boots: Hopefully, I will have a
house in the countryside (I live in the city
centre of Amsterdam at the moment) so I
have more space and nature around me.
I grew up in a village, so being in the city
centre can get a bit crowded for me
sometimes.
How do you envisage the future of the love
toy industry?
Irene Boots: It will be more about the strong
and proud feminine side and probably also
more based on couples. People exploring
themselves. There are lots of independent
women out there who know what they want,
or maybe don’t know what they want but
are open-minded and curious to explore
and play. With our new Be You campaign,
we inspire and encourage customers to free
themselves and be their own sensual self.
What is your idea of a perfect working day?
Irene Boots: Not feeling like you worked
at the end of the day. I like to put my own
creativity to work and see it develop into a
success. To me, that doesn’t feel like work,
I love what I do.
How do you relax after work?
Irene Boots: Boxing, horse riding, going for
a massage or reading a book.
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Irene Boots
Que sti ons & A nsw e r s

Who would you consider your role model and why?
Irene Boots: Dori from Finding Nemo. She never
gives up. Just keeps swimming.

mood. It’s the first thing I do when I wake up: turn
on my music.
Who would you never ever like to see naked?
Irene Boots: Donald Trump. Hopefully I don’t have
to explain this one….

Imagine you have been asked to award a medal to
someone. Who’s the lucky winner?
Irene Boots: Dori again, she’s a true inspiration.
Which personal success are you proud of?
Irene Boots: I eat vegetables once in a while.
On a serious note; overcoming a fear by
completing something I was absolutely frightened
of. There was a period in my life when I
experienced some personal obstacles that I
overcame by fully committing to boxing. I even
trained full-time in Thailand for a couple of months.
It gave me focus, confidence, and a release for
negative energy. That sport is based on being
strategic and smart, on coordination, strength,
and endurance. It provided me with the tools to
go through life with much more ease.
What do you particularly like about yourself?
Irene Boots: Probably the ability to see humour
in every situation and have the right amount of
self-deprecation. I also like the fact I get along
with lots of different people. I’m super clumsy. It’s
basically the core of my humour. Also, I love to
make awkward situations more awkward. I will say
things out loud that are not supposed to so be said
out loud and then analyse people’s reactions. The
people that pick it up with humour immediately
become my best friends. It just clicks instantly.
Which vice could you never forgive?
Irene Boots: Forgiveness is key because
resentment is like poison, but you’re only killing
yourself. What you feed will grow. Not giving it
attention and walking away from it is healthier for
you at the end of the day.
What song do you sing in the shower?
Irene Boots: Jane’s Addiction – Jane says. Or
Whitney Houston – Fine. It really depends on my
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“ G E T E N O U G H S L E E P. ”
Irene Boots

With whom would you like to
go to the cinema and what film
would you watch?
Irene Boots: Go see The
Horse Whisperer again with my
dad. We went to the movies
when it came out in 1998 and I
would love to do that again.

You have a month’s holiday.
Where would you go?
Irene Boots: I’ve travelled around the world, but
there are still many places I would love to see. I
always wanted to go to Costa Rica. It has the
perfect mix of horseback riding, beaches, and
waves for surfing. I could also spend time basking
in the sun and reading books on the beach.
If you could swap lives with somebody for a day,
who would it be?
Irene Boots: Daenerys Targaryen, the Dragon
Lady in Game of Thrones. For a number of reasons
but mostly because she’s gorgeous, powerful, and
has three dragons. Like, who has that? It doesn’t
get bigger than ruling kingdoms with dragons.
Is there anything you would never do again?
Irene Boots: Getting another tattoo. It hurts too
much to get them removed.
Do you have some good advice you want to share
with our readers?
Irene Boots: Keep a positive attitude and focus on
the good things. And get enough sleep.
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