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Givelube Pleasures are high quality, multi award-winning erotic products. Givelube provides you with more 
value for your money and the most sensual experience in the bedroom. Giving, with the endless use of lube, 

strengthens the bond between lovers and creates intense orgasms. Whether it’s a water based, silicone based or 
flavoured lube filled with sensation, all give a different feeling to help keep your love and sex life extra special.
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It‘s just a few short weeks 
until the next eroFame when 
producers, wholesalers, and 
distributors will once again 
present their product ranges 
and latest innovations to the 
trade members. Therefore, this 
issue and the next will offer an 
overview of what the exhibiting 
companies have prepared for 
this year’s trade show in Ha-
nover. Keeping up the tradition 
of the EAN eroFame survey, 
we have asked the exhibitors 
about their plans and their ex-
pectations regarding the show. 
I do not want to give away too 
much, but visitors of the show 
can defi nitely expect lots of 
interesting new products and 
fascinating innovations at the 
international trade conventi-
on, and many of these new 
products will be presented to 
the public for the very fi rst time, 
meaning eroFame will once 
again underpin its reputation 
as a great launch pad for new 
products in this market.
EAN also wanted to know 
which trends will dominate this 
year’s show. The exhibitors’ 
answers were quite diverse, but 
certain keywords popped up 
more frequently than others, 
the most popular being things 
such as sex tech, sex dolls, 
and sustainability. Speaking of 
which: There seems to be a 
general desire in the industry 
to make cheap mass products 
from the Far East a thing of 
the past and instead make this 
market all about quality. Will 
this wish be realised? Come 
October, we should know more. 

That‘s it for this month!
Matthias Poehl 

 letter from the editor

 Jolanda: “My career started in retail 
and saw me move to commercial 

sales, progressing onto a Senior Ac-
count Manager position, in which I’ve 
been active for the past few years. The 
chance to join SCALA 2.0 excites me, 
as it’s an established company with a 
fresh, dynamic outlook and lots of bright, 
ambitious colleagues. I instantly felt 
comfortable with the informal atmosphe-
re and transparent, well-defi ned vision of 
the company; and I am looking forward 
to contributing my skills to take SCALA to 
the next level 
and invest 
my time in 
expanding 
and main-
taining its 
solid custo-
mer-base.”
Jolanda will 
be dedicated 
to the regions 
of Germany, 
Austria, Switzerland, Poland and Greece. 
She loves spotting new opportunities and 
always aims to provide the highest level 
of service to each individual customer: “I 
listen carefully to my customers questions, 
needs and demands. It really makes my 
day if I can facilitate customers to maxi-
mize their potential, whilst also benefi ting 
SCALA. I am very service-orientated and 
want to create long-term working relati-
onships with my clients, mutual under-
standings built on trust and transparency.” 
And how does Jolanda unwind after a 
long week of client calls, visits and giving 
expert advice? “Good food, drinks, music 

and spending time with my loved ones.” 
Though even in her spare time, her com-
petitive edge still shows; “I love boxing, 
which I do 2 to 3 times a week. It’s a way 
to get rid of any negative energy, whilst 
recharging yourself with positive energy; 
prepping me for another round of exciting 
challenges!”
Since the launch of SCALA 2.0 in 2017, 
the one-stop-shop distributor has gone 
from strength to strength; relocating its 
activities to Wijchen, the Netherlands, 
signing an exclusive partnership with 

CalExotics 
and growing 
its custo-
mer-base 
rapidly. 
Therefore, 
expanding 
the sales 
department 
with new ta-
lent ensures 
SCALA can 

continue to provide a premium level of 
service to retailers and opens the door to 
new, exciting ventures including intensive 
client visits, product trainings, branding 
and more… With the addition of Jolanda 
Horsten, the number of employees in 
SCALA’s sales division will go into double 
digits, with 6 Account Managers and 5 
In-House sales experts. And that’s not 
all: in the coming months, SCALA will 
add another 2 new Account Managers 
and a dedicated Brand Ambassador for 
exclusive partner CalExotics to the team, 
meaning even more dedicated service 
catered exactly to B2B needs. 

Wijchen, The Netherlands – Jolanda Horsten joined SCALA on the 1st of July as a new Inter-
national Sales Account Manager. Jolanda brings solid sales experience, excellent multi-lin-
gual skills and a positive outlook to the position. 

Jo landa HorstenDear Ladies and Gentlemen

 SCALA strengthens 
sales team with new talent 
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Zwaagdijk, The 
Netherlands 
– Spencer & 
Fleetwood Ltd 
has been crea-
ting and selling 
fun, edible gifts 

since 1986. They use top quality ingredients, 
the products are truly delicious, and they make 
wonderful gifts. The new items are: Blow Job 
Mints, Edible Anus Chocolates, Candy Blow 
Job Practice Willie, Willie Hot Water Bottle, 
Jizz Drinking Game, Boob Cube, Rude Cube, 
Stressticles, Mug I Love Cock, Strip Heat 
Changing Mug Male, and Strip Heat Changing 
Mug Female. 

New Spencer & Fleetwood 
items available at Eropartner

41 new plugs and d i ldos

New: WAD - Weapons of 
Ass Destruction by Mister B

Amsterdam, The Netherlands – Mister B’s new 
plugs and dildo collection is called WAD, We-
apons of Ass Destruction.

 These all black 
smooth dildos 

are specially 
designed by 
Mister B. From 
different sizes of 
plugs, sculptural 

designs, realistic dongs to huge ass wreckers, 
WAD has them all!
Sealed in sturdy plastic with the WAD logo in 
the middle, these Weapons will look great on 
the shelves yet, at the same time, are perfect 
for mail order. And, if that is not enough, the 
price of these great looking toys is a great fi t as 
well! Made in Europe from high quality PVC and 
compatible with both water and silicone based 
lubricants.  

Weapons of Ass Destruction are 
exclusively manufactured for Mister B

Eropartner has added new funny gifts



“We want to be more in-line with the 
brand for new fragrances and 

fl avours. We always had great fragrances 
but we need to renew our offer and make 
choices that refl ect the Shunga Erotic Art 
brand,” says Jean-Pierre Hamelin, Direc-
tor of Marketing. These sensual scented 
massage oils are made from 100 % natural 
cold-pressed oils (emollients) and contains 
no animal or mineral oils. They leave no 
greasy residue and do not clog skin pores. 
“Sweet Lotus has a sugared fresh fl owery 
smell that comes directly from paradise,” 
says Linda McLean, Sales Representative. 
“Asian Fusion is a fragrance that Eau Zone 
Oils and Fragrances searched for many ye-
ars. It’s a mixture of Asian Fruits that release 
a special fragrance. You won’t fi nd anywhe-
re else. It’s like our own recipe,” says Manon 
Vallée, Co-owner and Vice-President.  Last 
but not least, Midnight Flower, which is so 
refreshing, you’ll want your lover to mas-
sage you every night. It’s an assortment of 
perfumes combined with the oils that gives a 
citrus and fl owery scent to your skin. Same 
strategy for our TOKO AROMA fl avoured 

Zwaagdijk, The Netherlands – The IntiMa-
te sets are specifi cally designed to restore 
vaginal fi rmness. It uses Kegel‘s principles 
of exercise to help women exercise the 
vaginal muscles, increase the elasticity of 
the vaginal wall muscles, and enhance 
the thrill of sex life. It is made of soft and 

lubricants. “We are launching new fl avours 
that correspond to the Shunga brand 
and Eau Zone company. I’m saying that 
because one of them is a Canadian fl avour 
well known internationally - maple,” says 
Jean-Pierre. Some popular fl avours with-in 
Shunga are coming to the TOKO fl avored 
lubricants category like Pear & Exotic Green 
Tea and Coconut Water. Two new additions 
to the Shunga TOKO brand is Maple Delight 
and Lustful Lichee. Lustful Lichee will be 
a sure hit because, in our taste test with 
consumer, it scored the second highest 
score ever. It will be the best lichee taste in 
the industry,” completes Jean-Pierre. The 
new TOKO AROMA fl avours are water-ba-
sed like the rest of the AROMA lubricants. 
Sugar-free and latex-safe, the lubricants are 
also ultra-silky and long lasting. “It’s all in 
the quality of the ingredients,” says General 
Manager, Guy Roussy. “We are expecting 
new sales with those new products and are 
discontinuing 4 massage oils and 2 TOKO 
AROMA to make room for the new items,” 
continues Mr. Roussy. The new products 
should be available in August. 

safe-touse silicone. IntiMate Plus contains 
two doubles balls, one is lighter and one 
is heavier. This kit is suitable for experi-
enced users, and women who want to 
further enhance their pelvic fl oor muscle 
exercises. They come in three colors: red 
violet, sakura and purple.  

Montréal, Canada – The Shunga brand is putting more emphasis on new Asian fragrances 
and fl avors with new erotic massage oils and new AROMA fl avoured lubricants. Presented 
for the fi rst time in July’s ANME Los Angeles, retailers were able to smell 3 news erotic 
massage oils: Sweet Lotus, Asian Fusion and Midnight Flower.  

More Asian fragrances 
and fl avors at Shunga

Nomi Tang introduces 
IntiMate Kegel Set Plus in three colors

N E W S
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The new TOKO AROMA flavours 
Coconut Water, Pear & Exotic Green 
Tea, Maple Delight and Lustful Lichee

The IntiMate Kegel Set Kit is suitable 
for experienced users



The Wish stimulator offers broad stimulation 
– a bit like a massage wand – meaning that 

when pressed against her hot spot, it gene-
rates stimulation that teases both the external 
and internal clitoral nerves. This little beauty can 
also be enjoyed during a full body massage or 
for more pin-point precise pleasure by using 
its soft tapered tip. Its revolutionary Power-
Pulse Vibration makes the vibrations feels like 
waves of rumbling pleasure, taking users to 
new heights of ecstasy. It features 10 vibration 

modes and is compatible with the 
We-Connect app, allowing lovers to 
create their own vibration patterns 
or control the toy remotely. The Wish 
is also USB-rechargeable (charging 
cord included), whisper-quiet and 
made of premium silicone. 

Now ready to order at SCALA, this gem from 
the We-Vibe collection is a guaranteed hit in 
any assortment and will charm consumers with 
its versatile appeal. 

Wijchen, The Netherlands – The unique Wish stimulator by We-Vibe truly does offers endless scenarios for intimate fun, making 
it the new favorite pleasure provider for soft touch, sensational pleasure.

‘Wish‘ ready to order at SCALA
We-Vibe 
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 For example, a player selects the bad 
situation “I discover my unborn twin in 

between two fat rolls.” Then he asks other 
players “How do I make that situation wor-
se?”  Other players submit Make It Worse 
cards from their hands of 7 cards each.  Ex-
amples could be “Kick that bitch out of your 
house” and “Put lipstick on him and take 
him to prom.” The player who is chosen 
as making the situation the worst, wins the 
point. Hours of raunchy fun with 600 bad 
situations, 250 Make It Worse Cards, rules 
and a die. That’s Disgusting! is the most dis-
gusting game ever! You and your friends try 
to out-gross each other by doing overacted 
impersonations, participating in gross cont-
ests, and by naming items that fi t into vulgar 
categories.  The game features the following 
types of contests:  Scat Cat, Insects & 
Critters, Sammy Secretion, and Gloria Gore.   
It includes:  80 game cards (with 320 
disgusting actions), a die, a “no. 2” pencil, 
notepad, and game rules. Dope Dice is the 
fi rst pot-themed game designed to be play-
ed with edibles, vaping, and/or smoking.  
Players divide into two teams and take 

Wijchen, The Netherlands - SCALA is 
stocking a wide range of pleasure provi-
ders and accessories for a trip to any pride 
event. Essentials in this pride season are 
some lingerie to show the naughty side, 
plus some quality drugstore protection to 
keep people safe. The Wetlook Suspender 
Shorts from the Zeus collection by Allure is 
a pair of tight, contour-hugging shorts made 

turns rolling their three dice and carrying out 
their roles. They may be instructed to take 
a team toke or nibble, and then they have 
to follow the two Dare Dice. They may end 
up dancing dopey, performing a skit wildly, 
blindly making an obscene gesture and 
much, much more. Includes: 6 dice, each 
with a wild side option that allows players 
to get fun and creative with their game play. 
„We continue to branch out and expand 
our various types of games into as many 
categories as exist,“ explains CEO Brian 
Pellham. „We noticed a trend with adult par-
ty games and continuously ask ourselves, 
how else can we entertain adults so that we 
can offer our customers a complete game 
section?  With this expanding variety of 
games, we continue to offer fresh content 
for customers with friends wanting to laugh 
their asses off with Making Bad Situations 
Worse.  For the customer who loves vulgar 
humor, now there is That’s Disgusting! And 
with pot use becoming more acceptable, 
we are releasing our fi rst game that actually 
includes consumption as part of the game 
play: “Dope Dice“ 

of a daring wet-look fabric, enhanced by 
a pair of suspenders. The Billy Boy Aroma 
Condoms are a choice in intimate protecti-
on with a fruity twist. These fl avored, latex 
condoms offer a comfortable fi t, fruity taste 
and come in a modern packaging. When 
ordered at SCALA, retailers will receive 30 
individual Billy Boy Aroma boxes, containing 
3 condoms per packaging (30 x 3-piece). 

Seattle, USA – Kheper Games is excited to announce the release of three new adult party 
games:  Making Bad Situations Worse, That’s Disgusting! and Dope Dice. Making Bad 
Situations Worse is the adult party game where players submit the worse reactions they can 
come up with to bad situations. 

Kheper Games, Inc. 
launches three new adult party games 

Gay Pride season is here

N E W S

Making Bad Situat ions Worse,  That ’s  D isgust ing!  and Dope Dice
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Kheper Games is expanding its 
assortment









Discover more at SCALA online. If 
you’re looking for a chic collection 

that combines classic silhouettes with 
innovative features: Callie by JOPEN is 
your match. Since its release in 2016, 
the range has continued to perform 
amazingly, charming consumers with its 
feminine appeal and luxurious sparkle 
(each product is adorned with a beauti-
ful crystal at the base). Callie by JOPEN 
also features glamorous gold detailing, is 

Flensburg, Germany – ORION Wholesale 
now offers its customers private labelling 
– and therefore the exclusive possibility to 
place their own branded products on their 
shelves. The products can be ordered in 
small minimum amounts. Retailers and 
companies can set themselves apart from 
the competition with the Private Label 
concept. They can also combine their 
great brand with excellent quality and 
an exclusive design. How does private 
labelling work: ORION Wholesale offers its 
customers a total of 21 different pro-
ducts from the ‚Medical Lubricant‘, ‚Toy 
Cleaner‘ and ‚Cosmetic‘ range. All the 
products come in 100 ml bottles. These 
products can then be produced with the 
customer’s own brand/company name 
on them and then sold as the custo-
mer’s own product. The advantage: the 
Wholesale customer receives everything 
is from a single source – from the design 
idea right up to the fi nished product. The 

USB-rechargeable and made of premium, 
soft touch silicone. “Callie is classically 
chic with a touch of elegance. From the 
romantic design to the stunning crystal 
adornments, this collection brings intense 
pleasure in a variety of beautiful shapes 
and sizes. Four classic styles are availab-
le: the Vibrating Dual Massager, Vibrating 
Mini Massager, Vibrating Mini Wand and 
the Vibrating Wand”, JOPEN describes its 
best-selling collection. 

necessary documents and certifi cates 
are also included. The customer can get 
all this even with a small minimum order 
amount of 240 pieces. This is how a bu-
siness will get a lot of attention even with 
a small amount of products. The quantity 
of products and the price can, of course, 
be staggered. Equally, each customer 
can put together their own product range. 
ORION Wholesale’s graphic department is 
also available to help with the customer’s 
design if necessary. The technical side 
and the content of the print-ready fi les will 
also be checked so that they meet the EU 
requirements regarding the declaration of 
products.
The manufacturer of the ‚Private Label‘ 
products is certifi ed and the products are 
“made in Germany”. The recipes are mar-
ket-ready and tested. All business pro-
cedures are documented in an extensive 
quality management and are continually 
reviewed and optimised.  

Wijchen, The Netherlands – Indulge your consumers with a touch of intimate luxury and 
glamour with the beautiful Callie collection by JOPEN, now exclusively available at SCALA. 
Choose between 4 chic designs and add a sparkle to your assortment today! 

The sensual touch of Callie by JOPEN 

Exclusive own brands 
by ORION with ‚Private Label‘

N E W S

Exclus ively  at  SCALA
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ORION Wholesale offers its customers 
a total of 21 different 'Private Label‘ 
products 













Zeus Electrosex was showcased 
in Cosmopolitan Magazine with a 

special recommendation for beginner 
electrostimulation play, while 12 of XR 
Brands’ most unique products were 
showcased by leading men’s site FHM.
com in a piece that introduced readers 
to the kinkier side of sex toys. Cosmo-
politan’s July issue included a feature 
story dedicated to the exciting world of 
electrostimulation play with a special 
recommendation for beginners: the 
magazine suggested curious newbs try 
the Awaken Uni-Polar E-Stim Gloves to 
transform users’ hands into tingly mas-
sage tools. FHM writers hand-picked 12 
products from XR Brands’ vast catalog 
for an online feature dedicated to the 

booming sex toy industry. With recom-
mendations from Master Series, Strict 
Leather, Zeus Electrosex, Tom of Finland, 
Lovebotz, and Jesse Jane masturbators, 
FHM gave readers an up-close-and-per-
sonal showcase of the more intense, 
sometimes even extreme, sex toys 
available. “XR Brands has been getting 
a lot of attention recently thanks to our 
unique attention to BDSM products and 
it’s exciting to be recognized by trusted 
media outlets in the mainstream,” XR 
Brands Wholesale Manager Rebecca 
Weinberg said. “The support we’ve 
received proves that we have made a 
lasting impression, and our customers 
always appreciate – and benefi t from – 
the boosted brand recognition!” 

Huntington Beach, USA – XR Brands and its kinkiest gear has been highlighted in two of the 
most popular media outlets for sex and relationships, enhancing brand recognition for the 
leading BDSM-specialty manufacturer. 

XR Brands showcased 
in Cosmopolitan & FHM.com

N E W S

Zeus Electrosex gloves feat. in July Cosmopolitan; kinkiest gear recommended to FHM readers
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Cosmopolitan’s July issue included a 
feature story dedicated to the exciting 
world of electrostimulation play

Veendam, The Netherlands – The 
Loveboxxx Deluxe collection is a gift for 
any occasion. The collection offers four 
different themes in stylish and discreet 
boxes with toys for men, women, couples 
and BDSM lovers and is now available at 
EDC Wholesale. 
Each Loveboxxx set contains toys to be 
enjoyed alone or together. The Romantic 
Couples box, for instance, contains toys 
for a pleasurable night for two. Throw 
the Love Dice and follow the instructions 
for a sexy foreplay, he is in charge of her 

pleasure with a remote control egg and 
she can return the favor by blindfolding him 
with the satin mask and tease him with the 
feather tickler. The BDSM giftset takes it 
a step further with a fl ogger, faux-leather 
cuffs, bondage ropes, blindfold and a 
wand vibrator. The set contains all the 
tools a dominator needs to tease and plea-
se his submissive partner. The solo sets for 
men and women are fi lled with items for 
a sensational solo play or a thrilling night 
together. This is a gift for singles, gays, 
travelers, lovers, sex toy beginners. 

Loveboxxx Deluxe collection 
now available at EDC Wholesale

The Loveboxxx collection offers four 
different themes in stylish and discreet 
boxes with toys for men, women, 
couples and BDSM lovers



The feminine, 
sleek col-

lection contains 
4 sensual toys: 
the Eden Bunny, 
Eden Ripple, 

Eden Climaxer and Eden Flicker, each with their 
own skills and thrills – all beautiful, non-intimida-
ting and made of premium quality materials. 

 Amsterdam, 
The Nether-
lands – With the 
new packaging 
and quality 
of material, 

DUSEDO thinks that the Sport Fucker brand 
has been setting its position on the European 
market for a while now. For example, the Thunder 
Plug has been upgraded. Now it not only offers 
a throbbing anal sensation but an added cock 
sling. In addition, for the beginners DUSEDO is 
offering the Slam-Jam Balls ‚small‘ in the colors 
black and metal. The range of cock rings has 
also been expanded, including the Trainer Ring, 
which is made for penis pumpers. This item is not 
to be confused with Sport Fucker’s earlier edition 
with the same name. This Trainer Ring has two 
handles on the side. The purpose of this ring is 
that your customer attaches it over his pump. 
When the pumped junk feels nice and bulky and 
ready to show, the user pulls the ring down from 
the pump over his penis and balls. 

Wijchen, The Netherlands – The Eden range 
by CalExotics is fully in stock at SCALA, giving 
retailers the perfect chance to stock up on these 
summer essentials today. 

Eden by CalExotics 
available at SCALA

Dusedo extends 
Sport Fucker range

Eden Bunny, Eden Ripple, Eden Climaxer and Eden Flicker
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www.orion-wholesale.com

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

Can be recharged with  
the included USB cable

Waterproof

Soft Touch

7 vibration Modes

2 motors
-M-
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According to the company‘s website, 
Women of Sex Tech was founded in 

2015 by pleasure industry leaders Polly 
Rodriguez and Lidia Bonilla in an effort to 
change the way the world views human 
sexuality and create a community that 
fosters femme identifying entrepreneurship. 
The collective group represents business 
owners, journalists, artists and creators, and 
educators and engineers in over 6 cities 
globally. Verreault was inspired to join WoST 
by the group‘s networking opportunities 
and mission to help back entrepreneurial 
women looking to make moves in the 
male-dominated sex tech space. “I heard 
about the group from [WoST member] 
Virginia Cerrone, CEO of PureEros. We 
were talking about what we go through as 
female pleasure business owners, and she 
strongly suggested I join the group to help 
others and get support as well; to exchange 

on our projects and feel less lonely,” recalls 
Verreault. Since her induction last month, 
Verreault was asked to speak at a Festivul-
ve conference, a French-language event 
celebrating women and body positivity and 
diversity. Titled Sex Tech: The Cherry on 
Top of Feminism, this leg of Festivulve‘s 
conference took place in Verreault‘s native 
Montreal, where she was personally asked 
to speak by event organizer Mel Goyer. 
“For most of the attendees, sex tech was 
something vague and they had no clue 
how far this industry can go and how much 
of a positive difference it can bring for all 
of us,” says Verreault. “I talked about the 
Women of Sex Tech and the overall impact 
of technology on the sexual wellness fi eld. 
The crowd was also very impressed with 
the recent fund raising efforts of WoST 
members Cindy Gallop and Bryony Cole for 
their Sex Hackathon.” 

Montreal, Canada – Miss VV‘s Mystery CEO Veronique Verreault, creator of the Miss On The 
Go app-powered kegel vibrator, is excited to announce her induction into the Women of Sex 
Tech group of pleasure industry professionals. “I’m all about women‘s empowerment, and 
we know how tough it is in the sex tech business,” says Verreault. “Even though my family 
and close entourage supports me, no one would understand me better than the women 
hustling out there in the same fi eld.”

Veronique Verreault 
joins Women of Sex Tech
Miss VV‘s  Mystery

Miss VV‘s Mystery CEO Veronique 
Verreault

Bielefeld, Germany – The German brand 
Satisfyer announced that it has enlarged its 
worldwide print campaign in mainstream 
magazines. Satisfyer has signed a contract 
with the lifestyle magazines Cosmopolitan 
and ELLE and will promote their products 
monthly for the next few years in full page 
ads on the American and Canadian market 
and also in Europe.
Satisfyer reaches around 20,000,000 
readers per month with this campaign, 
according to the company. “We are pleased 

about this opportunity to present our brand 
in these fi rst-class magazines and to conti-
nue the largest mainstream print campaign 
in this industry. Our business partners will 
participate massively and by increasing 
the brand awareness they will be able to 
increase their sales too,” said Jerome Ben-
simon, Vice President of Sales for Satisfyer. 
They are also in negotiations with other TV 
stations about being allowed to show new 
commercials in other countries in Europe, 
the company said. 

Satisfyer expands mainstream print campaign



Consumers 
can expe-

riment with the 
Wave, Bumb, 
Web, Spiral, 
Turbo and 

Twister; and get swept away by their incredible 
stimulation. These fl exible strokers are made of 
quality TPE and can be rinsed and re-used, me-
aning you can enjoy them over and over again. 
Each individual stroker also includes a sachet of 
TOYJOY water based lubricant to add a sensati-
onal slippery dimension to intimate fun. 

 Amsterdam, 
The Netherlands 
– The newest 
collection of 
Mister B is called 
TIGHT. TPR is 
used to create 
eight designs, 
available in 
red and black. 

They can be used in several ways; as a cock 
ring, ball stretcher or in combination. Consumers 
can choose between the Mister B TIGHT Fluffer, 
Chomper, Grabber, Sucker, Screwer, Tripler, Ball 
Screwer and Bumper.  All items are made in 
Europe from high grade, fl exible and comfortable 
TPR. They offer a tight fi t for a steamy night, yet 
are fl exible enough to wear during everyday life. 
Their packaging will look great, their price point 
accommodates interesting margins. 

Wijchen, The Netherlands – The Super Stroker 
Mix Pack by TOYJOY Manpower offers six times 
the fun, for the price of one! The quality set 
includes six different strokers, each with its own 
unique inner texture.

Stroking satisfaction by 
TOYJOY Manpower

NEW: Mister B TIGHT

The Super  Stroker  Mix  Pack

THE SURGE® MASTURBATOR  
WITH VIBRATING PROSTATE PLUGWITH VIBRATING PROSTATE PLUG

0592838 0000

0592846 0000
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www.orion-wholesale.com

 + 49 461 5040-210 or -114             
grosshandel@orion.de
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VIBRATION MODES SOFT TOUCH SILICONEPLEASE USE
WATER-BASED LUBRICANT
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1.

TRIPLE STIMULATION
WITH ONE MOVEMENT
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Eight unique designs are available from 
TIGHT so far



The Stronic Surf’s shape, with ripples 
along both the front and the back, 

positions it to hit multiple hotspots with 
every thrust: the sensitive vaginal opening, 
the internal clitoris, the nerve-rich and of-
ten-neglected perineal sponge, and even 
the G-spot. The Stronic Surf’s broader, 
more organic texture also stimulates more 
deeply than many other textured toys. As 
any fan of toys will tell you, more stimu-
lation leads to more intense orgasms. Of 
course, the Stronic Surf boasts the same 
features that have made its predecessors 

Stockholm, Sweden – LELO has announ-
ced the appointment of Cameron Long-Tel 
as its new Sales Manager for the UK and 
Ireland. The main focus of the role is to 
secure stronger brand visibility with luxury 
retailers and e-tailers; build partnerships in 
the UK and keep LELO the number one 
luxury adult massager in Europe alongside 
educating retailers on what sets LELO 
apart from competitors and keeping brand 
heritage alive. LELO General Manager for 
the UK, Rachael Nsofor said: “Cameron 
has over twenty years in the beauty and 
erotic industry, not only covering national 
account and direct sales roles in the US; 
but also working in retail management and 
development roles in France and the UK. 
Cameron has followed and been passio-
nate about LELO since the beginning and 
included sexy products at Zuzu Nova - a 

global bestsellers, including ten thrilling 
settings of thrusting and pulsation. It’s 
fully water submersible and is designed 
with a travel lock, low battery warning, 
and charge indicator light. Better yet, it’s 
nearly silent. “Our toys with ridges, like 
the Stronic Drei and the Tiger vibrator, 
have been customer favorites for years,” 
commented Kristen Tribby, Fun Factory’s 
Director of Marketing and Education. “It 
made sense to include a fun variation on 
that design as we introduce a new collec-
tion of Stronic pulsators.” 

curated beauty & fashion emporium of 
her own housing hair, makeup and local 
design artists in Los Angeles. I’m extremely 
pleased to have Cameron on board – her 
passion for the brand and where she 
wants to take it is really special and I’m 
looking forward to seeing what she does 
with the LELO brand this year.” 
Cameron Long-Tel commented: “LELO 
has always been a company I’ve been 
fond of from both a personal and profes-
sional capacity, so I’m delighted to join 
the UK team. I’m incredibly passionate 
about sexy confi dence, women’s em-
powerment and sexual health. I want to 
see LELO positioned with retailers that 
are outside of adult/erotic shops, making 
bedroom play more about the everyday 
conversation between a couple and less a 
taboo topic with Brits.”  

Bremen, Germany – German heritage brand Fun Factory is delighted to introduce the ne-
west addition to their slimmer, lighter, sleeker Pulsator II line: the Stronic Surf, a hands-free 
thrusting toy with prominent ripples for deep massage. 

Fun Factory 
premiers Stronic Surf Pulsator 

LELO appoints Cameron Long-Tel 
as UK/Ireland Sales Manager
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The Stronic Surf is a hands-free thrus-
ting toy with prominent ripples for deep 
massage

Cameron started in her new position 
on June 1st



 These con-
doms offer 

an individual 
solution to safe 
sex. Wearing 
a condom 
that doesn’t fi t 

properly can cause 
heaps of havoc on the sex life. They can slip, 
break, affect the sensation and of course they 
can make the partner play much less satisfying. 
MY.SIZE condoms come in 7 different sizes. The-
se condoms are Vegan and are made from high 
quality materials. MY.SIZE condoms are available 
in packs of 3, 10 and 36. Choose from sizes 
47mm all the way through to 69mm.  

 Wijchen, The 
Netherlands – 
TOYJOY’s sleek 
Butt Teaser plug 
is an affordable, 
non-intimidating 

design for beginners. The Funky Butt Teaser is 
available in various vivid colors. The design is 
body-safe, waterproof and made of a quality TPE. 
The fl exible plug has a sleek, tapered silhouette 
and a discreet size. These competitively priced 
novelties are great for entry-level consumers. 

Ringwood, England – My Size condoms are now 
in stock and shipping at ABS Holdings. These 
condoms are designed for a perfect fi t, and the 
brand caters for all shapes and sizes, ensuring 
that consumers get the most out of their condom 
for an impressive performance. 

My Size condoms 
available at ABS

Funky backdoor 
play with TOYJOY

For al l  shapes and s izes 

27

MY.SIZE condoms come in 7 different 
sizes – and consumers can pick the 
one that suits their body perfectly
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 The new lingerie stands out from the rest 
because of the seductive designs and 

materials that put sexy feminine assets in 
the limelight. The outfi ts were designed with 
love for detail at ORION’s headquarters so 
that women can show off their seductive 
curves in an extremely hot way.

The complete Cottelli Collection Lingerie 
is available from ORION Wholesale – 
high-quality at great prices. The lingerie is 

delivered in a high-quality cardboard box 
that can also be used as a gift box. This 
cardboard box is covered in an additio-
nal slipcase with a detailed image of the 
respective product and a description of the 
product in nine languages on it as well.
The new packaging can be stood up or 
hung up with the hanger in the middle. 
More products will now fi t in the sales spa-
ce because they are more compact. They 
also take up less space when in storage. 

Flensburg, Germany – New breathtakingly hot lingerie from Cottelli Collection Lingerie is 
now available from ORION Wholesale. The lingerie is predominantly made out of beautiful 
and trendy black eyelash lace or wetlook material combined with sparkly rhinestones or 
purple lace inserts. 

Breathtaking lingerie for a hot summer
Cottel l i  Col lect ion L inger ie

The complete Cottelli Collection Linge-
rie is available from ORION Wholesale

Baar, Switzerland – Do Me, a unisex 
aphrodisiac drink of 60ml that enhan-
ces sexual desire and stimulates body 
and mind, is ready for mass production. 
Being 100% natural and vegetarian with 
no superfi cial preservatives or colouring, 
DO ME has introduced itself to the adult 
industry during eroFame 2017 in Hanno-
ver. The complex formal procedures and 
the necessity to re-evaluate suppliers in 
the company ecosystem delayed the DO 
ME launch by several months. However, 
keeping product quality and the com-
pany’s fundamental commitment to a 
customer-centric business approach as 
two leading factors, DO ME delivers an 
attractive offering in the fi eld of aphro-
disiacs supported with the high-end 
eye-catchy POS designs available now 
in English, French, Spanish, Dutch, 
German, Polish and Italian. New POS 
items are being delivered each day. 
The customer-centric business model 

means that the company is assessing 
each request with the customer being 
involved centrally in the decision-ma-
king process. Supported by the client’s 
market knowledge, DO ME aims to 
deliver the most impactful offerings as 
a base for their solid partnerships. The 
expanding company tends to evaluate 
each learning point understanding that 
continuous improvement practices are 
the only way to meet the challenges of 
businesses expecting strong growth. The 
company takes its expertise regarding 
the drink substance from its licenced EU 
production partner functioning globally 
and with more than 20 years of tradition 
in the Food&Beverages sector. DO ME 
drink is an innovation on the expanding 
market of shot drinks sold in adult retail 
stores that is expected to rapidly increase 
in innovation rate in years to come. DO 
ME production effi ciency is on IFS Food 
certifi cation.   

New arrival: DO ME shot 

Do Me is a unisex aphrodisiac drink 
of 60 ml
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…“eroFame b2c“ at the largest        
     German consumer fair: 
     INFA 2018!
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     to your (female) main target group
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     or a pornographic touch

… 180.000 - 200.000 expected visitors

… target audience: 
     women and couples
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     brands in the heart of fair life 
     (about 1.500 m2)

… individual booths starting          
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     meetingpoint, a bar,            
     café, show stage and an 
     ordering station
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     (individually trained staff)

… strong regional and nationwide  
     advertisement - supported by  
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• approximately 100.000 m2 of exhibition space in 8 halls
• daily from 10 to 6
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This deal ensures SCALA customers will 
have exclusive access to all the brand’s 

best-selling collections and both parties 
will be working closely together to help 
retailers maximize their CalExotics sales 
potential. The deal between SCALA and 
CalExotics makes Scala the offi cial distri-
butor of CalExotics and JOPEN products 
in over 26 European countries– and is also 
the biggest exclusive deal in CalExotics 
history. “An honor”, says Trudy Pijnacker, 
Director at SCALA. “CalExotics is the 
premium name on the adult market. It’s 
rich heritage of experience and knowled-
ge about the industry, combined with its 
innovative approach to new products and 
collections, has established CalExotics as 
the go-to name for trendy erotic pleasu-
re. As SCALA is the go-to name in erotic 
distribution, we’re confi dent this exclusive 
partnership will only pave the way for 
many more exciting ventures, projects and 
mutual successes.” What can customers 
expect of the new exclusive partnership 

between SCALA and CalExotics? First-
ly, retailers and customers throughout 
Europe will see consistency in product 
pricing and availability. Secondly, SCALA 
and CalExotics will work closely together 
to help retailers maximize their sales 
potential. SCALA’s customers will receive 
full access to everything CalExotics has 
to offer, which also includes marketing 
materials, products information and 
more. Trudy Pijnacker: “We have already 
started working on exclusive content and 
materials for our customers to help them 
maximize sales potential. We can’t wait to 
expand the CalExotics brand and take it 
to the next level on the European market.” 
To ensure a direct point-of-contact for all 
CalExotics-related matters, SCALA is ap-
pointing a new CalExotics Brand Ambas-
sador. Walter Kroes, Director of SCALA: 
“CalExotics is a world-class brand, and 
we plan to do all that we can to promote 
it. Our Brand Ambassador will be an asset 
to our team and for our retail customers.” 

Wijchen, The Netherlands – SCALA is thrilled to announce a new, exclusive partnership with 
CalExotics, making it the offi cial distributor for CalExotics and JOPEN on the European market. 

SCALA is exclusive distributor 
for CalExotics and JOPEN in Europe 
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Flensburg, Germany - ORION Who-
lesale has extended its assortment: the 
O-Wand from ‚Mr & Mrs Toy‘, for exqui-
site massages and luxurious arousal is 
now available from the erotic specialist!
The high-quality massage wand 
O-WAND has a practical, easy-to-hold 
rose gold handle and a fl exible neck for 
applying the right amount of pressure to 
the most sensitive parts of the body. It 
can pleasure the user with its 11 powerful 

vibration modes – four speeds and seven 
patterns. 
The O-WAND is made out of extremely 
soft silicone that feels amazing against 
the skin. It is waterproof and can be 
recharged with the included USB cable 
(includes adapters for various coun-
tries). The wand comes in beautiful 
black packaging and includes the dotted 
O-BURST attachment. Three other at-
tachments are available separately. 

O-Wand for exquisite massages 

The O-Wand has 11 powerful vibration 
modes





Flensburg, Germany - Four new colourful 
and rechargeable vibrators have been 
added to ORION Wholesale’s extensive 
You2Toys assortment. The bright pink 
‚Rechargeable Big Vibe‘ made out of PVC 
is an impressive 25.5 cm long and has a 
bulging diameter of 5.2 cm at its thickest 
part. Its 2 motors, which each have 10 
modes, can be controlled separately – the-
re are therefore 100 different options avai-
lable that can be combined with the very 
powerful vibrations. The fi ery red ‚Rechar-
geable Big Vibe‘ is 23.5 cm long and has a 
diameter of 5.2 cm. It is slightly smaller and 
a different shape to the pink vibrator but 
this doesn’t mean that it’s less effective – it 
also has 100 different kinds of vibrations. 
The ‚Rechargeable G-spot Vibe‘  is made 
out of skin-friendly silicone and can’t wait 
to thoroughly stimulate hidden pleasure 
spots – its special fl exible shape makes it 
perfect for this. The shaft is slightly tapered 

just underneath the large, slightly curved 
tip. This tip will be able to catapult the 
G-spot into ecstasy because this is where 
one of the vibrator‘s motors is hidden – the 
second motor is in the shaft. Each motor 
has 10 modes and this means that there 
are also 100 different kinds of vibrations 
available. And last but not least, the purple 
‚Rechargeable Rabbit Vibe‘ made out 
of silicone is the perfect companion for 
stimulating the intimate pleasure zones in 
an arousing way. This is because it can 
pleasure the vagina and clitoris simulta-
neously with its two motors that can be 
controlled separately.  All four Recharge-
able Vibes from You2Toys have a memory 
function that works until the vibrator needs 
charging again. The memory function 
means that the last vibration type that was 
used before the vibrator was turned off, will 
start again when it is turned on again – the 
fun really can carry on where it left off. 

‘Rechargeable Vibes‘ from 
You2Toys with 100 diff erent kinds of vibrations

N E W S
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The new 'Rechargeable Vibes‘ from 
You2Toys are delivered in high-quality 
packaging with a description of the 
product in various languages

A representative from B Swish explains 
“People love the Bfi lled Deluxe because 

of its multifaceted design that can be 
enjoyed both as a prostate and/or rabbit 
massager. The familiar rabbit shape coupled 
with the public’s growing interest in prostate 
massage as been a recipe for success!” 
The Bfi lled Deluxe is a body safe silicone 
rabbit-prostate massager with a curved 
head and a fl exible external stimulator. It has 
six vibration patterns and a smooth fl ared 

base. Two powerful motors located in the 
shaft and external stimulator are powered 
by 2 x AAA batteries and operated by intu-
itive red backlit controls with dedicated on/
off and function buttons. 
The Bfi lled Deluxe is available in colors 
Twilight, Dusk and Hunter with a MAP of 
$55.99 and as a member of B Swish’s 
Deluxe Line of personal massagers, arrives 
in new hard-box packaging with a travel 
pouch and user guide. 

Los Angeles, USA – The Bfi lled Deluxe massager from boutique brand B Swish has been a 
top seller for the company since its introduction in January and B Swish expects it to stay 
hot this summer. 

B Swish sees Bfi lled Deluxe Massager 
on route to success
Mult i faceted des ign 

The Bfilled Deluxe is a body safe 
silicone rabbit-prostate massager with 
a curved head and a flexible external 
stimulator





Known for its popular Lollicock, Jock, 
and Mistress lines, Curve is currently 

expanding its North Hollywood, Calif., HQ 
to produce upwards of 5,000 pieces daily, 
and this newly minted deal will allow XR 
Brands to create more products with faster 
turnaround, all with heightened quality 
control.
This exciting partnership will allow XR 
Brands to manufacture more of its most 
popular products in the U.S., including 
strokers, lifelike dildos, other realistics, and 
celebrity-molded pieces. With an on-site 
sculpting department, XR Brands will gain 
the ability to take new toys from idea to 
physical sample in days and get access to 
Curve’s proprietary lifelike material, known 
for creating a realistic feel with no scent 
that holds its shape over time. “Curve is 
one of the only U.S.-based manufacturers 
that pours, paints and packages their 
‘Made in USA’ items 100% in the United 
States, and this partnership will allow us to 
grow our most popular brands even faster 

with greater QC,” XR Brands General Ma-
nager Rebecca Weinberg said. “Our custo-
mers will have access to the highest-qua-
lity American-made dildos, masturbators 
and molded celebrity pieces possible while 
placing orders with confi dence. We’re exci-
ted to increase our productivity without the 
restrictions that can come from overseas 
manufacturing, and with all the mainstre-
am press attention we’ve been receiving 
lately, this strategic partnership with Curve 
couldn’t have started at a better time!”
This partnership also will allow XR Brands 
to expand its private label business, which 
has been growing since the New Year, and 
more quickly expand some of the compa-
ny’s most popular dildo, stroker, and ce-
lebrity brands – including USA Cocks and 
Jesse Jane. “Curve and XR Brands have 
a lot in common, especially with regard to 
business development, and establishing a 
mutually benefi cial partnership like this was 
a no-brainer decision,” Curve CEO Patricia 
Ratner said.  

Huntington Beach, USA – XR Brands has struck a strategic partnership with U.S.-based 
manufacturer Curve Novelties to enhance domestic manufacturing capabilities tenfold. 

XR Brands partners with Curve to 
enhance U.S. manufacturing capabilities
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Wijchen, The Netherlands – SCALA has 
recently expanded its Mister B selec-
tion with over a 150 new SKUs, mea-
ning even more kinky pleasure, quality 
BDSM-essentials and quality drugstore 
formulas for lovers of premium pleasu-
re. The brand’s newest Tight cock ring 
collection has now arrived, containing 6 
silhouettes available in the colors red or 
black. The 6 silhouettes in the new Tight 
cock ring range each have their own 

unique appeal. Choose between the 
Tight Fluffer, Tight Chomper, Tight Grab-
ber, Tight Sucker, Tight Tripler and the 
Tight Ball Screwer. The rings vary in their 
width and roundness, allowing consu-
mers to mix and match to their hearts 
– or should we say: manhood’s – desire. 
Made of quality and durable TPR, the 
rings offer a snug fi t, yet are stretchy 
enough to accommodate comfortable 
wear during play.           

‘Tight‘ satisfaction by Mister B at SCALA





 With a special focus on serving Latin 
American markets and private label 

clientele, Martinez will work directly with 
COO Autumn O’Bryan to expand the 
brand’s international reach while fortifying 
Topco Sales’ brick-and-mortar presence 
across the country. “We maintain a tight-
knit team at Topco Sales and I knew Pris-
cila would be the perfect person to bring in 
for sales, merchandising, and private label 
support,” Topco Sales COO O’Bryan said. 
“Priscila’s team-player mindset, upbeat 
attitude, and friendly professionalism are 
a great fi t and I especially appreciate her 
competitive nature. We look forward to 
working together!” With 4 years of sales 
and merchandising experience in the adult 
product market, Martinez’s primary focus 
at Topco Sales will be to serve customers 
in Latin America and the West Coast while 
building the company’s growing private 

Wijchen, The Netherlands –  The Edible 
lime-fl avored Body Oil from the Shiatsu 
collection by HOT is the perfect way 
to refresh the senses this summer. An 
indulgent drugstore formula, the oil makes 
a naughty foreplay choice to add a zesty 
twist to oral play. The oil is ideal for an 
intimate massage, with the added benefi t 
that it is edible, allowing lovers to savor 
it of each other’s bodies. The water-ba-
sed formula is designed to be nourishing 
for the skin, leaving the body silky soft 
to touch, without drying out. The Lime 

label business. The bilingual business 
professional joins Topco Sales with robust 
relationships, strong experience, and a 
team mentality that has already left an 
impression with the historic manufacturer. 
“To say that I am honored to be working for 
one of the largest innovative manufacturers 
in the industry would be an understatem-
ent – I am so excited for the opportunity to 
bring my expertise to a brand that’s been 
innovating for decades,” Martinez said. 
“I always put customers fi rst and follow 
through on projects, which has helped me 
maintain lasting relationships throughout 
the years, and I am most excited to work 
with such a welcoming and positive team. 
Under Autumn’s strong leadership, I am 
confi dent that the team and I will continue 
to grow and succeed.” 
Martinez can be reached at 
Priscila.martinez@topcosales.us. 

edition of this Edible Body Oil offers a zes-
ty freshness with a fruity dimension that 
tickles the taste-buds with an explosion 
of fl avor – making it a must-have this 
summer in any drugstore assortment. The 
Edible lime-fl avored Body Oil is just one of 
the sensual options found in the Shiatsu 
collection at SCALA. HOT created the line 
to awaken the senses, increase sensuality 
and encourage intimate exploration in a 
luxurious, indulgent way. The collection 
also includes lubricants, massage lotions, 
perfumes, bath products and more. 

Los Angeles, USA – Topco Sales is proud to welcome Priscila Martinez to the team as Sales 
Account Manager, bringing 4 years of hands-on industry experience to the growing sales team. 

Topco Sales welcomes Priscila Martinez 
as Sales Account Manager

Refreshing the senses 
with Shiatsu’s Edible Lime Body Oil
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Priscila Martinez is bringing 4 years 
of hands-on industry experience to 
Topco‘s growing sales team





The 12-piece CONTROL collection 
includes six cock rings, three sleeves, 

and three prostate vibes that feature pro-
gressive designs specifi c to male anatomy. 
All C-rings and sleeves are made with 
Mega Stretch Silicone, while the P-spot 
vibes feature smooth Elite Silicone; simple, 
intuitive controls ranging from 7 to 12 vi-
bration modes; powerful yet quiet motors; 
and waterproof USB rechargeability.

Huntington Beach. USA – XR Brands is 
pleased to welcome Josh Ortiz as the 
award-winning manufacturer’s new Road 
Warrior sales representative, a role that 
will connect Ortiz with hundreds of U.S. 
customers. With 10+ years of sales and 
promotion experience, Ortiz will provide 
product education, staff trainings, and 
in-person customer service, spending the 
majority of his time traveling across the 
country to boost the XR Brands name. 
Ortiz joins XR Brands with 6 years of adult 
retail experience and even more in cor-
porate-level B2B sales, which makes him 
a valuable asset with regard to customer 
relations and the needs of end users. A 
man of transgender experience, Ortiz’s 
unique perspective on life and sexuali-
ty allows him to provide customers an 
inclusive and well-rounded understanding 
of on XR Brands’ product lines, especially 
how to communicate their features, uses, 
and benefi ts to shoppers. “I am excited to 

“You’ll sell CONTROL with ease and en-
sure prominent visibility by using Shelf-N-
Shop, our most successful merchandising 
program ever”, Pipedream said in a press 
release. With quick and easy assembly, 
built-in product callouts, and free product 
testers, Shelf-N-Shop effi ciently utilizes 
wall space while the modular design of-
fers versatility and custom sizing for every 
retail environment. 

join the XR Brands team and to have the 
opportunity to interact with our awesome 
customers on a face-to-face level,” Ortiz 
said. “My passion for this industry stems 
from a deep love of educating about 
safe and fulfi lling pleasure products and 
practices, and I‘m really looking forward 
to merging that passion with a brand as 
wide-reaching, welcoming, and inclusive 
as XR Brands.” Josh will spend up to 80 
percent of his time traveling throughout 
the U.S. visiting XR Brands customers, 
providing training and education on the 
company’s broad array of products. “Josh 
has an extensive background in sales and 
promotion, which is invaluable for the XR 
Brands team,” XR Brands General Mana-
ger Rebecca Weinberg said. “His promo-
tional experience runs the gamut, from 
small boutique-level brands to some of the 
largest in the industry, and we are thrilled 
to add his skills to our team.” Ortiz can be 
reached via email at josh@xrbrands.com. 

Chatsworth, USA – New stretchy and durable silicone C-rings and sleeves are now available 
from CONTROL by Sir Richard’s. The company claims that their exclusive proprietary blend 
of silicone is stretchier than any other material on the market, offering the fl exibility of typi-
cally porous materials with the durability and hygienic properties of silicone. Mega Stretch 
Silicone is non-pinching for comfortable wear and provides even pressure.

Sir Richard’s 
extends CONTROL collection

XR Brands welcomes Josh Ortiz to team

N E W S
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The new 12-piece CONTROL collection 
includes six cock rings, three sleeves, 
and three prostate vibes 

Ortiz joins XR Brands with 6 years of 
adult retail experience and even more in 
corporate-level B2B sales
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Following the recent promotion of 
Miranda Doyle to Sales Manager, 

Pipedream is proud to announce that 
longtime employees Lori Scott, Christine 
Lawrence, and Samantha Kurowski have 
also been launched into new roles. “Pipe-
dream has set many industry standards 
for many years, but we hope to infl uence 
other organizations beyond adult as we 
strive to shift women’s representation in 
business,” said Pipedream CEO Matthew 
Matsudaira. “Lori, Christine, and Samantha 
have supported the company in countless 
ways and their hard work deserves to be 
recognized.” 
Lori Scott has contributed to multiple roles 
across her 20-year history with Pipedre-
am, now serving as Director of Business 
Development. She will be responsible 
for analyzing trends and identifying new 
avenues of growth for the company and its 
customers. She looks forward to provi-

ding innovative and specialized service to 
customers, as well as product opportuni-
ties that will help them achieve their para-
meters for success. Christine Lawrence 
brings 20 years of experience to her new 
role as Director of Global Supply Chain & 
Procurement after serving as Procurement 
Manager since joining the team in 2012. 
She is a dynamic and results-driven leader 
who will now work towards streamlining 
the company’s supply chain management 
strategies to achieve increased profi ts and 
customer satisfaction.  Samantha Kurow-
ski joined Pipedream in 2016 as a graphic 
designer. She will now fi ll the role of Project 
Coordinator, working directly with Chief 
Design Offi cer Kristian Broms to oversee all 
projects within the design department from 
conception to fruition.  Lori, Christine, and 
Samantha’s promotions come just after in-
dustry vet Miranda Doyle was announced 
as Pipedream’s new Sales Manager. 

Chatsworth, USA – As part of Pipedream’s new structure and vision, the company has emphasi-
zed the importance of fostering strong female leaders as well as promoting from within.

Female leaders thrive 
at Pipedream Products 

N E W S

Manufacturer  announces addit ional  team promotions 
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Wijchen, The Netherlands – Cobeco’s 
Oral Joy gel is a must-have for consu-
mers that want to add a sensual, sweet 
sensation to their oral play. This gentle, 
body-safe formula is perfect for those 
who want to spice up their bedroom 
fun in an affordable, playful and non-in-
timidating way. Simple put a few drops 
of this delicious fl avored gel on each 
other’s erogenous zones and turn them 
into pure sweet spots, literally! Made of 
premium ingredients and packaged in a 
simple, easy to dose pump, it makes a 
tasty addition (and great up-sell item) in 

any adult assortment. The Oral Joy gel 
is available in the varieties Strawberry, 
Tropical and Vanilla – allowing consumers 
to pick a fl avor that matches their desires 
and mood perfectly … The Oral Joy gel 
is just one of the fantastic choices in 
the Cobeco assortment at SCALA. This 
premium drugstore brand prides itself on 
the use of quality, body-safe ingredients; 
whilst its formulas are created to heighten 
intimacy and add extra pleasure to your 
love life. Cobeco offers various collection 
and product groups; meaning there is a 
perfect product for every preference!  

Sweet seduction by Cobeco’s Oral Joy gel
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SYSTEM  
 BOOST

Art. No. 44073Art No 44073

ANWENDUNG: Täglich die Creme auf Brust 
und Dekolleté mit kräf tigen, kreisenden  

Bewegungen einmassieren. Um den gewünschten 
Erfolg rascher zu erzielen, kann die Creme morgens 
und abends angewendet werden.
APPLICATION: Massage the cream daily into breast 
and cleavage area with strong, circling motions. 
To achieve the desired effect faster, the cream 
can be used in the morning and in the evening. 

new
BREAST 

ENLARGEMENT

3D PACKAGING
 PERFECT
 BUSTY
BOOSTERcream
Perfekt aufbauende Creme zur Anregung des Brust-Wachstums mit eineerchstums mit eineerPerfekt aufbauende Perfekt aufbauende 
einzigartigen Wirkstoffkombination. Zur täglichen Anwendung geeignet, ideaalWigen W
kombinierbar mit den Brust-Massage-Übungen. Zur Stabilisierung des Erfolgees
ist eine dauerhafte und tägliche Anwendung empfehlenswert.

A perfect building cream to stimulate breast enlargement with an unique ingrediennt 
combination. Suitable for daily use, perfectly combinable with breast massagge
exercises. To make the effect last, long-term and daily use is recommended.
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The Womanizer Premium has a velvety 
soft silicone surface, the reliable, 

patented Pleasure Air Technology and 
twelve new intensity levels. The fi rst level 
is softer and the highest level is stronger 
than it is on the Womanizer W500 – the 
motor is also extremely quiet as well. 
Another new addition is the Autopilot fun-
ction with its three modes (soft, medium 
and intense) – it varies randomly between 
the stimulation patterns for lots of new 
climaxes. The Premium also has another 
fantastic new function – the “Smart Silen-
ce” function. The Smart Silence function 
means that the Womanizer is ready to 
use but it only starts when it comes into 
contact with the skin. As soon as the Pre-
mium is removed, it automatically turns 
itself off again. A positive side effect of the 
‘silence’ is the longer-lasting battery run 
time because the Womanizer Premium 
is only on when it is actually in use. The 
Womanizer Premium is waterproof (IPX7) 
and is charged via a magnetic USB cable. 
It comes with two stimulation heads, a 
high-quality storage bag, a Magnetic Pin 

Wijchen, The Netherlands - The INYA ran-
ge by NS Novelties is colorful, trendy and 
non-intimidating. The vibrantly colored 
pleasure providers are made of premi-
um materials such as smooth silicone 
and make a great choice for entry-level 
consumers, but are just as suited to more 
advanced players. New in the collection 
– and now ready to order at SCALA – is 
the INYA Play Things set: a collection of 

USB charging cable and an instruction 
manual in eight languages. The Woma-
nizer Premium is available in white with a 
decorative silver strip around the bottom, 
red with a decorative gold strip around 
the bottom and black with a decorative 
gold strip around the bottom. 
The Womanizer Classic is the cheaper 
alternative to the Womanizer Premium. 
The Classic is made out of ABS and is 
also partly covered in soft touch material 
as well. It doesn’t have the Autopilot or 
Smart Silence function but it does have the 
reliable, patented Pleasure Air Technology 
and eight intensity levels. Its sensual, nar-
row design is easy to hold and is therefore 
a perfect companion for moments of 
intimate pleasure. The Womanizer Classic 
is waterproof (IPX7) and is charged via a 
magnetic USB cable. It comes with two 
stimulation heads, a high-quality storage 
bag, a Magnetic Pin USB charging cable 
and an instruction manual in eight langua-
ges. The Womanizer Classic is available in 
purple. Further information can be found 
here: www.womanizer-wholesale.com 

3 designs, perfect for a night of playful 
exploration… The new INYA Play Things 
set includes a realistic 5-inch silicone 
dildo with a strong suction cup base, a 
powerful 5-inch vibrator made of quality 
ABS and a silicone anal plug with a slim, 
tapered 3-inch silhouette. The INYA Play 
Things set is available in a pink and purple 
version, both packaged in a modern, eye-
catching way.   

Flensburg, Germany – The new generation of Womanizer is now available: the Womanizer 
Premium and the Womanizer Classic. They both have an optimised, ergonomic design, 
innovative functions and promotional packaging.

The new generation of Womanizer

Pleasurable Play Things by NS Novelties at SCALA 

N E W S

Avai lable now
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Available now: the Womanizer Premium 
and the Womanizer Classic





Red Stallion is already the leading male 
enhancement supplement of 2018, the 

company says. Within only a few weeks 
of its release, Red Stallion gained the trust 
of its customers through word-of-mouth 
advertising. Now, Red Stallion is one of 
the top-selling brands of the year and it 
shows no signs of letting up! In just under 
6 months, Red Stallion has greatly out-sold 
comparable male enhancement supple-
ments and alone has managed to rise abo-
ve and beyond other manufacturers’ similar 
products and has quickly become one of 
the www.rcc-wholesale.com top sellers. 
No other male specifi c enhancer has been 
picked up so quickly by the adult industry. 
A team of experts was put together to 
understand the challenges that men face 
when trying to choose a suitable solution 
for sexual health issues. By doing so the 
manufacturers of Red Stallion were able 
to develop this superior and one-of-a kind 

Wijchen, The Netherlands – The GJack2 
combines all the premium functions you 
crave in one, ergonomic design. The 
vibrator has a ribbed shaft for intense 
stimulation, whilst the curved handle offers 
maximum control during play. Its power-
ful, yet quiet motor features six vibration 
modes with changeable intensity: from light 
tremors to powerful waves of rumbling fun. 
GJack2 is also odorless, 100% waterpro-
of and comes with a magnetic charger, 
plus travel-lock function. However, it is the 
material that makes the GJack2 truly stand 

product to help combat those challenges, 
making it easier for men to regain lost 
confi dence in the bedroom. RCC takes 
pride in the fact that they are committed 
to developing high-quality male enhance-
ment solutions for men everywhere. Like 
the other products in the RCC family, Red 
Stallion is available in a range of box sizes, 
in a red, eye catching box design and is 
sure to attract customers to return again 
and again.
Red Stallion is designed to work in 5 ext-
reme ways to help men with enhancement 
issues: enhancing performance, dramatic 
increase in libido, longer lasting orgasms, 
rock hard erections and a surge in sex 
stamina. RCC is aware that todays market 
is full of enhancement supplements and 
is so confi dent in the Red Stallion product 
that they are offering a free bonus worth 
200! All you have to do is ring in for a no 
obligation chat with the sales team. 

out from the crowd: Gvibe’s revolutionary 
Bioskin. Bioskin is a smooth, hypoallerge-
nic material that feels just like human skin, 
making the GJack2 experience incredible 
lifelike. Another bonus is that Bioskin warms 
up quickly, meaning it is extra comfortable 
to use.  The GJack2 by Gvibe is also a real 
eye-catcher in any in-store display, as the 
product comes in a trendy packaging that 
instantly makes it feel luxurious and desirab-
le. Also included in the box is a cute storage 
pouch, ideal for keeping the toy safe before 
and after use.   

Belfast, Northern Ireland – This new supplement contains a blend of testosterone-boosting 
ingredients including L-arginine and magnesium, libido enhancer maca, and pro-erectile 
nutrients L-selenomethionine and zinc.

 RCC Wholesale 
launches RED STALLION 

GJack2 ready to order at SCALA

N E W S

For  male sexual  health
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Red Stallion is available in a range of 
box sizes, in a red, eye catching box 
design
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FORIA Awaken heightens tactile 
sensation and pleasure for women, 

while decreasing tension, discomfort and 
dryness. In the coming months Doc John-
son and FORIA will reveal plans for the 
partnership, premium brand campaigns 
and exciting product/channel marketing 
moves. On the topic of Doc Johnson 
sharing a booth with FORIA at ANME, Doc 
Johnson VP of Sales and Marketing Scott 
Watkins said, “We could think of no better 

Atlanta, USA – Luvu Brands, Inc., the 
manufacturer of Liberator Bedroom 
Adventure Gear, announced today a dis-
tribution partnership with Scandinavian 
wholesaler, Sweetdreams ApS.
“Introducing Liberator products to the 
Scandinavian market is exciting,” says Brett 
Richardson, Luvu Brands International Sa-
les Manager “We are certain that Northern 
European customers will be equally thrilled 
about having access to a wider range of 
Liberator products.” Sweetdreams Who-
lesale ApS will serve as a Luvu Brands’ 
distributor in Sweden, Finland, Norway, and 
Denmark and will market a number of core 
Liberator sexual positioning products and 
bedroom accessories which will include the 
best-selling Wedge/Ramp Combo, Esse 
Chaise, and BonBon Sex Toy Mount. “We 

time or place to kick off our partnership.” 
FORIA Director of Communications Kiana 
Reeves added, “We’re also very inspired 
in general to be bringing our line of plant 
based sexual wellness products into the 
adult world. People are more and more 
curious about how to bring cannabis into 
the bedroom – and our products are a 
marriage of all natural plant medicine with 
the excitement factor that the adult world 
brings into so many bedrooms.” 

could not have picked a better partner,” 
says Richardson. “Sweetdreams Wholesale 
ApS is dedicated to providing exceptional 
customer service and this is one of the 
key reasons why we chose them for this 
wholesale partnership.” Sweetdreams 
Wholesale ApS has been marketing and 
selling lingerie and intimate accessories for 
over 23 years. Recently under new owners-
hip, the company’s management team is 
focused on bringing luxury adult brands 
to market with Liberator being one of the 
fi rst such products. Liberator Bedroom Ad-
venture Gear is now selling internationally 
throughout Canada, Europe, China, Austra-
lia and has expanded its brand reach into 
other countries which now includes Japan, 
Taiwan, South Korea, the Philippines, and 
Indonesia. 

North Hollywood, USA - Doc Johnson unveiled its new partnership with FORIA with a sec-
tion at the Doc Johnson booth at the 2018 July ANME Show dedicated to promote FORIA’s 
newest product, FORIA Awaken: a CBD (Cannabidiol)  infused oil that is formulated with 
benefi cial organic plants and herbs known for their unique intimacy enhancing properties.

Doc Johnson partners with FORIA

Luvu Brands strikes distribution 
deal with Scandinavian wholesaler

N E W S

Bringing cannabis  into the bedroom
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In the coming months Doc Johnson 
and FORIA will reveal plans for the 
partnership, brand campaigns and 
product/channel marketing moves
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Joining the affordable, rechargeable 
Charged Collection is: My Secret 

Screaming O Rechargeable Remo-
te-Control Vibrating Plug, Screaming 
O Charged Rub-it! Vibe, Screaming 
O Charged Tri-it! Vibe, Screaming O 
Charged Work-it! Ring and Screaming O 
Reach-it! Vibe. Each product is rechar-
geable, with over 60 minutes of vibration 
from a single charge and 20 Functions of 
rumbling pulsations. Inclusive of a USB 
charge cable all toys are water-proof, 
phthalate and latex free and made from 
lab-tested, body safe true silicone.
Also now in stock are two new Strokers. 
The Screaming O Jackits Throttle Stroker 
which provides the sensation while you 
control the pressure, working together for 
one mind-blowing stroke session. The Scre-
aming O Jackits Stroker Pad have a no-slip 
grip, so the user can maintain fi rm control.

These Strokers are ultra-soft, wa-
ter-proof, phthalate and latex free and 
made of washable, body-safe, SEBS 
material. They are reusable, easy to use 
and clean and one size compftably fi ts 
most.
Last but by no means least is the new 
liquid silicone version of the Screaming O 
RingO Collection – introducing the Scre-
aming O RingO Ritz and RingO Ritz XL. 
Taking attributes from the bestselling ori-
ginal RingO XL, Screaming O has crafted 
the RingO Ritz XL from premium liquid 
silicone, giving it a smooth, soft and silky 
feel. These Cock rings are super stretchy 
yet fi rm and with a 20 % larger size than 
the regular RingO Ritz, the RingO Ritz 
XL offers a more comfortable fi t for those 
who prefer less constriction. Like all other 
products they are phthalate and latex free 
and body-safe. 

Newark, England – Creative Conceptions are taking eight new products from Screaming 
O. As exclusive UK Distributors for the brand, their Screaming O offering is substantial and 
offers stockists a valuable shopping experience. 

Creative Conceptions 
now off ering new Screaming O lines

N E W S

Eight new products avai lable 
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Creative Conceptions is exclusive UK 
distributor for Screaming O

Chatsworth, USA – In an effort to meet 
the demand for products faster and more 
effi ciently, Pipedream has expanded its 
facilities to include new machines that will 
maximize operating hours and increase 
output. In addition to growing facilities, 
Pipedream has also lengthened its 
operating hours to include a second shift 
that will further improve fi ll rates. Pipe-
dream reports to have seen an especially 
increased demand for their King Cock, 
Basix, and Dillio products, which are 
manufactured in-house at the company’s 
Chatsworth headquarters. To meet this 

continuously growing demand, the ope-
rations team incorporated three additio-
nal machines to process more materials 
and fi ll more molds in order to effectively 
expedite production.
“Our new machines have increased our 
capacity by 25 %,” explained Michael 
Siegel, Senior VP of Operations. “We 
are constantly looking for ways to 
better serve our customers and this 
update is one of many that we are 
implementing so that Pipedream can 
continue to meet the incredible demand 
for our products.”  

Pipedream increases manufacturing facilities
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Waterproof

Please use 
waterbased lubricant

Various 
Vibration Modes

Soft Touch

Can be recharged with 
the included USB cable

OptiGasm Technology!
Deep Vibration = Optimized Orgasm
For optimised, long orgasms!
Many motors with high and low frequences  
generate vibrations only in one area.  
The Close2you motor creates very  
deep and strong vibrations which  
spread throughout the body.



To celebrate the occasion, this passion 
will be boxed in for a short time. LE-

LO’s limited edition 15th Anniversary Col-
lection is a box that will be available from 
20th of June. This unique line contains a 
dozen elegant pleasure objects.
This luxury limited edition Anniversary 
Collection epitomizes all that LELO has 
brought to the pleasure industry in a nuts-
hell – a new level of luxury to products of 
this kind, sparking curiosity and/or desire 
with customers. But don’t be fooled into 
thinking that these items are just pretty 
additions to your bedroom. LELO’s design 

extends from the beautiful exterior to the 
smart engineering inside, making the li-
mited edition Anniversary Collection its 
crowning achievement: an exclusive cele-
bration of everything the brand stands for, 
its history, and a pledge for the future full 
of innovation. Embellished with a LELO 
pattern on the handle, 100% body-safe 
silicone and available in both black zinc 
and pink with 18K rose gold, these 12 
limited-edition pleasure objects retails for 
2.000$ – the black collection, only 800 
pieces available, and 10.000$ – the pink 
collection, only 200 pieces available. 

Stockholm, Sweden – For over a decade now, LELO has grown on the back of its heritage of 
quality, luxury, and pleasure. Today the company sees itself as a living, breathing anthology 
for some of the most passionate toys in the world. 

LELO releases 
15th Anniversary Collection

N E W S

Limited edit ion 

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

LELO’s limited edition 15th Anniversary 
Collection is a box that is available 
since 20th of June

Hauppauge, USA – The ‚wrap artists‘ at 
Male Power have done it again. The com-
pany recently introduced new and impro-
ved packaging for its product line. When 
it comes to retail sales, fi rst impressions 
mean everything. The new Male Power 
boxes have great visual appeal, and are 
designed to stand out on display racks. 
Lighter and brighter graphics are contem-
porary and upscale, appealing directly to 
the tastes of the modern customer. Male 
Power’s logo is prominently displayed 
across the chest of the cover model, dra-
wing immediate attention to the garment 
and exploiting the prestige of the brand.  
But there’s more to meet the eye than just 

a catchy cover. The back is bursting with 
dynamic visuals and helpful information. 
Male Power uses a plethora of fabrics 
and patterns to create their undergar-
ments, and a specially designed ‚window‘ 
accurately details the color and texture of 
the garment inside. Rear views of the item 
and other styles in the same collection are 
also illustrated and described. The boxes 
come in a variety of depths, to better ac-
commodate different products and allow 
for greater space effi ciency and lower 
freight costs for Male Power customers. 
That makes them pretty and practical. 
When it comes to packaging, Male Power 
has it covered! 

New packaging from Male Power 

The new Male Power boxes have great 
visual appeal, and are designed to 
stand out on display racks
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NEU
Thrusting Rabbit 

Vibrator  
with Rotation 

0590916 0000

Rabbit Vibrator  
with Wave Motion 
 0590924 0000

Massager 
 0585203 0000

Wand Massager 
 0585246 0000

G-Spot Massager 
 0585238 0000

2-armed Massager 
 0585211 0000

Vibrator  
with a Clitoral Stimulator 

 0585220 0000

Soft Touch Silikon

Rechargeable

2 Motors

EXTREMELY  

       ADDICTIVE



Oxford, USA - Relevium Labs is excited 
to announce the pleasure industry debut 
of the company’s fl agship product, the 
FDA-approved Yarlap pelvic fl oor exercise 
system with AutoKegel Technology. Yarlap 
is an innovative, sex-tech take on the Ke-
gel-exerciser using electro stimulation. Yar-
lap with AutoKegel technology sends out 
gentle electrical pulses that stimulates the 
pelvic fl oor muscles to contract, eliminating 
the need for the old squeeze-and-relax 
routine. Yarlap with AutoKegel Technology 
does the whole pelvic fl oor workout for you 
– from work-out to post training massage 
for control to contract and relax.
“The ability to contract and relax on 
command are the keys to improved sexual 
performance and sexual expression,” says 
MaryEllen Reider, Director of Marketing at 
Relevium Labs. “AutoKegel Technology 
enable our users to multitask while doing 
their daily Kegel workout. We wanted to 
make sure that the Kegels were something 
effortless, because the rewards from 
good pelvic fl oor tome can be amazing 
for women of all ages and sizes and that’s 

available through Yarlap’s AI Technology.”
Insert Yarlap’s small, round shaft coated 
with 2 smooth stainless steel plates into 
your vagina. Then turn on the user-friendly 
remote control battery pack to cycle select 
from the 6 unique, electro-exercise pro-
grams available to you. Originally created 
for the medical fi eld to help cure female in-
continence, the Yarlap system consistently 
produced another result that had users 
raving: more intensely pleasurable sexual 
performance with less muscle strain. The 
company has since developed a new mar-
keting mission to bring this undeniably suc-
cessful product to the pleasure industry.
“Kegels are the frontline of treatment 
from physicians [for pelvic fl oor issues], 
but most women are unable to do them 
correctly,” explains Reider. “Together, we 
had the ability to give women a proactive 
solution to the primary recommendation 
that physicians make for pelvic fl oor he-
alth. It not only helped them fi t treatment 
into their lifestyle, but it gives results that 
are clinically expected and a pleasant 
surprise to the patient.” 

Yarlap Pelvic Floor Exerciser 
promises eff ortless, eff ective Kegels

N E W S
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Yarlap is an innovative, sex-tech take 
on the Kegel-exerciser using electro 
stimulation

“Marquis De Sade has shocked for 
generations, was sentenced to 

death, his books were censored, artists, 
authors as well as psychologists have 
dealt with his work. De Sade writings 
became the symbol of the forbidden 
worldwide – perversion personifi ed,” the 
publishing house said in a press release.
The Marquis De Sade’s writings have 

since experienced a great deal: they 
have been forbidden, burnt, banned, 
censored, and interpreted by notab-
le psychologists and writers. Goliath 
Books thinks that in the age of Porn-
hub, however, De Sade’s scandalous 
writings are far below the arousal 
threshold that their image would lead 
us to assume. 

Frankfurt, Germany - Goliath Books presents a unique text-free collection of all erotic illust-
rations of De Sade’s works, published as a beautiful hardcover book.

Goliath Books presents collection 
of “Marquis De Sade” illustrations
Over 100 pictures
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This sex machine is designed using 
precision engineering and delivers over 

1200 rpm of ultra powerful vibrations that 
target the sweet spots just where it counts. 
The Cowgirl combines comfort with kink 
and the handles are durable and easy to 
grip for effortless transportation. The silicone 
base makes it slip resistant and keeps the 
sex machine from scratching, keeping it in 
tip top condition. The Cowgirl comes with 
two attachments – the Rawhide, a textured 
silicone attachment for bumping, grinding 
and external stimulation and the Wild West 
– an attachment with an insertable form. 
This toy also comes with spring and plastic 
stems that transform the Wild West attach-

ment into a fully rotational product. The 
Cowgirl comes with a multi-function LED 
remote control that gives users complete 
control over their pleasure. It has a 3m long 
cord – but users can also switch to cordless 
control when they use their specially desi-
gned Cowgirl smartphone app. Users can 
connect to a partner’s phone or play with 
their partner remotely – the long distance 
remote connection adds plenty of play 
potential for the kinkiest Cowgirl experience. 
The Cowgirl invites users to take a seat for 
their sexiest solo session yet. It’s a luxury 
product that takes play to new heights 
as users explore a range of vibration and 
rotation settings. 

Ringwood, England – ABS is excited to offer the brand new Cowgirl Premium Sex Machine. 
The Cowgirl is the most stylish ride in town – it’s made from premium materials and has a 
handcrafted saddle style seat that puts people in the mood for a raunchy rodeo right in the 
comfort of their home.

‘The Cowgirl’ now available at ABS
Premium Sex Machine 

The Cowgirl is made from premium 
materials and has a handcrafted saddle 
style seat 

Hanover, Germany – JOYDIVISION has 
had a content-rich product-video created 
so that retailers can optimally present the 
highly effective product clean’n’safe online. 
The video highlights the unique USPs of the 
product and underlines the high quality of 
the Toycleaner. The video gives consumers 
confi dence in choosing the right product! 
The formula of clean’n’safe offers scien-
tifi cally proven, highly effective protection 
against HIV, hepatitis, herpes and chlamydia 
with specially formulated ingredients. Despi-
te the mild formula and without alcohol, the 

original clean’n’safe ensures hygienic safety 
and care. After only 60 seconds, clean’n’sa-
fe disinfects and protects even sensitive 
surfaces. clean’n’safe leaves no visible 
residues, is quickly effective and still very 
pleasant in odour. clean’n’safe is therefore 
perfectly suited for fast, simple and effective 
express cleaning.  At www.joydivision.de/
download the dealers fi nd the video and 
besides still webbanners, digital Flyer, expla-
natory texts and extensive pictorial material. 
The constantly updated content ensures an 
optimal presentation in online shops. 

JOYDIVISION releases 
a product video for clean’n’safe Toycleaner

The video highlights the unique USPs 
of the product 
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Can be controlled with the button on the toy or via remote controlSoft Touch SiliconeVarious vibration modes Can be recharged with the included USB cable

1. Vibrating Love Ball 
Berry  0589357 0000  
Black 0589349 0000

2. Vibrating Love Balls 
Berry  0589373 0000  
Black 0589365 0000 

3. Anal Beads 
Blue  0525596 0000  
Black  0525588 0000

4. Vibrator 
Berry  0589330 0000  
Black  0589322 0000 

5. Vibrating Cock Ring 
Blue  0589411 0000  
Black 0589403 0000 

6. Mini Vibrator 
Berry  0589390 0000  
Black  0589381 0000

1. 2. 3. 5.

6.

4.

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



We start the season by presenting a lot of „top acts“ in the line up of Vibratissimo  
at the EROFAME ’18 GLOBAL TRADE CONVENTION – HANNOVER

WE  ILL
ROCK
YOU

WWe start the seeason by presenting a lot of „top acts“ in the line up of Vibratissimo 
at the ERROFO AME ’18 GLOBAL TRADE CONVENTION – HANNOVER
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The SHOTS team spared neither cost nor expense to make sure the visitors of the Sales 
Week, the Meet & Greet, and the SHOTS Party had a wonderful time. At the Sales Week, they 
presented a mix of big, renowned third-party brands and the exciting SHOTS private brands, 
a smorgasbord of quality products, made all the sweeter by the great number of special 
offers and discounts – and let’s not forget the many new products, covering a wide range of 
categories, that had their big debut at the event. While the focus of SHOTS’ Sales Week is 
on business, the social emphasis of the Meet & Greet offers a nice counterweight. The event, 
hosted in the garden of Ellinda and Oscar Heijnen’s home, is all about mingling, conversa-
tions, and better getting to know the other trade and industry member. To add a special touch 
this year, there was a black tie dress code. The beautiful atmosphere under the open sky was 
topped off by live music courtesy of the band ‚The Juke Box Boys and Samantha Steenwijk‘, 
and of course, nobody had to go thirsty or hungry. Things got a little louder and more informal 
at the SHOTS Party on Friday. Like in previous years, the SHOTS pavilion was set up on Sint 
Annastraat in the centre of Nijmegen, right by the home stretch of the Nijmegen Four Day 
Marches. The unique atmosphere of the event quickly enraptured the guests of the SHOTS 
Party, and there was lots of singing and dancing as several musical acts took the stage. The 
‚Feestteam‘ has already become a fi xture of the SHOTS Party at this point, and there were 
also performances by singer Jordy van den Boer and Dutch rapper ‚Lange Frans‘ whose ver-
bal acrobatics impressed the crowd. This year’s SHOTS Party even set a new record, as the 
guests donated the sum of 21,150 euro for the SHOTS Charity Foundation which will put this 
money to good use supporting a number of charitable organisations.

All good things come in threes 
SH OTS  Sa le s  Week ,  Meet  &  G ree t  &  S HOTS  Pa r t y  2018  exclusive
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Dutch verbal acrobat 
'Lange Frans‘  

Matthias Poehl 
(EAN), Randy Withers 
(Swiss Navy), Ran-
dolph Heil (EAN)

What would the 
SHOTS Party be 
without them: Frank 
and Stan from 'Het 
Feestteam‘ 

The Via Gladiola: the home stretch of the Nijmegen 
Marches and the location of the SHOTS Party 

Briana Honz Watkins (Pipedream), Oscar Heijnen, Joost 
Hensen, and Brad Taylor (SHOTS) at the Meet & Greet 

As usual, the guests had a great 
time at the SHOTS Party

A perfect fit for the black tie Meet & Greet: 
The Juke Box Boys 
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Mark Lawrence and 
Nigel Glenn (FETCH)

Aurélie Curt (X‘Treme Center) mit 
Michel de Kroes (SHOTS) 

Brad Taylor (SHOTS) in duet 
with Jordy van den Boer 

At the Sales Week: Brad Taylor (SHOTS), Kerri Middleton 
(Bathmate), and Adam Durack (Clonezone) 

The Meet & Greet on the evening before the SHOTS Party 

Big crowd on the dancefloor – the music 
acts really fired up the guests



Intimacy
Knows
No
Distance.

KIIROO’s revolutionary toys
let you Feel your Lover 
from Anywhere in the World.

Discover More at www.Kiiroo.com



Great party atmosphere

Eric Idema (EDC Wholesale), Joost Bouten (SHOTS), 
and Pierre Barendrengt had a great time
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Jordy van den Boer 
in action

The hosts: Ellinda and Oscar Heijnen

The catering team worked tirelessly to 
make sure nobody went hungry or thirsty
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New products, trends, networ-
king … those were the main 
pillars of this year’s edition of 
ANME Show, which took place 
in Burbank, California, on July 
15 to 17. The who is who of the 
American adult industry – pro-
ducers, distributors, wholesa-
lers, and retailers – gathered 
to see the latest innovations 
and product lines and discuss 
the dominating trends in the 
market. Many of the products 
that were presented by the 
producers and distributors at 
ANME will also fi nd their way 
to European shows soon, for 
instance eroFame in October.  
The following photos, shot 
by Farley Magadia, provide 
an interesting overview of the 
trade show.

Impressions from ANME Show in July 2018
The  s ucce s s  s to r y  o f  th e  Amer i c a n  t r a de  sh ow  c on t in ues  exclusive

The ANME cocktail party Huda Lutz (eroFame), Lori Scott (Pipedream) 
and Sharon Lakomy (eroFame)

Dolls are undoubtedly one of the year’s most popular product categories
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Sham Galoria and Jane Levy (Rocks-Off) 
had a great time at the show

Shunga brought many interesting new 
products to ANME

Sportsheets celebrated their 25-year anniversary Ruben Deitz (SHOTS America)

The Pipedream 'Dream Team‘ – in front, 
Pipedream’s new CEO Matthew Matsudaira

The Bathmate crew: Tim Brown, Vadim Days, 
Danny Knecht and Kerri Middleton

'Mr. Electrostimulation‘ Christoph Hofmann (Mystim) 

'California Dreaming‘ á la CalExotics

Lennard Honebecke presented EDC Wholesale’s 
private brands Sway, FPPR and Boners
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April Lampert (Hot Octopuss) 
holding Queen Bee

The Doc Johnson team

Long-standing British brand Nexus was also present at 
ANME – here: Monique Carty and Chloe Pearce 

pjur group had restructured their North American 
activities shortly before this year’s ANME Show

Casey Doyle with Richie and Jane 
Bowles (Creative Conceptions)

At the ANME Cocktail Party: Micheal Guilfoyle (XR Brands) 
with Andre Visser and Lennard Honebecke (EDC Wholesale)

All about the Rabbit: Sabrina Earnshaw 
and Jade Bawa (Lovehoney)

Two (We-Vibe and Womanizer) become one
(WOW Tech Group) – here: Frank Ferrari and Simon Smith



Tomatenmarkt 1  |  1681 PH Zwaagdijk  |  The Netherlands  |  T. +31 (0)228 82 00 00  |  info@eropartner.com  |  www.eropartner.com
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Yes, there are toys made of wood, toys 
made of glass, toys made of metal, toys 

made from other materials, but the majority 
of sex toys are plastic or silicone. Some of 
the very same characteristics that make 
these materials perfect for intimate products 
also have significant drawbacks if you factor 
in the ecological aspect as it takes centuries 
for silicone and plastic to decompose. 
Theoretically, it is possible to recycle dildos 
and vibrators – which are electronic scrap at 
the end of the day – but it is safe to say that 
most people probably toss their sex toys in 
with their household waste.
So, every year, the adult industry is churning 
out tons of plastic and silicone products that 
will not degrade for hundreds of years. Of 
course, one could argue that this industry is 
not the main culprit, that others are produ-
cing much, much more of these problematic 
materials, and that they also create much 
more packaging waste. And while that is 
definitely true, it does not absolve our 
industry from the obligation of finding ways to 
foster responsibility and sustainability.
Obviously, the industry will continue to be 
reliant on ABS, silicones, etc. for the 
foreseeable future. But there are several 
aspects that can already be improved today, 
aspects that will also help to satisfy 
eco-conscious consumers. For instance, the 
shelf-life of the products. As long as dildos 
and vibrators work, there is no reason to 
throw them away. Premium producers 
definitely have an advantage in this respect. 
Also, producers could stop using plastic 

elements in the packaging of their products 
altogether. Many toys are already sold in fully 
recyclable cardboard boxes, and their 
success proves that this type of presentation 
does not make them less appealing in the 
stores.
In the long run, the adult industry will have no 
choice but to take responsibly for what 
happens with sex toys after they are no 
longer used in the bedrooms of the world. 
This could mean the introduction of new, 
degradable materials, or it could mean more 
meticulous recycling and waste avoidance. 
The first signs of this are already visible 
today. For instance, German adult retailers 
with more than 400m² of sales space are 
obligated to take back electronic scrap – for 
instance vibrators. I don’t know how many 
sex toy owners make use of this service, but 
retailers could set a good example by being 
proactive and offering to take care of the 
recycling of old toys for their customers.

According to estimates, there 
are more than 100 million tons of 
plastic waste drifting around in 
the world’s oceans – and it is 
getting more by the minute. In 
the EU alone, 26 million tons of 
plastic are disposed, and merely 
a third of that is being recycled. 
In response to this data, the EU 
Commission has decided to take 
decisive steps in order to tackle 
this serious problem: Disposable 
tableware, drinking straws, 
cotton swabs, etc. are to be 
banned from store shelves. Of 
course, this does not directly 
affect our industry, but if you 
look around in the adult market, 
you will notice that most of the 
products are also made from 
plastic and silicone. The reasons 
for this are quite obvious, and 
only a small fraction of these 
products are disposables, but 
still, the question is warranted: 
Does the adult market have a 
sustainability problem?

Yes

 Matthias Poehl, editor in chief
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An ocean full of vibrators
Doe s  the  i ndus t r y  n eed  to  put  g rea te r  emph a s i s  on  sus ta in a b i l i t y?  exclusive
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 Randolph Heil, 
editor

This is undoubtedly a topical question, and one 
that will continue to be discussed for a long 

time as we try to deal with this problem and other, 
similar issues. It would be naïve to think that this 
situation doesn‘t affect the adult market because 
our industry is too small or because it is not at the 
centre of the lawmakers’ attention. We still have to 
do our part to solve this problem, and I am sure 
that every market player is aware of their responsi-
bility and ready to take the necessary steps. At the 
end of the day, the consumers determine the road 
we take, and even now, there are changes in 
consumer behaviour that indicate a clear trend 
toward sustainable production, organic/natural 
ingredients and materials, and a more deliberate 
approach to consumption in general. It is no 
coincidence that the number of people who 
choose vegetarian or vegan lifestyles continues to 
grow. This mindset has also come to play a more 
important role in the adult market. Already now, 
consumers are much more demanding than they 
were a few years ago, and expectations regarding 
intimate products are only going to grow more as 
time goes on. Luckily, the adult industry has proven 
quick to adapt, offering more and more products 
that combine sustainability, organic ingredients and 
materials, and a dedication to fair trade. An 
example: At last year’s eroFame, HOT presented 
lubricant tubes made from sugar cane, and to top 
things off, the product displays for these lubricants 
were made from environment-friendly cardboard. 
The adult market knows how to adjust to new 
trends, new developments, and changes in 
consumer behaviour. When softening agents 
started to become the topic of public discussion, it 
didn’t take long before these substances disappe-

ared from sex toy production. Today, 
you will find no self-respecting 
vibrator brand whose products 
include potentially harmful plastici-
sers. As always, the consumers are 
the driving force behind such 
developments. After all, how could 
you justify to them that they are 
exposed to dangerous substances 
when there is another way to go? 
The same principle applies to the 
incorporation of modern technolo-
gies in sex toys. This is the 21st 
century, and you can access the entire wealth of 
human knowledge from your smartphone – so why 
wouldn’t you be able to control your vibrator via 
app? The consumers dictate the course that the 
industry takes. And – without wanting to heap too 
much premature praise on our industry - as long as 
the adult market remains flexible and adaptive, we 
are more than ready for the coming of the new 
‚green‘ age.                

No

69
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The 9th eroFame is just a few short months away. Behind the scenes, the organisers are busy at work, and so 
are the companies that will present their new products at the show. After all, the trade convention has proven 
a great platform if you want to turn heads and create interest in your products. Our little EAN survey serves as 
a foretaste of what’s to come as we ask the exhibitors about their plans for eroFame 2018.

It’s the biggest show in our industry and the 
best way to meet our distributors and retailers

e r oFam e  20 18 :  Th e  exh ib i to r s  p resen t  th e i r  p l a n s  –  pa r t  1 exclusive
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I N T E R V I E W

 1.  What were the decisive factors for you to exhibit at 
 this years eroFame trade show?

2. Which highlight should no eroFame visitor miss at your booth?

3. What expectations does your company have for eroFame 2018?

4.  Which trends do you think will be defi ning the show this year?

The questions

?
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Maroussia Symchowicz
Lovely Planet  
1) Lovely Planet was one of the original companies 
that was exhibiting at the very first edition of 
eroFame in 2010. For 8 years now, eroFame has 
become a do-not-miss event where we can meet 
our clients, present our novelties, and have a 
concrete overview of today’s market. 
2) Strap on Me, ManWand along with Dorcel’s many 
novelties. 
3) Open new markets and strengthen existing 
partnerships.
4) Liquid Silicone and products for couples. 

Lieske Fieblinger 
FUN FACTORY
1) Everybody goes to eroFame – we are looking 
forward to meeting our customers and business 
partners from all over the world.
2) Our entire Pulsator II line, a varied mix of new 
products and top-sellers, and of course, the FF 
team will also be there.
3) We are looking forward to present our products 
to existing and potential new customers.
4) Couples’ toys are a big trend and things such as 
new motors and new forms of stimulation will make 
sure they continue to be a big trend. Defining this 
category is going to be very important.

Anna
Me Seduce
1) The eroFame trade show is the biggest event in 
the erotic industry, at least in Europe. It is not the 
first time we are exhibiting at eroFame, so the level 
of service along with the general atmosphere and 
spirit of the trade are well-known to us, and they are 
the main reason for us to come back. A lot of big 
names from the erotic industry will be there so we 
want to be there as well. 
2) We are still working on the newest collections 
we are going to show at the event. For a few years 
now, we have been walking on the path that leads 
us to the hottest and spiciest corners of this 
industry. We might even come close to the BDSM 
style. We don‘t want to reveal everything, but it will 
definitely be worth dropping by and seeing us at 
our booth.
3) Of course, our main goal is to be seen by new 
clients and to create new business connections. We 
also want to personally meet our friends and the 

customers we are working with the whole year. At 
the same time, we would like to see the newest 
trends and the paths chosen by our competitors. 
We just want to get up to date. 
4) As for lingerie, which is the category we are 
obviously most interested in, we think creators will 
move towards more kinky styles. Black leather 
along with silver metal rings and chains – we think 
this is the way. This year’s lingerie lines will be 
closer to BDSM style and what one might call 
playful.

Gabriele Maus
CPR GmbH 
1)The show plays an important role in maintaining a 
good business relationship with our customers, and 
it is a great opportunity to present new products 
and concepts.
2) Being a condom producer, it is difficult for us to 
point out an individual highlight. We have three 
great brands – SICO-SIZE, MEIN KONDOM (fair/
vegan), and CRAZY MONKEY – which are all 
becoming more important for us and for the 
market. In addition to that, there are BEPPY 
tampons which we have been distributing in 
Germany and Austria since June 2018.
3) We hope it will be a great show for us and for our 
customers, also, we want to unlock additional 
growth potential.
4) Apart from innovation, sustainability will be a big 
topic – also in the adult industry.

Givano Cheong 
RGC Tradingy 
1) We want to be a popular brand in the EU. 
2) The most insane sex machine. High quality joy at 
a competitive price!
3) To find new customers, promote our brand, and 
open up new markets.
4) VR items and robotic sex dolls.
 
Jayson Zeng 
Odeco 
1) Show the new product and technology of Odeco 
factory, learn about the trends of sex toy business, 
meet customers new and old.
2) New products.
3) Getting to know the latest trends in the sex toys 
business, winning new customers. 
4) New materials and new technologies.  



+31 (0) 115 566 322
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Nathalie Vernin
NEO Cosmetique  
1) EXSENS has been present at the show for many 
years now. It is always a pleasure to meet our 
partners and friends, discuss new trends, etc ... 
2) We will launch 3 new products at the show, one 
of them an all-new innovation of our R&D depart-
ment: EXSENS COCO SHEA OIL (COSMOS 
ORGANIC Certified, EXSENS UNDER THE 
INFLUENTE (Body mist), and EXSENS ANGEL‘S 
DREAM (Body mist).
3) As always, a pleasant atmosphere, professional 
negotiations, and simply sharing a moment with 
people we appreciate!
4) If we are talking about cosmetics, definitely more 
organic certified products

Christoph Hofmann
Mystim
1) eroFame has evolved into one of the most 
relevant b2b trade shows for the erotic industry in 
Europe, therefore, we always mark that day in our 
calendar. We feel it is important to present Mystim 
– and our new products, of which there are quite a 
few this year – to a wide and varied audience of 
trade members, and eroFame is the right event for 
that.
2) As mentioned above, we have lots of new 
products coming up. For instance, there is our 
Cluster Buster, a revolutionary electronic stimulator 
that enables the user to control an unlimited 
number of e-stim toys. We will also present new 
POS design tools that apply to posters, shelf 
systems, even sales displays. Moreover, we are 
looking forward to seeing how people respond to 

the new products we haven’t unveiled yet. eroFame 
will be the first time anybody gets to see them, so I 
can’t tell you anything about them right now. Just 
this: While we focused primarily on a female 
audience with our e-stim vibrators in recent years, 
we are going to present some exciting new options 
for male e-stim fans.
3) We expect lots of productive conversations 
with interested trade members, and we are 
confident that we will widen existing business 
relationships. And again, we are really looking 
forward to hearing people’s feedback regarding 
our new products.
4) That’s easy: electronic stimulation by Mystim, of 
course.

Valeria Opanasyk
Gvibe 
1) eroFame is a channel for us to source new 
customers.
2) We are going to introduce Gbulb – the most 
innovative and funny adult toy of 2018. No eroFame 
visitor should miss it.
3) The world changes so fast nowadays and that is 
the reason why we don‘t have any extraordinary 
expectations. 
4) We expect people spend money on high-quality 
products rather than cheap Chinese stuff. 

Jane Bowles
Creative Conceptions
1) The success of last year’s show and the quality of 
visitors was the decisive factor in our choosing to 
exhibit again at eroFame. In addition, with the 
absence of the ETO Show this year, eroFame 
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provides us with an opportunity to showcase new 
products and brands to our UK customers as well 
as our European friends.
2) Skins Sexual Health are launching a particularly 
exciting 100 % Natural Delay range with unique 
enhancers to help maintain erections while 
prolonging pleasure. In addition, we are pleased 
to be showing the new Cosmopolitan branded 
range of toys and lubricants at our booth in 
October. Through our distribution of Durex, we 
have experienced the power of mainstream 
brands to drive new footfall for our customers. 
Cosmopolitan’s young and sexually active 
audience opens up a whole new potential market 
who can all become regular purchasers. We will 
be on Booth No. 128–131.
3) Our hopes are that eroFame continues to attract 
the high calibre of buyers we’ve seen in previous 
years so that we can achieve our business 
objectives whilst we are there. We are also 
expecting a few late nights and some great times 
with good friends! 
4) Science based natural consumables such as our 
own 100 % Natural Powerect Delay gel and spray.  
Clitoral stimulation products that suck and blow. 
Remote-control toys like the Lovehoney Uprize and 
remote-control wearables such as the Screaming O 
Panty Vibe. 

Eric Böttcher 
MYBOT GmbH & Co. KG
1) In terms of size and visitor numbers, there is no 
comparable events in Europe.
2) Live presentation of our Latex Cubes.
3) Establishing interesting contacts, getting into the 
b2b business. Also, we expect great visitor quality 
– decision makers, no consumers.
4) Suction vibrators, neoprene, dolls

Hauke Christiansen
ORION Wholesale   
1) ORION sets great store by personal customer 
contact, and eroFame – the leading b2b show in the 
world – is the perfect platform for that.
2) The world premiere of our brand-new male label, 
our Advent calendar, a new private label concept, 
etc. The list goes on.
3) We expect to leave eroFame with an overflowing 
appointment book. Also: interesting conversations 
and new contacts.
4) Producers will probably continue to go for clean, 
classy packaging that wouldn’t look out of place in a 
drug store or supermarket. Personally, I think it’s 
okay if intimate products look sexy. So, at ORION, 
you get both options.

B Swish 
B Swish 
1) eroFame is extremely important to all of us at B 
Swish. It is an event on our calendar that the entire 
team looks forward to each year. We have been a 
part of eroFame since the beginning in 2010, and it 
has become a tradition. This trade show is a great 
opportunity for us to meet our peers in the industry 
and become better acquainted with our clients while 
making new connections. 
2) At this year’s eroFame, we will be displaying all 4 
B Swish lines: Basic, Classic, Deluxe & Premium. 
We will also present new releases and product 
design updates.
3) As is the case every year, we look forward to 
eroFame bringing us together with our existing 
international customers in a fun and vibrant 
atmosphere. It is always great to see new and 
familiar faces in one place.  This atmosphere 
allows us to meet and talk with potential custo-
mers and show that B Swish is affordable luxury 
at its best.
4) Come by booth 45 and you will be pleasantly 
surprised with the latest developments in B Swish’s 
ever-growing collection of products.
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Ryan Morlen
Pasante Healthcare
1) It gives Pasante the opportunity to not only meet 
with our existing customer base but also to develop 
new relationships with customers and other 
suppliers. Being part of Karex, the world’s largest 
condom manufacturer, Pasante now have more to 
offer than ever at the show.
2) The opportunity to develop their own range of 
condoms and lubricants under their own brand 
name.
3) To build on the relationships that were developed 
last year and to find more business through visitors 
of the show and other distributions company that 
have their own stands.
4) New innovative condom variants and packaging. 

Sue Walsh
Rocks Off 
1) Rocks Off see eroFame as one of the main 
gateways to the European market and of course our 
distributors and customer base. We have excellent 
relationships and this show gives us important one 
to one time to present ourselves and our current 
and new ranges. 
2) We are launching a number of new products 
and ranges for the show some brand new female 

re-chargeable products which are very powerful, 
beautifully designed but will be available at a price 
we believe will set them apart. We also have 
another range which is very different in presentati-
on, design, finishes and packaging which is 
absolutely amazing and very much on trend.  Our 
Art Director and the development team have really 
used their skills to the full on this. There will also be 
some additions to the very popular Manex range. 
So, lots to see! 
3) We always have a great experience at eroFame 
but as always were are more than happy when we 
take on new customers and we expect that 2018 will 
be equally profitable for us. 
4) The trade magazines really show the diverse 
product types we now have in the market however 
for Rocks Off we will be concentrating on what we 
do best which is  delivering great products, designs, 
quality  and something that’s just a little different 
and that we absolutely guarantee! 

Ashton Egner 
KIIROO
1) These last few years, KIIROO joined Fleshlight, 
our most valued partner, at their beautiful booth. 
Although Fleshlight is still our valued partner, we 
have decided to present our products at our own 





 w w w . e a n - o n l i n e . c o m  •  0 8 / 2 0 1 880

F E A T U R E

booth come eroFame 2018. This will allow us to 
spend more valuable time with customers and also 
give us more opportunity to showcase our new 
products to attendees.
2) When you visit the KIIROO booth, you will get to 
experience immersive VR along with our unique 
interactive products and new releases! We will be 
showcasing new vibration technology, devices with 
illuminating LED lights, and more.
3) Our main focus will be on displaying and 
explaining our interactive products to the retailers 
(wholesale) since we already have a wide range of 
distribution partners. As our products have 
advanced technology within them, it is vital that 
we show (potential) wholesale partners all of the 
unique functionalities that each device has to 
offer.
4) Interactivity and the connection to VR content.
 
Trudy Pijnacker
Leg Avenue Europe
1) This year’s eroFame is a great platform for us to 
launch our new Fall Holiday lingerie and hosiery 
collection, and to ensure that our clients are 
up-to-date when the season starts. At eroFame 
we connect mostly with our own clients but are 
also able to showcase to new interesting 
prospects.
2) Feel, see, and experience our new collection at 
our booth this year. For the holiday season, Leg 
Avenue has designed a festive foot and leg wear 
collection. Leg Avenue’s designers have added a 
sweet little surprise by adding new lingerie styles. 
The Kimono, a sexy bedroom classic, has been 
reinvented by our creative department.
3) We hope eroFame 2018, will provide a good 
meeting ground for us, the sales team, and our 
clients. Surrounded by our newest creations, we 
want to inspire clients for the upcoming season, 
and our team can make personal recommenda-
tions and take orders on the spot. Also, we expect 
to get feedback on our new collection and on 
trends and expectations.
4) Combining lurex, rhinestones, and pearls, this 
collection oozes sexy luxury. Lurex is featured not 
only in the classic silver and gold, but also shows 
new metallic hues like rose gold, bronze, and a 
bold blue metal in our hosiery styles. Diamond 
nettings are showcased in hosiery as well as in 
lingerie in several sizes and colours, with or 
without sparkly rhinestones and elegant pearls. 
The kimono is seen as a streetstyle or bedroom 

trend, either in satin and delicate eye lash lace, or 
transparent in full length to show off those 
feminine curves – these styles are bound to be 
this season’s success.

Johanna Kerschbaumer
Amorelie  
1) We first presented our products to the industry 
last year, and it was a great success, so, this year, 
we want to pick up where we left off, making our 
brands accessible to even more trade members. 
eroFame is the perfect platform to establish direct 
contact with the customers and to share thoughts 
with the other exhibitors.
2) We offer a great and diverse range of products 
that meet the highest quality standards across all 
price segments – the modern design of the Amorelie 
brands meets the growing expectations of all 
customer groups. Apart from the individual 
products, we are also going to present exciting 
product sets within these brands, and there will be 
new additions to our lifestyle range, from a 
pheromone perfume to a book – there’s a whole lot 
to discover.
3) We look forward to fruitful, direct conversations 
with our customers. Moreover, we want to win 
over new partners and maybe set up new 
collaborations.
4) We think that toys offering app features and 
virtual reality experiences will come to play a much 
bigger role in the market. 

Jo Walda
TENGA
1) As a long-time participant at eroFame, we believe 
that there is enormous value in being able to meet 
with long-time customers as well as new faces – 
especially those we don’t normally meet during the 
year. The face-time we get at eroFame really is 
invaluable. Also, it gives us a great opportunity to 
show off recent and upcoming innovations from the 
TENGA lab!
2) We will be showing off three new products this 
year, which participants will be able to see „in 
action“! One of them will have been released by the 
time this comes out – the TENGA FLIP EV BLACK, 
the sister product to our top-of-the-range vibrating 
masturbator – but the other two are new concept 
items that we will be unveiling for the first time 
outside of Japan at eroFame (sorry, no names yet!)!
3) We‘re looking forward to a lively show with the 
same great atmosphere we have come to expect 
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from previous years. Also, (although I don‘t want to 
tempt fate to say that we‘re „expecting“, but) we‘re 
hoping for a lot of buzz around the new products we 
will be showcasing this year – we have some really 
new concepts this year, and we‘re excited to show 
them to all eroFamers!
4) We think it will be interesting to see how other 
companies have incorporated new technology into 
their products as this seems to be an unstoppable 
trend in our industry. Apart from that, one of the 
next frontiers for the adult industry in general will be 
how companies tackle the challenge of increasing 
their consumer base and reach new demographics 
(such as increasingly diversified younger consu-
mers). That is something we believe will be a strong 
focus this year.

Susanna
ML Creation  
1) Our unique product design, high quality, and 
value unit price during our brand promotion period. 
We believe more trade customers can make money 
with our products and more consumers will love and 
enjoy our products.
2) Product design and packaging design.
3) Let more customers love and buy our products.
4) Unique design and practical functions.

Lavi Yedid
NS Novelties 
1) It‘s the only show in Europe.
2) Our products, especially the Firefly, Elements, 
Crystal, and Colours collections 
3) We would like to see a large number of retailers 
attend the show.
4) FOIL!! (you will need to come to the NSN booth to 
understand)

Joep de Laet
Rimba
1) eroFame is Europe’s biggest and most important 
B2B show in the adult industry. This is the platform 
where manufacturers meet wholesalers and retailers 
and vice versa.
2) Rimba will exhibit unique brands and products.  
Beside our own product lines – Amorable lingerie, 
Bondage-Play, Rubber-Play and Electro Play - we 
will show very interesting toy brands like ZALO and 
Leten Super masturbators.
3) We are looking forward to meeting many of our 
friends from the industry, the manufacturers of the 
brands and super brands, and especially our 
wholesale clients and the retailers. Apart from the 
fun and pleasure of meeting them, we expect to 
have a lot of interesting and constructive conversa-
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tions. We also expect that we can impress the 
visitors with quite a few new products 
4) I don’t think that we will see new trends. We will 
see expanding trends and many companies 
adapting to these trends, from silicone real dolls to 
air pressure regulated and air suction toys.

Adrian Schneider
ST RUBBER
1) There’s not much to say, really. The success we 
have had at eroFame with our products and our 
special offers from the very beginning really 
speaks for itself. So, at this point, it’s pretty much 
a no-brainer: This is the best b2b show, and we 
want to be a part of it. There is no other place 
where you meet a bigger, better, more savvy 
crowd of trade members than eroFame in 
Hanover.
2) This year, we are going to launch a big innovati-
on in the couples’ toy segment. It’s the latest 
addition to our “BEAUMENTS“ brand, and eroFame 
2018 in Hanover will be its world premiere. 
Anybody who wants to improve their sales through 
couples‘ toys should definitely come by our stand 
and take a closer look at this product. We have 
developed this innovation, and it will only be 
available from ST RUBBER. Be ready to be 
impressed.
3) As a matter of fact, our expectations are the 
same as they have been in past years: We want to 
present our new products and bestsellers to a big 
trade audience in a calm, business-conducive 
atmosphere. We are already looking forward to 
having fruitful, productive conversations at what is 
arguably the best b2b show in the world. Meeting 
existing and potential new customers in person is 
obviously a big priority.
4) We will see a number of trends. For instance, 
our products are becoming more and more 
associated with the term “lifestyle”. The consu-
mers see the steady change in the adult market, 
and they are becoming more open to new 
products, and more willing to try them. The trend 
toward new materials and new production 
techniques only makes our products more 
appealing to all kinds of audiences. Many 
products of the latest generation feel absolutely 
incredible, so real you can hardly tell a difference. 
There seem to be no limits to what modern 
technology can achieve, and the variety of new 
products we see every year is surprising even to 
us. One trend that will definitely continue is the 

trend of app-controlled products, and we also need 
to see more developments in the couples’ toy 
segment as well. It is really difficult to create a toy for 
couples that allows both partners to climax when 
they use the product together, but I believe we have 
a brilliant new product up our sleeves, and as 
mentioned before, it will have its big trade premiere 
at eroFame 2018.

Aude Catanzaro
FPC – CAT&CLEM
1) We exhibit at eroFame because it is a show 
where we meet international business customers.  
At this show, we have the opportunity to get 
together with other creators like ourselves, and 
present our collections and our expertise.
2) Visitors will see the new collections we are going 
to present, but those who don’t know us yet will 
discover a universe of creativity, with collections of 
French manufacturing quality and a wide selection 
of models for men and women. We have everything 
to satisfy the consumer (fetish, clubwear, high-quali-
ty lingerie,). This year, we also want to offer our 
customers a space dedicated to creativity, 
expertise, and quality.
3) We expect to meet new customers at eroFame, 
mainly because that is what the shows are for. 
Of course, we are also looking forward to visits from 
our usual customers and we will be happy to see 
them again on this occasion.
4) We think that the trend that is taking shape 
more and more each year is that of the modern 
woman who cares and wants to be sexy. So, 
sexier and more glamorous products. Also, we 
hope to see more European manufacturing and 
less Asian manufacturing, because I think that 
today, more and more people are returning to 
quality products.
 
Brian Pellham
Kheper Games 
1) It is always a successful show for us and has 
been since we participated its first year.  We have 
come back each year since then and always land at 
least one new distributor or other large volume 
customer each year.
2) Our Language sheet that highlights the 
extensive list of items we have in languages in 
addition to English. Over 50 include Spanish. Over 
30 of those also include French and German. And 
of those 30, 8 include additional languages, such 
as Czech, Polish, Dutch, Norwegian, Greek, and 
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Russian. We also offer translated single-language 
versions of our games to interested partners and 
distributors.
3) That it continues to be our most lucrative trade 
show outside of the U.S.
4) For us, adult bath bombs are trending very 
strongly as we continue to roll out more SKUs in this 
category.

Oliver Redschlag
JOYDIVISION international AG
1) JOYDIVISION is based in Germany, our products 
are made in Germany, and eroFame takes place in 
Germany. We believe it is extremely important to 
foster and protect this business location. eroFame is 
a great way to communicate that message to a 
global audience. Being one of the founding 
members of the eroFame advisory board, we are 
incredibly proud of having contributed to the 
creation of this trade show. The entire industry 
meets at this event – if you don’t visit eroFame, you 
are missing out on an incredible opportunity for 
future business. eroFame is a MUST ATTEND event, 
and every year, we have a blast taking part in this 
show. The fact that we have been closing lots of 
business deals at eroFame doesn’t hurt either, 
obviously.
2) We will add new products to our top brands 
AQUAglide, BIOglide, and to our cosmetics and care 
collections. If you want to have good sex, you have 
to feel good about yourself! To put it in a nutshell: 
Our customers can look forward to great new 
products, made with Love in Germany!
3) We expect to once again meet many potential 

customers from all over the world and to further 
boost our international growth. eroFame continues 
to be one of the most successful trade shows for 
JOYDIVISION, a perfect opportunity for us to 
present our products – made with love right there, in 
Hanover, by the way – to trade members from near 
and far. Apart from maintaining long-standing 
business friendships, eroFame is also great for 
establishing new contacts and winning over new 
customers.
4) Looking around, one might get the feeling that 
virtual sex, realistic dolls, and high-tech sex toys 
are the trends of the future, but we believe in the 
human aspect. Two people touching one another, 
feeling comfortable in their own body, enjoying 
sensual wellness – those are the trends we bank 
on. We want to create products that help people 
have better sex! Technology may seem exciting 
right now, but in the long run, it simply isn’t 
enough.

Jean-Pierre Hamelin
Shunga
1) It’s the biggest show in our industry and the best 
way to meet our distributors and retailers. It’s the 
occasion for Shunga to showcase our new products 
and get feedback on them. This show is so well 
organised. It’s a pleasure to exhibit there.
2) You have to taste our new TOKO AROMA 
flavoured lubricants. We are launching four new 
flavours that correspond with the Shunga brand 
and Eau Zone company. I’m saying that because 
one of them is a Canadian flavour well known 
internationally: maple. Some popular flavours 
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with-in Shunga are also coming to the TOKO 
flavoured lubricants category, such as Pear & 
Exotic Green Tea and Coconut Water. Two new 
additions to the Shunga Toko brand are Maple 
Delight (simply awesome!!!) and Lustful Lichee. 
Lustful Lichee will be a sure-fire hit. In our taste test 
with consumers, it scored the second highest 
score ever. It will be the best lichee taste in the 
industry.
3) We want to meet more retailers so they have the 
chance to learn about increasing their Shunga sales. 
A lot of them know our products but don’t have all 
the tricks and information to sell them well. 
4) For cosmetics, small size products are the new 
trend. So, come see the new Naughty Geisha’s 
collection we will have at booth #72.
 

Michael Sonner
HOT  
1) We have many new products and at eroFame, 
we can present them to a large number of our 
customers in one place, over the course of three 
days.
2) Every visitor of eroFame should check out our 
new breast and butt boosters.
3) We hope to welcome lots of visitors at our 
stand. This year, we will also bring back the 
Austrian food and atmosphere that many people 
missed last year.
4) The focus will be on organic products. Ecologi-
cally sound, recyclable products and packaging – 
those are topics that will only become more 
important as time goes on.
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Let’s talk about sex. Or rather, let’s talk 
about sex in cars. Yes, I thought that would 

further pique your interest. 

In a recent US edition of advertising industry 
magazine ‘Campaign’, Cindy Gallop (former US 
big wig at British ad agency Bartle Bogle He-
garty, and now fi gurehead of the Make Love Not 
Porn platform) was fi ring on all cylinders as she 
lamented the general lack of sex in marketing. 
Gallop didn’t mince her words. She stated: 

„Our industry is spectacularly failing to apply 
as much insight, study, research and exami-
nation to this universal area of human expe-
rience, versus the extraordinary amount of 
effort we put into every other human attitude 
and behavior in every other area of life.” 

She surmised: „It’s utterly ridiculous. I fi nd 
it astonishing that brands and clients and 
agencies dig deep into every aspect of human 
attitude and behavior, but not this. Ever.“

She cites the car industry as a prime example, 
and urges a threesome of sorts between a 
publisher, a car manufacturer with balls, and 
Gallop’s MLNP platform in order to create 
a big buzz and eventually come up with a 
concept car great for all sorts of front- or 
back-seat shenanigans. Perhaps even over 
the bonnet too.

My mind subsequently went into top gear, con-
juring up images of brainboxes at Land Rover’s 
Special Vehicle Operations division working 
hard to come up trumps with some wonderful 
accoutrements for a gorgeous Range Rover 
that would have Christian Grey or any real life 
rich seducer salivating (it would certainly make 
a nicer change from them having to produce 
armoured and bulletproof versions for clients in 

high-risk environments). Detachable bondage 
restraints, perhaps? Or some plush velvet 
curtains to prevent an external audience gathe-
ring? The mind indeed wanders. Not so much 
Range Rover per se as Range Romper (if this 
ever does come to fruition, by the way, I’m 
bagging the naming rights).  

Back on planet Earth however, practicalities, 
fi nancial and shareholder concerns rule the 
roost. This in turn makes Gallop’s wishes 
for everything from automobiles to kitchen 
counters to be wonderfully sexed up a bit 
of a stretch. And considering the latter for a 
moment, how many times would someone 
need to get intimate on a kitchen counter to 
justify the price of a counter that as well as 
satisfying the primary requirement of, well … 
preparing food and so on, enables it to handle 
‘hot buns’ of a much different variety? For 
members of the sploshing/WAM fraternity, 
this could be quite the thing, with a variety of 
indentations and other ‘kitchen’ accessories 
available. But for the infrequent kitchen kinks-
ter, how viable would it really be?  

While talking about sex is no problem in this 
industry, it’s a different story for major brands 
whose existence mainly revolves around 
satisfying non-carnal needs. And for the vast 
majority of them it will be one step too far. 
How will shareholders, institutional investors, 
or The City in general, react?

Furthermore, far be it for me to put a negative 
spin on things but I can’t help but think that whi-
le there’s seldom any outrage or criticism placed 
on car manufacturers when someone is killed 
or maimed by a drunk driver driving a particu-
lar model or brand, mainstream media would 
waste no time at all swarming like proverbial 
locusts upon a carmaker and its management 
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Lascivious Marketing offers 
his thoughts on all things 
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in the event of a sexual incident (alleged or otherwise) 
occurring in one of their ‘sexed up’ vehicles. 

Then there’s the actual consumer to think about. 
What percentage of the time spent in the car will 
actually be devoted to sexual tomfoolery, com-
pared with getting to and from work, going to the 
gym, popping over to see the parents, doing the 
supermarket and school runs, etc. etc.? And closer 
to home, what are the ‘curtain-twitchers’ and local 
gossipers in the street going to be saying about the 
car and its owners? In truth it appears there’s more 
than a few potential downers to be considered if 
owning a blatantly publicised ‘sexed-up’ car.

Just because consumers may not want to advertise 
their sexual proclivities, it doesn’t mean that they’re shy 
and retiring shrinking violets. Mais non: they can be 
swinging from the chandeliers and getting up to all sorts 
of kinkiness. They just want to keep it under the radar.

Momentarily returning to the article, when the writer 
contacted half a dozen or so big carmakers for their 
take on Gallop’s ideas, he was met by silence. But 
kudos do go to luxury brand Aston Martin, whose 
vice president and chief marketing offi cer was pre-
pared to stick his head above the proverbial parapet 
to offer his take on it. And while as perhaps expec-
ted, he somewhat poured cold water on Gallop’s red 
hot plans, citing the lack of commercial reality and 
previous absence of sex as either a key marketing 
component or in R&D, he did nonetheless highlight 
one distinct possibility: the aftermarket.

And this is where, in my opinion, Gallop’s initial 
rallying call should have been directed towards. I 
don’t see major household brands and their holding 
companies rushing to get all down and dirty selling 
proprietary items. The possible exception is a yearly 
Valentine’s Day PR stunt to grab some exposure but 
which still keeps the actual sex at arm’s length. 

But for a company or an individual erotic entrepre-
neur or risqué-taker already in our industry (or about 
to be), the opportunity is most certainly there to fi ll 
the gap between the current experience and bring 
to market an appropriate solution, with the neces-
sary branding and positioning panache (hold on, 
was that my phone ringing? Haha) to pull it off. 

In short, there’s a gamut of locations, environments or 
situations in which erotic manufacturers and retailers 

can provide a solution to, or merely ‘help things along’ 
so to speak, for those wishing to indulge in some 
hanky panky away from the bed or sofa. And where 
big brands – and angels – fear to tread (even though 
it might be their products or so on being primarily 
‘used’), you can be diving in and offering the market 
some devilish delights accordingly. And with gusto.

And let’s be honest: our economies thrive on risk 
takers (and in this industry risqué-takers) who can 
be much quicker bringing something to market, can 
react quicker to current issues or trends without it 
being endlessly debated by top heavy management 
and a plethora of different departments all adding 
their tuppence worth to it, as is often the case with 
corporate behemoths.   

So, if you want to jump start your own ideas for 
launching a new product or two for petrol heads 
with passion in their pants, and offer them the chan-
ce to get into car trouble of a far more enjoyable 
sort, then go for it - full throttle. And in the meanti-
me, and much to everyone’s relief, I’ll refrain from 
employing any more automotive puns. I’m moving to 
the kitchen counter now! 

Brian can be contacted at lasciviousmarketing.com, 
found on Twitter @LasciviousMktng or phoned on 
+44 (0)141 255 0769.
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The Irish are apt to shout an earful when it comes to football fandom and 
hearty beer, but ask a native of Eire about their sex life and they might just go 
mum. Think of Ireland and you‘ll probably imagine green, picturesque landscapes 
dotted with ancient castles and colorful cityscapes with quaint local pubs and restaurants. 
In a country with a notoriously religious past that‘s only recently legalized abortion, sex 
shops aren‘t exactly commonplace. And when they do exist, they‘re not exactly competent.

Cherry on Top 
Ge r a ld ine  No la n  b r i n g s  a  l i t t l e  l uc k  to  I r i sh  bed rooms  exclusive

Geraldine Nolan 
founded Cherry Pink 

2014 together with 
her husband Billy

otball fandom and 
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„My husband and I purchased some 
adult toys online,” recalls Ireland 
native Geraldine Nolan. “When 

they were delivered, the mail man could feel 
every toy in the mail bag and joked with my 
husband that he was in for a good night! It 
was extremely embarrassing. I told my 
husband that I could do a better job myself 
and that’s when I set up Cherry Pink.”

Geraldine and husband Billy set up shop in 
2014 with an e-boutique that provides the kind 
of private shopping experience Irish sex toy 
explorers need to feel comfortable buying a 
vibrator. 

“Irish people want to buy sex toys but are very 
shy and don’t like to talk about sex, sexual 
health or sexual pleasure,” says Nolan, CEO at 
Cherry Pink. “So we have made it easy for 
Irish people to pick up the phone, send a text, 
or chat online to ask any questions that they 
have about sexual health or sex toys. Also, 
they have the peace of mind that they will be 
delivered 100 % discreetly and know that their 
credit card statement won’t have any 
indication of our name on them. Our motto is 
“We keep your secrets.” 

While most sex shops pride themselves on 
discretion, Cherry Pink‘s mission absolutely 
hinges on it. Without this pillar of privacy, 
would-be Irish toy lovers might not work up 
the nerve to nab the latest c-rings and bullet 
vibes, much less a new butt plug. 

“As liberal as Ireland is, people still respect 
and demand their privacy,” says Nolan. “As I 
developed the idea, I wanted the website to 
be easy to use, have a wide range of products 
that will be delivered 100% discreetly, and to 
add fun and pleasure to Irish bedrooms.”

While perusing the Nolans‘ website, it‘s easy 
to wonder where the heck this happily-married 
pair of Irish folks came up with a naughty 
namesake like Cherry Pink. In a land of 
greenery, the company‘s vibrantly saucy, 
fruit-flavored name came almost at random to 
Geraldine while building her business‘s image. 

“I met with two web developers who were 
delighted to build the website,” recalls 
Geraldine. “The name Cherry Pink just 
popped into my head as I was talking to the 
developers and when I looked online it was 
available, so I registered the name.”

The Nolans might be newbies to the sex toy 
trade, but they‘re no strangers to entrepre-
neurship. The pair has been catering to 
customers for over 2 decades in mainstream 
media business, and setting up a pleasure 
product outfit came second-nature to these 
natural people pleasers.
“My husband and I have a small newsagent 
which we still run to this day. We have been 
looking after our customers for over 20 years 
and know all about customer service and 
care,” says Geraldine. “We are bringing that 
knowledge and care to our website custo-
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mers. The business is a sort of 
journey and at the moment we 
are small and agile enough to 
bring in lots of new ideas to 
keep the content fresh and 
engaging.”

Cherry Pink reports that their 
customers are all across the board, and represent 
the diverse population of Ireland with a broad range 
of genders, ages, and sexual preferences. However, 
Geraldine‘s customers seem to have somewhat of a 
fixation at the moment. The current booty craze has 
caught on across the pond, and it‘s up to the 
Nolans to educate their Irish neighbors on the ins 
and outs of anal pleasure.

“There is no one subject that we specialize in, as we 
are trying to have a broad enough range to suit 
everyone,” says Nolan. “Our most asked question by 
far is about anal sex.  People ask which is the best 
starter sex toy and whether you need lubrication.” 

Judging by their repeat customers and rave reviews, 
the Nolans have tapped something unique and long 
awaited on the Irish consumer market. Using their 
clever customer service skills, this husband and wife 
team offers consumers a reliable line of communica-

tion straight to the company using Feefo.com, a 
platform that collects product reviews and helps 
businesses gather valuable insight to create better 
products. 

“We knew how important online reviews are when it 
comes to online trading,” explains Nolan. “I always 
check reviews myself before I buy online, so I 
wanted to ensure our customers had the opportuni-
ty to have an impartial platform to express their 
views on our products and services. That’s why we 
introduced the third party review platform, Feefo.” 

And judging by the responses, Cherry Pink is on the 
path to pleasure industry greatness. 

“As Cherry Pink has gotten bigger, the response 
from our customers has been fantastic.  We have 
had excellent reviews about the business on Face-
book, Google and Feefo,” remarks Nolan. “Our 
customers have praised us for our excellent custo-
mer service, 100% discreet delivery, value for 
money and how easy it is to buy sex toys from us.”

As the Nolans work on expanding their shop with a 
modern re-brand and social media outreach, this 
private Irish family is taking big steps in “coming out” 
as sexual health professionals. Geraldine and Billy 
dream of handing down their beloved small 
business to their 2 teen daughters to keep this 
newfound tradition alive for generations to come.

“Cherry Pink is growing and evolving so fast.  We 
are in the process of rebranding our image to reflect 
our growth, but our aim is to be bigger and better 
for the future,” says Nolan. “Then, when my 
daughters are old enough to step in, they can lend a 
hand to make Cherry Pink a family business to keep 
Irish people in safe and discreet hands for many 
years to come.”

Although they say the Irish are just naturally lucky, 
folk like the Nolans are creating their own sort of 
luck with a passionate business that furthers sexual 
freedom for the entirety of Ireland. In fact, they just 
might be the 4-leaf clover that modern Irish folks 
have been waiting for.

“Whether you’re straight, gay, lesbian, married or 
just out for a good time,” concludes Geraldine, 
“Cherry Pink will have something to spice up your 
pleasure!”
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This article is contributed 
by Colleen Godin, EAN 
U.S. Correspondent
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Management
This year, Ralph Ehses has joined the ma-
nagement team. He assumes responsibility 
for the Sales, Procurement and Logistics 
departments. Andrea Giebel heads up QM, 
Product Development and Process Manage-
ment, while Patrick Giebel is responsible 
for Finance and HR. CEO and Founder 

Alexander Giebel fi rmly believes that pjur 
will continue on its strong growth trajectory: 
„I am delighted that we have been able to 
grow so consistently over the years. This 
drives overall growth and development at our 
company. As such, we are extremely positive 
about the future.“

pjur group has been growing for years. Many new people 

have joined the team, but the company also has a host of 

familiar faces. EAN shows you the different departments and 

the employees who are responsible for pjur‘s success. 

pjur love – gives you more personality
p j ur  g r oup  –  a  c ompa ny  p ro f i l e exclusive

Management: Patrick 
Giebel, Ralph Ehses, 
Andrea Giebel, 
Alexander Giebel
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Sales & Product Development
The Sales team is the largest and probably the 
most familiar department to people in the industry. 
Stefan Daniel and Eva Lerbs support wholesalers 
and retail customers in Germany, Austria, Switzer-
land, the Netherlands and Scandinavia; Lucas Müller 
is responsible for online retailers in Germany and 
customers in Spain and the UK. Peter Lenz provides 
support for customers in Eastern Europe, France and 
Belgium while Marius Weis is responsible for Aust-
ralia and Asia. He is also responsible for sport and 
wellness products together with Marie Weber. Katrin 
Kühnrich works with Ralph Ehses, providing support 
in the US, the Middle East, China and Russia regions. 
„Establishing personal relationships with customers 
is extremely important. It‘s the only way of ensuring 
that successful partnerships thrive in the long term,“ 
says Ralph Ehses. The team is supported by Sales 

Manager John Marinello, who works for pjur group in 
North America.

Sebastian Heib is primarily responsible for new de-
velopments at pjur. Meeting customer requirements 
is one of the key challenges of this role, as consumer 
needs differ drastically from one market to the next: 
„A product may be a huge hit in Hong Kong but 
generate no demand in Europe, all because the men-
tality of these two regions is completely different. This 
is why it is so important for us to collaborate with our 
partners in the fi eld,“ explains Sebastian Heib. Once 
again, the group is producing new products this year: 
„We are currently in the middle of an important pha-
se, ensuring that everything is ready for the launch at 
eroFame.“ The exact details of the new products are 
being kept secret for the moment. 

Marketing
The marketing team is headed by Michael Bart. 
He is supported by Joalene Jager, who is primarily 
responsible for coordinating trade shows, creating 
PoS material and managing the group‘s overall brand 
presence. Graphic designers Michael Sturges and 
Caroline Krischel are also part of the team. „We de-

sign all graphics in-house. This enables us to respond 
quickly and also keeps our channels of communica-
tion short,“ explains Michael Bart. Joe Powell is the 
Marketing Manager for pjur group North America. 
Since July, Marketing Manager Dennis Greveldinger is 
also part of the Luxembourg Team.   

Sales & Product 
Development: Eva 
Lerbs, Sebastian Heib 
(Product Development), 
Marius Weis, Stefan 
Daniel, Peter Lenz, 
Marie Weber, 
Katrin Kühnrich, 
Lucas Müller

Marketing: Michael 
Bart, Michael Sturges 
Joalene Jager, Caroline 
Krischel, Joe Powell 
(USA)
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Communication & Customer Service 
The PR & Communication department is headed by 
Elisabeth Dahmen with support from Vanessa Melchi-
sedech. The department is responsible for creating 
all written content such as press releases, editorials 
and newsletters as well as B2C advertising campa-
igns and communication strategies for the different 
markets and product groups. „Ensuring a uniform 
brand presence worldwide is extremely important for 
us. With our current gives you more campaign, for 
example, we want to show our customers the added 
value that pjur offers and win over new customers 
to pjur every day,“ adds Elisabeth Dahmen. This is 
why pjur currently has adverts and editorials in many 
of the best-selling B2C magazines such as Playboy, 

GQ, Cosmopolitan and myself – in both online and 
offl ine media.

Annika Junk is responsible for customer service at pjur 
and undoubtedly has the closest contact with end 
customers. „Answering customer queries at one of the 
most well-known personal lubricant manufacturers is 
really interesting. We‘re often the fi rst point of contact 
for all questions related to people‘s love lives – this in-
cludes having sex for the fi rst time as well as problems 
such as premature ejaculation and vaginal dryness,“ 
she explains. „We receive questions from all over the 
world and always answer them with great care and 
attention – whether by mail, phone or social media.“
 

Quality Management 
Gabi Heinz and Jörg Mörschbächer work in the Qua-
lity Management (QM) department, which is headed 
by Brigitte Heuer. The QM department also collabora-
tes with external advisers to ensure that all products 
are developed and marketed worldwide in line with 

the correct guidelines and offi cial regulations. „Quality 
is – and always has been – a top priority for us. We 
want to take a pioneering role with the work we do in 
this industry as, unfortunately, safety often does not 
get the attention it deserves,“ explains Brigitte Heuer.    

Communication & 
Customer Service: 
Elisabeth Dahmen 
(PR), Annika Junk (CS), 
Vanessa Melchisedech 
(PR) 

Quality Management: 
Jörg Mörschbächer, 
Brigitte Heuer, Gabi 
Heinz
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Procurement, Logistics & Finance 
Sandra Wettengel is responsible for procurement at 
pjur and works particularly closely with the Ger-
man-based production department. She confers 
with all manufacturers to agree on issues such as 
packaging, labelling and bottles. Managing pjur 
goods and forecasting the amounts required per 
month and per year are also important tasks for the 
department. „Manufacturing medical products to 
our „Made in Germany“ quality standards requires 
a great deal of effort and excellent communication 
between the different parties,“ explains Sandra 
Wettengel. 

pjur group operates in over 60 countries and every 
customer wants to receive their products as quickly 
as possible. Nike Giebel is responsible for coordina-
ting with logistics partners to ensure that customers 

receive their pjur orders on time and complete. „Our 
service partners also have to meet our quality stan-
dards and offer the scope to continue growing with 
pjur on an international scale. In February this year, 
we started working with Kühne + Nagel, a renowned 
partner with whom we can look with confi dence 
towards the future,“ adds Nike Giebel.  

The Procurement and Logistics departments will 
receive further support from Sascha Engler, who has 
just joined the group. 

Michaela Hahn is responsible for fi nance. She deals 
with all global fi nancial issues and also manages pjur 
group‘s fi nancial accounting. Her new colleague 
Rialda Tiganj will provide support with accounting 
from now on.                 

Procurement, Logistics 
& Finance: Michaela 
Hahn (Accounting), 
Sandra Wettengel (Pro-
curement), Nike Giebel 
(Logistics)
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 „SCALA has been maintaining a close 
business relationship with CalExotics for several 
years. Why did you only now choose to enter 
into an exclusive distribution agreement?
Trudy Pijnacker: SCALA and CalExotics have 
always had a solid relationship built on trust, 
mutual successes, and respect. This new, 
exclusive deal truly cements our partnership 
and opens the door to many new exciting 
prospects. The choice to enter an exclusive 
agreement at this point in time was made 
possible due to the recent changes at SCALA 
when ownership transferred to Walter Kroes 
and me. With new management, our strategy 
became more defi ned: a more curated assort-
ment of products. This translates to a decrease 
in the number of brands represented by 
SCALA, which in turn allows us to focus much 
more intensively on the branding of products 
and collections. This new strategy and strong 
dedication to branding at SCALA 2.0 provided 
the ideal opportunity for our companies to join 
forces and enter into an exclusive partnership 
in the EU. 

Why did SCALA decide to take that step? 
And what does this mean for the company’s 
strategy?

Trudy Pijnacker: SCALA decided to take the 
step after careful consideration and in-depth dis-
cussions with CalExotics about the potential mu-
tual benefi ts that are to be gained from this deal. 
At SCALA, our strategy is always to offer our 
customers a premium experience. This includes 
all aspects of our work, such as the expansion of 
our multi-lingual sales team to ensures someone 
truly speaks your language, to the creation of 
a dynamic warehouse to ensure your favourite 
products are never out of stock. But a premium 
experience always starts with a premium, curated 
assortment; after all, this is the essence of being 
a top distributor. The exclusive agreement with 
CalExotics is perfectly in line with our company’s 
strategy: rewarding SCALA’s customers with 
exclusive access to a premium, well-known 
name with instant brand recognition. 

There is a lot of discussion about the pros and 
cons of exclusive distribution deals. What is 
SCALA’s take on this topic? Which advantages 
and disadvantages does exclusivity-based 
distribution have?
Trudy Pijnacker: The exclusive partnership 
between SCALA and CalExotics will benefi t 
customers in various ways. Firstly, retailers 
and customers throughout Europe will see 

 Mutual respect is the key for 
a strong and lasting relationship

SCALA and CalExotics have 
been working together for 
several years, and now, 
they have ushered in a new 
era of cooperation as both 
companies are entering into 
an exclusivity-based colla-
boration covering the whole 
EU market. What does that 
mean for the two involved 
companies, for the market, 
and above all for the 
customers of SCALA? We 
ask Trudy Pijnacker, CEO 
of the Dutch distribution 
company, and she provides 
all the answers in our EAN 
interview.

SC AL A  and  Ca lExo t i c s  a n n oun c e  exc lus i v e  d i s t r i bu t ion  a g reemen t  f o r  Eu rope exclusive
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consistency in 
product pricing 
and availability. 
Secondly, SCALA 
and CalExotics 
will work closely together to help retailers maximise 
their sales potential. SCALA’s customers will receive 
full access to everything CalExotics has to offer, which 
also includes marketing materials, product information, 
and more. The agreement also brings with it multiple 
advantages for SCALA and CalExotics, such as the 
ability to coordinate CalExotics’ product launches on 
a global level, enabling CalExotics to release a new 
collection at one defi ned moment to a world-wide 
audience; and SCALA’s customers will have instant, 
exclusive access to these products. If it’s new and 
available at CalExotics, it’s new and available at 
SCALA. Another advantage for both parties is that this 
new partnership will aid in trade mark protection and 
ensure high-quality representation of all CalExotics and 
JOPEN collections in the European market.  

JOPEN is a CalExotics brand, so is that one also part 
of the agreement?
Trudy Pijnacker: Yes, JOPEN is included in the agree-
ment! The SCALA exclusivity covers all CalExotics 
and JOPEN collections, including the new arrivals 
presented at the ANME 2018. These include 3 new 
Red Hot stimulators that will certainly heat up your 
intimate adventures: the Ignite, Fire, and Blaze. We’re 
also big fans of the feminine Sparkle collection, which 
contains 6 non-intimidating silhouettes with a beautiful 
glittering appeal. The elegant Pavé by JOPEN range is 
also a must-have for the upcoming season; this col-
lection of pleasure providers offers the ultimate luxury 
appeal with crystal-embellished vibes that truly show 
that diamonds are a girl’s best friend! The new Impulse 
range by CalExotics – coming soon to SCALA – is an 
electrifyingly exciting range of e-stim vibes, strengt-
hening pelvic fl oor muscles and adding a pleasurable 
spark to your intimate play. Oh, and let’s not forget 
the Optimum Series Pumps: sleek penile pumps and 
sleeves with a unique magnifying effect – making his 
manhood appear even bigger, harder, and sexier! This 
is just a taste of all the CalExotics fun to come, availa-
ble exclusively at SCALA in Europe. 

Will SCALA and 
CalExotics work 
hand in hand to 
further strengthen 
the brand’s position 

in Europe?
Trudy Pijnacker: Most defi nitely. CalExotics is already 
the premium name in the adult market. It’s rich herita-
ge of experience and knowledge, combined with its 
innovative approach to new products and collections, 
has established CalExotics as the go-to name for 
trendy erotic pleasure. As SCALA is the go-to name 
in erotic distribution, we’re confi dent this exclusive 
partnership will pave the way for more exciting ventu-
res, projects, and mutual successes – solidifying both 
companies’ positions in the European market. Roxana 
Mendoza, CalExotics’ fantastic Account Executive 
for SCALA, will also be working closely with our sales 
team and the new Brand Ambassador to develop the 
materials, trainings, and information needed to boost 
branding and assist retailers in the marketing of Cal-
Exotics and JOPEN. Roxana will also accompany our 
skilled sales representatives on client visits, travelling to 
retailers’ locations for face-to-face consultations. 

How much untapped potential do you see for 
CalExotics and JOPEN in the European markets?
Trudy Pijnacker: CalExotics is already one of the 
most well-known and popular brands on the market, 
but that doesn’t mean there isn’t room for growth. 
While the brand’s identity is fi rmly established, SCALA 
will look for new and exciting ways to help retailers 
maximise their CalExotics sales potential. The more 
we can accommodate retailers – with things such as 
marketing materials, product trainings, a special SCA-
LA Brand Ambassador to provide advice – the more 
CalExotics products will fi nd their way into consumers’ 
bedrooms. We are confi dent that once consumers try 
one of CalExotics’ and or JOPEN’s pleasure providers, 
they’ll keep coming back for more; meaning this deal 
won’t just generate new fans, but also create a profi ta-
ble foundation and a solid consumer base of recurring 
customers. 
Regarding growth and potential, did you know that in 
a recent report by TechNavio, a leading global techno-
logy research and advisory company, analysts forecast 

Looking forward to a successful 
collaboration: Trudy Pijnacker 
(SCALA), Susan Colvin (Ca-
lExotics), Rick Zwaan (SCALA), 
Jackie White (CalExotics), and 
Roxana Mendoza (CalExotics) 
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the global sex toys 
market to grow 
at a Compound 
Annual Growth 
Rate of 6.71% 
during the period of 2017–2021? The main driving 
force behind this predicted growth? Mainstream 
exposure to sex toys. More consumers are entering 
the market of adult novelties, drugstore and lingerie, 
meaning there will be growing demand for non-intimi-
dating, affordable designs for entry-level consumers, 
and more advanced premium options for consumers 
who’ve graduated from beginners’ toys. CalExotics 
and JOPEN cater exactly to these mainstream market 
demands. In the CalExotics assortment, consumers 
can fi nd all entry-levels, preferences, and toy types. 

Susan Colvin: We know that every customer who 
buys our products has unique sexual desires and 
preferences and we work hard to make sure we have 
a product that will meet each of their individual needs. 
From simple, basic vibrators with powerful thrills to 
high-end, remote-controlled options for a touch of 
luxury. All genders, all levels of kink – from vanilla to 
fi ery fetish – and all types of toy materials: CalExotics 
is an all-inclusive brand that grows and evolves with 
the market – and SCALA aims to catalyse that growth, 
plus capitalise on the sales potential for its retailers. 

Which plans are there to support retailers?
Trudy Pijnacker: We have already started working on 
exclusive content and promotional materials for our 
customers to help them maximise sales potential and 
we are recruiting a special CalExotics Brand Ambas-
sador to join the SCALA team. The promotional ma-
terials mentioned above include, but are not limited 
to: custom-made POS options, brand pages on the 
SCALA website, and more product info available via 
various SCALA media channels. 
The new deal also means that CalExotics will be an 
integral part of the new SCALA In-House Experience 
Event, held on the 3rd, 4th, and 5th of September. As 
SCALA’s exclusive partner, the brand will receive spe-
cial attention during product trainings, work-shops, 
and other activities – ensuring retailers will leave 
informed, inspired, and excited about CalExotics 

and JOPEN. All 
SCALA customers 
are encouraged to 
attend, but please 
note that pre-re-

gistration for this event is required so please turn 
to your SCALA Account Manager or SCALA Sales 
Team. We hope you’ll join us for this special event, 
so our team can tell you more about the exciting new 
CalExotics and SCALA partnership, and inform you 
about all the fantastic benefi ts it holds for you – our 
valued SCALA customers. 
Our new partnership will also be on full display at 
the upcoming eroFame 2018, held the 3rd to 5th of 
October in Hannover, Germany. As one of founding 
members of eroFame, this is one event SCALA does 
not want to miss, and this edition will be extra special 
as our beautiful booth will be right next to our new 
exclusive partner CalExotics. Joining forces – literally 
side by side on the trade show fl oor – to introduce 
eroFame visitors to the hottest new CalExotics 
releases. 

In an offi cial press release, you have stated that SCA-
LA intends to add a CalExotics Brand Manager to the 
team. Could you tell us more about that?
Trudy Pijnacker: The new SCALA Brand Ambassa-
dor for CalExotics will be a direct point-of-contact 
for all CalExotics-related matters, such as questions 
about new collections, POS inquiries, upcoming 
releases, and more. By appointing a Brand Ambassa-
dor, retailers will have one designated source of infor-
mation, making it easier to get the specifi c help they 
need. The Brand Ambassador will also be closely 
involved with CalExotics to be up-to-date with all the 
latest developments, allowing them to truly provide a 
premium level of service to all SCALA customers.

Would SCALA consider entering into more exclusive 
distribution agreements with popular brands?
Trudy Pijnacker: Possibly, but only if there is no 
confl ict of interest with CalExotics. We want to give 
our full, 100 % support to the CalExotics and JOPEN 
partnership and take these brands to the next level 
on the European market. Mutual respect is the key 
for a strong and lasting relationship.    

Trudy Pijnacker, Director at SCALA, 
and Susan Colvin, founder and CEO 
of CalExotics, at the contract signing
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 „Do Me will be launched in the fi rst quarter 
of 2018 but the sampling action has started in 
July. Why is this?
Vasil Tuchev: Before I briefl y share the obst-
acles of the fascinating journey that brought us 
to the sampling, I would like to kindly thank you 
for inviting us again to EAN in order to connect 
with our distribution network. 

There have been three main reasons for the 
Do Me delay. The fi rst challenge relates to the 
packaging quality. Do Me uses an aluminium 
bottle with a soft-touch coating technology, re-
quiring special caps. The initial supplier of caps 
faced supply chain challenges and was unable 
to meet production requirements necessitating a 
last minute change in partner. The second road-
block applies to the legal status of Do Me. Gai-
ning some market insights prior to the initiation 
of Do Me operations relating to the complexity 
of the registration systems among the countries, 
demonstrated the need to keep Do Me in a 
form of a drink and not a food supplement. This 
entailed a complex process requiring patience 
and strong nerves in dealing with bureaucracy.  
The last challenge concerns the machine errors 
during the testing. The brand-new line for Do Me 
is a most recent addition to our manufacturing 
capabilities. While aiming for the highest quality 
possible we needed time to get the machines 
and staff performing optimally.

In conclusion, I can say that our issues were 
mainly around the packaging rather than the 
product itself, but we are extremely excited 
to fi nally start with mass production reaching 
an output effi ciency of 6000 bottles per hour. 
Plenty bottles ready to be produced and send 
out upon order. 

Before we move on to the sampling review and 
what the distributors received from Do Me, 
could you please remind our readers what is 
Do Me?
Vasil Tuchev: Do Me, is a unisex aphrodisiac 
drink of 60ml that enhances sexual desire and 
stimulates body and mind! Do Me is 100% 
natural and vegetarian with no preservatives or 
artifi cial colouring and it’s safe to use even in 
combination with alcohol. 

But what exactly happens after the consump-
tion?
Vasil Tuchev: The drink works on the cardi-
ovascular systems of both men and women, 
helping to achieve the desired orgasm. With 
man the effect is much easier to observe 
whereas with woman it helps to activate and 
magnify the orgasm up to 9 times. The formula 
is triggered by the sense of touch so a sexual 
stimulation must be present. 

Our research has shown that the experience of 
Do Me differs from person to person depen-
ding highly on his/her willingness and the level 
of acceptance to experience something new. 
‚Letting go‘ of our daily struggles and stress 
(number 1 sex disablers) is factored by the level 
of relaxation we are able to achieve once an 
intimate scene takes place. Sharing a night of 
Do Me tasting to achieve sexual fulfi lment has 
a fun factor, a discovery of something new and 
exciting. The unique combination of Do Me 
formula provides an intriguing rush intensifying 
each touch during the foreplay and boosting 
the energy level to a stage of complete ecstasy. 
It is a zip of passion that empowers erotic life, 
helping couples to succeed in achieving a 
mutual sexual satisfaction.  

Looking for a boost in the 
bedroom? Feeling like the 
daily rush and stress is taking 
away your sex drive and 
libido letting intimacy with the 
partner take a backseat? Or 
simply searching for a new 
experience to spice up your 
erotic life? Welcome to the 
world of aphrodisiacs where 
the wildest dreams of sexual 
passion may come true, the 
sampling of DO ME. 

 Join our growing community! 
DO  ME  i s  r ea dy  f o r  t a keo f f  exclusive
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Please tell us more about the ongoing sampling action?
Vasil Tuchev: First of all, we have to say that we are 
very proud to get to this point. It has been a challenging 
journey that begins right now. At this point, I would like 
to thank the whole team for the joint efforts and every 
day enthusiasm in bringing our offering to the market. 
We also would like to thank Cobeco Pharma for their 
continuous support and knowledge sharing regarding 
the new industry we entered, the Adult Store market. 

We launched Do Me in the second part of July by 
contacting the wholesalers, mainly our contacts from 
eroFame 2017. Our sampling packages contain two 
basic offerings of Do Me. Do Me single usage package 
and Do Me 6-pack more suitable for a week’s supply 
with one day rest and parties.  Our offering also includes 
a luxurious packaging version for a single usage and 
double Do Me set in elegant box that could be used as 
a small gift for a night of sexual indulgence. 

Outside of the product itself, we provide the price 
offering for wholesalers, a newsletter explaining the 
vision, online & offl ine Point of Sale (POS) items as well 
as an experience survey for a review of our efforts by 
our clients. POS have a high-end eye-catchy design in 
line with the product vision. We encourage you to view 
our commercials suitable for different communication 
channels such as social media or webpages on the 
www.do-me.net. 

All items are ready to deliver to support Do Me positio-
ning in our wholesalers’ distribution pipelines. That’s not 
the end. Our creative team is busy everyday meeting 
the requests and suggestions of our potential partners, 
so we are eager to hear what kind of POS are most 
effective in your channel in order to educate the end 
consumers and trigger their product interest. 
Packaging and POS available at the moment in English, 
Dutch, German, French, Spanish and Polish. More 
languages upon client request. 

What are the next stages for Do Me?
Vasil Tuchev: We will be busy with the distribution 
channels until the eroFame 2018 in October. This 
fi rst quarter of Do Me’s expansion to the Adult Store 
market and its outcome will be a very important 
factor in determining allocation of our further efforts. 
We predict to collect enough market knowledge and 
response in order to review the strategy and make 

necessary adjustments according 
to the wishes of our distribution 
network. Without communicating 
prices, we already visited some 
of the sex shops supplied by the 
wholesalers known to EAN to 
test the response to the product. 
The outcomes were extremely 
positive so now we are waiting 
for the evaluation at the end of 
Do Me roll out Phase I, suppor-
ted by the results of eroFame 
2018.  Do Me roll out Phase II, 
on the other hand, will aim to 
help our distribution network to 
position Do Me in their business 
network via a variety of different 

campaigns and promotions. We are 
open to participate fi nancially in the 
marketing efforts of our serious partners 
in trade delivering a Creative on-side 
team to back even the most challenging 
project. Do Me roll out Phase II is highly 
customer-centric in order to set strong 
fundaments for Do Me brand. Phase 
II will also include special offers for 
Christmas with different bottle designs 
to match the occasion.   

“DO  ME ,  IS  A  UN ISEX 

APHRODIS IAC  DR INK  OF 

60ML  THAT  ENHANCES 

SEXUAL  DES IRE  AND 

STIMULATES  BODY  AND 

MIND! “
VA S I L  T U C H E V
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You mentioned eroFame 2018. Are you planning to 
exhibit there this year?
Vasil Tuchev: Of course. We were extremely happy 
from the results of last year. Not only the reaction to 
our innovation but the willingness of the businesses 
around to share their knowledge with us, provide 
advice and tips, a lot of which we used during the 
development stage before launching. Once again, 
we would like to thank our visitors from last year for 
their generous contributions and invite any interested 
company to connect with us during the eroFame 
2018!  I would say – join our growing DO Me commu-
nity! The best is yet to come!

You can fi nd us in the booth 135 B. Do Me’s 
enthusiastic team will make sure to answer all your 
questions. If you would like to make an appointment 
to ensure we have the time to discuss Do Me part-
nership in details, please contact Mrs. Marta Kusiak: 
marta.kusiak@do-me.net or +31643212149. 

We would like to wish you lots of success and 
we hope to get many exciting news about Do Me 
progress.
Vasil Tuchev: Thank you for inviting us again and we 
wish a great holidays time to you and the readers of 
EAN.                  



WWW.SCALA-NL.COM

IN-HOUSE
EXPERIENCE EVENT

3, 4 & 5 SEPTEMBER

WWW.SCALA-NL.COM

Register via sales@scala-nl.com 

or contact your accountmanager
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You can’t argue with success, and if a concept works, it works. 
Dollhouse have been successful for almost 13 years, and the 
concept of the retail store, situated right in the heart of Paris, 
defi nitively works. Delphine Gaudy tells us how the team have 
managed to stay on top of their game and how the consumers and 
products of Dollhouse have changed over the course of time.

Paris is still the city of love! 
Dol lhous e  i n  th e  Le  Ma ra i s  d i s t r i c t  o f  Pa r i s  c on t in ues  on  i t s  pa th  o f  suc c ess exclusive

Delphine Gaudy 
started Dollhouse to-
gether with Caroline 
Boitiaux in October 

of 2005
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 „It has been three years since we last spoke. Back 
then, Dollhouse was celebrating its ten-year 
anniversary. What has happened over the course of 
the past three years?
Delphine Gaudy: We are happy to note that there 
are still people out there who continue to discover our 
boutique and our way of looking at the self-pleasure 
industry

A feminine store that combines service, quality 
products, atmosphere, and shopping experience in a 
way appealing to any consumer, no matter their age 
or sexual preference – is that still the concept you are 
focusing on?
Delphine: It works! From the beginning till the end! 
We opened the shop with this idea in mind and this is 
the spirit of Dollhouse.

Have the consumers become more accepting of 
adult products throughout the last three years, and 
has their openness and willingness to talk about 
sexuality, etc. grown?
Delphine: Paris is still the city of love! We are more 
open and more comfortable with the topic of 
sensuality.

In our interview in 2015, you said that the retail trade 
had to accept that the majority of consumers don’t 
want to use sex toys, and that the trade shouldn’t try 
to make it look like people had to use sex toys to feel 
better. Doesn’t that contradict the general sentiment 
in the industry that sex toys are becoming more 
mainstream?

Delphine:Even so, making a customer feel uncom-
fortable about not using a sex toy is not the way to 
get them to eventually use one at all.

What can you tell us about the current state of 
consumer spending? How quickly and freely are the 
French reaching for their wallets, and which factors 
have the biggest impact on their purchasing 
decisions?
Delphine: With the increase in price due to their 
being more high-tech and more luxurious, they have 
become less of an impulse buy, customers take more 
time to consider their purchase.

Three years ago, you predicted that high-tech sex 
toys would dominate the market – which is exactly 
what happened. Is sex tech also a big element of 
Dollhouse’s product range today? And how popular 
are toys that create stimulation through pressure 
waves or similar techniques instead of conventional 
vibration?
Delphine: Almost half of the products we sell come 
with an application option and we do see an increase 
in the popularity of pressure wave products versus 
conventional vibration products.
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The discussion about brands in the adult market 
never stops. Do you feel that your customers are 
asking for specific brands more often than they did 
in the past?
Delphine: Not necessarily.

Apart from your brick and mortar store, you also 
have an online shop. How has the balance 
between the two shifted throughout the past 
years? Is the online shop growing while the walk-in 
store stagnates?
Delphine: Our physical shop remains the main 
source of our business given the high rate of 
competition with internet sales.

The big e-commerce gold rush is over, and while 
the potential for growth in this segment seems to 
be endless, we now have a handful of dominating 
players who make life harder for everybody else. 
What is your take on this situation?
Delphine: I believe e-commerce requires a 
completely different mind-set and of course a 
different marketing strategy. These large players 
invest a lot of money in advertising and employees 

that are more tech-savvy than industry savvy.
How would you describe the general situation in the 
French retail market? What challenges are the adult 
retailers in France faced with nowadays? Three years 
ago, you said the French retail trade was aligning 
more and more with the needs and wishes of the 
consumers? Has this development continued? What 
is the situation today?
Delphine: We will always be aligning with the needs 
of our customers as they change but be as I 
mentioned earlier, price increases are always a 
challenge. We need strong selling skills to close a 
sale.

Faced with online competition on one side and, on 
the other side, faced with the fact that sex toys are 
ultimately luxury items and not basic necessities, 
what potential do you see for the adult brick and 
mortar trade? What do you predict for the future of 
walk-in stores in this business?
Delphine: When we created our concept, we 
included luxury lingerie in our product mix, in fact half 
of our store is dedicated to high-end lingerie. And 
there will always, always be customers who prefer 
the personal service provided by a quality brick and 
mortar store!





I N T E R V I E W

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

 „Why did ORION decide to offer this new 
private label concept?
André Braack: ORION Großhandel has 
decided to offer private labelling because we 
see great potential in this segment – also for 
our customers. After all, private labels enable 
trade and industry members to set themsel-
ves apart from the competition. Also, with us, 
trade members can be sure they are tying 
their name to products of excellent quality and 
exclusive design.

Many companies have been offering private 
labelling for some time now. Why did you wait 
so long?
André Braack: We are constantly looking for 
new markets and new ways to expand our 

range of products and services, and we 
felt that this was the right moment.

What are the strong points of the 
ORION private label concept?
André Braack: The low mini-
mum purchase quantities are 
certainly a strong point, I would 
say. Moreover, our products 
are quality tested, certifi ed, and 

they are made with great care in 
Germany.

Which product segments are inclu-
ded in ORION Großhandel’s private 

label range? 
André Braack: On the whole, we offer 
21 different products from the following 

segments: ‚Medical Lubricants‘, ‚Toy 
Cleaners‘ und ‚Cosmetics‘, 

each in 100 ml bottles.

You mentioned the minimum order quantity? 
What can you tell us about that?
André Braack: We offer private labelling star-
ting at a minimum purchasing quantity of just 
240 units. So, trade members can order very 
small quantities and create a lot of attention. 
The order quantities can be staggered, with 
240 being the base quantity, and the size of 
the order is also refl ected in the prices of the 
products, of course. Also, retailers can select 
which of the products they want to cater to 
the preferences of their customers.

What happens once a trade member has 
decided to go with ORION’s private labelling 
offer? Would you mind taking us through the 
individual steps of the process?
André Braack: We encourage interested tra-
de members to get in touch with us. We then 
talk about the products and the quantities 
they want. As far as the design is concerned, 
our graphics department is ready to incorpo-
rate the customers’ wishes. Once the layout 
has been approved by the customer, we 
then initiate production and ship the order as 
quickly as possible.

Private labelling is more than just a label, a 
name, a bottle, and its content – it’s also 
certifi cates, declarations, etc. Is that also part 
of ORION’s service?
André Braack: From the design idea to the 
fi nished product, we provide the customers 
with everything they need – including the 
necessary documentation and certifi cations. 
The company creating our private label 
products has the required certifi cates, and 
production takes place in Germany. The 
formulations are all tested and market-ready, 
the production processes are documented in 
a thorough and detailed quality management 
system, with everything being checked and 

Private labels enable trade and industry members 
to set themselves apart from the competition

O R IO N in t r o duc es  P r i v a te  La be l l i n g
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 exclusive

André Braack, Key 
Account Manager, 

ORION Großhandel

In this interview with André 
Braack, Key Account Ma-
nager of ORION Wholesale, 
we discuss the details of the 
new private labelling concept 
of the Flensburg-based 
wholesaler, as it provides 
trade and industry members 
with an opportunity to set 
themselves apart from the 
competition, quickly, easily, 
and successfully.  
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optimised on a regular basis. The print data are also 
checked, in terms of quality as well as in terms of 
content, in order to meet the EU requirements regar-
ding the proper declaration of products. 

How strongly can the customers infl uence the look 
of your private label products?

André Braack: The customers can choose from a 
selection of 21 products and various order quanti-
ties. They also get their own, individual design and 
individual barcode.

Who is the target audience for your private labelling 
service? 
André Braack:v Our products should be of great 
interest to anybody who wants to sell their own 
private brands but doesn’t have the means to take 
care of production themselves. Also, this is a great 
opportunity to produce a limited number of pro-
motion products for special marketing campaigns 
without having to invest too much money. 

Why should retailers offer private label products? 
André Braack: As I mentioned earlier: These 
products enable trade members to set themselves 
apart from competitors. They make them unique. 
And of course, private label products are also 
great marketing tools to create awareness for your 
business.

Many people are rather critical of private labels. 
They argue there are too many products that are 
too similar, that private label products clog up the 
market, creating problems for brand producers, etc. 
What is ORION’s opinion? 
André Braack: We don’t think that brands are 
suffering because of private label products. Strong 
brands will always play the leading role, in any mar-
ket. But apart from these big, strong brands, there 
is defi nitely room for private label products, and for 
trade members to be successful with them. Also, 
one can’t overstate the importance of the marketing 
effect. This represents a big advantage for retailers 
offering private labels.

The private label 
selection includes 

21 products in three 
product categories: 
Medical Lubricants, 

Toy Cleaners, and 
Cosmetics
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„Before we talk about your position at 
LELO, would you mind telling us about your 
previous career stations? 
Cameron Long-Tel: I began as a makeup 
artist in my early 20’s in advertising and 
fashion, including work on several adult fi lms 
as a key makeup artist; moving onto retail 
management, which led me to open my own 
salon-boutique on Melrose Avenue. Zuzu 
Nova housed hair, makeup and local design 
artists along with sexy products including 
Booty Parlor (a line that has my heart). After 
moving to NYC, I jumped on board direct- to- 
house on Booty Parlor‘s direct sales division 
growing a business that included 300 sexy 
lifestyle advisors across the US, eventually 
leading me to head offi ce as their National 
Account/Training Manager. I then established 
myself in France and the UK working in retail 
development in London for Urban Decay 
L‘oreal and territory business development 
for Guerlain, LVMH. 
 
And how did you fi nally come to join LELO? 
Cameron: A recruiter contacted me about 
the opportunity and of course it was a dream 
come true as I have always thought about 
a role with LELO as it’s globally well-estab-
lished as a premium sexual wellness brand, 
one which is celebrating it 15-anniversary 
this year. The timing was perfect. 
 
What convinced you that LELO was the right 
choice for you? 
Cameron: LELO has always been a compa-
ny that I have been passionate about both 
personally and professionally. I love the inno-
vation and consistency in keeping the brand 
heritage relevant.  As an advocate of sexual 
health and wellness, LELO has a product for 
everyone, a person can keep it on their cof-
fee table and it looks like an art piece; taking 

the taboo out and bringing in bedroom play 
as an everyday conversation. 
 
Will your previous professional experience 
benefi t you when dealing with the new chal-
lenges awaiting you? 
Cameron: Absolutely! Feels great to be back 
in the industry. 

How much potential is there to be mined in 
the British and Irish market for LELO? 
Cameron: Wow! The potential is massive. 
Securing distribution and mass market for 
LELO Hex in addition to securing high street 
as well as premium department stores and 
boutiques are all on agenda to grow the bu-
siness. Massive potential on our e-commerce 
side as well. 
 
Is there already enough social acceptance 
of adult products for such a mission to be 
successful? 
Cameron: This is very tricky yes, but with 
enough brand exposure, a strong marketing 
plan and brand ambassador (top secret :)) 
it will be easier to land the pitch. Buyers are 
more open to the idea and with shows such 
as Love Island and Naked Attraction it makes 
it a bit less taboo. 
 
What are you doing in you off-time? What 
can you tell us about Cameron Long-Tel, the 
private person?
Cameron: Well, time off is a luxury. I am a 
busy mama to 4 boys, Jericho 14, Hayden 9 
and Luca and Enzo the twins, 8. Multi-tas-
king always. So, there is a lot of football, 
parkour, science and video games! We love 
to travel and try to nip off to Spain as much 
as possible. I love to hang out with friends, 
really long car rides, hot yoga, dinner parties 
and doodling. I do a lot of doodling.

Cameron Long-Tel has been 
LELO’s new Sales Manager for 
Great Britain and Ireland since 
the beginning of June, and as 
she explains in this interview, 
working for the brand is pretty 
much a dream come true for her. 
EAN was curious to learn more 
about her new position at LELO.

Feels great to be back in the industry. 
An in te r v i e w  w i th  Ca meron  Lon g -Te l ,  LELO ’s  n ew  S a les  Ma n a g e r  f o r  th e  UK  &  I r e l and exclusive
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LELOs new Sales Managerin 
for Great Britain and Ireland: 
Cameron Long-Tel
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 „How diffi cult is it to wow the consumers with 
your products when the market is overfl owing 
with toys?
Arno Doll: You are right, there are hundreds of 
versions of any given product type. In order to 
stick out, you need to be innovative and try new 
things in research and development. We have 
been investing in new ideas for years in order 
to meet the requirements of the marketplace. 
Currently, we are busy working on an improved 
version of our app, the goal being to optimise 
the experience for our community and to intro-
duce all-new features.

There are certain criteria on which the consu-
mers base their purchasing decision. Have 
these criteria changed recently?

Arno Doll: No, I don’t think so. The consumers 
still have a very clear idea of what they want and 
what they expect from it. At the same time, the 
number of products has increased, and more 
importantly, availability has improved. Apart from 
the well-known players and platforms, there are 
also many mainstream stores offering intimate 
products now. For instance, Mediamarkt (a 
German chain of electronics stores) offer roughly 
1000 such products in their online shop. Conse-
quently, it is becoming easier for the consumers 
to pick up certain products. They don’t have to 
go out of their way, they can simply add them 
to the cart when they shop for other things. We 
believe that this is only the beginning of a much 
bigger trend …

Given the aforementioned fl ood of products, 
how are the consumers supposed to know 
about things such as quality, added value, 
price-quality-ratio, etc.?
Arno Doll: Many consumers really do go by 
price. The more expensive the product, the 
thinner the air. As a result, products in the upper 
price range are still caught in a niche. Therefore, 
we are trying to position ourselves in the mid-
price segment. Our concept for Vibratissimo 
combines the classic tools of a standard vibrator 
and the add-ons of an app. You can enjoy the 
experience alone or with a partner.

Quality has its price, and the same goes for mo-
dern technologies. Are the consumers willing to 
reach deeper into their pocket to buy products 
such as ‚Secret Kiss‘?
Arno Doll: There are more than enough 
examples showing that these trends do have 
an effect. At the same time, it is becoming 
more challenging to keep the product promise 
because people expect that much more from 
these toys than they would from a lower-priced 
product.

The consumers are becoming 
more demanding, therefore, 
it is more important than ever 
to stay on the ball – and the 
only way to do that is to invest 
in research and development. 
That is the opinion of Arno 
Doll, who is in charge of mar-
keting and distribution at the 
Vibratissimo brand. He belie-
ves that we are still a long way 
from the end of the fl ag pole 
as far as product development 
is concerned. There is still 
lots of dormant potential in 
numerous product categories, 
waiting to be realised. 

The ones who benefi t most from this 
diverse product range are the consumers

Ar no  Do l l  on  th e  c u r ren t  dev e lopmen ts  i n  th e  ma rket exclusive
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Vibratissimo is big on app controls, a feature that has 
reached a great level of accessibility and fl exibility. Are 
there plans to overhaul the app, or will it remain a key 
product feature in its current form, also with regard to 
upcoming products?
Arno Doll: As I mentioned before, we are currently 
tweaking and optimising the app. It is very important to 
stay on top of our game, considering how quickly the 
community is growing.

The bar is high. Pressure wave technology, sex tech, 
app controls, teledildonics, etc. – how much more 
room for development is left in the adult industry? Will 
we reach the end of the fl ag pole soon, or is there still 
potential for innovation?
Arno Doll: We wonder about that every year, and time 
and again, we see new concepts. There is a constant 
stream of new ideas as existing products are refi ned 
and all-new products are developed. Even now, there is 
a lot of untapped potential, especially in the segment of 
male-oriented toys. 

For a long time, there was a notion that ‚if it vibrates, it 
sells‘. Are those days over?
Arno Doll: Things differ from market segment to market 
segment, but in some ways, yes, those days are over. 
We believe that quality and product features are still the 
single-most important criterion, but you need to be able 
to offer a good price-quality ratio. The ones who benefi t 
most from this diverse product range are obviously the 
consumers. They have a gigantic selection of products 
to choose from, and they get great quality at fair prices.

Will Vibratissimo market ‚Secret Kiss‘ and ‚Licker‘ 
differently from your other vibrators? Are these products 
aimed at a different target audience?
Arno Doll: Well, yes and no. We have defi ned our target 
audience several years ago, and we try to develop 
products for those consumers. However, this audience 
includes various groups, including different age ranges. 
Therefore, we see different wishes and needs within 
our target audience, and of course, we want to satisfy 
them all.

Many companies position their products as a brand to 
set them apart from the competition. Is Vibratissimo a 
brand? What does it stand for, and what brand promise 
does it convey to the consumers?

Arno Doll: Of course, Vibratissimo is a brand - 
consumer-oriented, modern, innovative, and big on 
community.

How important are brands in today’s adult market? Do 
they have a big impact on the consumers’ purchasing 
decision? 
Arno Doll: Brands are a means of setting yourself 
apart from other products and to defend your position 
in the market. Brands also create value for the compa-
ny behind them. However, there are real brands in the 
market, and there are products disguised as brands.

Few adult brands really break out. Is that because the 
potential for advertising is so limited –both, in traditio-
nal media and on social platforms online.
Arno Doll: Yes, there are restrictions. However, we 
have been investing in social media for four months, 
and we are very happy with the results. Social media 
allow for direct interaction with your target audience. It 
is a great way for us to get feedback and suggestions, 
which we use to improve our products whenever 
possible.

Just recently, womanizer merged with We-Vibe. What 
do you think of this development?
Arno Doll: Well, these are two interesting, exciting 
companies within our industry, both with lots of know-
how and a knack for creating quality products. What 
will be result of this merger? Time will tell.
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 „The BeauMents brand ranks among the 
best-selling product lines in the ST RUBBER 
range. What is your explanation for this 
success?
Adrian Schneider:  These products are 
unique – you can’t compare them to other 
toys on the market. The quality is top-notch, 
combining fi rst-class materials and functionali-
ty. Add to that the fair prices, and it’s really no 
wonder that they are doing well.

The brand is relatively small, including a 
selection of lubricants, Doppio V1 and V2, and 
the Joyride cock ring. Why did ST RUBBER 
choose these product groups?

Adrian Schneider: The BeauMents brand 
stands for “beautiful moments” ... and by that 
we mean beautiful moments for two. We want 
this brand to appeal to couples and to add 
to their moments of intimate togetherness. 
There are not many products in the couples’ 
toy segment that really excel – we are always 
looking for innovative products, but unfortu-
nately, the product range in this category is 
rather limited.

Doppio is the best-selling product in the 
BeauMents line. Would you mind telling us 
more about this toy?
Werner Tiburtius: Doppio is a couples’ toy 
with numerous features and three motors that 
make for strong vibration and stimulation. The 
special thing about Doppio is that, during love 
play, Doppio provides pleasant stimulation to 
both partners, making for much more exciting 
and satisfying love play.

What sets Doppio 2.0 apart from the original 
version?
Werner Tiburtius: Doppio 2.0 comes with a 
remote, three new features, and eye-catching, 
high-quality packaging.

The BeauMents products also stick out due to 
their clear, harmonic design. How would you 
describe the underlying design principles of 
the brand?
Werner Tiburtius: Design is a very subjective 
thing, and describing it is always very tricky. 
Ultimately, the product has to appeal to the 
consumer, and it has to do what it is sup-
posed to do … but of course, it should also 
be interesting to look at – that’s how many 
people pick the products they buy. At any 
rate, the design of BeauMents is as appealing 
and trendy as can be.

Couples products have been 
in high demand for several ye-
ars, but in order for a product 
to really qualify as a couples’ 
product, it should meet one 
very important criterion: 
Using the product has to be 
satisfying for both partners. 
This is also refl ected in the ST 
RUBBER brand BeauMents. 
The Saarland-based company 
has assembled a selection of 
products under this brand that 
truly stick out, and not just 
because of their functionality. 
In our interview, the heads of 
ST RUBBER, Adrian Schnei-
der and Werner Tiburtius, 
give us more details about 
BeauMents.

Both partners need to get pleasure out of the 
experience – that’s what makes it a real couples’ toy
Ad r i an  Schn e ide r  a n d  Wern e r  T i bu r t i us  t a lk  th e  S T  RUB B ER  b ra n d  B ea uMen ts exclusive
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ST RUBBER, Adrian Schnei-
der and Werner Tiburtius,
give us more details about 
BeauMents.
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Does ST RUBBER also provide POS materials 
to boost the brand?
Adrian Schneider: Yes, we have developed 
a beautiful acrylic display just for Doppio. The 
brick and mortar retailers get one of these 
displays for free when ordering at least three 
Doppios in each colour.

The BeauMents products are all aimed at cou-
ples. Compared to other big target audiences, 
what role do couples play in the adult market 
right now?
Adrian Schneider: The brick and mortar and 
e-commerce retailers see more and more 
that couples represent a large chunk of their 
clientele. And couples want to enjoy the sex 
toy experience together, which makes them 
a very important audience for the trade. After 
all, couples often spend more money on the 
things they enjoy together, be it hobbies or 
their love life.

In your opinion, what are the most important 
aspects couples’ toys need to bring to the table?
Werner Tiburtius: Well, quality and functi-
onality should always be a top priority, just 

like with any toy for one user. To make it a 
couples’ toy, you should obviously be able to 
use it with your partners at the same time, so 
that’s very important as well. Both partners 
need to get pleasure out of the experience – 
that’s what makes it a real couples’ toy.

You are already working on another couples‘ 
toy for the BeauMents brand. What can you 
tell us about this upcoming product?
Adrian Schneider:  Following 15 months of 
development, we have now entered the pro-
duction phase. The new BeauMents couples’ 
toy will have its big presentation at eroFame 
– so that’s going to be a world premiere, and 
we’re all looking forward to it.

Apart from this couples‘ toy, what other pro-
jects does ST RUBBER have in the pipeline? 
What are your plans for the future of the 
brand?
Werner Tiburtius: We will continue to look 
for extraordinary and functional couples’ 
toys, and we are going to develop some toys 
ourselves, so keep an eye out, you won’t be 
disappointed.
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 „Since when has Secret Play been around? 
What was your motivation to launch the brand? 
Yasmina Martinez: Secret Play is a brand that 
has been in the market for more than 10 years, 
being created in 2006 in Valencia (Spain).
The main motivation to launch the brand 
Secret Play was the desire to start a brand of 
cosmetics with products more dedicated to 
women, such as perfumes or silk skin lotions - 
those were the fi rst cosmetics we launched on 
the market. A brand, dedicated to women, fi rst 
and foremost, with very feminine designs and 
products created especially for women.

Which philosophies, ideas, and concepts did 
you have when starting the brand? 
Yasmina: Sensations, warmness, intimacy, 
complicity with the couple ... But above all, the 
wish for women to feel more desired and to 
enjoy their sexuality in a very delicate way.

How long did it take to develop the brand? 
What were the biggest challenges you had to 
overcome? 
Yasmina: Developing the brand took some 
time, but from the beginning, we were very 
clear about the image we wanted to portray, to 
whom we wanted it to be directed, and what 
we wanted to contribute to the market. Adding 
a product like certifi ed organic lubricants was a 
major challenge. For almost a year, our labora-

tory technicians investigated which natural 
ingredients were the right ones to offer 
the perfect quality and properties - that 
has been one of the biggest challen-
ges we have had.

What trends and developments 
affect your brand and product 
development? 
Yasmina: In addition to our de-
velopment team, that is constantly 

generating ideas, our commercial network is 
always attentive to the needs of our customers. 
From the synergy of that information and our 
development team, products such as our 
innovative Triple X emerge.

What are the strong points of Secret Play? 
How are your products different from the 
competition? 
Yasmina: The strengths of Secret Play are 
undoubtedly the professionalism that comes 
with more than 10 years of experience in the 
industry, and the dedication we put into every 
step we take to launch a product onto the 
market. The Secret Play products are also 
different because of their quality ingredients 
and fi nishes, for instance the new games that 
we will present at the next eroFame fair.

What can you tell us about your product 
range? Which types of products are part of 
the brand, and what are their most striking 
qualities? 
Yasmina: We have a wide variety of product 
lines. Secret Play is focused mainly on new 
cosmetics and sensual games to enjoy with a 
partner in your intimate moments, but there are 
also other very interesting aspects of the brand 
– other products such as accessories dedica-
ted to women and sensual kits, among others. 
The brand is best-known for certain products 
that have given much to talk about in these last 
years, for instance the Liquid Vibrator, Brazilian 
Balls, organic lubricants, sensual games, etc., 
however, there is a constant in all our products 
and that is the quality.

Could you give us some information about the 
ingredients you use in your products?
Yasmina: All our ingredients are tested by our 
own and external laboratories, including Swiss 
laboratories with which we have worked on our 

Women and couples have 
always been at the centre 
of Secret Play’s activities. 
The brand has diversifi ed 
quite a bit since its early days, 
offering a wide variety of 
products, including card and 
board games and accessories 
such as cuffs and fl oggers, 
but Secret Play is still best 
known for its cosmetics lines 
which are 100% organic. EAN 
wanted to know more about 
the brand and asked Yasmina 
Martinez, the Global Sales 
Manager of Secret Play, for an 
interview.

A brand dedicated to women, with very feminine 
designs and products created especially for women

Yas m ina  Mar t i n ez  p resen ts  th e  S ec re t  P l a y  b ra n d exclusive
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line of 100 % organic lubricants.
Also, all the ingredients we use for our cosmetics are 
natural.

Who is your target audience you are going after? 
And what does a product need to satisfy this 
audience? 
Yasmina: At Secret 
Play, we believe that 
there is no age limit 
to enjoying sex, either 
alone or in company; for 
this reason, our objective 
is to develop products that 
appeal to anyone who wants to feel 
something new in their relationship, so 
we focus on making products of exceptio-
nal quality that meet all consumer expectations 
while always giving them a feminine touch.

How important is it that consumers perceive 
Secret Play as a brand? How much weight do 
brands carry, and are they more valuable in a 
saturated market? 
Yasmina: As you say, the market is very saturated, 
but quality is not abundant, that‘s why Secret Play 
is so important, because it offers unique product 
lines that stand out from the rest.

Which channels of distribution do you use to 
market your products? 
Yasmina: To market our products, we work with 
wholesalers and also with retailers.
Our consumers can fi nd our brand products in a 
number of erotic shops, but we do not sell direc-

tly to the fi nal consumer. That‘s why our channels of 
distribution are wholesale and retail.

Is the erotic market your main focus, or do you also 
want to break into the mainstream market with your 
brand? 
Yasmina: Our philosophy is that the culture of 
healthy eroticism has to be something natural, that‘s 
why some of our products can be found in erotic 
shops as well as in pharmacies. But we are mainly 
focused on erotic market

Which criteria do you go by when choosing busi-
ness partners? 

Yasmina: We need people who identify 
with our products and with the vision 

of the brand, and partners who want 
to achieve the same goals that the 

company has.

How does Secret Play support 
its retail and/or distribution 

partners? Are there POS 
materials, product training 
sessions, and the like? 
Yasmina: For us, distri-
butors are very important; 

they are the face that the 
buyer sees, and what we 

want to show to them is trust 
and security, that‘s why behind 

every relationship we have, there 
is a direct line and support that 

facilitates this relationship and gives 
distributors the necessary tools to market 

our products.
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How should retailers present your products to 
generate more sales with Secret Play?
Yasmina: We believe that the retailer should put 
more emphasis to the characteristics of the product 
when they explain the product to the customer – we 
believe that often, the functionality of a product or 
all the uses that it can have are not explained well 
enough. For this reason, we believe that information 
and support through the retailer are essential for 
the customer to know what they are buying and to 
be totally convinced that their purchase has been a 
success. 

What‘s next for Secret Play? What are your plans for 
the future? 
Yasmina: We have many surprises, and all the 
secrets will be unveiled at eroFame. I can´t tell you 
anything now because it would ruin the surprise, but 
customers should keep an eye on our brand – we will 
give much to talk about in the coming months.

What is your opinion on the current situation within 
the market? Is there too much noise about sex tech? 
Yasmina: New technologies allow for new forms of 
interaction, both individually and as a couple, either 
through virtual reality, vibrators that are controlled 
through mobile applications, etc. But the intimate 
contact is the real goal of all erotic action, so while it 
is true that the ‚sex tech‘ is generating a lot of noise, 
we think it will not displace the ‚traditional‘ at all.
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 „How is business? Do the dog days of 
summer have an impact your activities? And 
how did the football world cup affect your 
business?
Tapio Ruppa: Well, we are good, and sales 
are going on. Summers are usually busy, 
people wear fewer clothes and hormones are 
bubbling up. When vacations start, people 
have more time to come to our store to explo-
re the product range. And this way, they know 
they will please their 
partner.
Football is not that 
much of a factor 
because we have more 
ice hockey people.

How would you descri-
be the current situation 
of the adult trade in Fin-
land? What do you hear 
from your colleagues 
and competitors?
Tapio: The trends are changing. Today, bigger 
companies are doing better and smaller 
companies are failing. The brick and mortar 
is experiencing particularly big changes. The 
internet changes trading.

What are the developments and/or problems 
that have the greatest impact on your dome-
stic market right now? 
Tapio: The internet and growing internationa-
lity expand the area of purchasing opportuni-
ties. You may not always buy domestic if you 
get a lower price elsewhere.

The general sentiment is that there is increa-
sing social acceptance regarding sex toys. Is 
that also the case in your country? Does your 
business benefi t from this development? And 
what can you do to support this trend?
Tapio: Sex toys are socially accepted in Fin-
land, both as well-being products and sexual 
health products. We have benefi ted from this 
trend, and a great selection of people come 
here to and explore the store, looking for new 

things to discover.

Which products are par-
ticularly popular among 
your consumers right 
now? Which products 
are your top-sellers?
Tapio: I would say that 
lubricants and clothing 
are the ones that sell 
the best at this time. 
People have found extra 
pleasure in sex due to 

lubricants. Lingerie will please the eyes and 
add extra pleasure to the couple‘s sex life. 
Of course, with over 10,000 products in our 
range, we also cover many other popular 
product groups.

There are more and more products that don‘t 
use vibration but rely on other technologies for 
stimulation. How have your consumers been 
responding to this development? Are they 
curious about these new technologies?
Tapio: Yes, people are interested in these new 
products, but if they are considerably more 

The biggest range of intimate products in Finland can be found in the city of Jyväsklyä, or, 
more precisely, on the shelves sexual health store AntiShop where Tarja and Tapio Ruppa 
present a wide and diverse range of sexual health and sexual wellbeing products, spread 
out across roughly 400 square metres of sales space. EAN seized the opportunity to speak 
with Tapio about the trends and developments in the adult retail trade.

Tap io  R up p a  h a s  been  spec i a l i s i n g  i n  sexua l  h ea l th  s in c e  2000 exclusive

“A  BRAND  DOES  NOT 

ALWAYS  GUARANTEE 

GOOD  SALES . “
TA P I O  R U P PA

Sex toys are socially accepted in Finland, 
both as well-being products and sexual health products.
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expensive, they often end up buying lower-priced pro-
ducts instead, even if they include older technology.

How do you choose the products you buy for your 
store?
Tapio: Sometimes, this is a diffi cult task. Nobody 
knows how well the new product will sell in advance. 
Also, a product can perform differently in different 
countries. The best purchasing is done at various 
trade shows, where I get to see new products and 
get a demonstration, so I can evaluate whether or 
not the product is worth selling. Sometimes, I just 
get new products on the shelves without seeing 
them or knowing anything about them.

The effectiveness of brands in the adult retail trade 
is still up for discussion. Do you put emphasis on 
brands in your store, and what are the reasons for 
your strategy?
Tapio: A brand does not always guarantee good 
sales. That is why we do not choose our product 
range by brand, but instead, we focus on purcha-
sing the most usable products, regardless of the 
brand. Sometimes we do emphasise brands, for ex-
ample by having a discount or some other offer, but 
that does not guarantee good sales if the customer 
chooses another lesser-known manufacturer, per-
haps a product that is less expensive or otherwise 
more enjoyable. Also, the customers don‘t always 
know the brands. 

How important are the sales staff and the service 
they provide? How strongly do they contribute to the 
success of your business? 
Tapio: It is the key selling point. We are speech 
workers. With a large selection, there are so many 
alternatives that the customer cannot compare all 
the product differences, so we need to tell them 
about that. The shopping experience will also impro-
ve if a professional seller is presenting products. On 
the side of sexual health, you sometimes deal with 
illnesses or disabilities which makes it even more 
diffi cult. Without a professional and knowledgeable 
vendor, the customer will not get the right product. 
So, in order to do a good job, a brick and mortar 
shop has to have good sellers at work.

Which factors have the greatest impact on the 
customers‘ purchasing decision? Is it the price of 
the product? The service? Maybe the functionality of 
the toy? Or is it the design?

Tapio: We all are so different in our ideas or what 
we like that there is no direct response to this. Our 
service is what provides added information to the 
customer, so that is very important. Then comes the 
design and, consequently, functionality. However, 

this is all affected by the price. 
Not everyone is willing to invest 
large amounts for sex toys, 
others do not care about the 
price, they just buy the product 
that offers the most functions.

You run an online shop as well 
as a brick and mortar store – is 
this dual strategy the only way 
to be successful in the adult 
retail trade nowadays? 
Tapio: Antishop can look 
back at 53 years of brick and 
mortar sales and 18 years of 
e-commerce sales. Today, the 

two go hand in hand. Both ways of selling support 
each other. Many of the products can be viewed 
in advance on the website and then the customer 
goes out to see these products in the store. In order 
to determine if a product is right for you, you want 
to feel the material, see if the size of the product is 
right, you want to know what kind of vibration the 
product has. These are important things that add to 
a good shopping experience.

Is there some sort of cross-pollination between these 
channels, with one helping to create business for the 
other, or do they appeal to entirely different audiences?
Tapio: The audience is the same, but how peo-
ple shop is often determined by where they are. 
Finland is a big country and distances are great. If 
a customer can‘t visit our city, he or she will make 
purchases online. If a customer has a day off, they 
often come to our store to see how the range has 
changed since their last visit. Therefore, we are ac-
tually one of the most important holiday destinations 
for our customers. 

Which segment holds the bigger potential for the 
future of the market: the brick and mortar trade or 
the e-commerce segment?
Tapio: Brick and mortar will never disappear becau-
se people will always need physical stores. The size 
of stores is growing, but their number decreases. 
E-commerce continues to grow.
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 „Paul, you have added a new version of the 
EX Lite Doll to the cloudclimax.com online 
shop. But it is only available in the ‚Kayla‘ 
variant, correct?
Paul Lumb: That is correct, we now have a 
transgender version of Kayla on our online 
store. We are the only store to be offering this 
option with the EX Lite.

Compared to the previous model, which fea-
tures have been changed and optimised?
Paul Lumb: We have improved the look of the 
face, which is now made from a denser foam 
and have refi ned the make-up application 
so that the face is more beautiful than ever 
before. There are also added detailing to the 
hands and feet, knees and elbows, to give a 
more realistic look.

Which materials is the new EX Lite Doll made of?
Paul Lumb: It is still made of PU Polyurethane 
Foam, however the mix that is being used has 
much improved since the fi rst EX Lite dolls 
were released. The inserts that are used to 
make the vagina or the penis are made from 
platinum silicone.

Another interesting feature is the silicone penis 
which turns the EX Lite into a transgender doll. 
Has there been much demand for this feature, 
or is the penis more like a gimmick?
Paul Lumb: Judging from the response that 
Sasha De Sade has had to her latest videos 
with her Cloud Climax dolls, there is an 
immense demand for TS female dolls. Since 

Sasha started fi lming with the dolls earlier this 
year, she has been inundated with messages 
asking where they can get a ‘Sasha’ version 
of the doll. As described so well by Sasha ‚A 
TS sex doll would fulfi l most people’s fantasy 
of a TS girlfriend … perfectly soft and feminine 
with a permanently hard cock! For a lot of 
fans, trans girls and their cocks are their main 
sexual preference, so for them this is more 
than a gimmick – and if they want a version 
of their favourite trans porn star to live in their 
bedroom 24/7, that’s exactly what these dolls 
can deliver!‘

Who is the target audience for this doll?
Paul Lumb: The target audience is anybody 
who is looking for an affordable TS doll. At 
Cloud Climax we want to be able to have ever-
ybody be able to live out all their fantasies and 
turn them into a reality. We also fully appreciate 
all sexual preferences and try to ensure that 
our ranges are fully inclusive and diverse. 
People are attracted to all types of looks, body 
types and people and we try to refl ect this. 
Whilst it is growing to be more acceptable to 
be transgender, it is also becoming more ac-
ceptable to own a sex doll. There is no reason 
why the two cannot go together.

You put great emphasis on the affordable 
price of the new doll. Have there already been 
other transgender dolls, and are they much 
more expensive?
Paul Lumb: You are able to purchase more ex-
pensive transgender dolls made from silicone 

Cloud Climax, fl agship reseller for DS Dolls and EX Dolls in the UK and Europe, have expan-
ded their range of dolls, adding an optimised version of the EX Lite model ‚Kayla‘ that can 
now be turned into a transgender doll via a silicone penis. Paul Lumb, the founder and head 
of Cloud Climax, tells us more about this new product and about his collaboration with TS 
Fetish model Sasha De Sade.

There is an immense 
demand for TS female dolls

E X  L i te ‘ s  Ka y l a  i s  n ow  a v a i l a b le  i n  a  t r a n sg en de r  v e r s ion exclusive

Paul Lumb, founder and 
head of Cloud Climax
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or TPE. However, these can 
be out of the budget range 
of some people. We aim 
to offer an affordable alter-
native, as well as the other 
transgender dolls we sell.

In order to promote the 
new transgender doll, you 
are working with Sasha 
De Sade. For those of our 
readers who are not fami-
liar with that name, who is 
Sasha de Sade, and what 
exactly does this collabora-
tion entail?
Paul Lumb: We have been 
collaborating with Sasha 
De Sade for some months 
now. She has been making 
both exclusive Cloud 

Climax content and her own videos using some of 
our range of Sex dolls. Sasha currently has a TPE 
female doll and a Silicone Male doll from Cloud 
Climax. We are working to promote one another in 
this collaboration. 

Sasha De Sade: Collaborating with Cloud Climax 
has been an incredible opportunity to get involved 
in the sex doll phenomenon, which is such a cool 
and fascinating development in human sexuality 
& behaviour! Using sex dolls in my porn work has 
been a game changer – they allow for a type of 
imagination in shooting content that’s usually only 
available when making solo videos. I can be as 
kinky and fi lthy as I want to be with my dolls and 
not be inhibited by other actors, because I know 
my sex dolls will follow a scene in any direction no 
matter where I take it. This is great for exploring 
personal creativity and pushes me to make original, 
interesting productions.

Sasha De Sade is an 
internationally known 

TS Fetish model

“WHILST  I T  IS  GROWING 

TO  BE  MORE  ACCEPTABLE 

TO  BE  TRANSGENDER ,  I T 

IS  ALSO  BECOMING  MORE 

ACCEPTABLE  TO  OWN A 

SEX  DOLL .  THERE  IS  NO 

REASON WHY  THE  TWO 

CANNOT  GO  TOGETHER . “
PA U L  L U M B
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Are there plans for more collaborations of this kind 
to help with the promotion of your products?
Paul Lumb: We will remain in collaboration with 
Sasha for some time. Her work with Mistress 
Murmur and our dolls is bringing a lot of interest to 
Cloud Climax and the products that we offer. We are 
still fi nding that a lot of people do not know that sex 
dolls are so readily available and Sasha is helping us 
to change this. 

Sasha De Sade: So far, my partner Mistress Mur-
mur and I have produced fi ve videos with a female 
doll and more recently a male doll from Cloud 
Climax, and we’re still only getting started! The 
ability to fi lm hardcore-style porn without needing 
to communicate scene ideas to a hired performer 
feels like a breakthrough! Our fi rst doll series, which 
centred around a Dollifi cation bimbo slave factory, 
would have been impossible to fi lm without a doll 
as the whole point of the videos was to show an 
enslaved whore being turned into an actual silicone 
love doll, devoid of autonomy. Our ‘Boyfriend 
Distraction’ content with the male doll would also 
have been diffi cult to fi lm with actual male talent, as 
the male love doll’s absolute unresponsiveness to 
me stimulating him for attention is a key part of the 
concept, and adds to my onscreen humiliation and 
submissiveness ... 
I’m so happy to be working with Cloud Climax in 
particular to produce this kind of content, as I’ve le-
arned through talking with their staff how passionate 
they are about the quality of their products and the 
desires of their customers. Their partnership with 
DS Doll Robotics in China also appeals to me as I’ve 
spent most of my life living in East Asia, including 
China, so it’s easy for me to feel connected to their 
company and motivated to do their dolls justice on 
screen! I hope one day to make porn content speci-
fi cally for my Asian audiences, speaking in Japanese 
and Chinese, so for me personally the option to 
have Asian features on the dolls is a huge bonus! 
I’m really looking forward to collaborating with Cloud 
Climax in the future as part of this!

What can we expect from the EX Lite range in the 
upcoming months?
Paul Lumb: We hope to offer more EX Lite heads 
and perhaps a new body style. This is something 
that is being secretly worked on at DS Doll 
headquarters in Dalian and we will likely see new EX 
Lite products coming in the near future.

Kayla – now also available 
in a transgender version
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 „Passionate Playground – the company be-
hind Joyboxx – recently decided to move their 
manufacturing from China to the US. Why did 
you make this decision?
Deborah Semer: We always wanted Joyboxx 
to be made in the US, however the initial US 
tooling and production quotes were too extre-
me, so we started in China. We fi nally made the 
decision to move the tooling after trying several 
factories in China and they just couldn’t make 
Joyboxx without a long delay to get it right. 
Joyboxx is actually a labour-intensive, complex 
product to make. I did learn about one odd 
Chinese political issue that stopped manufac-
turing – they tried to clear air-pollution before 
a global summit, so they shut down the metal 
and lock manufacturers (which affected our 
lock production). These manufacturing delays 
were then compounded by global shipping 
issues that exist for everyone such as; Chinese 
holidays combined with the US holidays, the 
US Longshoreman strike and mega companies 
such as Apple that clog all shipping lines with a 
new release, so you just can’t get your product 
shipped. Our fi nal overseas container in March 
was stuck in the port of Vancouver, BC for 2 
extra weeks due to „general congestion.”

Did this decision have anything to do with the 
recent “trade war“ between the US and China?
Deborah Semer: No. Just very good timing. 

I also learned that the Chinese seem to love 
Trump (during the election time), which bog-
gled my mind but they have limited informa-
tion.

Could you elaborate a bit on the problems you 
faced while manufacturing overseas?
Deborah Semer: In addition to the issues 
stated above, our last company that was 
producing Joyboxx was actually German-
owned, but they were the go-between for 
the Chinese factory, so I thought it would be 
of the highest quality. Let me be clear that 
the Joyboxxes that were made correctly and 
not damaged in assembly, are perfect and 
quality of food-grade plastic is the same as 
in European baby products. Overall there 
is a just a big difference in general aptitude 
and attitude about what is acceptable. The 
aptitude is night and day between skills 
and technology, from what I’ve seen the 
Chinese engineers just kind of “wing it” each 
time during production. The concept of set 
manufacturing planning and control systems 
didn’t exist in my experience … even when 
asked for.

How hard was it for you to fi nd a factory in the 
US that suits your needs?
Deborah Semer: Not hard at all! Every fac-
tory we met with wanted to make Joyboxx. 

Many companies who want to introduce a new mass product to the market turn to Chinese 
manufacturing plants to meet their production goals – that is also a common occurrence 
in the adult industry. And it is also the strategy Passionate Playground pursued at fi rst. 
Throughout the fi rst years of the US company’s existence, they had their products manu-
factured in the Middle Kingdom. However, now they have shifted production to their home 
country. Deborah Semer, CEO of Passionate Playgrounds, assures us that the current po-
litical climate had no bearing on this decision. But what were the reasons to take this step 
then? Deborah tells us in our EAN interview.

We always wanted Joyboxx to be made in the US
De bor ah  Se mer  te l l s  us  w h y  Joyboxx  h a s  sh i f ted  p roduc t ion  to  th e  US A exclusive

Deborah Semer, inventor 
of the Joyboxx
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“THE  AB IL ITY  TO  HAVE 

COMPLETE  TRUST  AND 

OVERS IGHT  DUR ING 

MANUFACTURING  IS 

WORTH  EVERY  PENNY. “
D E B O R A H  S E M E R

Our main issue now is with the cost of labour and 
ground shipping, however it should equal out to 
about the same or slightly more than having to wait 
months for China.

Most manufacturers use factories in China because 
of the lower costs. Will the price of the Joyboxx 
change or does a lower error-rate actually compen-
sate higher costs?
Deborah Semer: There are considerations such 
as printing and cardboard cases that are also more 
expensive. We have many taxes here in Washing-
ton State in addition to a high labour cost. The 
US makes the most plastic in the world, so the 
raw materials are cheap. We are also looking at 
recycled plastic, something that China just stopped 
using. Overall, we are looking at 2x COGS, but not 
having errors and the ability for smaller runs/on-de-
mand manufacturing should compensate for that.

Besides this, will anything else change for your 
customers and the users of Joyboxx?
Deborah Semer: Not at all. We will still bless each 
Joyboxx with many years of joy.

Do you expect more and more manufacturers of 
erotic products to move their manufacturing to the 
US in the foreseeable future?
Deborah Semer: That is a tough question for me 

to answer, because it really 
depends on the materials the 
products are made of, the 
expertise and where their main 
markets are. The ability to have 
complete trust and oversight 
during manufacturing is worth 
every penny. I think you can 
do that if you want to spend 
months in China, or the midd-
le-of-nowhere USA. I’m beyond 
thrilled that I can now do it 
within 30 minutes from our HQ 
in Seattle!

Joyboxx has been on the 
market for almost four years by now. How did the 
brand and the company develop since you fi rst 
presented your storage box for sex toys?
Deborah Semer: #1 we received the fi rst utility 
patent! Joyboxx is now the “standard” in hygienic 
storage system and it has expanded into the explo-
ding recreational Cannabis market and growing the 
Build-a-Boxx brand. Build-a-Boxx makes it easy 
for wholesalers and direct customers to start with 
the storage and fi ll it up. It’s been interesting to see 
almost every retailer and manufacturer try a version 
of “something in a box” which is just packaging 
instead of a patented hygienic system.
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Joyboxx offers a well-thought 
out storage system for sex toys
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What kind of feedback did you get from your 
customers and how did this infl uence Joyboxx‘s 
development?
Deborah Semer: We have made several impro-
vements over the years such as a sturdier metal 
combo lock (which is included free in addition to the 
removable quiet slide-lock) and more information 
about how all of the parts work. People still don’t 
realise the number of problems Joyboxx + Playtray 
solve for all of the moments of pleasure product 
use, before, during and after. So we need to keep 
doing a better job of educating wholesalers and 
customers.

Will we see a Joyboxx 2 and which kinds of impro-
vement would you love to have in another iteration of 
the product?
Deborah Semer: We have an entire product de-
velopment line just waiting to go. This requires quite 
a lot of funding and so we are beginning to search 
for a partner or buyer of the company who has 
the infrastructure to take Joyboxx to the massive 
potential we know it has. Every pleasure product 
sale needs a Joyboxx (or two) and a Playtray to go 
with it, so the number is in the tens of thousands per 
day – conservatively.

The final container from China 
– Deborah is happy about the 
shift in production

Joyboxx is now being 
produced in the USA





 „Skins Condoms recently celebrated its 
tenth anniversary. When the brand was 
founded, did you expect such a long-lasting 
success?
Jane Bowles: When we founded Skins, we set 
out to make a serious competitor brand to the 
market leader. We wanted to give people super 
high-quality protection but at an affordable price. 
We believe that safe sex should not be a cost 
decision and that safety and quality of experien-
ce should not be compromised so we worked 
hard to create a great product at a great price. 
Skins retail price sits about 20 percent under the 
leading brand but we also wanted to incentivise 
retailers to stock the brand so we offer them a 
higher percentage margin and, in many cases, a 
higher cash margin with Skins too.
So, we defi nitely started out with the hope 
that the brand would have longevity and that 
it would in time become known as a specialist 
brand on sexual health.
Coming from the adult industry we believe we 
have an edge over other more mainstream 
offerings as we have the benefi t of a wider 
range of product opportunities than they can 
perhaps access.
Having said that it certainly doesn’t seem like 
ten years have gone by – we must have been 
having fun.

What was your motivation back then to found 
Skins?
Jane Bowles: Well fi rstly it was quite a 
personal one – our two sons were about to 

reach the age where we would have to have 
‘that talk’ and because of what we do we felt 
there was a gap in the market for a brand that 
would appeal more to young people.
We undertook a lot of consumer research 
prior to launch to work out what put people 
off wearing condoms and then worked very 
hard to eradicate those issues. You will fi nd all 
Skins are super clear and thin so not only do 
you look good in them, but they let you feel 
your partner and not the condom. We have 
also added a little extra lube for comfort and 
safety (after teeth and nails, lack of lubrication 
is the third highest cause of split condoms). 
Many people said they don’t like the tell-tale 
smell of latex with a condom, so all Skins 
are made with only the highest quality latex 
and are infused with a fresh scent to ensure 
nothing interferes with your pleasure.
Another motivator was to provide a condom 
with a simple naming policy. People generally 
want to grab a condom and go without ente-
ring into a conversation with the retailer about 
what condom does what so you will fi nd Skins 
are named clearly for example our Natural 
condoms are called skins Natural – no fuss, 
just customer focussed.

What were the highlights in the history of the 
brand?
Jane Bowles: The brand has gone from 
strength to strength with notable achie-
vements such as a partnership with the NHS, 
fi lm and TV credits including American Pie 

When Creative Conceptions launched the Skins brand ten years ago, the goal was simple: 
to present condoms that combine quality, pleasure, and design. In addition to that, they also 
delivered a product that is a) perfect for fun sex and b) lower-priced than many comparable 
brands. Now, as Skin turns ten, EAN and Jane Bowles, CEO of Creative Conceptions, talk 
about the changes that the brand has undergone over the course of the past decade, and 
about the other products outside the condom segment that have also come to bear the 
Skins logo.

Customers want 
transparency, trust and value for money

Jane  Bowle s ,  CEO  o f  C rea t i v e  Con c ept ion s exclusive

Jane Bowles, head of 
Creative Conceptions
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Reunion and Geordie Shore, endorsements from 
Dr Christian Jessen and Dr Pixie McKenna and 
Sponsorship support for Eyes Open World Aids 
Day, National Federation of Young Farmers and the 
University of Lincoln.

What reasons are there for a customer to choose 
one condom brand over another?
Jane Bowles: Customers want transparency, trust 
and value for money.
Our intentions were to ‘change the perception of 
contraception’ by producing a superior condom for 
quality, pleasure, satisfaction and design and one 
that people would be proud to buy, unashamed to 
carry and ultimately enjoy wearing.
Skins Condoms are designed to be ultra-clear and 
thin so as to feel like a second skin. We go the extra 
mile to source only the very best latex from regions 
with the best rubber growing conditions in any 
particular year. We send our resident latex expert 
directly to plantations to personally select the very 
best. We add a little extra lube to make Skins super 
comfy and to offer better protection. We infuse very 
Skin with a hint of fresh vanilla to help avoid that 
undesirable latex smell. Safety comes fi rst for us so 
all Skins are tested to the very highest and most up 
to date European standards that supersede all other 
national standards.  
We encourage buyers to take the product out of the 
packet and compare it to others – we are confi dent 
they would be impressed by the very real difference 
in the look. You wouldn’t buy a pair of jeans without 
trying them on fi rst – why wear a condom you ha-
ven’t tried on for look and feel? After all you want to 
look your best at this point!

How would you describe the target audience for 
Skins?
Jane Bowles: Traditionally condoms are bought 
by 18-24-year olds, however we have designed our 

product to appeal to all ages 
and both male and female. 
After-all it is naive to think that 
age bracket might be the only 
time in your life when you may 
need them!
We believe our packaging 
plays an important role in what 
attracts customers to Skins. 
The results of a recent survey 
we conducted would suggest 
we have got it right with a 
resounding 82% of participants 
agreeing the brand has strong 
appeal for them. Bold, bright, 
gender-neutral, fun, honest 

and clear were just some of the words we received 
about the brand which is exactly what we set out to 
achieve with the design.

Besides condoms, which products are also available 
under the Skins brand? How has the product line 
changed over the course of the years?
Jane Bowles: The Skins range has continuous-
ly evolved since its inception in 2007. Currently 
we have three key product areas, Protection, 
Performance and Pleasure. Male Performance 
we see as a key growth area and much of our 
new product development currently is in this 
fi eld. Powerect – Our 100 percent natural Male 
Enhancement Cream is growing rapidly in the 
US where we launched it some 18 months ago 
and sees very strong repeat sales. It offers the 
many men who cannot or don’t want to take pills 
a fast-acting alternative. Applied directly to the 

“WE  WANTED  TO 

G IVE  PEOPLE  SUPER 

H IGH QUAL ITY 

PROTECTION  BUT  AT  AN 

AFFORDABLE  PR ICE . “
J A N E  B O W L E S

The flavoured 
Skins condoms 
are particularly 
popular
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penis it begins to work immediately and helps 
men of all ages who require a little extra help in 
the heat of the moment. Men begin to lose penile 
sensitivity from the age of 30 and a small amount 
of Powerect cream can help maintain more youth-
ful erections. Younger men like to use it as it can 
help you perform even after a night out!
We also offer a food supplement option called 
Poweract which we recommend to be taken eit-
her 45–60 minutes before sex (two pills) or daily 
to improve overall Male sexual health. Taken for 
three months or more this too can help with fertili-
ty as it can increase both quality and quantity of 
sperm. 
We also offer our Skins Vibe Rings and Skins 
Performance Rings both of which are great fun and 
give users added pleasure and sensations.

To mark the occasion of the anniversary, you will 
release six new packs in the Skins Condom range. 
What makes those additions stand out?
Jane Bowles: Yes, the new packs include Skins 
Strawberry 12 Pack and 4 Pack, Skins Banana 12 
Pack and 4 Pack, Skins Mint 12 Pack and 4 Pack.
Our fl avoured condoms have always proved very 
popular but consumers tend to have their favourites 
so we saw a demand for us to add individual fl avou-
red boxes to our collection. In this way people can 
indulge in their favourite taste.

You also recently launched three new packs in the 
Poweract range, a food supplement for men. What 
sets those supplements apart from the competition 
and which packs did you launch?
Jane Bowles: The success of the Poweract 15 
pack and the feedback we have received from men 
taking this supplement daily has driven us to launch 
what we believe is an excellent value 60 pack.
Self-care is the new healthcare and Poweract is a 
great choice for the health-conscious male pleasure 
seeker.
What sets us apart … Poweract is manufactured in 
a GMP certifi ed facility and we hold all the neces-
sary documentation supporting the pills claims in-
cluding Certifi cates of Conformity. There are a lot of 
pills in the adult market place but our key difference 
is we have all the paper work to allow retailers to re-
commend them to their customers with confi dence. 
Poweract can be taken on demand, 45–60 minutes 
before sex or on a daily basis to improve overall 
male sexual health, or the cumulative effect of the 
product can help increase both quality and quantity 

of sperm and works to give men the best possible 
basis for sexual health. Poweract can be purchased 
simply over the counter with no need for a prescrip-
tion or lifestyle change!

What are the next steps for the Skins brand?
Jane Bowles: Our next big release will be at 
eroFame where we will be concentrating on four 
new Delay products – two are natural and two are 
medical strength but the unique difference is that 
they will also contain enhancers to ensure fi rmness 
is maintained whilst prolonging Pleasure.
We are also busy developing our brand-new, 
latex-free condom, set to be revealed later this year! 
So, watch this space as there’s lots to come!

Let‘s look even further in the 
future: What do you hope to 
achieve with Skins within the 
next ten years?
Jane Bowles: We hope to 
build on the success to date 
and enter new markets glo-
bally. As a brand we believe 
that a happy and healthy sex 
life should be available for all. 
Indeed, research is increa-
singly extolling the benefi ts of 
regular sex as a powerful force 
for many far-reaching health 
benefi ts. By aiming to introduce 

unique solutions at affordable prices we hope 
that Skins can continue to grow over the next ten 
years and play a small part in making people’s lives 
happier and healthier.

“WE  BEL IEVE  OUR 

PACKAGING  PLAYS  AN 

IMPORTANT  ROLE  IN 

WHAT  ATTRACTS 

CUSTOMERS  TO  SK INS . “
J A N E  B O W L E S

The natural food supplement 
PowerAct is also part of the 

Skins brand
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 „Is business going well? Do you still focus 
on home parties and e-commerce as the 
distribution channels of your choice?
Gerður Huld Arinbjarnardóttir: Business is 
good. We are growing year to year and the 
Icelandic customer is also becoming more 
and more open to sex toys. Even though 
Iceland has always been open, we are still 
working on making it even less taboo for peo-
ple. Most of our sales come from social media 
as in Instagram and Snapchat, but we are 
learning and adapting to the Icelandic market 
all the time and changing our strategies.

You entered the sex toy business in 2011. Sin-
ce then, what have been the biggest changes 
and most far-reaching developments affecting 
the Icelandic adult market in general and your 
activities in particular?

Gerður: We feel that sex toys are becoming 
less and less taboo in Iceland, and just all 
over the world. At fi rst, we were focusing a 
lot on getting new customers, but now we 
have become the main sex toy store in Ice-
land, so we focus more on adding value for 
the customers that we have and get them 
to come again and again. Our mission is to 
teach them how to have the best healthy 
sex life they can have. Our main focus is to 
teach people about communication in sex 
and self-explore. Over the years, we have 
learned it is not that people don‘t want to 
have sex toys, they just don‘t really know 
what to buy or how to add them to their sex 
live. We use social media to make video 
content or blogs where we talk about pro-
ducts or general problems that people have 
in their sex life. 

The success story of Gerður 
Huld Arinbjarnardóttir’s com-
pany Blush began seven years 
ago. Since then, Gerður has 
become an iconic fi gure on 
the island, and she is defi nitely 
a pioneer of the Icelandic 
adult market. In order to bring 
pleasure to the local mar-
ket, she uses three different 
channels of distribution: home 
parties, e-commerce, and 
brick and mortar. Providing 
education and information to 
consumers has always been 
a big focus of her activities, 
and she also provided lots of 
information about Blush in our 
EAN interview. 

 Our mission is to teach them how to 
have the best healthy sex life they can have
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G E R Ð U R  H U L D  A R I N B J A R N A R D Ó T T I R

There is not much competition for you in the home 
party market in Iceland, but as far as your online 
shop is concerned, you are competing with the 
whole world, so to speak. Do the synergy effects 
arising from these two distribution channels make 
it easier to stand your ground in the e-commerce 
segment?
Gerður: There are always some new companies 
popping up offering home party services, but our 
goal is to be the best by adding value for the costu-
mers and making it not only a good experience but 
also an educational evening for our customers, so 
they get to shop the sex toys at the party but they 
also learn about them and about how they can have 
outstanding sex by themselves or with their partner. 
That‘s what I think Blush has fared better than most 
other companies that have been coming in to this 
market in Iceland. 
We do have a store now that we opened up 16th 

April 2016. Before that, I was only doing online and 
home parties, but as we grew, I felt the need of ha-
ving a location that people could come to and look 
at the products; also, some customers the service 
and help when picking out the perfect toy for them. 
So, we opened up a small store, a really small store, 
just so I could get my work out of my home - my 
home was always a total mess because I was 
working there all day with some part-time staff 
members. When I think back, I don‘t know how I 
managed to put up with that for four years, literally 
living in my work with my family. 
So, we opened the store and within a week, we 
knew that the store was to small and we would have 
to move to a bigger store one day. The store has 
added 40% sales to the company for the past two 
years, so we couldn’t be happier with that decision 
As the store is still going really well now, two years 
later, we found a new location and we are planning 
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to open up a big-
ger store, fi ve time 

the original size, 
on 15th September 

2018. 
We got an amazing desig-

ner named Katla Hreiðarsdót-
tir who will design the store for us 

and we are looking forward to opening 
up a beautiful store that will not just be bigger, 

but that will also offer space to do private parties and 
workshops for our customers. 

When we fi rst interviewed you three years 
ago, you explained that, in order 
to be successful in Iceland, you 
have to gain the consumers’ 
trust. Is that still the case? 
Also, isn’t your company 
known to all Icelanders who are 
interested in sex toys by now?
Gerður: That‘s really important, yes, 
and that is still our main goal. To deliver 
the best service and make sure that we are 
always on top, with the newest and coolest 

products. We have also changed our 
strategy from selling to education 

and creating fantasies in people‘s 
mind. So we don‘t try to sell 

them products, but we sell 
them the idea of a better 
sex life or a better orgasm, 
and we have found that this 
brings the customers to us. I 
would say we have covered 
the market well, most people 
know us, but there is always 
room to do better. 

Three years ago, you also explained 
that your customers are very open-min-
ded and well-informed. Hast this acceptance 
grown even further in the meantime?
Gerður: For sure it has; before, people used to talk 
about their sex toys, but now, they talk about their 
toy box, so people are realising more and more that 
you don‘t have to limit yourself to one toy; you can 
have few of them, one for every mood. Our market 
are women and couples’ toys, and we have not 
been selling a lot of BDSM toys but that‘s something 
we will add to to our store now that we have more 
space. 

Which products are particularly popular among your 
customers right now?
Gerður: The womanizer is always popular, and 
that one has defi nitely changed the market a lot. 
People seem to love it, and I can feel how excited 
people are for the new womanizer premium that is 
coming out. Other than that, we sell a lot of Svakom 
toys, they are affordable and good quality. Echo 
from Svakom has been our best-selling toy for a 
long time, it‘s a simple toy that I think every woman 
should have. Easy to use with your partner or alone. 
Our top-selling lube is Uberlube, I fell in love with 
it myself when I tried it out, so it‘s an easy product 
for me to sell. That‘s what happens in our store 
most of the time: If I fi nd a product that I love it will 
become the biggest hit in Iceland, as I do so much 
social media and people trust me when it comes to 
picking good toys. 

There are many new products that make use of 
modern technologies? Do Icelanders like those, 

or do they prefer more conventional toys?
Gerður: Personally, I think less is more, 

so I‘m not a big fan of toys that have 
too much technology but at the same 

time we do carry some products 
that are app-controlled or offer 
similar features. We don‘t sell a 
lot of them, though. Maybe I just 
need to get used to it and start 

liking them, as it seems that a lot of 
companies are heading that direction 

with sex toys. 

Some people even say that the traditional vibration 
technology has had its day. Do you share this opini-
on, or do you think there will always be demand for 
classic vibrators?

Do Icelander
prefer more conventional toys?
 Personally, I think less is more,
not a big fan of toys that have
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Gerdur Huld 
Arinbjarnardóttir 
started Blush in 2011



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

STRUBBI.COM

Everything for the harder games

Ankle 
straps

Bondage set with connecting  
straps for neck, hands and feet.

Belt with 3 D-rings and  
detachable restraints

Leather mask

Whip from 100% calfskin-leather
Paddle made of leather with eyelets



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

I N T E R V I E W

Gerður: I don‘t 
think so, I think 

there will always 
be a market for the 

traditional toys. Like I 
say, less is more, but at 

the same time we need to be 
open to try out the new toys. 

Products for men have been booming these 
past few years. Is that also the case in Ice-
land? How do you feel about the potential of 
this product category?
Gerður: We have really not been focusing 
on that market, but as we are opening up a 
new store, we are adding more men‘s toys 

as well. In Iceland, there are still a lot of 
taboos surrounding male toys, so we 

will have to work on changing 
the outlook on that market 

also. When I talk to guys 
in Iceland about toys 
for men, most of them 
seem like they would 

never order one or go 
to a store to buy one, 

but they would be willing 
to try it if someone gave it to 

them, so I know there is a mar-
ket. But we will have to help them 

feel more secure in buying them. We do 
sell Tenga now and that one gets good fee-

dback from the customers who buy it, so now 
we will look into other brands and add some 
more. Hopefully, toys for men will be selling 
just as well as toys for women one day. 

Which factors have the biggest impact on the 
consumers’ purchasing decision? The brand? 
The price? The quality? The design? The 
features?
Gerður: I would say the design and the service 
the customer is getting. Most people don‘t know 

a lot about sex toys, so when they come to our 
store, they want someone to help them out. 

In 2015, you told us that you get your products 
from distributors and directly from producers. 
Is that still the case? Have you ever thought 
about launching your own products or your 
own brands?
Gerður: Yes, we do buy most of our products 
directly from producers. And that has worked 
well for us and that‘s what we will continue 
to do. But at the same time, some of the 
products that we buy in smaller quantities, we 
do buy from distributors. 
We have created our fi rst own product: We 
made the fi rst Icelandic designed sex toy this 
year, called Yoni. It came out in February this 
year and it was a big hit, a simple product for 
woman to stimulate the clitoris. It was a big 
hit and sold out in two months. We are now 
designing a whole product line for women that 
will come out February next year. It includes 
fi ve products that should cover the range of 
every woman‘s needs. I went to China and 
found a good factory that specialises in silico-
ne sex toys so we have good quality toys that 
we can sell at good prices to our customers. 
I always wanted to make my own toys under 
the name of Blush Iceland, but I was not sure 
if the Icelandic market would be big enough 
for that. But now as we have found out that it 
is, we are continuing with this plan.

We have distributors producing their own 
toys/brands; we have producers selling 
directly to the consumers; we have retailers 
operating as wholesalers to achieve better 
margins, etc. 
Will the traditional supply chain last?
Gerður: I think there will always be space on 
the market for everyone, people just have to 
fi nd out  where and how they can fi nd their 
customers.
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 „May 30th was the fi rst International Sex 
Toy Day, which was organised by Lovely and 
a group of other companies who took part in 
this event. Why did you choose to establish 
this day and why on this date?
Supratim Dam: The fi rst International Sex 
Toys Day was hosted on 30th of May, 2018 
as a tribute to the celebration of what has 
now come to be known as the International 
Masturbation Month and as a part of these 
celebrations, we teamed up with fi ve other sex 
toy companies to do a massive give-away of 
sex toys worth more than $10,000.

Which companies took part in the 1st Interna-
tional Sex Toy Day and how did this cooperati-
on come to pass?
Supratim Dam: Lovely Inc, MysteryVibe, Vi-
bease, Minna Life, Blew It, and PelviFly joined 
hands to celebrate the 1st International Sex 
Toy Day. This cooperation was established 
because of our mutual mission to make sex 
toys more accessible to people around the 
world.

Besides getting the names of the products 
and brands out, was there another reason 
why you decided to start this promotion?
Supratim Dam: The main reason for putting 
together the International Sex Toy Day was to 
raise awareness and celebrate the sexual joy 
that sex toys bring every day for millions of 
people around the world as well as educate 
everyone on what makes a quality toy and on 

how to use them, along with making the topic 
less of a taboo.

How many participants did sign up for the 
giveaway and how happy were you with this 
number?
Supratim Dam: We had more than 6,100 
entries from all corners of the globe, from 
Venezuela to Australia. Considering this was 
the fi rst time that we organised it, we are 
defi nitely happy with the number and will strive 
to achieve even greater participation next year.

Do you feel that sex toys are still something 
that‘s overlooked by the public? Should 
companies in this industry try to reach out 
more in general?
Supratim Dam: It is defi nitely not part of the 
daily conversation. There’s so much stigma 
and taboo surrounding sex and sexuality even 
today, not to mention the myths surrounding 
sex toys. I don’t think it’s overlooked per se by 
the public but the myths need to be busted 
and the companies in the industry defi nitely 
have to try and reach out more in general, 
case in point - investing in programmes rela-
ted to adult sex education and design campa-
igns that help normalise the use of sex toys.

How knowledgeable is the average consumer 
in regards of sex toys today?
Supratim Dam: I think people are aware, but 
a lot of their knowledge is clouded by myths. 
There’s defi nitely a category of consumers 

While masturbation was generally demonised in the past, it now even has a whole month 
dedicated to it as May is the “International Masturbation Month.” This year, it was topped 
off by a fi tting event, the fi rst International Sex Toy Day. Six companies joined forces and 
raffl ed off prizes worth 10,000 dollars on the fi nal Wednesday of May. One of said com-
panies was Lovely Inc., probably best-known for their cock ring of the same name. Lovely 
Marketing Manager Supratim Dam took the time to tell us more about the International 
Sex Toy Day.

The fi rst International 
Sex Toys Day was hosted on May 30th

I N T E R
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Supratim Dam is the Marketing 
Manager of Lovely Inc.

Supratim Dam
Mana
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 „WE  HAD  MORE  THAN 

6 ,100  ENTR IES  FROM ALL 

CORNERS  OF  THE  GLOBE , 

FROM VENEZUELA  TO 

AUSTRAL IA . “
S U P R AT I M  D A M

who are aware and keep tabs on what’s happening 
in the industry, but the rate at which even sex 
toys are developing, I wouldn’t blame the average 
consumer if they are not up to date with all the 
information. I think it is the role of the businesses, 
thought leaders and infl uencers in the industry to 
seek out partners from complementing industries 
and talk more about sex toys and the pleasure that 
they bring to people.

One of the goals of the International Sex Toy Day 
was to educate people on how 
to spot a quality sex toy. What 
should they look for in your 
opinion?
Supratim Dam: No doubt sex 
toys are exciting, and with the 
options available today, it’s gu-
aranteed to cater to every need 
of yours. But one shouldn’t lose 
sight of the fact that sex toys 
are incredibly personal things 
and hence need to be hygienic, 
produced keeping top condi-
tions in mind so that you can 
indulge in pleasurable moments 
without having to worry about 
anything else. In my opinion, 

consumers should pay special attention to the 
materials that are being used to make the toy; body-
safe materials are key, if it’s a vibrating toy, then look 

at the type of vibrations – think ‘Rumbly’ instead 
of ‘Buzzy’. And more importantly, zero down 

on features that work for you the most, it’s 
important that the toy you’re investing in 

gives you the opportunity to customise 
your experience for the better.

Do you think that the companies 
involved would be open to accept 
more companies into the Sex Toy 
Day team?
Supratim Dam: Absolutely. We’re 

always looking for like-minded com-
panies to join the brigade in making 

the Sex Toy Day a huge success.

Will there be a 2nd Sex Toy Day 2019?
Supratim Dam: Yes, there will be. Bigger and 

better. Mark your calendars - The last Wednesday 
of May. So next year, we will celebrate it on the 29th 
May 2019.

Blew It, Lovely, Minna Life, MysteryVibe, 
Vibase and PelviFly raffled off products 

worth 10,000 dollars among the participants
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 „What exactly is Bye Bra? And what is it for?
Luca Cannoniero: Bye Bra Breast Lift Tape is 
an innovative strapless solution with the unique 
feature of lifting the breasts from the top. It 
simply does what every traditional bra does, i. e. 
it lifts and shapes the breasts but in a seam-
less and invisible way for a quick and effective 
strapless and backless solution.

How did you get the idea for this product?
Luca Cannoniero: The concept already existed 
before but in similar versions and of very poor 
quality. Marcel Duits, creator of Bye Bra, noticed 
that, excluding changes in style, fashion had 
generally lacked any major breakthroughs or 
advancements for quite a while. It was then 
when he fi rst encountered a novel concept – the 
adhesive bra.
At the time, the adhesive bras had just started 
taking their fi rst steps into the spotlight, and their 
designs were rough and quite experimental of-
fering a great opportunity for a premium quality 
and dermatologically safe product. This is how 
Bye Bra was born bringing reliability, safety, and 
comfort to the consumer.

What is Bye Bra made of? What materials did 
you use?
Luca Cannoniero: The adhesive breast lifts are 
made from a very thin and fl exible self-adhesive 
foil produced by 3M – a world-leading producer 
of medica- grade adhesives. The same type 
of foil is used in hospitals and is dermatologi-
cally safe. The U-shaped adhesive bra makes 
it possible to position the nipples upwards by 
several centimetres. Bye Bra also cooperates 
with other established industry leaders such as 
Henkel for our dermatologically safe silk nipple 
cover adhesive.

And is it correct that these materials underwent 
thorough testing?

Luca Cannoniero: This combination of quality 
materials makes it possible for Bye Bra to 
deliver the exceptional quality and comfort that 
is sought after by our loyal customers. That is 
why our products effortlessly pass the rigorous 
testing of quality institutes, such as Bureau 
Veritas and SGS, where many of our competi-
tors have failed.

How easy is it for women to use Bye Bra? Do 
you have to get the knack of it fi rst before you 
can do it quickly and easily? Does the user feel 
the adhesive strips?
Luca Cannoniero: First-time users should 
follow a few simple tips: Lifts have to be applied 
on clean and dry skin & the wearer should pull 
up the tape with confi dence. Watching the 
instructional video before fi rst-time use always 
helps. Sometimes people are too much in a 
hurry, we recommend applying the tape slowly 
and carefully – to reduce the risk of the human 
error factor, especially in the case of DD+ cup 
size. Feedback from our customers indicates 
that the sensation of the presence of the tape 
on the skin completely disappears after the fi rst 
5 minutes of using the product.

Can you use a Bye Bra once or several times?
Luca Cannoniero: Each Bye Bra adhesive tape 
is a single-use product but that is why each 
Bye Bra pack contains more than one pair of 
the tape. Also, we are aware of similar products 
which can be reused, however, the reliability that 
Bye Bra offers is based on the one-time use 
concept.
 
Your range of products is quite extensive. Would 
you mind giving us on overview of your line-up?
Luca Cannoniero: Our very fi rst product line 
consisted of the Breast Lift Tape concept which 
comes in 3 different universal sizes – A–C, 
D–F and F+ – available with Silk nipple covers 

Bye Bra Lift Tape is basically 
a self-adhesive, halter-less 
bra, made from thin, fl exib-
le foil. Although it is nearly 
invisible, it lifts the breasts 
up and keeps them in place. 
EAN had the opportunity to 
talk with Luca Cannonireo, the 
Managing Director of Bye Bra, 
about the product, its advan-
tages, the production, and the 
vexing issue of copycats that 
fl ood the market with cheap 
rip-offs, not seldom made 
from materials that can be ha-
zardous to the users’ health. 
The original Bye Bra products 
are available from Eropartner. 

L uca  C annon ie ro  on  B ye  B ra  exclusive

Luca Cannoniero, Managing 
Director of Bye Bra 

 The Bye Bra assortment makes the brand suitable for any 
woman who wants to look good and feel comfortable
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or Silicone nipple covers. The silicone nipple covers 
are wider and thicker than the silk nipple covers. We 
recommend using silicone nipple covers for less formal 
wear or in the case of larger areolae around the nipple. 
We also recommend using silicone nipple covers if 
you have sensitive areolae, as they have less adhesive 
power than the silk nipple covers. The silk nipple 
covers are perfect for evening dresses, gala clothing, 
strapless outfi ts, T-shirts – clothing made from a more 
sensitive material that hence requires a more discreet 
solution. Both, the 
Silk and the Silicone 
nipple covers are also 
available as separate 
products.
Our focus on innova-
tion throughout the 
years resulted in more 
patent-pending best 
sellers, such as the 
Perfect Cleavage Tape, 
the Curved Bra Clips, 
the Flexible Bra Ex-
tenders, and the Low 
Back Straps.
In early 2018, Bye Bra 
launched the ’Bye Bra 
Basics‘, consisting of 
more traditional bra 
accessories to become 
a full-line supplier: from 
generic & mainstream 
to unique and exclusive 
solutions - the best 
of both worlds. We 
evaluated over 30 
suppliers and tested 
all items under various 
conditions to ensure the best quality and fi t.
We also started a line of adhesive bras (strapless and 
backless) which we are planning to expand, with more 
models coming in the next months.

Who are your customers? What types of consumers 
buy your products?
Luca Cannoniero: There is not one particular custo-
mer type that buys Bye Bra products – our customers 
are women ranging from 18 to 45 years old. The Bye 
Bra assortment makes the brand suitable for any wo-
man who wants to look good and feel comfortable.
Therefore, Bye Bra offers a solution to any fashion 
need – from the demanding fashionista to the trendy 

party girl preparing to snap a selfi e, all the way to the 
‚mother of the bride‘ stylish dress.

Which channels of distribution do you use to get your 
products out there? Where can consumers buy your 
products?
Luca Cannoniero: Consumers can purchase our pro-
ducts online or in physical shops worldwide. We work 
with an international network of agents and distributors. 
Bye Bra products can often be found in the lingerie 

section of online fashion 
stores, lingerie stores, 
and your local adult 
store.

Do you have any sug-
gestions for retailers so 
they can make the most 
of your products and 
boost their sales? 
Luca Cannoniero: Bye 
Bra does outstandingly 
well online and has a 
strong social media 
presence due to our 
videos generating a 
lot of attention. Our 
product videos are the 
most convincing way to 
illustrate our products to 
customers.

Do you also offer sa-
les-promoting materials 
for the point of sale?
Luca Cannoniero: For 
in-store use, we offer a 
Bye Bra display which 

can be easily placed on a shelve or next to the cashier. 
Also, we also provide free individual breast lifts as 
samples (size A–C & D–F) for any doubtful customers to 
try before they buy. 
Finally, we supply videos, photos, banners, and other 
useful materials so any partner could make use of these 
in store as well.

As can be read on your website, you are fi ghting a 
running battle with copycats from the Far East. How 
can retailers and consumers tell your original products 
apart from counterfeits?
Luca Cannoniero: A real Bye Bra always has a special 
refl ective sticker with a unique serial code on the front of 
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 „BYE  BRA  BREAST  L IFT 

TAPE  IS  AN  INNOVATIVE 

STRAPLESS  SOLUTION 

WITH  THE  UN IQUE 

FEATURE  OF  L IFT ING  THE 

BREASTS  FROM THE  TOP. “
L U C A  C A N N O N I E R O

the packaging.  The Bye Bra tape is thinner, with much 
more adhesive power than the one on the copycat 
product. You can always recognise the imitation by its 
‚sticky-tape‘ appearance and inferior adhesive power. 
Copycats look more like the kind of tape you’d used 
to wrap presents. Apart from the fact that they simply 
don’t stick well, they also can’t handle sweat. If you 
were to dance, jump or sweat, you would be not only 
be strapless, but bra-less as well.

Is it correct that these rip-off products can even have 
negative effects on the user’s health?
Luca Cannoniero: The Bye Bra lifts are made from a 
medical adhesive produced in cooperation with 3M. 
They are not like average tape, but rather a medical 
tape that is capable of lifting several kilos, by pulling 
the skin upwards. Therefore, our solution is a safe and 
reliable product. 
Unfortunately, copycat companies from the Far East 
have duplicated this concept in such a way that it can 
harm the user’s skin. Nowadays, many irresponsible 
companies import these imitations without tes-
ting them for banned substances. 
Our test results show that all the 
counterfeit products we tested 
are made from materials 
that are known to cause 
cancer, birth defects, 
and other reproduc-
tive harm. Some 
copycats are so 
dangerous, there 
is a warning on 
the packaging.

Using these fake products can 
result in skin damage and health 
issues. We have seen women 
damaging their skin because they 
have applied a copycat or similar 
tape that is not meant to be used 
as a breast-lift tape.
The copycat breast lift tape 
products we tested are not even 
close to a medical-grade tape. 

Are there plans for more Bye Bra-
related products, or maybe even 
ideas for whole new products?
Luca Cannoniero: Our mindset 
in the company is closely tied 
to achieving continued success 
through the process of innovati-

on. Bringing new products of superior quality, which 
actually work, to the market is our main strategy for 
becoming the market leader – instead of following 
any trends, we want to be the ones who set them. 

Every new product we bring to the market 
should outperform the competition. We’re 

a young and ambitious company 
which tries to do everything better 

– better quality, usability, perfor-
mance & comfort! 

We are currently working on 
a number of new ideas, 

ranging from new tape 
products to a wider 
range of adhesive bras 
to fulfi l the needs of all 
women.

Marcel Duits, founder 
and CEO of Bye Bra, 
with Managing Director 
Luca Cannoniero
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 „Who buys (and uses) a vibrator for one milli-
on dollars, like the “Pearl Royale” you created?
Colin Burn: Serious art collectors are my target 
audience for the Pearl Royale. As a vibrator it’s 
certainly functional; however, I really created 
this luxury art piece more as a bold statement 
to the world that we should be placing a much 
higher value on our sex. I often think people 
really devalue their sex and believe the idea of 
having luxury sex toys is not important because 
it’s only for sex?  We drive luxury cars because 
we like the driving experience so why not have 
genuine luxury sex toys?  My art is working to 
change this thinking and the Pearl Royale is 
certainly creating a lot of attention because of its 
luxurious opulence which is the desired effect I 
had hoped for.    

Before we talk more about your work, could you 
tell us a bit about your background? Why did 
you decide to use eroticism as the basis for your 
creations?  
Colin Burn: I started my career as an appren-
tice electroplater working in silverware factories 
where I honed my skills working with precious 
metals and learning the trade of a silversmith.  I 
founded my fi rst jewellery company in my early 
20’s after inventing a unique forming process 
to coat natural objects with real gold.  Over the 
past 35 years I have ventured into a variety of 
jewellery projects always looking for the unique, 
I hate following main stream trends within jewel-
lery it’s always been my nature to be different. 
My interest in creating unique erotic jewellery 
stemmed from a dinner conversation with 
friends in 2003 where a friend of mine claimed 
she had a gold vibrator, which was really just 
plastic gold fi nished.  It was a fun and jovial 
conversation but after the discussion I looked 
seriously into a market that seemed devoid of 
real luxury and opulence and thought I could 
bring something special to the table.       

What‘s the appeal of owning a sex toy made of 
gold and diamonds?
Colin Burn: Of course, we all enjoy sex its na-
tural and we don’t really need anything of value 
to enjoy great sex however adding elements of 
gold and diamonds raises the senses. We all 
know great sex is more about mind than body 
and to elevate the mood is vital. I would equate 
the experience to driving a luxury car or a plain 
car both get you where you want to go, but the 
feeling you get from being surrounded by real 
luxury and opulence works the mind to elevate 
this experience!           

Are the erotic products you create meant to be 
actually used or are they art to be appreciated in 
a display cabinet?
Colin Burn: All of my works are functional; 
however, I think they’re more appealing to art 
collectors who treasure having something truly 
unique to display and to create conversation.  
My works are not made to be stored in the 
underwear drawer; they’re to be displayed 
proudly as most of my pieces come in luxury 
display cases to be hung like any fi ne piece
 of art.    

How long does it take you to create something 
like the Pearl Royale, from the fi rst idea to the 
fi nished work?
Colin Burn: I fi rst conceived the idea to create 
the Pearl Royale back in 2008 and started 
designing it with hand drawings at the time.  In 
2009 I transferred my hand drawings to my CAD 
system where I drew the piece in its intricate de-
tail.  This process was painstaking as the detail 
had to be perfect to my idea while still ensuring 
it can be physically made and also become 
a functional art piece.  In 2010, I released my 
detailed images to the world as a concept piece 
and it certainly created a lot of buzz (excuse the 
pun) on the internet.  After its release I was inter-

The “Pearl Royale” is the 
superlative of vibrators. It was 
fi fteen years in the making, 
and seeing that it is made 
from materials such as dia-
monds and gold, the fi nished 
product comes with a price 
tag of more than one million 
dollars. In our EAN interview, 
Colin Burn explains how and 
why he created this piece of 
art and why luxury is always a 
big draw, also when it comes 
to sex.

C o l i n  Bu r n  o n  a r t ,  l u xu ry,  a n d  a  m i l l i on -do l l a r  v i b ra to r exclusive

 My works are not made to be 
stored in the underwear drawer
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viewed by many leading publications including Forbes. 
As an art piece it was having the desired effect I had 
imagined, opening the conversation about luxury and 
sex and questioning why sex should be devoid of ge-
nuine luxury.  At that time my erotic jewellery was not 
my main line of business, so it was more of a sideline 
interest that I knew I would explore further at the right 
time.  In 2107, I decided to take the step and make 
it my main focus and further my strong passion for 
creating fi ne jewellery art for the serious art collectors.  
I started the process of making the real piece in No-
vember 2017.  It took me a full 3 months to complete 
from the detailed casting to the intricate stone setting 
and fi ne fi nishing that was required to ensure the piece 
would sit proudly in any high-end art gallery alongside 
the world’s fi nest jewellery.  The Pearl Royale is a very 
serious piece of jewellery art and limited to only 10 so 
each piece I create is a real commitment in time and 
resources to ensure the fi nest quality is achieved.                            

Could you tell us a bit more about the steps involved in 
creating a luxury sex toy, made of gold and diamonds?  
Colin Burn: I start with an art concept as each piece 
has a story to tell.  From that point I will hand draw 
each piece creating the desired look and feel before 
the CAD design process and the model making.  For 
the jewellery making process it’s similar to making 
other fi ne jewellery; however, the main difference is 
you have to consider what the piece is used for and 
adjust your methods.  For the stone settings have to 
be sealed so no fl uids will become trapped as well as 
ensuring all settings are fl ush with the surface so they 
become smooth to touch.  If the settings are raised 
like cabochon stones, these needs to be sealed and 
fi nished with intricate detail to ensure they have no 
sharp edges.  The main point of difference with my 
work is my unique gold forming which is a secret pro-
cess I have developed, allowing me to create lighter, 
stronger pieces than traditional casting methods will 
allow.  To make a luxury sex toy you can’t have a piece 
that’s too heavy or cumbersome, it has to not only 
look great but feel great as well.    

Besides the Pearl Royale, you 
have already created some 
erotic items in the past.

Could you tell us about the 
creations you are especially 
proud of?  
Colin Burn: I have made several 
pieces over the years each with 
a unique story but my fi rst de-
sign is still one of my favourites 
it’s called the Casanova.  Desi-
gned in celebration of the great 
Venetian lover it’s full of colourful 
cabochon gems and made with 
rich yellow gold giving it a real 
Italian look and feel.  
But from all my design’s inclu-
ding the Pearl Royale, the one 
that I love the most I have called 
“Hokusai Dreaming”. It’s an oc-
topus dildo made from pure yel-
low gold and set with sensual 

white pearls.  This piece has special meaning 
to me as I have spent a great deal of my 
life in Japan and proudly call it my 
second home.  Infl uences from 
Japan on me are immen-
se as they cultivate an 
obsession for perfection 
in both detail and fi nish.  
I was deeply inspired by 
the famous Japanese 
artist Hokusai who 
has created so many 
of Japan’s iconic art 
images.  One of his 
works “The Dream of the Fisher-
man’s Wife” depicts two octopus making love to 
a Japanese Ama diver.  This unique work from 1814 
has inspired an underground culture called tentacle 
love which many Japanese hold as a unique sexual 

“OF  COURSE ,  WE  ALL 

ENJOY  SEX  I TS  NATURAL 

AND  WE  DON ’T  REAL 

LY  NEED  ANYTHING  OF 

VALUE  TO  ENJOY  GREAT 

SEX  HOWEVER  ADDING 

ELEMENTS  OF  GOLD  AND 

D IAMONDS  RA ISES  THE 

SENSES“
C O L I N  B U R N

Colin Burn’s 
creations combine 
opulence and luxury
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fantasy.  I wanted to create a special piece to 
celebrate Hokusai and I will proudly display my 
Hokusai Dreaming piece to the public for the fi rst 
time this year.

You are looking for a gallery to show your creations 
in the US later this year. What will you present to 
the visitors and interested buyers besides the Pearl 
Royale?  
Colin Burn: I have created an exhibition of my works 
titled Olisbos - “the art of the dildo”.   Dildos have 
been with mankind for over 28,000 years and so 
many unique and creative dildos have been artfully 
crafted by a variety of cultures across all continents.  
Olisbos is my contemporary view into an ancient 
art that has been with us for centuries.  When most 
people think of a dildo they automatically think of 
a typical rubber object, so the exhibition is my way 
of reclaiming the dildo as a functional object of art!  
We’re currently in negotiations with a leading cont-
emporary art gallery in Miami to stage the exhibition 
in September this year.  We will make an announce-
ment soon with all the details.    

Can interested customers also contact you for com-
missioned work?
Colin Burn: Yes, you can make contact through my 
website www.burnjewellery.com 

Many manufacturers of sex toys label their products 
as luxurious. There can‘t be any argument that your 
creations actually are. What makes a product luxuri-
ous in your opinion?  
Colin Burn: The word luxury in my opinion is often 
over used and not often positioned appropriately.  The 
simple dictionary meaning is “a condition or situation 
of great comfort, ease and wealth. Something that 
is expensive and not necessary”. I am not in the 
business of criticising others but I feel within the sex 
toy industry the word luxury is used on products that 
have no real value in terms of genuine luxury.  Again, it 
comes back to the thinking that sex is not something 
that we should appoint real value as if it was would we 
call a vibrator worth $300 luxury?  We wouldn’t call a 
nice $10,000 car luxury it’s the same kind of thinking.  
I like the fact that over the last decade sex toys have 
really advanced and we now see so many beautiful 
designs that are of real high quality but to call them 
luxury may be an overreach.  In my opinion a genuine 
luxury item should be something of great workmans-
hip having high value in both in its artistic merit and its 
monetary worth.     

The Pearl Royale 
costs more than a 
million dollars
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How do you envision the future of the love 
toy industry? 
Rits Douwes: Everyday, toys are becoming 
more mainstream and more accepted by 
a wide audience. At CLS Healthcare, we 
feel that these developments give us the 
opportunity to contribute positively to the 
wellbeing of a growing number of people. 
That may be a small contribution, but still it’s 
profound and substantial. In the long run, it 
will have a positive impact on society. And 
if that sounds just a bit pompous, that’s fi ne 
with us. 

What is your idea of a perfect working day? 
Rits Douwes: Having a party every day, 
and since working with products from CLS 
is already a party in itself, that’s easy. Give it 
your full 90% every day. The additional 10% 
you can do at home.

How do you relax after work? 
Rits Douwes: Sports, family, friends, 
Riesling, Chardonnay, Corona, and witbier.

Who would you consider your role model and 
why?
Rits Douwes: No clichés like Branson or 
Obama, but my father. Apart from being a 
smart man he is always ready for everything 
and everyone. A sweet man and good friend.

Imagine you have been asked to award a 
medal to someone. Who’s the lucky winner? 
Rits Douwes: The guy who made up this 
question.

Singing “Het Levenslied” in the shower is not really unusual for a Dutch person. Not wanting 
to ride a bike, however – that is unusual. The typical yet untypical Dutchman in question in 
Rits Douwes, who is in charge of CLS Healthcare’s wholesale operations. In this edition of 
Monthly Mayhem, Rits tells us how to win board games and why, at the end of the day, there 
are harder things to sell than sex toys. 

 What‘s easier to sell: food, fashion or sex 
toys?
Rits Douwes: Fashion is not a necessity 
of life, so that makes it a pretty hard sell 
anyway. And when I was in food, the fi nancial 
crisis was at its peak. That’s over now.  So in 
my opinion and to my experience: sex toys 
are by far the easiest to sell.

What was your childhood ambition? 
Rits Douwes: I dreamt of everything I could 
think of…but mostly I wanted to be awesome 
in everything I would be doing.

How did you get into the love toy industry? 
Rits Douwes: I’d like to say that it was a 
dream and a long-cherished ambition to 
work in this industry. In reality, it was my 
neighbour, the girl next-door (and my best 
friend) who pointed out this opportunity 
to me. She was already working at the 
company and told me about the vacancy. 
I was accepted after three application 
rounds.

What was the biggest step in your career?
Rits Douwes: Telling my mom that I started 
working in the sex toy industry.

Where do you see yourself in 10 years’ time? 
Rits Douwes: 10 years ago, I couldn’t 
picture myself doing what I do right now, so 
I’m not going to do any predictions for the 
future. For the coming years, I am glad if 
I can keep up whit the pace of this ever-
changing industry.
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Which personal success are you proud of? 
Rits Douwes: Going to China with CLS 
Healthcare. In Europe, we still tend to think that 
this is the centre of the world, but in reality, it 
is different. Fortunately for us, the values and 
standards regarding sexuality are changing rapidly. 
We hope to reap the benefi ts.

What do you particularly like about yourself?  
Rits Douwes: I’m exceptionally good at board 
games, I know how to cheat. 

Which vice could you never forgive? 
Rits Douwes: Cheating.

What song do you sing in the shower? 
Rits Douwes: ‘Het levenslied’, literally: the song of 
life; The Dutch version of the Blues.

Who would you never ever like to see naked? 
Rits Douwes: Donatella Versace – even with 
clothes on she gives me nightmares. 

With whom would you like to go to the cinema and 
what fi lm would you watch? 
Rits Douwes: Thinking about it…I should take my 
girlfriend out on a date, thanks!

You have a month’s holiday. Where do you go? 
Rits Douwes:The Flam Line through Norway 
and maybe the Hiram Bingham Orient Express. 
Furthermore, somewhere on a beach with a beach 
club with lots of good food.

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

Rits Douwes: The new Willie Toy Male 
masturbator, Mr Wilson, and the MacGyver kit.

If you could swap lives with 
somebody for a day, who 
would it be? 
Rits Douwes: Donald Trump, 
to resign immediately. 

Is there anything you would 
never do again? 
Rits Douwes: Unlike a typical 
Dutchman I hate to ride a 
bicycle and decided to never 
do that again.

Do you have some good advice you want to share 
with our readers? 
Rits Douwes: Never give advice unless asked, 
but, since you asked…here is one: Call your mom.

Rits Douwes
Quest ions  & Answers

“ I ’M EXCEPTIONALLY 

GOOD AT  BOARD GAMES,  I 

KNOW HOW TO CHEAT. “
R I T S  D O U W E S
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HOTHOUSE Club Inferno

16731D
SRP € 39,95

€ 12,86

VOLUME

DISCONTS

AVAILABLE!

RAGING STALLION

16732D
SRP € 39,95

€ 12,86

VOLUME

DISCONTS

AVAILABLE!

LUCAS Entertainment

16794D
SRP € 49,95

€ 17,98

VOLUME

DISCONTS

AVAILABLE!

TREASURE ISLAND MEDIA

16663D
SRP € 49,95

€ 17,98

VOLUME

DISCONTS

AVAILABLE!

16792D
SRP € 49,95

€ 15,96
DRAGON MEDIA

VOLUME

DISCONTS

AVAILABLE!
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Water Clean - Install Anal Cleansing-Kit

T4926
SRP € 34,95

from € 11,90

VOLUME

DISCOUNTS

AVAILABLE!

Water Clean - Anal Douche

T4182
SRP € 34,95

from € 11,90

VOLUME

DISCOUNTS

AVAILABLE!

T4924
SRP € 39,95

from € 15,00
Water Clean - Alu X Black, Shower Head And On/Off Switch

VOLUME

DISCOUNTS

AVAILABLE!



HOT Productions & Vertriebs GmbH /// Wagrainer Str. 35 /// 4840 Vöcklabruck /// AUSTRIA
office@hot-dl.com /// tel. +43 (0)7672 72009 /// fax. +43 (0)7672 72009-9

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

LONG POWER
DELAY spray
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Art. No. 7 8 30 0
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Erhältlich bei Ihrem Großhändler /// Available at your wholesaler /// Disponible chez votre gros-
siste /// 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

HOT Productions & Vertriebs GmbH /// Wagrainer Str. 35 /// 4840 Vöcklabruck /// AUSTRIA 
office@hot-dl.com /// tel. +43 (0)7672 72009 /// fax. +43 (0)7672 72009-9
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TOP
SELLER 250ml /8.5 fl.oz

 MASSAGE
 OIL

Edles Massageöl für gepf legte, seidige Haut. 
Erlesene Düfte verwöhnen die Sinne und 
wecken erotische Stimmungen.

Fine massage oil for a nurtured silky skin.
Exquisite scents spoil the senses and
awake erotic feelings.

SHIATSU  MAGIC DREAMS
WWW.HOT-PV.COM

EXTASE  250 ml

Art. No. 66001 SENSUAL  250 ml

Art. No. 66002

jasmin

orange





www.eroexpo.ru 

EroExpo
19 – 21 October, 2018 • Moscow, Russia

www.xbizberlin.com 

XBIZ Berlin
09 - 12 September, 2018 • Berlin, Germany
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         Yes, I/we order
         EAN
Annual Subscription
12 issues p.a. incl. combined issues

Subscription Price  
180,- EUR
(plus VAT and mailing expenses))

Company

Contact / 
Phone; Fax

Street Address / PO Box

City / Postal Code

Date  / Signature

        Direct Debit
Bank

Bank Code / 
Account Number

Account Holder

Date / Signature

Note: The subscription is valid for the duration of a 
year and will be renewed by one additional year if the 
 publishing house does not receive a written cancellation 
at least six weeks before the end of the year. 
Subscription/ mailing expenses for one year are to be 
paid up front.
Warranty: I/we can revoke the subscription within 7 days 
by sending a written cancellation to MEDIATAINMENT 
 publishing (letter: date of postmark).
I confirm this with my signature.

Cut out the coupon and mail it to:
MEDIATAINMENT PUBLISHING VERLAGS GmbH

Große Kampstraße 3 • 31319 Sehnde • Germany

Or fax it to: 05138-60 220-29

S U B S C R I P T I O N 
R E T U R N  C O U P O N

Immediate Fax Order
05138-60 220-29

C A L E N D A R

www.venus-berlin.com

Venus
11 - 14 October, 2018 • Berlin, Germany

www.scala-nl.com

SCALA In-House Experience Event
03 - 05 September, 2018 • Wijchen, The Netherlands

www.erofame.eu 

eroFame 
03 - 05 October, 2018 • Hanover, Germany



JESSICA DRAKE
DIVINITY

RILEY STEELE
LIT

LISA ANN
SAVAGE

TORY BLACK
SULTRY

CCCKKKKKKKJESSICA DRAKE
DIVINITY RILEY STEELE

LIT LISA ANN
SAVAGE TORY BLACK

SULTRY

+ One Fleshlube 30ml  for free!
be 
e!

NEW

WWW.SCALA-NL.COM



All good things come in 3’s
A new and complete maintenance kit for your toys & dolls

dolls masturbators toys

also available:
clean.play

shining spray

The clean.play shining spray is a 
conditioner and a shining spray in one. 
Suitable for all latex, leather and rubber 
garments. Available in 150ml.

cobeco maintenance products

A new maintenance kit for toys & dolls is now available from Cobeco Pharma 
Wholesale B.V. Clean.play is a unique brand that delivers a complete cleaning kit and 
with 3 easy steps to achieve maximum result. A gentle washing soap, a disinfectant, 
registered and antibacterial spray and a protection powder for maintenance and 
storage. Go to shop.cobeco.nl/intimate and order you kit today.

Clean.play - a complete maintenance kit.

cobeco pharma wholesale bv • hertzstraat 2 • 2652 xx  berkel en rodenrijs • the netherlands • info@cobeco.nl • www.cobeco.nl • t +31 (0)10 290 09 91 • sales@cobeco.nl • shop.cobeco.nl




