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Lovehoney names Sarah Warby as CEO

letter from the editor

Dear readers

She will join the company on 16th September 2019

At the beginning of August,
the Swedish Institute for
Standards proposed the
establishment of an international standard for sex toys,
and the member organisations
of ISO voted in favour of this
suggestion. In order to get the
ball rolling, five votes would
have sufficed, but actually, a
total of seventeen members
voted yes. That goes to show
that there is a lot of interest
in this topic and in ensuring
that sex toys are safe for the
consumers.
This should definitely be regarded as good news. Some
may criticize the decision
because they think it will limit
the creative freedom of the
designers and producers in
this industry, but bear in mind,
the standards established by
ISO are not binding. This will
not be like CE, ROHS or the
other standards that you need
to comply with if you want
your product to see the light
of the market. No, the standards of ISO are more akin
to recommendations. Which
is also why the company is
dependent on the collaboration and support of industry
members in order to really
establish these standards. So,
if you want to be a part of this
process, contact your national
ISO organisation and do your
part to shape the future of the
sex toy industry.

Bath, England - Sexual wellbeing brand and online retailer Lovehoney today announces
the appointment of ex-Sainsbury’s and Heineken Marketing Director Sarah Warby as CEO.
Lovehoney, which was founded by journalist Richard Longhurst and DJ Neal Slateford in
2002, has grown revenues to more than £100m and has been credited with normalising the
use of sex toys.

arby will lead Lovehoney on its
next phase of growth following the
acquisition of a majority stake by Telemos Capital in 2018. Warby comments
“Lovehoney is a company with an enviable
brand reputation both in the industry and
with its customers. I’m excited to be part
of the next chapter of this amazing growth
story and believe we can fulfill Lovehoney’s
ambitions for global category leadership.
I’m looking forward to joining and getting
to know the
many talented
people that have
helped Lovehoney achieve its
impressive growth
so far.” Longhurst
and Slateford will
step down from
the day-to-day
running of the

W

business, but will remain as directors on
the Lovehoney board alongside Philippe
Jacobs and Jacob Polny from Telemos
Capital.Longhurst and Slateford comment:
“When we started Lovehoney 17 years
ago, we never imagined it would grow
to be a £100m turnover business and
help so many people around the world
have more fun in the bedroom. We’re
thrilled that Sarah is joining Lovehoney
to take the business to the next level.
Having someone
with her quality
and breadth of
experience is a
real asset to our
company and we
look forward to
watching Lovehoney develop
further under her
leadership.”

The new Womanizer Starlet 2.0
Flensburg. Germany - The
new Womanizer Starlet
2.0 is now available from
ORION Wholesale. The
small size and low weight
guarantee that it fits in any
handbag and is ready for
use anywhere and anytime. The Womanizer Starlet
2.0 provides contactless stimulation of the
clitoris using the Pleasure Air Technology
just like all the previous Womanizer mo-

That’s it for this month!
Randolph Heil
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dels. It has a new, ergonomic shape, four intensity
levels and is 100% waterproof. It can be recharged
with the included USB
magnetic charging cable.
The Womanizer Starlet 2.0
is available in Sapphire and
Coral. There is also a variety of PoS material available for retailers to
perfectly present the products at the Point
of Sale.
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The surprising aﬀordability of the TOYJOY ICON
SCALA
Wijchen, The Netherlands - The ICON by TOYJOY Designer Edition is a mid-budget pleasure provider that makes luxury
affordable to all. That’s right, the innovative ICON has a recommended retail price of just 59.99.

urprisingly affordable for this type of
premium quality design. Besides its
attractive pricing, the ICON boasts plenty
of impressive skills and thrills to persuade
your consumers to take it home. The nonintimidating stimulator is the perfect blend of
innovative functionality and modern aesthetics.
Use it for pleasurable solo play, move it all over
your partner’s erogenous zones in a full-body
massage, or slip it around the shaft of the penis
for sensational dual-stimulation during sex. The

ICON couples massager by TOYJOY
Designer Edition offers endless
scenarios of intimate fun. The
stimulator features multiple functions
of vibration, pulsation and escalation,
adjustable vibration speeds and is
USB-rechargeable. Packaged in a
durable magnetic box (which can also be reused for toy storage), the ICON is the ultimate
affordable couples toy for lovers who want to
spice things up, without spending a fortune!
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25 % discount on EROpharm
PENIX active in September
JOYDIVISION
Hanover, Germany - With PeniX active, the active care cream for HIM in pharmaceutical
quality, JOYDIVISION presents the promotional product for the month of September.

eniX active belongs to the EROpharm
product family – the number 1 sexual
product “made in Germany”. The active
care cream maintains elasticity in the
genital area and pampers men’s skin with
its high-quality ingredients such as jojoba
oil, gingo extract and ginseng extract.
EROpharm is the name of the series from
JOYDIVISION international AG that gets
tired lovers back on their feet. Special
love creams, performance spray and the
sex-energetic Generation 50+ products
give new power. Many lust disciples know
this: If the spirit is willing, the meat doesn’t
play along. Especially when the lovers have

P

The offer for the EROpharm PENIX
active cream is valid for incoming
orders from 01 to 30 September 2019

made themselves comfortable in bed or
in other places to enjoy the evening full of
eroticism, the necessary body parts do
not get going. EROpharm offers gentle stimulation and guarantees intimate fun. The
care range includes four different creams.
PeniX can actively help men with starting
difficulties to enjoy sex more. At the important points, the red lifeblood is revived
by a stimulating intimate massage and
brings life back. Special care substances
have a positive effect on the male sexual
organ. For all retailers it means now again:
Access while stocks last. Simply send your
order to vertrieb@JOYDIVISION.de.

Lovehoney B2B launches next
generation of Happy Rabbit
Bath, England - Lovehoney is launching
the next phase of Happy Rabbit products
- including three new vibrators, a strap-on
with harness, strapless strap-on and wand,
and three new storage bags, all designed
to fit Happy Rabbit toys. Introducing the
iconic rabbit ears to three new shapes, all
of the Happy Rabbit toys enable couples to
enjoy Happy Rabbit pleasure together, and
are also 100% waterproof, USB rechargeable and come with a travel lock for peace
of mind. The storage bags are made from
silicone so are flexible and wipe-clean. They
also feature a zip-lock which is compatible
with a padlock. Happy Rabbit Rechargeable
Vibrating Strapless Strap-On Pink - Customers can now tumble down the rabbit hole
together and explore the intimacy of the
Happy Rabbit Strapless Strap-On. Enjoy
strong vibrations for two with 12 vibration

The new Happy Rabbit storage bags
come in three sizes, small, medium
and large, and are designed to
perfectly fit different toys in the range
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modes in the larger, penetrative shaft and
three satisfying speeds in the small shaft.
Happy Rabbit Rechargeable Vibrating StrapOn Harness Set - Perfect for couples play,
the new Happy Rabbit Strap-On Vibrator
offers 15 vibration functions in the five inch
shaft, and comes with a fully adjustable
harness. In classic Happy Rabbit style, this
strap-on also features vibrating ears for clitoral stimulation. Happy Rabbit Rechargeable
Wand Vibrator - The luxurious Happy Rabbit
Wand combines the iconic rabbit ears with
the ever-popular power of a massage wand
for intense external stimulation and features 10 vibration patterns, each with three
powerful speeds. Happy Rabbit Silicone
Zip Storage Bags - The new Happy Rabbit
storage bags come in three sizes, and are
designed to perfectly fit different toys in the
range.
w w w. e a n - o n l i n e . c o m • 0 9 / 2 0 1 9

Xgen now shipping
ZOLO’s newest products
ZOLO Cockpit, Cockpit XL, Thrustbuster & Stealth
Horsham, USA – Xgen Products is now shipping
ZOLO’s newest products, the Cockpit, Cockpit
XL, Thrustbuster and Stealth male stimulators.

OLO continues
to innovate and
create great new
products and we are
pleased to add these
outstanding items
to our collection,”
said Andy Green,
president of Xgen
Products. “The buzz
is already on - the
palm-sized cockpit
simulators, along
with the multi-action Thrustbuster and Stealth,
will soon be on everyone’s wishlist, so we
encourage retailers to stock up.” ZOLO’s new
rechargeable Cockpit simulator fits in the palm
of your hand while offering powerful and intense
vibrations with a flexible and squeezable design,
while the Cockpit XL features seven vibration
modes in a compact, easy-grip, ergonomic
design that is both waterproof and shower
friendly. The Thrustbuster features Automatic
Stroking Technology that mimics the sensation
of sliding in and out of a real vagina with four
thrusting modes and built-in erotic audio for
added stimulation. Likewise, Stealth offers eight
complex-vibrating modes and seven vibrating
speeds, featuring Smartsense Technology
with an easy-grip design for one-handed use.
ZOLO is known for its pleasure products and
advanced stroking systems that feature an array
of innovative technologies aimed at providing
unique and satisfying experiences for users.All
of the new ZOLO products come in stylish, eyecatching packages that can be featured in-store,
showing off the company’s fetching aesthetics.
Additionally, the Thrustbuster has its own perfect
display with testers allowing customers to touch
and feel it in-store.
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Rock Candy enhances Gummy collection
Two new items available
Los Angeles, USA — Rock Candy Toys has unveiled fresh retail packaging for two best-sellers, and two new items from their streamlined Gummy Collection. The packaging update,
which debuted at the ANME Founders Show in July, sports a new and improved look for two
of Rock Candy’s most distinguishable products, the Gummy Bear Vibe and Gummy Ball in
compact, space-efficient 3” x 5” blister cards.

riginally, both items were individually-wrapped and included within the
Candy Shoppe, a highly-stylized tube
dispenser point-of-purchase display.
Designed for dynamic consumer appeal
and durability, the revamped blister card
packaging allows the entire product to
be visible from a distance, while reducing
the potential for battery-operated items to
turn on during the shipping process. Two
new cock rings are set to join the carded collection, including the Bling Pop, a
vibrantly-hued ring with a diamond-shaped
silhouette, and Gummy Rings, a 2-pack of
beginner-friendly male enhancement rings.
Both products are set to begin shipping
in late August. Rock Candy has garnered
a total of 15 industry awards nominations
since launching in January 2018; four of
which specifically recognize the company’s
excellence in merchandising and packaging
design. Creating an iconic visual identity
has remained a high priority for the Rock

O

Candy team, using retailer and distributor
feedback as a vehicle to stay connected to
consumers, improve efficiency, and maintain
a cohesive aesthetic. “Everyone at Rock
Candy Toys prides themselves on not being
satisfied with the status quo,” states VP of
Sales Lewis Adams. “When Rock Candy
launched, we enjoyed a lot of success with
our Candy Shoppe display and their dispenser-style product tubes. To build on that
success, we took two of those best-sellers:
the Gummy Bear Vibe and the Gummy
Ball, and we reimagined it into new carded
packaging.” Adams continued, “rounding
out the new blister card products are the
Bling Pop -- an instantly recognizable cock
ring that is as powerful as it is charming,
and our super-stretch pack of Gummy
Rings. We unveiled all four items at the
ANME Show this past July, and the reaction
was extremely positive. Everyone loved
them. We are excited to start shipping them
and see where the next year takes us.“

BLACK LEVEL
Flensburg, Germany - Six new highlights
from BLACK LEVEL for ladies are available
at ORION Wholesale – in sizes S to XL,
some of them up to size 2XL. The washable, shiny vinyl outfits from BLACK LEVEL
have been designed exclusively at ORION´s
headquarters. They stand out from the rest
because of their fancy styles that are in a
sturdy stretchy quality – this makes sure that
the outfits fit perfectly and are comfortable
at the same time. Both fetish lovers and

Six new highlights from BLACK
LEVEL for ladies are now available
at ORION Wholesale
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fashionable club-goers will love these shiny
erotic gems. All the items from the vinyl
label, BLACK LEVEL, will be delivered in
high-quality cardboard boxes with a detailed
image of the respective product on it and a
description of the product in nine languages
as well. The packaging can be stood up
or hung up with the hanger in the middle.
More products will now fit in the sales space
because they’re more compact. They also
take up less space when in storage.
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EDC Wholesales announces winner
of ‚Exotiq show your shop‘ contest
JBD APPRO
Veendam, The Netherlands - EDC Wholesale
announces JBD APPRO from Paradise Boutik
stores to be the lucky winner of the ‚Exotiq show
your shop‘ contest.

he wholesaler asked
customers to
create a special
area in their shop
to promote the
massage collection from Exotiq
in the most exotic way and to share images of the
presentation on social media. “We were excited
to see how many customers shared their images
on Instagram and really took the effort to create
a theme area where the tropical massage items
from Exotic flourished”, said Evertine Visser,
Marketing Manager at EDC Wholesale. “Everyone’s effort is highly appreciated and special in
each unique way. But the presentation from JBD
APPRO was truly outstanding, because they
created the promotional flyers themselves, used
props in the tropical theme and created a beautiful presentation right at the shop entrance.” JDB
APPRO is a chain of 6 Paradise Boutik stores
in the south of France (Perpignan, Montpellier,
Beziers, Cannes, Cap d‘Agde, and Toulon). “We
are very happy to win the contest”, said Fabien
Lecot, purchaser at JBD APPRO. “We created
a space related to the Exotiq brand to be able to
highlight the brand and have better visibility for
customers, which helped increase our sales. We
also highlighted Exotiq on our website’s homepage and sent out a news blast to our customers
to create brand awareness for this new brand
in our shop. The customers responded highly
positive to the brand. They loved the packaging
of the products, which is very esthetic, unlike
other brands which attract the eyes of customers.
The quality of the products is also very good, the
different scents, the variety of products and the
great pricing were praised.”
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SHOTS announces the

end of the SHOTS Party
Official statement by Oscar Heijnen

Beneden-Leeuwen, The Netherlands - The SHOTS Party 2019 will be the last event of its
kind. As company founder Oscar Heijnen says in a statement, there will be no more celebrations during the 4-Day Marches in Nijmegen in the future.

ere is Oscar‘s statemen: “Dear customers, suppliers, staff members, friends
and all of you who made the SHOTS parties
what they have become over the years. The
15th annual SHOTS PARTY has come and
gone and it is time to announce that these
parties in their current form, have come to an
end. Every year people ask us, ‘How was the
SHOTS Party?’ And every year we have to
answer ‘the best one ever, it will be difficult to
surpass next year, it was a blast’. Each year
that is the honest answer, because for 15
years in a row all our parties were basically
unsurpassable. On the other hand everyone
agreed that during these 15 years every new
party superseded the previous! However,
the 15th SHOTS PARTY will indeed remain
unsurpassable. As all good things must come
to an end, we have to announce that the
SHOTS Party in its current form, has run its
course. Each year the SHOTS Parties were
a huge success. The ‘meet and greet’, as
we used to call it, morphed into a full blown
VIP party with 125 guests on Thursday
evening. Then on the Friday we received
more than 200 guests at the finish line of the
4-Day Marches. The SHOTS Sales weeks or,
SHOTS In-house shows, were a tremendous
success on 2 continents. That’s why it might
sound strange to announce that we are going

H

Oscar Heijnen is announcing
the end of the SHOTS Party

to finish with the SHOTS Party in this format.
Don’t worry though, we won’t be stopping
our in-house shows and we certainly won’t
stop partying because here at SHOTS we
love to have a good time. Let me be clear, we
are only ending the SHOTS Party on Friday
during the 4-Day Marches. This year was an
unbeatable success and as there will be no
16th SHOTS Party, all our guests that were
present can now state that they witnessed
the end of an ‘era’. There are many reasons
for us to quit while we are ahead. The location
can no longer cater for the ever increasing
guest list, the famous red suits and dresses
are too warm for the time of year and we
literally cannot outdo ourselves anymore. We
also don’t want to have to pick and choose
who we can invite due to a limited guest
number obligation. 15 years ago we began
with just a handful of clients and ended up
with over 200. It became difficult to entertain
such an enormous group of people. I think
that when we return there will be one or even
two parties per year, albeit smaller and more
intimate. We feel more comfortable with that
concept, BUT… we wouldn’t have missed
it for the world! We want to thank everyone,
customers, suppliers, friends and staff for a
series of unforgettable SHOTS Parties which
cannot be surpassed ever again!”

EUROGLIDER – Now available at ST RUBBER
Wadgassen, Germany - EUROGLIDER
are transparent condoms with a wet film
for a natural sensation. They are made
of natural rubber latex and equipped
with a reservoir. They are available
in three pack sizes: 144 pieces, 432
ST RUBBER is offering EUROGLIDER
condoms in three pack sizes

14

pieces and 1008 pieces. If you have any
further questions about the new brand,
ST RUBBER’s customer service team
will be happy to help you on
+49 6834 4006-0 or by e-mail to
info@st-rubber.de.
w w w. e a n - o n l i n e . c o m • 0 9 / 2 0 1 9

Seductive lingerie
from PETITENOIR
New from ORION Wholesale
Flensburg. Germany - From now on, 10 seductive
pieces of lingerie from the label PETITENOIR are
available from ORION Wholesale.

his means that the Flensburg erotic
specialists expand their extensive range
of products with further trendsetting looks. PETITENOIR is an exclusive collection from ‚Noir
Handmade‘ brand. The exciting, black lingerie
is a real eye-catcher with its captivating transparent fabrics and playful designs. What really
sets these pieces apart from other lingerie is
their premium finish and that they are extremely
comfortable to wear. All PETITENOIR products
are available in sizes S, M, L and XL. Since
they tend to be a bit smaller there is a separate
size chart available at www.orion-wholesale.
com. The collection is delivered in high-quality
cardboard boxes with a detailed image of the
respective product on them and a description
of the product in various languages as well.
Not only is the packaging eye-catching and
guarantees a sale, but it can also be stood up
or hung up with the hanger in the middle. Being
so compact, more products will now fit into the
sales space and storage is space-saving as
well. ORION Wholesale offers its customers a
free special A4 retailer catalogue that presents
the PETITENOIR collection on 20 pages. Each
product is prominently presented on a double
page, showing its front and back - with item
numbers, but without retail prices. Furthermore,
it contains a PETITENOIR size chart.
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b-Vibe releases Rimming Plug XL
A super-sized vibrating butt plug
New York, USA - b-Vibe has introduced the Rimming Plug XL — an extra-large remotecontrolled premium vibrating butt plug that combines the sensation of rimming through
rotating beads and texture in the neck of the plug.

y popular demand, b-Vibe has introduced a larger version of its groundbreaking flagship product, the Rimming
Plug. Designed for deeply satisfying orgasmic stimulation, and made from 100%
body-safe silicone, the rimming plug XL is
a super-sized vibrating butt plug geared
for experienced anal enthusiasts looking
for explosive dual stimulation. The b-Vibe
Rimming Plug XL features seven rimming
patterns and 6 vibration patterns, combined with six levels of power. Designed
with experienced anal players in mind,
Rimming Plug XL offers 5.3” of insertible
length and its neck features a bumpy
texture for an extra thrilling sensation.
“b-Vibe is committed to enhancing anal
play for everybody and with the addition
of the Rimming Plug XL, we’re catering to
the vast amount of experienced anal play
thrill-seekers around the world,” b-Vibe
founder and CEO Alicia Sinclair said. “As
the first-ever of its kind, we’re confident
that Rimming Plug XL will introduce users

B
The Rimming Plug XL is an extra-large
remote-controlled premium vibrating
butt plug

to new levels of powerful stimulation.” The
addition of the XL brings the Rimming
Plug collection to three sizes, which also
includes the Rimming Plug 2 (the original)
and Rimming Plug Petite. From anal play
novice to seasoned professional, the
Rimming Plug collection offers something
for everyone. Like all b-Vibe vibrating butt
plugs, the Rimming Plug XL can be operated with or without the wireless remote
control, which works up to 30 feet away.
Perfect for enhancing couples’ play with
remote-controlled fun, this feature also
makes solo stimulation convenient and
fun. The butt plug is USB rechargeable
and comes in discreet travel case for easy
storage. b-Vibe’s Rimming Plug XL also
comes with a Guide to Anal Play, a booklet filled with the best tips from our trusted
team of sex educators. The popular resource for anal play beginners offers tips
for making exploration non-intimidating
and fun, and serves as a stepping stone
for becoming a master at anal play.

The soﬅ touch of Mae B
Wijchen, The Netherlands - The Mae
B collection is a perfect match for the
modern, 21st-century woman that knows
what she wants in life, and how to get
it. With trendy pastel coloring, abstract
silhouettes, and luxurious chrome and
faux-gem button detailing, Mae B is a
non-intimidating choice in intimate pleasure. Another bonus is that though the Mae
B pleasure providers come with high-end
features and an excellent quality standard, they are still competitively priced for
20

consumers with a slightly more restricted
budget. Mae B is a prime example that
superior intimate fun can come with a
moderate price-tag, making it a must-have in any modern assortment. SCALA is
announcing excellent stock availability on
all your Mae B favorites, including wand
vibrators, G-spot vibrators, love balls, stimulators, and love rings. With all the most
popular toy categories included in the
soft-touch silicone collection, there should
be a sensual match for every woman.
w w w. e a n - o n l i n e . c o m • 0 9 / 2 0 1 9
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It’s a REVOlution!
Nexus updates Revo range
London, England - Nexus has updated its entire best-selling Revo range of rotating prostate
massagers and added another model – perfect for size queens.

his year’s improvements and new edition puts the Revo range of prostate
massagers at the forefront of anal toys
and ensures its leading position when it
comes to satisfaction. Nexus Extreme,
which boasts an extra large shaft, has
launched due to customer demand. As
the rest of the range it offers dual prostate
and perineum stimulation with the rotating
shaft delivering a strong and thorough
massage to the prostate. All five Revo
models are now fully waterproof/submersible including the remote controls. This
is a major improvement and means that
consumers can use Revo in the bath
and shower and also enjoy worry free
clean up. The 2 speed rotating shaft on
all models will now rotate both ways and
each model will have 6 vibration patterns
for simultaneous perineum stimulation.
Each can now be actioned independently
delivering 34 combinations of pleasure!

T

Each existing model has the same shaft
dimensions as before, however the plastic
base has been replaced with silicone
which not only makes it waterproof but
more aesthetically pleasing. The magnetic
charger has now been replaced with
something smaller and can be used to
charge the toy and the remote control.
“We believe this is the best range of
prostate massagers collectively on the
market”, says Monique Carty Director.
“Each model has retained its original pull,
we have simply improved each on every
level from function to appearance. The
arrival of Extreme really completes the
range and means we now offer something
for every man.” The packaging has also
had an update and lets consumers know
it’s a ‘new and improved’ model. The best
part of this update is that all pricing will remain the same. For Revo Extreme pricing
please contact sales@nexusrange.com.

Europe Magic Wand
Zwaagdijk, The Netherlands - Power that
makes you smile. Everyone deserves
a good sex life. It’s healthy for both the
body and the soul. Massage loosens up
muscle groups, eases tension in the body
and gives more energy to handle a busy
lifestyle. Europe Magic Wand vibrator is a
powerful and great vibrator that goes far
beyond the norm. It can be extended with
different attachments like the Genius for
clitoral and g-spot stimulation, Genio for
a different structure and thickness or the

Europe Magic Wand vibrator is a
powerful and great vibrator that goes
far beyond the norm
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Sily Touch, which gives pure, raw vibrations wrapped in modern, soft silicone.
Product features: – <40 dB sound level at
the highest speed! (Measured at a 0.5m
distance) - Long cable (236 cm). Gives
greater freedom of movement. - 6 speeds
- from gentle to powerful and intense
(2,800-6,000 rpm). - Soft removable ball
cap with silicone head for a relaxed, comfortable vibration and massage. - Easy to
clean. - CE approved in Europe. Available
at Eropartner.
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Four new Rianne S items
available at Eropartner
Bunny Bliss, Pulsy Playball, Lovely Leopard & Boa
Zwaagdijk, The Netherlands - Rianne S introduces new items, packed in a beautiful Rianne S
bag. The Bunny Bliss is an elegant mini rabbit massager. Her vibrations are powerful and silent.

he toy has ten functions and is designed for vaginal and clitoral stimulation. The product comes with a fabulous
cosmetic bag for all her essentials. The
Pulsy Playball is an elegant kegel ball to
train the PC muscle. With the remote user
can turn it into a hands free experience
and make it fun to wear at the same time.
The Playball is waterproof and made out
of body safe silicon. It has 10 different vibration modes. Both the Playball and the
remote control can be used for external
stimulation as well. The Lovely Leopard
is an elegant, rechargeable mini wand
vibrator. Her vibrations are powerful and

T

Eropartner is expanding the
Rianne S assortment

silent. The Lovely Leopard is waterproof,
has 10 functions and is designed for clitoral stimulation. The product comes with a
fabulous cosmetic bag for all her essentials with a beautiful leopard style print. The
Lovely Leopard is waterproof and can be
used in the bathtub or shower. The Boa is
an elegant, rechargeable mini vibrator to
discover your g-spot. The top is bendable, her vibrations powerful and silent. The
Boa is waterproof, has 10 functions and
is designed for vaginal G-spot stimulation. The product comes with a fabulous
cosmetic bag for all her essentials with a
beautiful snake style print.

Chad Braverman talks sex toy
trends on The Jenny McCarthy Show
North Hollywood, USA - Doc Johnson
COO Chad Braverman was a guest on
The Jenny McCarthy Show. The Jenny
McCarthy Show, which takes place every
weekday on Sirius XM channel 109 from
7 to 9 a.m. PST, is a no-holds-barred
program where McCarthy and her guests
discuss relationships, celebrities, current
issues, and whatever else is on their
minds. While on the show, Braverman
and McCarthy discussed new sex toys,
including upcoming releases from Doc
Johnson. Jenny is a noted Pocket Rocket
fan and is always excited to hear what
else Doc Johnson has in store. They
started the conversation talking about
how August is anal pleasure month, and
why many people of all genders and
orientations can be hesitant to introduce
28

butt play into their sex lives. Braverman
debunked some common myths surrounding anal. He also told McCarthy
and her listeners about a few anal toys
and training sets that would be ideal for
beginners, including the Mood Naughty
Trainer Set as well as the Booty Bling line.
They also discussed Doc Johnson’s Main
Squeeze line of hard-case strokers, and
how forward-thinking partnerships have
led to the creation of the Girls of Social
Media and Camgirl categories. “I love
getting to talk with Jenny; she’s so fun
and willing to talk about topics like that
are frequently seen as taboo,” Braverman
said. “I’m confident that after this episode
her audience feels much more informed
about anal sex as well as what other
types of sex toys are on the market.”
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Sliquid adds new lubricants
to growing product range
Sliquid Spark and Ride Booty Buzz
Dallas, USA - Sliquid announced the release of two new lubricants, Sliquid Spark and Ride
Booty Buzz, both of which are a stimulating version of their popular silicone lubricant blend.
Sliquid, which has been developing high-quality intimate products for 17 years, is expanding
it’s silicone product offerings with Sliquid Spark.

his new addition, which debuted at
last month’s ANME Show, builds
off the base formulation of their only
pure silicone product, Sliquid Silver, and
infuses it with food-grade menthol. This
infusion provides a welcome cooling
effect, upon application, that warms with
friction. Much like Silver, Sliquid Spark
offers the benefits of being ultra-slick,
sheer, and long-lasting, with just the right
amount of tingle to stimulate the users
intimate areas. When speaking of the two
newest additions, Sliquid Founder and
CEO, Dean Elliott, says, “We are fortunate to experience continuing growth year
after year, including in our broad range of
products. We have a loyal fanbase that
swears by our premium silicone lubricant,
however it’s the only product in the line
that has never had a reinvention over the
years. By adding food-grade menthol
we are able to give our silicone-loving
customers something new and exciting
to try that offers the same functionality of

T

Sliquid is releasing two new products:
Sliquid Spark and Ride Booty Buzz

our Silver formula, but with a exhilarating
twist!” Along with the highly-anticipated
launch of Spark, Sliquid is also debuting a
male-focused version of the product
called Booty Buzz, exclusively packaged for the Ride Bodyworx collection.
Ride Booty Buzz consists of the same
high-performance blend of silicone and
food-grade menthol as Spark, but is
packaged in the sleek and modern,
smokey black bottle with matte black
label that is synonymous with Ride Lube.
The word “booty” has been purposefully
selected to head the title of the product in
an attempt to appeal to the anal enthusiast in many male customers. As with all
Sliquid products, Spark and Booty Buzz
are100% vegan and manufactured and
bottled in the United States. Sliquid Spark
is currently available in a 4.2 oz size, while
Ride Booty Buzz offers a 4.2 oz and 8.5
oz option. All three SKUs are currently
ready to ship from Sliquid, or your
preferred distributor.

ZALO debuts BDSM Doll series
Chicago, USA - ZALO is now shipping
its Doll Series, a collaborative line with
sexual pleasure brand UPKO, bringing
extravagance and romance to the BDSM
market. Where beauty and pleasure collide. “We are beyond thrilled to introduce
our gorgeous new bondage line,” said
Mara Epstein, director of sales. “Creating
products that our customers love is why
we are in this business. We‘re so proud
of what we have in store for our fans, and

The new BDSM line includes luxurious
and romantic bondage play kits,
leather whips and handcuffs
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finally bringing them to the public is next
level gratifying.“ The new BDSM line includes luxurious and romantic bondage play
kits, leather whips and handcuffs. Indulge
in your kinky side with the beautiful Lace
Thorn Handcuffs, Rose Riding Crop and
Leather Thorn Whip, or experience the ultimate play with the Luxurious & Romantic
Bondage Play Kit. Each distinct item is in
line with ZALO’s mission to bring pleasure
and beauty together.
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pjur love gives you more anal play
BACK DOOR Regenerating & BACK DOOR Moisturising & BACK DOOR Relaxing
Wasserbillig/Luxembourg - This autumn, pjur, the leading manufacturer of premium intimate
care products, will extend its successful BACK DOOR Range: BACK DOOR Regenerating
with regenerating panthenol and camomile for extra care.

ollowing the trend towards the increased use of anal toys, the new personal lubricant is water-based and can be
used with any sex toy. pjur BACK DOOR
products are ideal for intense anal sex.
They offer experts and lovers of anal a
choice of premium products for safe anal
sex. In autumn, pjur will be adding a new
product to its range of successful personal
lubricants: pjur BACK DOOR Regenerating. pjur BACK DOOR Regenerating
is the latest addition to the successful
BACK DOOR portfolio. It reflects the trend
towards the increased use of anal toys.
The water-based personal lubricant is
compatible with all toys and also contains
the nurturing ingredients panthenol and
camomile. pjur BACK DOOR Regenerating
Anal Glide delivers long-lasting lubrication,
which makes it particularly suitable for
dealing with intense sensations during anal
sex. Panthenol has a moisturising effect, it
enhances the skin‘s elasticity and protects
irritated skin. The panthenol in this product
promotes new cell growth and regenerates
stressed mucous membranes. Camomile
cares for and soothes sensitive skin in the

F
pjur is extending its successful BACK
DOOR Range

intimate area. When planning for anal play,
personal lubricants with nurturing ingredients are particularly important, because
there is no natural lubrication in the anal
area. pjur BACK DOOR Moisturising is a
water-based anal personal lubricant for
intense anal sex for men and women. The
highly concentrated hyaluron increases
moisture. It is able to bind large amounts
of water, creating small cushions of water
that boost lubrication during anal intercourse without leaving the skin feeling sticky. Water-based anal personal lubricants
are absorbed into the upper layers of skin,
which leaves the skin feeling smooth.
Water-based anal personal lubricants also
give users more choice when it comes to
sex toys as they are compatible with all
sex toys. pjur BACK DOOR Relaxing is a
silicone-based anal lubricant for intense
anal sex for men and women. It contains
jojoba, which relaxes the anal muscle,
as well as high-grade silicone for extra-long-lasting lubrication. The soothing,
nurturing properties of jojoba can relax the
anal muscle and make the skin noticeably
soft and smooth.

Asha oﬀers EUROGLIDER condoms
in multilingual dispenser box
Rotterdam, The Netherlands - Asha
International offers their popular EUROGLIDER condoms now in a handy
multilingual dispenser box. The box
contains 144 condoms and is available
from distributors throughout Europe, including SCALA, ST RUBBER, EDC and

Available now: the EUROGLIDER
dispenser box
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Eropartner. The company also invites
their customers and all interested trade
members to meet them at their booth
number 133 at the upcoming eroFame
show in Hanover, Germany. For further
information, please contact
info@asha.eu.
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Amor Oral debuts unique
flavored lubricant line
www.amororal.com
Houston, USA – Newcomer adult brand Amor
Oral is making their pleasure industry debut with
a line of edible lubricants for taste connoisseurs.

ith never-before-seen flavors
like Peanut
Butter, Fruit
Punch, and
Egg Nog, this
sensual edibles
brand leads
with a simple
focus: creating incredible new ways for everyone to enjoy
oral sex. According to company founder Sean
Johnson, Amor Oral lubricants are gentle
enough for those with health sensitives and
proudly made in the United States in accordance with strict manufacturing standards.
“Our passion at Amor Oral is combining quality
lubricants with great flavors to make good sex
great,” says Mr. Johnson. “Made with only food
grade ingredients for the best experience possible with these ultra-liquidy lubes, our products
are body-safe, pH Neutral and water-based.”
Based in Houston, Texas, Amor Oral promises to excite and entice the taste buds for an
intimate sensory experience like never before.
“Our uniqueness is in variety: simple quality
lubricants with great flavors,” says Mr. Johnson.
“There is a flavor for everyone, and if you can‘t
find your favorite flavor yet, you will soon. We
are expanding our flavor offerings each month.”
In addition to the brand‘s diversity of flavor
experiences, Amor Oral lubricants promise
only the best body-safe, pH-neutral formulas.
The entire product line is free of parabens, a
potentially cancer-causing preservative. All ingredients used in Amor Oral Personal Lubricant
products are also 100 % food-grade. For more
information, visit AmorOral.com or email Sean
Johnson at seanjohnson@amororal.com.

W
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Sexy Time
Magic Silk introduces new collection
Hauppauge, USA - Magic Silk has released their latest collection under the name Sexy
Time. These provocative designs are crafted from soft stretch fabrics that are comfortable
to the touch.

ccording to the company, affordable
pricing ensures that customers enjoy
both high quality and value. Twelve different styles offer something for every taste:
Strappy Bra & G-Set, Strappy Bra, Garter
& G-set with Rings, Halter Bandeau &
Panty Set, Fly-Away Baby Doll & G-String
Set, Underwire Bralette & Panty Set, Merry
Widow & G-Set, Polka Dot Mesh Halter &
Skirt Set, Chemise & G-Set, Triangle Bra
& Cheeky Short Set, Peek-a- Boo Bra,
Garter & G-Set, and Deep Plunge Halter

A

Teddy. All come in rich black, in sizes S/M,
L/XL, and Queen (fits 1-3x). Playful and
risqué details vary, but include underwire,
adjustable shoulder straps, hook & eye
closures, metal garter clips, soft lace bra
cups, and adjustable garter straps with
metal hardware. Magic Silk is introducing
this product as a full line order, two pieces
per size, per style. Merchandise can be
replenished as needed. Attractive displays
that easily hook into slat walls are included
at no charge.

Back to basics: The pjur BACK DOOR range eadline
Wasserbillg, Luxembourg - With so many
reports about anal sex as a trend, it‘s
clear that anal play has now reached the
mainstream. And with so many variants
and ways of experimenting, there really is
something for everyone willing to embark
on this adventure. pjur BACK DOOR
products are ideal for intense anal sex.
They offer experts and lovers of anal a
choice of premium products for safe anal
sex. In autumn, pjur will be adding a new
product to its range of successful personal
lubricants, serums and sprays: pjur BACK
DOOR Regenerating. pjur BACK DOOR
Regenerating is the latest addition to the
successful BACK DOOR portfolio. It reflects the trend towards the increased use
of anal toys. The water-based personal
lubricant is compatible with all toys and
also contains the nurturing ingredients
panthenol and camomile. Panthenol
enhances the skin‘s elasticity and protects
stressed, irritated skin. Camomile cares for
and soothes sensitive skin in the intimate

UƳƲ UƳƲ
pjur
BACK DOOR

The pjur BACK DOOR range
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area. pjur BACK DOOR Moisturising is a
water-based anal personal lubricant for
intense anal sex for men and women. The
highly concentrated hyaluron increases
moisture. It is able to bind large amounts
of water, creating small cushions of water
that boost lubrication during anal intercourse without leaving the skin feeling sticky. Water-based anal personal lubricants
are absorbed into the upper layers of skin,
which leaves the skin feeling smooth.
Water-based anal personal lubricants also
give users more choice when it comes
sex toys as they are compatible with all
sex toys (for example anal plugs, anal vibrators and butt plugs). pjur BACK DOOR
Relaxing is a silicone-based anal personal
lubricant for intense anal sex for men and
women. It contains jojoba, which relaxes
the anal muscle, as well as high-grade silicone for extra-long-lasting lubrication. The
soothing, nurturing properties of jojoba
can relax the anal muscle and make the
skin noticeably soft and smooth.
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Kheper, Inc. successfully launches new Melting Rose Petals
A romantic and sensual bath item
Seattle, USA - Kheper, Inc. is thrilled to announce its successful launch of their new bath and body concept, Melting Rose
Petals. Melting Rose Petals is a romantic and sensual bath item that can be used by lovers or by an individual who wishes to
enjoy a luxurious soak in the tub.

he set includes 40 grams (1.4 oz.) of soft silky
rose petal-shaped bath confetti. Each set includes approximately 60 rose petals, so there can
be 5-12 uses per set depending on how many
you wish to use in your bath. The rose petals feel
similar to real rose petals and have a soft rose
scent to them. They are made organically primarily from vegetable oils. They only melt when they
are wet and they will not stick to bed linens or bathroom tiles, should someone wish to leave a trail
of rose petals for his or her lover. Because they

are made of soap, they easily can be cleaned off
of any surface if they do come into contact with
water. “This was one of our most successful new
product launches a few weeks ago at ANME.”
Explains CEO Brian Pellham. “People love that
we keep coming up with new and creative items
for the ever expanding bath and body sections in
the adult marketplace. First the trend was bath
salts, then bath bombs and now are we starting
to see that we have created another trend within
the bath and body market.”
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LELO launches on Feelunique.com
Pioneering the beauty e-tailer‘s Sexual Wellness division
London, England - LELO becomes the latest ‘must-have’ brand to feature on cult-favourite
beauty e-tailer Feelunique.com. Launching on 19th August, the purveyor of personal pleasure, will become the first brand of its kind to boldly step into this online beauty community,
reshaping and redefining Feelunique’s culture of ‘beauty without boundaries’.

ntroducing a never before seen category
to the site, Feelunique have partnered
with the intimate luxury lifestyle retailer
to pioneer their Sexual Wellness division. The bespoke section will host both
product content and education pieces
to ensure both an educated shopping
and fulfilled product experience, after all,
customer satisfaction is a core principle
championed by the brand, in all senses
of the word… As breakers of boundaries,
makers of erotic innovation and pioneers
of sonic sex-technology, the partnership comes as an exciting new venture
for LELO as it moves from strength to
strength, one orgasm at a time. LELO
UK/Ireland Sales Manager said Cameron
Long-Tel said: “We are ecstatic to now
feature on Feelunique.com. This kind
of giant lifestyle e-space is a massive
breakthrough for the brand as we look to
expand further afield and move into the
lifestyle accessory sector. We have transformed the look, feel and function of how
personal massagers are perceived, and
feel exceptionally proud that this is being

I

recognised by a premium e-tailor like
Feelunique.” Among the range available
to Feelunique are some of LELO’s best
selling vibrators, including; Sona Cruise SONA Cruise is a sonic clitoral massager.
That means it doesn’t rely on vibrations
like a conventional sex toy. Instead, it
uses sonic waves and pulses to stimulate
the entire clitoris. Lily 2 Vibrator - LILY 2
is perfect for solo play or nestling between
partners during love-making, delicately
infused with a signature fragrance to
satisfy all senses. Gigi 2 - A sexy pleasure
product with a curved and flattened tip to
accurately target the G-spot. In addition,
Feelunique will also stock sensual supplements, such as condoms and massage
candles, including: Hex Original Condoms
- LELO HEX delivers strength, thinness
and sensation through its revolutionary
hexagonal structure. Massage Candle
Black Pepper & Pomegranate - Made
from all-natural soy wax, shea butter and
apricot kernel oil, the lightly scented wax
melts into an exquisite pool of luxurious
massage oil

TOYJOY Travel G-Sense: the ultimate travel essential
Wijchen, The Netherlands - Whether it’s
a romantic city trip, an exotic holiday, or
simply a day away: the Travel G-Sense by
TOYJOY Classics is always a great idea for
discreet, petite pleasure. Designed to be
small enough to slip into any small pocket
in your hand-luggage, this non-intimidating,
abstract vibe will never arouse suspicion
during bag checks or airport customs. The
44

Travel G-Sense has two soft silicone tips
to pleasure in stereo, 4 pulsation functions,
and 3 vibration speeds. This discreet,
whisper-quiet vibe is also USB-rechargeable, completely body-safe and easy to
control with a one-touch button. Packaged
in a fun, modern, and eye-catching way,
it’s ideal for mainstream in-store display or
countertop product presentation.
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Doc Johnson announces partnership
with hip-hopper Karlie Redd
Main Squeeze
North Hollywood, USA - Doc Johnson announced its newest partnership with Love & HipHop Atlanta celeb, Karlie Redd. Redd was molded for her very own Main Squeeze stroker
just last week. In addition to the release of her replica stroker Redd will also be taking on
the role as the company’s resident sexpert as well a coming out with a curated box of products called, Karlie Redd’s Box.

oc Johnson Marketing Manager, Thao
Dipolito said, “I’ve had the opportunity to work with Karlie in the past, she’s
always been incredibly passionate with
anything she takes on and is a wonderful
person to work alongside. The multi-levels
of our partnership including Karlie signing
on as our newest addition to our Main
Squeeze collection was no exception.
The news of getting molded has already
received an overwhelming response from
her fans and I’m so excited that we get
to work together again.” Entering into the
adult arena at full force Karlie just completed an extensive program to become
a certified sexologist as a way to better
answer the many sex and relationship
questions she gets asked by her fans
on a regular basis. Karlie’s Redd’s official
blog with Doc Johnson is slated to launch
within the next few weeks as a platform for
Redd to speak on the wealth of information she’s learned on her journey. In the meantime, Karlie has a product recommendations page consisting of the products she
has mentioned on Love & Hip Hop Atlanta,

D

Karlie Redd

Reality Show Royalty winner of the 2019
MTV Awards. Karlie will also be hitting the
road participating in various sex talk panels
starting with Miami, FL. She’ll be incorporating her favorite Doc Johnson branded
products into these talks all of which will be
readily available on her sex toy recommendations page. Karlie on the partnership,
“I’m so thrilled to be partnering with Doc
Johnson, they’ve always been my go-to
when it comes to the sex toys I choose
personally. I was first approached by them
to collaborate on a line of products, I felt
like it only made sense that I take things
to the next level and get molded too! This
collaboration is a fantastic fit for both of
our brands, I’m really excited to continue
to build upon it and see how it grows.”
Karlie Redd’s fans will play an integral
role in determining what best-selling Doc
Johnson products will be chosen for Karlie
Redd’s Box via the popularity of the sex &
relationship questions she is asked. The
box will include products for both men,
women, and couples and will be available
exclusively on docjohnson.com.

New at Erodeals: Vince & Michael’s
Zeewolde, The Netherlands - Vince &
Michael’s lubricants and warming massage
oils come in five wonderful flavors (Intense
Chocolate Fudge Dream, Fruity Strawberry
Rhubarb Bliss, Juicy Peach Sweet Mango,
Fizzy Tropical Wine Delight and Warm Vanilla Gold Pear). Both lubricants and massage
Erodeals has expanded its assortment
with Vince & Michael’s lubricants and
warming massage oils
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oils are waterbased and easy to rinse from
the body and also from linnen. For maximum safety they are pH-balanced so they
do not interfere with the skin or vaginal environment. The entire range is 100% vegan
and safe to ingest for those intimate oral
moments. Available now at Erodeals.
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The founder of Kama Sutra passed away
Joe Bolstad
Thousand Oaks, USA - Joseph C. Bolstad, the founder of one of the oldest and most iconic
brands in the adult industry, has passed away on August 20th. He was 84 years old. Bolstad
and his business partner, the late Hal Hauser, started Kama Sutra in 1969. The company has
been a pillar in the industry for over half a century now, celebrating their 50th Anniversary
in July. It all started with Bolstad’s vision. In the politically turbulent 1960’s, he saw that in
order to make the world a better place, he needed to find a way to bring people together.
He founded Kama Sutra with a passionate but simple purpose - to help people create joyful
experiences of intimacy in their lives. Through the giving and receiving of love, physically
and emotionally healthier human beings emerge, and the world reaps the rewards.

he company’s very first product,
Kama Sutra’s Oil of Love, had a giant
ripple effect, revolutionizing the adult
industry. Still as sought after now as it
was when it debuted, Oil of Love was the
catalyst for the romance category itself.
IOver the past 50 years, Bolstad saw the
importance in the ability for his brand to
evolve with the ever-changing demands
of the consumer, while at the same time
staying true to his original vision. Today,
Kama Sutra boasts a collection of over
100 SKU’s, each product designed to
embody Bolstad’s mission to bring people
together. Before founding Kama Sutra,
Bolstad worked as an advertising director
in Los Angeles, California. He grew up in
Minnesota. After attending The University
of Minnesota and a two-year service in
the military, he made his way to the West
Coast. There, Bolstad attended Art Center College of Design, He remained active
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In fond memory of Joseph C. Bolstad
1935-2019

in the company right up until the day prior
to his passing. In the past decade, Kama
Sutra became a family business with Bolstad’s wife, Marla Lee, as Company President, and his sons Nicholas and Patrick
in Sales and Marketing. In his personal
life, Bolstad was a talented golfer and
playwright. He always loved football and
mentored many youths on the local high
school football team in his spare time.
Bolstad was often described as unforgettable and one-of-a-kind. He was known
for his sense of humor and made a lasting
impact on everyone he met. Bolstad was
an extremely generous, giving person
who was always willing to help others,
especially those who were less fortunate
than he. Bolstad will be dearly missed by
his family, friends and employees. Kama
Sutra will honor their beloved founder’s
legacy and continue Making love Better®
in a world that desperately needs it.

Full stock availability on the new Banger Babes at SCALA
Wijchen, The Netherlands - There are three
realistic Banger Babes to choose from at
SCALA: Jessica, Helen, and Pamela. Each
of these dolls has its special appeal, ranging
from the type of hair color to her dimensions. Designed for intimate fun, the Banger
Babes adhere to quality standards, ensuring
consumers can start a long-lasting love
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affair with these premium ladies. Jessica,
Helen, and Pamela come with many lifelike
features, including beautiful semi-permanent make-up, fingernails, luscious hair,
and pleasurable interior canals with texture.
The quality love dolls also offer great sales
margins for retailers, allowing to profit from
their natural appeal.
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Anal stimulators from XR Brands
available at EDC Wholesale
Thunderplugs & Thump it
Veendam, The Netherlands - EDC Wholesales is now shipping Thunderplugs and Thump it, the
latest innovation in anal pleasure from XR Brands. Included in the Thunderplugs line are the
Silicone Vibrating & Squirming Plug, the Silicone Vibrating & Thrusting Plug and the Silicone
Swelling & Thrusting Plug. The full line is availa-ble for retailers to order now at EDC Wholesale.

he multi-function remote-controlled
plugs feature an array of sensations
designed to give the user ‚unparalleled internal sensation‘ that differs from standard
vibration. Waterproof and rechargeable,
each plug boasts a powerful 5-pattern,
3-speed motor. Thump It stimulators
utilize kinetic technology to create a thumping sensation never seen before in the
anal product category. Thump It includes
the original 7x Medium Thumping Anal
Plug, the 7x Large Thumping Anal Plug
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The latest innovation in anal pleasure
from XR Brands can now be ordered
from EDC Wholesale

made for a fuller sensation, and the 7x
Medium Thumping Anal Plug, perfect
for lovers of prostate stimulation. Each
Thump It stimulator is waterproof, and
equipped with seven thumping functions,
a convenient remote control for easy use,
and premium silicone construction. Thunderplugs are packaged in cohesive boxes
that showcase the product shape and
functions on the front and are appropriate
for shelf or slatwall display. A retail display
and sample are available upon request.

Introducing the Chrome Collection by Le Wand
New York, USA - Le Wand’s new collection
of mini vibrators include the Deux, Point,
Bullet, Grand Bullet and Baton. Each
vibrator offers its own unique experience
combined with powerful stimulation and
thoughtful design. Le Wand’s new additions will appeal to a wide range of consumers looking to invest in quality products
— from vibrator novices to experienced
pleasure-seekers. „As much of a success
as our smaller Le Wand Petite has been,
our fans have continued to ask for even
more compact options, so naturally we
wanted to meet that demand,” Le Wand
founder and CEO Alicia Sinclair said. “With
the Chrome Collection, we’re bringing Le
Wand’s high quality and thoughtful designs
to our existing customer base and beyond
by providing powerful products that are
travel friendly and can hide in plain sight.”
Like the other products in Le Wand’s line of
toys, the new Chrome collection is made

Le Wand’s new collection of mini
vibrators include the Deux, Point,
Bullet, Grand Bullet and Baton
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of quality materials; featuring body-safe
chromed steel and premium silicone. Each
model in the collection is USB-rechargeable and will be available in black or rose
gold. A micro-suede travel pouch and user
guide are also included. In addition, the Le
Wand Bullet and Grand Bullet come with
a removable textured silicone sleeve and a
textured silicone ring for even more ways
to get creative and experience pleasure.
The Le Wand Baton features body-safe
silicone construction with a soft, flexible tip,
and also comes with the added textured
silicone ring accessory. Le Wand Deux
features a twin motor design for amplified
sensation in stereo. The double-pronged
vibe is perfect for any kind of intimate
play. Le Wand Point is a contoured lay-on
rechargeable vibe with a rumbly motor. The
palm-sized Point features a flexible silicone
tip that can be used for pointing stimulation to your every erogenous zone.
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1. + 2.
Soft Touch
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Please use water-based lubricant
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2.
Can be recharged with the
included USB cable
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Prowler Douches
5 new styles are now available at ABS
Ringwood, England – ABS are always adding to their essentials range, and their new
douches are designed for maximum hygiene with minimal fuss. They love how simple and
effective these douches are, and they’ve catered for all tastes with their diverse new range.

he Perfect Angle douche has a perfect
curve that complements the natural
shape of the body, making it easy to
clean, and to reach those hard-to-target
areas. The trio of bulb douches features
three douches in varying sizes. This douche comes in black and the small version
is also available in orange. The small douche holds 89ml, while the large douche
holds up to 224ml. What ABS love most
about this douche is that it can stand
upright, making cleaning even easier. The
large silicone Rippled Pleasure douche
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The new Prowler douches are
designed for naximum hygiene
with minimal fuss

combines fun with cleaning, and features
a rippled nozzle that pleasures on insertion. It’s a clever way to add a little extra
enjoyment to the hygiene routine, and can
be used before or after play for an extra
dose of sensation. The Smooth black
douche is a simple anal cleaning device
that is shaped for comfort, while the large
silicone Flexi neck douche is ultra pliable,
allowing for easy movement and handling.
The douches are easy to clean, are easy
to use – making them a perfect addition
to the drawer of pleasure essentials.

Sales Super Hero Wanted
London, England - Gvibe is one of the
the world leading adult toys manufactures. Since 2011 they have been
carefully designing, creating, producing
their products and delivering orgasms
worldwide. During those years they’ve
been nominated and awarded by many
well-known and famous industry experts
for the best product and packaging
design, modern innovations, the best
female and couple toys, etc. And they
never stop, they always move forward
to reach new goals.
Now they are looking for a sales representative. “We’re looking for an active,
creative and positive person, who can
work with customer databases, knows
how to build long and efficient relationships with B2B customers, communicate
with different people, and take to this like
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a duck to water. Considering languages: English is a must have as well as
at least one of EU languages (preferably
Spanish/French/German). It doesn’t
matter how old you are and what kind
of diploma and passport you have: we
definitely need your sales experience in
our industry. You will have to call/e-mail/
visit our retail customers and distributors in the EU in order to increase sales
volumes and Gvibe presence in their inventory; you will have frequent business
trips to different parts of the EU; you will
work closely with our brand ambassador
to improve the overall efficiency. If you
have a strong feeling you’re the right person for this position, but doesn’t match
some of requirements mentioned above,
feel free to e-mail us on mz@gvibe.com
anyway,” the company says.
w w w. e a n - o n l i n e . c o m • 0 9 / 2 0 1 9

533629

www.orion-wholesale.com

1907-091

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

N E W S

Outstanding stock availability
on Sparkle by CalExotics
SCALA
Wijchen, The Netherlands - SCALA is thrilled to announce that they currently have outstanding stock availability on the brilliant Sparkle collection by CalExotics. Exclusively available
at SCALA, Sparkle by CalExotics is a collection of 6 dazzling vibes.

ach style is available in two exciting
colors with a brilliant glitter finish.
Every silhouette in the range is uniquely
shaped and textured to offer incredible
pleasure, featuring multispeed vibrations and easy-to-use, intuitive controls.
Let’s take a closer look at the different
Sparkle vibes. “The Glitter Jack is a
realistically shaped vibrator, while “G”
Dazzle is curved for G-spot stimulation.
Twinkle Teaser is ideal for exploration,
and the Shimmer Stud features stimulating textures and pleasure grooves. “G”
Glitz is smooth and delightfully curved
for intense G-spot stimulation, while

E

Radiant Ripple invites you to explore
your favorite sensations with perfectly contoured tip, shaft, and clitoral
stimulator,” CalExotics explains the
different silhouettes. “With the Sparkle
collection, customers will enjoy powerful
multi-speed vibrations at the twist of the
easy to use dial. Each toy is waterproof
and powered by 2 AAA batteries. The
soft and pliable vibes will please both
beginner and advanced toy customers.
Each toy is also available in fun and
bold colors including pink, purple, blue,
orange and green, with a stunning glitter
finish,” CalExotics states.

Bedrooom Products debuts EASE

EASE is a non-intimidating lube option for
anal play newcomers and anal experts
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Los Angeles, USA — Bedroom Products
has released EASE, a beginner-friendly anal
relaxation glide. EASE works by amplifying
stimulation and promoting comfort during
penetration. It is the first anal-specific product in the manufacturer’s collection. The
mess-free serum contains 5% lidocaine,
creating a light layer of film that alleviates
some of the potential discomfort associated with backdoor play. Applied prior
to intercourse, EASE is fast-acting, safe
for use with non-latex condoms, and can
be used in conjunction with the company’s water-based and silicone lubricants.
Containing two discreet 10ml bottles, EASE
is a non-intimidating option for anal play
newcomers and anal experts. The compact
sizes can be easily stashed in a suitcase,
gym bag, pocket or purse for impromptu
and on-demand sexual encounters. Tracy
Leone, Bedroom Products Director of Sales

states, “our pleasure-positive approach with
Bedroom Products hones in on accessibility and affordability for all consumers, and
EASE fits in seamlessly with these strategy
initiatives. Sleek packaging, non-intimidating
product sizes, and the cohesive Gentlemen’s Collection display incorporate equal
parts sexy and sophisticated.” Leone went
on to say, “Bedroom Products’ branding
reflects our goals at the consumer level
by encouraging exploration of potentially
‘taboo’ sexual health matters with a little
less hesitancy. This blueprint has translated
successfully thus far, and we thank our
distribution and retail partners for putting
their faith in Bedroom Products.” Brick
displays containing 10 units of EASE are
available as a countertop display, or as an
interchangeable slide-out component to the
Gentlemen’s Collection point-of-purchase
display.
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HOT FANTASY PRIVATE PLEASURE
Now available at ST RUBBER
Wadgassen, Germany - ST Rubber released two new items in the product category love
balls under the brand name HOT FANTASY PRIVATE PLEASURE: the BLUSH BALLS 2-piece
set and the RHYTHM BALLS 3-piece set.

hese are complemented by the vibrating TENDER VIBRATING EGG and
the DELIGHT VIBRATINF EGG, whose
remote controls can also be used as a
lay-on vibrator. Also new are the vibrators
INTENSE, PURE, ESSENCE and EUPHORIA. To complete the range of the HOT
FANTASY PRIVATE PLEASURE collection,
there are also the SENSATION Wand and
the STARLIGHT Mini-Wand. Both are well
suited for massages of any kind. All items
are available in two colors. According to
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ST RUBBER is now offering products
of the HOT FANTASY PRIVATE
PLEASURE brand

the company they are produced from one
of the best currently available silicones.
Silver parts made of ABS beautify most of
these articles and help this product series
to have a great look. All vibrating products
have 7 to 10 different vibration modes.
They comply with all legal requirements in
Europe. If you have any further questions
about the new brand, ST RUBBER’s
customer service team will be happy
to help you on +49 6834 4006-0 or by
e-mail to info@st-rubber.de.

CalExotics extends Red Hot range
Ontario, USA - CalExotics has added two
new teasers to their Red Hot collection,
called Fury and Sizzle. Fury is a dual-curved
teaser. Its powerful stimulation and unique
shape provide users the ideal angle for
pleasure. This hot little teaser fits in your
hand, giving you total control of each of its
dynamic functions. Sizzle is an elegantly
curved teaser. This teaser’s unique shape

CalExotics has added two new
teasers to their Red Hot collection,
called Fury and Sizzle.

provides an intimate angle to please your
deepest desires. Don’t be fooled by Sizzle’s
petite size; its powerful, rumbling vibrations
will have you eager to take your pleasure
on the go. “Customers can’t get enough of
our Red Hot collection,” says Susan Colvin,
Founder and CEO of CalExotics. “We’re
incredibly proud that people love these sensational products as much as we do.”

Fascinate by Vibe Therapy
Wijchen, The Netherlands - The Fascinate love balls by Vibe Therapy are a
feminine, non-intimidating, and softtouch choice to help strengthen your
pelvic floor muscles. The sleek silhouette
features two balls, connected by a sturdy
silicone string, with an easy-removal loop
for extra comfort. When inserted, the
weighted interior ball will gently rock, creating a sensational similar to vibrations
and pulsations. No batteries required.
The total weight of the balls is 80grams,
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an excellent choice for both beginners,
and experienced consumers. The interior
ball is made of ABS plastic, whilst the
entire exterior silhouette is coated in a
luxurious, soft-touch silicone. One of
the reasons we like the Vibe Therapy
Fascinate love balls so much is its amazing pricing. Though this is one of the
most affordable choices in silicone kegel
balls, the brand has not compromised on
quality, making it one of the best-value
choices for kegel workouts.
w w w. e a n - o n l i n e . c o m • 0 9 / 2 0 1 9

NEW

500 ml

623431

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

www.orion-wholesale.com

1907-091

619930

Content
Blogbeiträge
Fachbeiträge
Texte für Shops
Texte für Unternehmen
Texte für Social Media / Communities
Unique Texte
SEO-Texte
PR-Texte
Kategorie- und Produktbeschreibungen
HowTo-Texte
Videos

Online expe
Wir kennen uns in der
Erotik-Branche mehr als gut
aus und bringen Sie
erfolgreich ins Internet.

Webdesign
Sie haben bereits konkrete Ideen? Wir gestalten sie.
Sie haben noch keine konkrete Idee?
Dann machen wir uns Gedanken und präsentieren
Ihnen aussagestarke Vorschläge, in denen Sie sich
und Ihre Marke wiederfinden.
Webdesign
Templatedesign
CMS-Einrichtung
App-Design

Produktion
Wir entwickeln Ihren Blog, Ihren Shop, Ihr Portal oder
Ihre App. Wir haben die passenden Online-Experten,
Film- und Fotostudios am Start und bringen Ihre
Aussagen pünktlich ans Ziel und in die Zielgruppe.
Und das Angenehmste daran: Sie profitieren von
unseren langjährigen Beziehungen zu unseren
Netzwerk-Partnern und damit auch von den
extrem fairen Preisen, die wir uns in 22 Jahren
erarbeitet haben.

Konzeption
Entwurf
Realisierung
Responsive
Suchmaschinenoptimiert

PR & Publishing
Seit der Digitalisierung lassen sich Begriffe wie
Werbung und PR, Content Marketing, Corporate
Publishing und Co. immer weniger voneinander
abgrenzen. Egal, es sind alles Disziplinen der
Kommunikation, derer Sie sich bedienen können.
Auch für den Fall, dass wir uns wiederholen –
hier fassen wir nochmal das Wichtigste zusammen,
das wir für Sie leisten können.

Design
Contenterstellung (Text, Bild, Video)
Corporate Publishing
Digital Publishing
Public Relations
Social Media-Kampagnen (Facebook,
Instagram, YouTube, Twitter usw.)
Events

www.mediatainmentbiz.de
Große Kampstr. 3
D - 31319 Sehnde

erts wanted?
We are more than familiar
with the erotic industry and
will successfully launch
your web presence.

Content
blog entries
expert articles
text for shops
text for companies
text for social media / communities
unique text
SEO text
PR text
class and product description
how-to guides
videos

Web design
You already figured out specific ideas? We design it.
You don‘t have a concrete idea, yet?
Then we will think about it and present you with
compelling suggestions which reflect you and your brand.
web design
template design
CMS set-up
app design

Production
We develop your blog, shop, portal, or app.
Our agency includes matching online experts as well as
film and photo studios within our premises - we deliver
your thoughts and ideas to your target group on time.
The most pleasant thing about it: And the most
convenient thing of all: You benefit from our longstanding relationships with our partners and thus
also from the exceptionally fair prices we have
established in over 22 years.

concept
draft
implementation
responsive
search engine optimized

PR & Publishing
Since the beginning of digitization, broad terms
such as advertising and PR, content marketing,
corporate publishing etc. are constantly becoming
less distinguishable from each other. Anyway, they are
all communications disciplines that you can make use of.
Even at the risk of repeating ourselves – let us
summarize the most important things we can do for you:

phone: +49 (0)5138 - 60 220-0
fax:
+49 (0)5138 - 60220-29
e-mail: info@mpgtoday.de

design
content production (text, photo, video)
corporate publishing
digital publishing
public relations
social media campaigns (Facebook,
Instagram, YouTube, Twitter etc.)
events
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Safeguard or straight jacket
D o es it ma ke sense to h a ve sta nda rds f o r sex to ys?

e x c l u s iv e

Yes!
Randolph Heil, editor

Recently, EAN featured an
article about the Swedish
Institute for Standards (SIS)
and their mission to improve
the safety of sex toys by
introducing global standards
for design, production, and the
sale of those products. The
pros and cons of such a sex
toy standard have been the
topic of discussion ever since.

60

The first hurdle on the way to establishing an
international standard for sex toys has already
been taken. In mid-August, 17 members of the
International Standardisation Organisation
(ISO) voted in favour of creating such a
guideline – by the way, five votes would have
sufficed for a positive outcome. This shows
that there is definitely a certain level of interest
in establishing such a standard.
Generally speaking, standards are very useful
tools in the globalised and interconnected
world of today. Not only do they ensure that
many products of our everyday lives are
compatible with one another, but they also
create confidence and trust among the consumers. If a product complies with the corresponding standards, you can expect a degree
of reliability, safety, and functionality. Looking
at it from this angle, the standardisation of sex
toys makes a lot of sense. I don’t know how
often there are accidents involving toys, but
any injury that is the result of a sex toy is one
too many, and the same goes for incidents
where people have to get medical help to
remove toys. Of course, some people will
argue that these accidents can happen
whether a product complies with this potential
standard or not. But if you make that
argument, you are missing the point. Of
course, the introduction of a standard doesn’t
eliminate the risk of accidents if the consumer
doesn’t use a product the right way. But it
reduces all other safety risks and thus the
number of accidents.
Standards do more than just provide a feeling
of safety to the consumers; they also create

safety for the producers. I admit that I have
never heard of a case in which a producer
was taken to task for sex toy accidents, but I
could definitely see something like that
happen. And just to be clear, this process
doesn’t mean that we’ll only have standard
sex toys for standard bodies in a couple of
years. No, these guidelines are not going to
be mandatory, unlike many standards for
chemicals or electronics products. The
producers will still be able to make their own
decisions.
It is no coincidence that we see this push for
standardisation at this point in time. After all,
we don’t have more sex toy-related accidents
because people have become clumsier or
more careless. There are simply more and
more people who integrate sex toys into their
daily lives. And the more sex toys there are,
the more accidents are bound to happen.
Looking at it from this angle, an ISO standard
is just a normal side effect of the popularisation of sex toys. The same thing has happened, and continues to happen, in countless
other markets.
We don’t know yet what a standard dildo will
look like, and any company in this industry still
has the option of taking action and actively
influencing the process. So instead of
complaining about how unnecessary and
detrimental such a standard would be, the
better option is probably for our industry to
engage in this discussion in a constructive
manner and present its own suggestions.
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No!
People who support the standardisation of sex toys
often refer to studies about a surprisingly high
number of sex toy-related accidents. The fact that
there are such accidents cannot be disputed, and
the media likes to cover them in varying degrees of
detail. However, I am not so sure about the
frequency of these accidents. Let’s not forget that,
each day, countless vibrators, dildos, etc. are being
sold – and an even greater number of sex toys are
being used. In that context, the percentage of faulty
or unsafe products is probably a fraction of a
fraction. Also, we’d have to know more about how
these accidents happen. How many of them really
have to do with a sex toy being unsafe? After all,
even the safest product can cause injuries if you
don’t use it the right way. Which brings us to the
next issue: We already have standards regarding the
safety of products. Just take the CE mark, for
instance. Of course, it isn’t exactly the same as a
seal of quality, but it does signify that the product in
question meets certain requirements, including safety-related requirements. So, do we need more rules,
standards, etc.? I don’t really think so. The vast
majority of producers in this market adhere to the
existing rules, and many even make it a point to go
above and beyond what is expected of them; they
smartly take no chances when it comes to the
safety of the consumers and the reputation of their
brand. Naturally, there are also some bad apples,
but the introduction of new standards won’t make
them disappear - not if these standards are based
on voluntary observance and have no legal weight
behind them to ensure control and enforcement.
Also, new rules always mean more bureaucracy,
more paperwork, more costs, and in the worst-case
scenario, they limit the creativity and ambition of
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product designers. So, my criticism of
a standardisation of the sex toy
market doesn’t mean that I am
indifferent to consumer safety. On the
contrary, their wellbeing should have
top priority for every producer (and in
most cases, it does). My point is that
we already have a framework of
requirements, rules, etc., and one
more standard won’t make a
difference unless it is legally binding.
Consequently, we should focus on
educating and informing the
consumers so they make enlightened
purchasing decisions they won’t have to
regret. All producers, distributors, and retailers
should work together to achieve this goal.
Teach the consumers what makes a good
product. That is the best course of action if
you want to get rid of the bad apples.

Matthias Poehl,
editor in chief

F E A T U R E

MARKETING: MIND THE GAPS
e x c l u s iv e

M a r k e tin g Ma tters
t’s been a funny few weeks in erotic-land. I’d
previously opined on the news that Mel B was
thinking about launching a range of sex toys.
Then, whad-a-ya-know, fellow Brit singer Lily
Allen is reportedly doing the same. Talk about
opening the floodgates.

I

A few months earlier, I’d written about the perils
of Instagram for adult brands. And sure enough,
as reported in EAN, the platform recently pulled
the plug on We-Vibe’s account. I’m unsure
if their marketing and comms staff read my
suggested response to such social media
puritanism, but their #unmutepleasure campaign
is somewhat similar. Behold the power of EAN
columns? But don’t worry: you can rest easy
knowing that I’ve no immediate plans to plonk
a wig on my head, wear big earrings and grope
a crystal ball in return for your pieces of silver.
Buy me a pint instead; the wisdom imparted will
probably be better.

In his monthly column, Brian
Gray from Glasgow-based
erotic marketing agency
Lascivious Marketing offers
his thoughts on all things
marketing. This month he’s
bringing to light the various
ways your service delivery
might be falling short.

Anyway, to business. And a play on words. After
last month’s tennis themed column, it got me
thinking about ‘service games’. And thinking
of London and all my years living there and
now travelling there regularly, one is constantly
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reminded to ‘mind the gap’ when using the
underground. It was inevitable therefore I should
start thinking about, wait for it…‘service gaps’.
“Service what?” Gaps. Service gaps. And there’s
five of them you should be aware of when it
comes to running your erotic retailing company.
And it’s not some new happy-clappy, woo-woo
nonsense either. Besides, you know me better
than that. No, this comes from – in my opinion –
the ground-breaking work of Berry, Zeithaml and
Parasuraman thirty or so years ago. It stuck in my
head in business school a decade later, and it’s
still there to this day.
The first potential gap to exist refers to a management perception gap whereby owners and senior
staff possess different – and incorrect - ideas of
what the customer expects. By and large it’s not
attributed to managerial incompetence per se,
but can be attributed to little or poor customer
insight and research, or too many organisational
layers between customers and decision makers.
The second gap is one of quality specification.
Put simply, this can exist when decision makers
are aware of customer expectations regarding
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stimulation
Motor 1
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service delivery and quality, but for some reason – perhaps a lack of genuine commitment to service quality
(tut tut!) - this isn’t taken into consideration when formulating the appropriate service quality specifications.
Thirdly, there can be a service delivery gap whereby the
service delivery specifications are not being adhered to
during the production or delivery stage. The reasons for
this can be varied: perhaps customer-facing staff haven’t been sufficiently trained, or they find them difficult
or unwieldy. Or, more worryingly if you’re a larger company with more employees, the service delivery specs
are perceived by staff to be at odds with the prevailing
corporate culture. And let’s not forget bad management
at the operational level as a possible cause.
The fourth gap is the one probably most well-known
to the lay person, and not just within our industry: the
marketing communications gap. Most of us will have
experienced at some point in time the realisation that
what was promised in the sales blurb, glossy ad or
brochure was at odds with the service subsequently
delivered to us. Perhaps the advertising team haven’t
liaised closely enough with service operations staff to
establish what’s achievable, realistic and accurate.
Maybe it’s completely the fault of service delivery
staff. Perhaps it’s due to what I refer to as the ‘road to
hell’: full of good intentions and exaggerated service
promises that are subsequently not met.
Finally, a perceived service quality gap can exist. This
occurs when the previously experienced or opinion
of the current service doesn’t equate to that initially
expected. Again, this is something which we can all
relate to. Are we all reading from the same page, every
single time there’s a service interaction? Hardly. Life’s
a bit more complicated. We’re emotional beasts with
different needs, fields of experience, attitudes and
behaviour.
This isn’t to say however that a gap between service
experience and the initial expectation is only bad
news. While the other gaps mentioned carry negative
connotations, this final potential gap has the potential to
surprise and delight. How do you feel when you receive
service that was better than what you had expected?
But while it would be natural for management to be
initially pleased upon learning that customers’ expectations have been surpassed, this may be premature, and
in fact may be costing the company. Just because a
particular aspect of service delivery has been positively
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different from what was initially expected, this may not
in itself be deemed important or pivotal to subsequent
future purchase consideration. And as for what drives
customer satisfaction, well, that’s another conversation
all about Key Driver Analysis using customer surveys.
So when all said and done, how can you try to minimise
or better still eradicate any gaps that you might have?
Firstly, as you’ll have hopefully surmised yourself by this
point, there’s really no excuse for a lack of customer
insight. If you don’t have a clue about your customers’
expectations then how can you hope to ascertain
whether gaps exist in the first place, let alone take steps
to rectify things?
In a similar vein, if you don’t have a customer focus
and commitment to service quality, then you shouldn’t
be surprised if consumers subsequently shy away.
We’ve moved on a lot since the Henry Ford era where
production and process were the priority, rather than
customers.
No matter how big or small a company you’re in – it
may even be just yourself at the helm doing everything
– all of these gaps may exist. And it’s up to you to
recognise and eradicate them. Some of them are easily
identified: uncommunicative support, slovenly response
times, inflexible return policies, unhelpful service staff
and so on. But overlook the hidden elements that may
be contributing at your peril.
I hate when retailers start putting up their Christmas
decorations barely a week or so (it feels like that
anyway) after summer has passed. At first glance it
may therefore be a tad hypocritical seeing me talking
about your own upcoming peak season and we’re
barely into September. But I’m acutely aware of how
little time you’ll have once that season suddenly
appears. So now is the time for you to take a look
under your own proverbial car bonnet. You’ll not only
have time to potentially discover issues to be addressed but also have a good chance of implementing
any required changes before things get crazy from
late autumn onwards.
So, time for me to stop talking and for you to start
investigating! And I wish you good luck as always in
your endeavours.
Brian can be contacted at lasciviousmarketing.com or
phoned on +44 (0)141 255 0769
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Dungeons, Dragons, & Dinosaur Dicks
e x c l u s iv e

Sex toys and sci-fi collide to create some of the wildest pleasure products to roar to life in your bedroom
ad Dragon – famous for their dragon
snout masturbators and scaly, reptilian dildos – was one of the first to
storm the sex toy industry with their
ulta-niche creations. The company‘s Administrative Manager, Derek ‚Z$ukaza‘
Young, points to the unique appeal of owning a
prehistoric pleasure object as the ultimate draw
for consumers. “Many fans just love the fact that
they are able to get something exotic versus just
your run of the mill masturbator or dildo,” says
Young. When Bad Dragon opened up shop in
2008, says Young, “unique fantasy based adult
toys did were not a thing yet on the market.
When [founder] Jan Varka discovered that this
was in fact something the market never really
had, but he experienced through friends and
community members alike that desired to own
these products he made, he decided to pioneer
into this market and make fantasy toys a reality.”
Since then, fantasy toys have popped up all over
the net, with some even crossing over into the
mainstream. From full-fledged businesses like
Bad Dragon to small, hand-made style shops
on Etsy.com, otherworldy sex is in demand. So
how do creators know what sort of sci-fi sex
fans are craving? “Our creative process involves
brainstorming current, past, and future media video games, movies, TV, RPG‘s, etc - and
seeing what really inspires us to create at the
time,” says Young. “Community/customer
feedback and ideas on things we should consider are also something we review over when
considering new toys or products we could
research and see if it can become a reality.” By
now you‘re probably wondering what‘s out there
in the world of silicone sex geekery. When it comes to creature designs, “In short, the sky is the
limit to your imagination and sexual fantasies,”
says Young. If you‘ve never seen the colors,
attention to detail, and sheer artistry of a fantasy
sex toy, you‘re in for some unique treats that
truly stand out amongst a sea of sex toys.

Ready for a round of
Dungeons and Dragons?
When you‘re in the sex toy
industry, nerdy fantasy
games take on a whole new
meaning. The dungeon is an
obvious nod to the stereotypical set-up for BDSM
fantasies. So where does the
dragon come in? If you ask
someone with a real beast of
a fetish, you‘ll see it‘s quite
the opposite. It‘s actually you
who comes in the dragon.
Sexual daydreams run wild at
geek niche pleasure
companies like Bad Dragon,
Frisky Beast, and Primal
Hardwere. Whether you‘re
lusting for a wearable
werewolf cock, oozing to be
impregnated by an alien, or
entertaining thoughts of oral
sex with a dinosaur, there‘s a
silicone fantasy toy out there
in the nerd universe to fulfill
your every desire.

B
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Bad Dragon
“Some fan favorites are our Ika, a Tentacle
model; Pearce, an Orc with a prince albert
piercing; and Nocturne, an Enderfang, all
of which are award winning toys from the
O-awards and Alt Porn Awards,” says Young.
“They all have unique and fun qualities/
textures to them that make for a really fun
time. Many of which can really tease at a
certain fantasy some people may have, much
like all our other products.” If tentacle penetration doesn‘t do the trick, you can always
try your luck with David, the werewolf. The
David‘s Muzzle masturbator might look scary,
but don‘t worry, this good boy doesn‘t bite.
He‘s mostly interested in giving some
seriously good head.
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Primal Hardwere
Most mainstream movie watchers lusted after the
extraterrestrial-busting Ripley in Alien, but not
everyone got a hard-on for Sigourney Weaver. If
you felt a tingle between your legs at the
slime-dripping sight of the giant mother alien, you
might share an outer space fetish with the folks
at Primal Hardwere. Their line of parasitic dildos,
dubbed the Ovipositors, are out to probe your
v-hole, where they‘ll lustily deposit the juicy eggs of
their young to grow inside warm human flesh. Lube
up the body-safe eggs, pop them in the base of an
Ovipositor, and lure your partner (or yourself!) into
the bedroom with the promise of Primal Hardweres‘s insertable silicone creations. Once inserted,
squeeze from the bottom up, and these creepy
tentacles give birth to their brood of eggs, where
they‘ll eventually burst forth from your vagina and
set the apocalypse in motion. (Ok, at least part of
that last sentence is pure sci-fi silliness.) If you‘d
rather play the role of daddy alien, the Petunia
Tentacle masturbator is ready and waiting for your
manhood. Just don‘t be surprised when this eager
mouth opens up with triple lips and three tongues.
(At least she doesn‘t sing and cry out, “Feed me,
Seymour!” a la Little Shop of Horrors.) According to
the company‘s website, Petunia is out for protein,
and luckily she‘s made of silicone for an easy
clean-up after she‘s done milking you dry.

This Article is
contributed by
Colleen Godin, EAN
U.S. Correspondent
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Frisky Beast & Twin Tail Creations
Formerly Frisky Beast, this sex monster creation
company recently merged with fellow fantasy
makers Twin Tail Creations to bring fans more
scaly, fl ying creature sex. Frisky Beast is almost
as famous for their creature comfort sex toys as
their skillfully-drawn art pieces, which depict an
alternate dimension full of sexy dragons, unicorns,
lizards, and canines. Alto the Chameleon might
be cold-blooded, but he‘s got a raging hot stiffy,
especially when this submissive lizard character
is bound and gagged. Artist Chibity has captured
this green guy at his most horny in one of Twin
Tail‘s signature erotic illustrations – an essential
part of the fantasy for maximizing masturbation.
Although these wild things seem up for the challenge of stimulating your mere human parts, how
do you really know they‘ve given full consent? By
showing up with a condom between their teeth, of
course! Mocha the Dragon – as playfully depicted
in his accompanying art piece – bears a devlish
smile, which hopefully doesn‘t poke any holes
in the condom he‘s holding in his mouth. Even
if you‘re not into the idea of getting down with a
dragon, this gorgeously bright blue dildo holds a
level of artistic merit that reaches beyond niche
sex. If Mocha doesn‘t do it for you in the
bedroom, he‘ll make a fantastic conversation
piece in the living room.
If you‘re hesitant to stock your shelves with
dinosaur dicks and alien throats, just remember
that anal sex was tossed around as an indicator
of a man‘s sexual preference and oral pleasure for
women was a once-in-a-while event. You never
know when Cosmopolitan‘s Top 10 Sex Toys list is
going to include a few scales and tails.
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“eroFame is a highlight for everyone in the

adult community from all around the world.“
E x h i bito r survey f o r th e 10th ero Fa me – p a rt II

e x c l u s iv e

There is reason to celebrate: eroFame turns ten this October! The organisers probably have some special
surprises planned that will be unveiled in due time. But for the time being, let’s focus on the exhibitors and their
plans for the show. Here is part two of our little survey, with more statements from the participating companies
to give you an idea of the highlights that await visitors at the upcoming eroFame.
72

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

I N T E R V I E W

The Questions
1.

What are your motives for exhibiting at eroFame?
What expectations do you have regarding your
presence at the trade fair in Hanover?

2.
3.
4.

Could you give us a brief overview of what
you will be presenting at eroFame?
What trends and developments do you expect
to see at the show this year?
eroFame hits its 10th anniversary this year what is the secret of the trade show’s success?
73
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“ I THINK THAT THE SUC C E SS OF E ROFAME IS
DUE TO THE OV E RAL L C ONC E PT OF THE E V E NT.”
ADRIAN SCHNEIDER, ST RUBBER

Elsa Viegas
Bijoux Indiscrets
1) eroFame is the best trade show for the erotic
industry. Here we have the chance of meeting our
business partners and present our new products
for the next season. We are always excited to be
part of eroFame and it always fulfills our expectations.
2) We are presenting a new cosmetic collection
that includes foreplay as part of the sex act and
not only a ‚add-on‘ or a ‚previous to‘. We believe
that there are infinite ways of enjoying our sexuality
and our new collection is inclusive, no matter your
gender or the way you enjoy sex, we have the ideal
product for you. We invite all our business partners
to come visit us and discover our new SLOW SEX
foreplay collection.
4) I guess it is an act of trust! We strongly believe
in eroFame’s team and its capacity to organize the
show, with the best offer possible and with the
best brands in the market, and I also believe it is a
mutual agreement, eroFame knows that the
selection of brands is also key to have the best
European trade show for the erotic market.
Congratulations eroFame for this 10 years of
successful business! Thank you eroFame’s team
for the great support and having us for the past 10
years. Let’s toast for another decade of success!

RCC Wholesale
1) The erofame trade show represents a unique
opportunity to build face-to-face connections,
drawing from a targeted audience of decision
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makers and professionals within the adult industry.
RCC Wholesale likes to step outside of the
confines of digital marketing and remote sales
efforts as it provides a valuable insight into how
potential and existing customers interact with
products and services, allowing us to meet their
needs on an individual basis, along with showcasing new sexual health products, such as our FIVE
range.
2) RCC Wholesale is launching new products at
eroFame (using our best-selling formula). We find
it’s the best way to maximise exposure and
connect directly with adult industry consumers.
Our booth will incorporate creative product display
solutions that should help set the stage to build
face-to-face connections throughout the eroFame
trade show. Allowing customers to experience the
new products first-hand will increase interest and
drive sales, even after the show has ended.
3) E-commerce continues its march toward
becoming the most popular shopping medium
across the board, expanding by 11.7%. Today,
most major brands have an online presence, and
they all offer comparable prices. Even stores like
Amazon have become largely homogenous in this
regard, so retailers seeking to differentiate
themselves have found other avenues to deliver
value to consumers. Cutting down on shipping
time is vital for any e-commerce business looking
to stay afloat. The old model of in-store (and even
online) retail was to focus strictly on products being
sold. However, consumers have slowly but surely
been moving away from strictly shopping for
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products, instead seeking a more engaging
experience. The trend has been driven largely by
millennials and their preference for experiences
over things. The latest trends in retail are driven by
a combination of an evolving technological
landscape and the shifting preferences of consumers as demographics start to skew younger. By
embracing these trends and preparing for them,
retailers can look to 2019 as another positive
opportunity to grow.

have we find out new opportunities and get a
sense of what our customers’ needs are; for now
and the near future.
2) It’s the moment that we are launching our new
Fall-Holiday collection. A perfect moment for our
customers to see and feel the latest designs
3) With social media like Instagram, we see that
trends are going much quicker. We are blessed
that our design team of 7 designers can catch up
quickly by introducing the latest innovations and

“ E ROFAME IS THE BIGGE ST B2B SHOW IN
E UROPE , ATTRAC TING MANY E XHIBITORS
AND V ISITORS FROM AL L OV E R.”
K R I S T Y S TA H L B E R G , F U N FA C T O RY

4) eroFame trade shows are wonderful opportunities for adult industry companies big or small to
market their brand, showcase products, network
with fellow industry partners, and interact with
customers or prospective clients directly. Also, the
convenient and strategic location of eroFame is of
the utmost importance, especially as we will be
having industry professionals flying in to see us.
Food and beverages are integral to the eroFame
experience, especially after attendees have spent a
considerable amount of time walking around and
talking. It is also considerate to provide catering for
staff in participating booths. Entertainment is also
an important aspect too, and the popular Oktoberfest proves this!

Trudy Pijnacker
Leg Avenue Europe
1) We want to be on top of the market, and
eroFame is the moment to meet our customers
and catch up with them. From the contacts that we
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trends. In the lingerie section, we have already
been seeing for a few years that lingerie is mixed
with outerwear. This season, we really see that the
sexy styles are worn with outerwear and that the
youngest adult target group is involved.
4) Congratulations!! In my opinion, the success is
that the same people are always there, exhibitors
and customers feel comfortable and look forward
to being there.

Anne Meunier
Lovely Planet
1) To find new partners to distribute our brands and
novelties. But also to keep on developing client loyalty
in an international dimension, and to help them boost
their businesses by presenting our new products.
2) We’ll be presenting 50 new products this year
that convey our branding know-how and our position as a worldwide distributor. Of course, these
include all novelties from Dorcel, Love to Love,
ManWand & Strap on Me.
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“ PEOPL E FE E L BE TTE R AND SPE ND MORE MONE Y
W HE N THE Y ’ RE IN A SPAC E W HE RE THE Y FE E L G OO D
ABOUT THE PL AC E AND THE MSE LV E S. E ROFAME
V E NUE IS E DGY, MODE RN, C RISP, AND C L E AN 
UNL IKE MANY HOTE L E V E NT SPAC E S OR BAL L R OOM S .”
RYA N F R A G A , O X B A L L S

3) For us, the main trends would be the democratisation of recreational pleasure products and also a
more ‚couple‘ orientated approach of the market.
That is why we provide a catalogue full of unique
and innovative brands, dedicated to ‚recreational
pleasure‘ for all couples who want to spice up their
intimacy and expand their sexual life with fun toys
and accessories.
4) The attendance of all market majors, from
wholesalers to retailers, and the wide offer of brand
new products.

Marcus Galka
Noir Handmade
1) The main reason for Noir Handmade‘s presence
at eroFame is to display a broad range of our
products to our current and future clients. Despite
the fact that our brand is widely recognised, we
want to reach those who have never heard of us
before and to strengthen relations with those who
know us very well. We also want to be up to date
on modern trends, fashions, and products ruling
the erotic market, and eroFame is the best place to
do so.
2) We want to present some products from our
existing collections but our main focus is on our
brand new collection, which will enter the market
soon. We are ready to show the world the result of
our hard-working fashion designers, tailors, graphic
designers, and photographers who spent countless
hours to create a new, kinky collection of fetish
clothes. We will also present a broad range of our
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bestsellers that are beloved by customers all over
the world. So, we have the familiar and the
unknown!
3) We would like to see something new, something
we have not seen in previous years. New collections, fresh trends, and innovative ideas are
something we are hoping for. What is more, we
would like to familiarise ourselves with the most
recent fashions and styles – things which could
inspire us and could be desirable for our customers all over the world.
4) The erotic market grows bigger and stronger
with every year. It is changing together with trends,
fashion, and tastes, and eroFame is the best place
to learn about updates in this market. eroFame is
also a great place to meet the people with who we
are in this together, who have similar goals and
interests. This trade show is a wonderful possibility
to see both well-known customers and those who
are fresh and new in the market. In general,
eroFame is great for seeing new trends, meeting
new sellers, strengthening ties between customers
and having a lot of fun while being a part of the
show.

Ryan Morlen
Pasante Healthcare
1) Our motive for Erofame 2019 is to arrange
meetings with many existing customers and to
hopefully meet with many new customers who we
can develop a long term business relationship with.
Our expectations during Erofame is the same as
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previous years, many networking opportunities and
lots of business across the three days.
2) During Erofame this year we will be presenting
Pasante branded products, this includes condoms
and lubricants, we will also be presenting two
ranges of products from our sister company ONE
and Myone condoms, the Myone brand offers 60
different size condoms.
3) I’m not sure the trends and developments we will
see, however within the industry we have many
creative people who I am sure will come up with new
ideas, part of our development at Pasante is to offer
our new “Silk Thin” condom which is ultra-thin and
the development of the Niche ONE packaging and
multiple different sizes from the Myone brand, it’s not
only the size that’s our niche but also the quality of
the latex used and the lubrication process.
4) The secret of the trade show is the amazing
people.

Joep de Laet
Rimba
1) eroFame is the place to be for all the professionals in the adult B2B industry. It is the biggest and
most important trade show in Europe. We expect
to see many clients and partners.
2) We will introduce many new Rimba items and
other new products from brands that we represent
exclusively in Europe.
3) I don’t see really new trends, but it is obvious
that our industry is becoming more and more
professional with every year. The taboo fades away
more and more, sexuality is discussed in the open.
Standards for products and packaging are on a
higher level than ever.
4) Professionalism, and also an event that is
specially organised for the B2B market.

Mischa Heins
Eropartner

Ryan Fraga
Oxballs
1) We want our premium men’s products to have a
bigger presence in Europe. We’ve experienced
such positive feedback from retailers when we
participated in the show in previous years while
exhibiting through our distributors, and this year we
really wanted to show the full scope of our product
line.
2) Our premium brand Oxballs which has been in
the European market for about 10 years, and our
new mainstream brand hünkyjunk which just arrived
in the market earlier in this year.
3) We’re seeing a big trend in couples buying and
using our products, along with women using and
showing off using our products in social media. We
also continue to see the men’s market growing and
we’re one of the innovators in that area …we
created so many of the unique designs available in
the men’s market today.
4) Some things are really simple. That means, good
air conditioning and heat. Comfort and ease is
everything. Lighting and the environment are also
super important. People feel better and spend
more money when they’re in a space where they
feel good about the place and themselves. eroFame venue is edgy, modern, crisp, and clean – unlike
many hotel event spaces or ballrooms. This really
increases the validity and quality of the vendors’
spaces and products. eroFame will continue to be
an avant-garde premier event, and we wish there
were more shows like it.
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1) We are attending to meet all our existing partners to
show them the new releases. We expect to expand
our business to new partners and get them familiarised
with our company and the Eropartner team
2) I cannot tell you just yet what we will present
product-wise. Suffice it to say that Eropartner
Distribution, together with our manufacturers, will
present the latest releases and innovations to our
partners.
3) You will have to wait and simply visit the show.
Plenty of things in development.
4) The success is based on the fact that it is a B2B
show where business and pleasure come together.
Also, its beautiful and professional visitors and the
great organisers, of course!

Kate Hodgson-Egan
Lovehoney
1) We’re really excited for eroFame 2019 and can’t
wait to meet our existing and new customers to
update them on what Lovehoney has been up to
this year. Showcasing our latest product collections
is also a big focus for us, giving visitors a taste of
what they can expect from Lovehoney in 2020.
2) Lovehoney is about to launch some brand new
products and POS which we can’t wait to showcase
at eroFame this year. This includes 20 new products
in the Fifty Shades of Grey collection as well as
three new Happy Rabbit products, offering retailers
the perfect opportunity to stock something new and
exciting and strengthen the relationship with their
customer base - so watch this space!
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“ INNOVATION, QUAL ITY MANUFAC TURING,
AND MARKE T AWARE NE SS.”
K AT E H O D G S O N  E G A N , LO V E H O N E Y

3) Sex toys are a high-tech industry, and there are
some really interesting advancements happening
which are set to have a big impact on the industry.
Particularly of interest are app-controlled toys,
which are shaking up the industry in every way and
are offering long-distance couples the chance to
keep the spark alive. There are also ultra-realistic,
highly sophisticated sex-cessories, which are
starting to make even the most unusual sci-fi
fantasies seem like a reality.
4) Innovation, quality manufacturing, and market
awareness. It’s always important to look to the next
big development in the industry to keep customers
intrigued and excited, as well as offering quality
products that really add the ‘wow’ factor.

Carol Anne
B Swish
1) eroFame offers a motivating atmosphere that
allows us to meet and talk with potential customers
and show that B Swish is affordable luxury at its
best. As we do every year, we look forward to
eroFame bringing us together with our existing
international clients in a fun and vibrant atmosphere. It is always great to see new and familiar faces
in one place.
2) At this year’s eroFame (booth 128), we will be
displaying all 4 B Swish lines: Basics, Classic,
Deluxe, and Premium. We will also present new
releases and product design updates.
4) eroFame is important for all of us at B Swish. It is
an event in our calendar that the entire team is
looking forward to each year. We have been a part
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of eroFame since the beginning in 2010 and it has
become a tradition. eroFame’s success lies in the
creation of a platform where you can meet your
peers in the industry as well as become better
acquainted with your clients while making new
connections.

Trudy Pijnacker
Kama Sutra Europe
1) eroFame is widely known and one of the world’s
most interesting trade shows. It’s an exciting
moment to meet our customers.
2) At this eroFame, we will present our 50-year
Anniversary products and a tasteful body massage
gel. Next to that, we launch also a high-end CBD
line called Fly High.
3) One of the big trends is the increasing popularity
of CBD products. Everyone is curious and wants to
use them. Also, they help many women who have
sexual problems, allowing them to relax better.
4) Well, then we are both blessed with a milestone.
Kama Sutra is celebrating its 50-year anniversary. And our first products that we launched in
1969 is still selling. Our formula for success is
similar to that of eroFame: Make sure that you have
a great product and a fantastic team - work hard
and have fun!

Adrian Schneider
ST RUBBER
1) The success we’ve had at eroFame from the
very beginning pretty much speaks for itself. This is
a no brainer for us - we want to be a part of this
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b2b show. You won’t find a bigger, better, savvier
crowd anywhere, and so far, Hanover has lived up
to our expectations every year.
2) Among other things, we are working on a real
innovation in the couples segment, and the world
premiere of this flexible couples toy (which represents
the latest addition to our BEAUTMENTS brand) will
take place at eroFame 2019 in Hanover. This product
is taking the concept of our international top-seller
DOPPIO to the next level, making for ultimate
satisfaction. Any retailer who wants to generate
additional sales in this segment should definitely come
by our stand and get a first-hand impression of what
this unique product has to offer. We co-developed
this innovation, and it will only be available from us in
Europe. So, get ready to be thrilled.
3) I am sure there will be several trends. For one,
there’s ‚lifestyle.‘ More and more people consider our
products to be lifestyle products, and that is great. The
consumers see how the erotic industry is changing,
and they become more open to accepting and - more
importantly - buying these products. As we move on to
new materials and new production standards, our
wares become more appealing to people in their
everyday lives. Many products of the latest generation
feel fantastic to the touch, as close to real skin as you
can get. And as far as modes and features go, the sky
is the limit. I believe that app-controlled toys are a trend
that will continue to gain traction. There is also a lot
happening in the segment of couples toys. Creating a
product for couples that both partners can use, either
alone or together and always have a fulfilling experience - that is a tough nut to crack. But I think we have
found a great solution with our new couples toy, and as
mentioned earlier, we’ll be presenting it to the world at
eroFame 2019.
4) I think that the success of eroFame is due to the
overall concept of the event. As a pure b2b show, the
exhibitors love it, the trade visitors are truly interested in
our products, and the venue in Hanover happens to be
the largest fairgrounds in the world. The concept and
the highly professional organisation are very appealing
to producers and trade members alike, and I can’t
imagine anyone regrets their visit to Hanover. These are
the building blocks of a successful trade show - it is for
a reason that eroFame is still here after ten years.

Kristy Stahlberg
Fun Factory
1) eroFame is the biggest b2b show in Europe,
attracting many exhibitors and visitors from all over.
This is the perfect place to strengthen existing
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business relationships and establish contacts with
new clients. FUN FACTORY is one of the biggest
sex toy producers in Germany, so us attending
eroFame is a given. Having been an exhibitor since
the very beginning of the show, it would probably
feel like something was missing if we ever decided
to skip a show (laughs).
2) Most visitors probably know FUN FACTORY, so
our primary goal at eroFame is to have some face
time with our customers from all over the world.
Modern technologies and means of communication
enable us to do business on an international scale,
but there is nothing better than meeting face to face if
you want to strengthen business relationships with
your clients. Also, the industry members get to
exchange information and present their latest
products and POS materials. And the trade members
get to take a closer look at new releases, actually
pick them up and touch them, and maybe get a
demonstration, and that is still the best way to gauge
the quality of a product. Also, if there are some trade
members who really haven’t heard of FUN FACTORY
yet, this is obviously a great place to get to know the
team and our products.
3) 2019 has been a year of reinventing our brand
image, and at eroFame, we will be presenting the
new FUN FACTORY corporate identity. It has always
been our mission to create high-quality toys that
inspire people to be more playful and discover new
facets of their sex lives. Adults who go on this journey
of discovery have more fulfilling sex and healthier relationships. That is the key element of the new CI: FUN
FACTORY is the ultimate playground for adults. Apart
from the new corporate identity, we will also bring
new products to Hanover, but for the time being,
we’d like to keep our cards close to our chest …
4) Once again, the market has been inundated with
similar-looking sex toys this year. There is a lack of
creativity, and many producers move in the same
direction as everyone else to avoid taking risks.
This means that competition is becoming more and
more price-based, and as a result, product quality
takes a hit. This downward pricing spiral needs to
be stopped. After all, the consumers are becoming
more knowledgeable and more discerning about
the products they buy and use. They want grade A
quality and safe materials. They want to be
surprised, but they also want to get all the relevant
information. Fortunately, these are the exact things
that FUN FACTORY has been focusing on for more
than 20 years, and we intend to give the people
what they want for many more years to come.
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“WHILE WE VISIT A LOT OF ADULT SHOWS AND
EXHIBITIONS EVERY YEAR, EROFAME’S ALWAYS A
STANDOUT BECAUSE OF THE WAY IT LETS US ACTUALLY MEET
A LARGE PROPORTION OF OUR CUSTOMERS IN ONE PLACE.”
K E R R I M I D D L E T O N , B AT H M AT E

Vincent Renou
HARDTOYS
1) To exhibit at eroFame is a privilege for us. It is the
best place in Europe to make our product seen by
the most important people of our industry. We
expect to develop our brand all over Europe and
also to increase the export of our items all around
the world.
2) We are presenting huge dildos designed and
manufactured in France. These collections have an
original and very appealing design. Each product
has been designed to maximise anal pleasure and
discover new sensations. Made from guaranteed
quality vinyl without phthalate or cadmium to enjoy
total safety. We are certain that our fellow professionals will appreciate our dildo masterpieces.
3) There are many exhibitors this year and a lot of
them are very creative. It will be surprising and
innovative, like every year. Obviously, we will keep
an eye on the Hardgay market and BDSM stuff.
4) eroFame is the best place to see and to be seen
in Europe. It is a place for all the big companies and
brands to present their products, but it is also a
place for the small companies who are bringing
imagination and novelties. The fact that all of these
innovative minds are gathering in the same place is
the main reason for this massive success.

Karine Parodi
LABOPHYTO
1) Over the course of 10 years, Labophyto has
become the European leader in phytotherapy food
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supplements and cosmetics dedicated to men and
women’s sexuality, through a unique range of
innovative products. eroFame is the best place in
Europe to meet our customers, like wholesalers,
online stores, pharmacies, bricks & mortars sex
shops, etc.
2) Our mission is to improve the sexual well-being
of men and women through the benefits of plants,
trace elements, and vitamins. At eroFame, we will
present many aphrodisiacs and sexual stimulants
as well as innovative products to help with
premature ejaculation, bolster virility, create
stronger erections, heighten the female libido and
fertility.
3) Many men and women suffer, often in silence,
from sexual problems: premature ejaculation,
erectile problems, lack of libido...we strongly
believe that natural products are the best alternative to chemical medicine.
4) The success of the trade show is due to its
ability to bring together in one place all the players
in this very special sector that is sexuality.

Mike Zuevskiy
Gvibe
1) We‘re taking part in every eroFame and of
course, the main motive is to present our novelties
to the biggest audience of professionals. We‘ve set
up a pretty high sales target for this year and our
expectations regarding eroFame are mostly to find
new customers and enhance our cooperation with
existing ones.
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2) We‘ll present our full product range and four
novelties. Also, we have amazing new team
members and they‘ll introduce themselves to our
customers.
3) One market trend we see is that bigger retailers
try to be manufacturers themselves. Of course, that
affects the status quo of the adult market in general
and we‘re expecting some changes during this year
and next. And of course, artificial intelligence and
machine learning are also having an impact in adult
industry.
4) The right people at the right place!

Stephanie Seitz

3) We will see product innovation and technological
novelties across all segments of the market. The
tech trend has been picking up momentum for
several years, and it will definitely continue at this
year’s eroFame. Expect to see more high-quality
products in the lower and medium price segments.
This development is great for the consumers, and
it helps create more awareness and more respect
for our industry as a whole.
4) eroFame excels in the things that really matter in
a b2b show. The organisers provide a pleasant
business atmosphere for producers and trade
members to discuss products, business, ideas,
and trends.

INTT Sensual Cosmetics
1) We enjoy being at eroFame because we get
great feedback from customers, meet new clients,
we get visibility in the media, and it is a chance to
show our potential, products, and quality while also
demonstrating why our brand is different from the
others.
2) INTT will surprise everyone at this fair, launching
something completely different and innovative that
hasn’t existed in this market before. Prepare
yourself, come and visit us on our booth #105 at
eroFame.
3) As we import sex toys to Brazil, where our
company is located, we expect to see even more new
products that can make a difference in our market.
4) eroFame is a success due to its commitment to
the participants, from beginning to end: creating
the booth, helping the exhibitors and giving support
whenever needed. The fair is well-organised,
punctual with the schedule, and treats the
participants in the best way possible. That is why
INTT will be present every time eroFame happens.

Arnd Krusche
Nomi Tang
1) We have been presenting our products at
eroFame since the very first show. For 10 years, we
have never missed out on this opportunity to inform
our clients about the latest developments and
products. Also, this is simply a great opportunity
get feedback and learn about the wishes of our
clients.
2) Nomi Tang will present two all-new products in
all-new product categories this year, thereby expanding our product range to offer the consumers an
even wider and more varied assortment of Nomi
Tang products. For more details about the product
launches, come to booth 28a at eroFame.
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Toni Grcic
LELO
1) We haven‘t presented at eroFame since 2016,
so we are really looking forward to exhibiting there
again. We keep in touch with all our B2B accounts
on a regular basis but it is always nice to see them
during trade shows where we can catch up with
our existing partners but also scout for potential
new partnerships. Since it‘s the biggest B2B fair in
the EU, eroFame is the perfect opportunity not only
to exhibit our own products but to see where the
industry is heading and talk to our peers.
2) We are expecting 6-7 products between now
and the end of the year, and some of them will
have their global launch at eroFame. These
products will combine LELO‘s signature technological components and smooth designs with the
latest trends on the market, and some will come
updated with features based on the demands of
our loyal customers.
3) We believe that simplicity of use will be making a
comeback soon. With so many people constantly
‚plugged in‘ and online, it stands to reason that
most will prefer to keep their pleasure unburdened
by too many options, apps, and buttons. Other
than that, for the past couple of years, we have
seen brands become more inclusive, forgoing the
gender bias, and we hope that this trend will never
end and keep its momentum going. We are
preparing something wonderful that we can‘t wait
to share with our customers, but other than that,
we can‘t say much, you will have to wait and see.
4) Where to start? The organisational aspect of the
fair is astounding. Being the biggest B2B fair in the
EU doesn‘t come easily and every year, the fair
gets better and better as the organisers raise the
bar. We haven‘t been to eroFame in three years
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and as I mentioned, we‘re really excited to be back
this year. We get to display our products, catch up
with partners, and introduce ourselves to new ones
- and all that in a wonderful setting. The way the
show is organised maximizes the time we spend
with the retailers, which means the world when you
are investing your time and money in a B2B fair.

Manfred Kraess

products. Our comprehensive range makes us a
one-stop shop for any retailer who wants to carry
gay products or add more products to their gay
range. Plus, there’s our private label Rude Rider.
Given the possibility of trade barriers, this is a great
option if you don’t want to get all your gay sex toys
and lubricants from US brands.
4) The b2b concept and the consistence in its
execution.

KRAHO GmbH
1) At eroFame, we can talk to long-standing
international clients and potential new clients. This
year, we have a lot to offer to the owners of gay
stores and any other retailer who has a gay section
in their store. Ideally, we’d like to see a few German
gay shop owners in Hanover as well.

Susan Colvin
CalExotics
1) eroFame is a wonderful opportunity to have one
on one discussions with our international partners,
showcase our latest line of products, and unveil
our newest collections. Each time we attend eroFa-

“ E ROFAME HAS GROW N AS A PROFE SSIONAL
FAIR AND IS AL RE ADY W E L L  E STABL ISHE D.”
M A R I O R O M E R O , I N T E R N AT I O N A L D R E A M LO V E

2) Our presentation this year will be centred around
our exclusive products, and we will shine a special
spotlight on Rude Rider, our lubricant and toy
brand that has grown quite significantly this year.
Moreover, we will present new collections in our
men’s wear brands: 2eros, Supawear, and GBGB.
On the DVD front, we have signed a number of new
distribution agreements to beef up our range of
exclusive brands. We are now the exclusive
European partner of most of the leading gay
studios, including Lucas Entertainment, Treasure
Island Media, Falcon, NakedSword, Raging Stallion,
HotHouse, Cazzo, Cadinot, and FuckerMate.
3) The market for gay DVDs has stabilised and
shops can make a decent profit selling these
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me, we are received with warmth and an astounding sense of excitement from trader members. We
are eager to celebrate our 25th anniversary with
our partners who’ve supported us along the way.
2) We plan on presenting over 60 new innovative
items that will include a variety of categories, from
vibrators to sexual wellness products. Our reveal
will feature several exciting collections, including
Slay, In Touch, Jack Rabbit, Pave by JOPEN,
She-ology, and several others.
3) We’re expecting to see further developments in
the sexual wellness category. CalExotics will be
showcasing She-ology, a 5-piece set of wearable
dilators that are perfectly designed to help restore
and revive vaginal strength and comfort. These
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“ E ROFAME IS W IDE LY KNOW N AND ONE OF
TH E W ORL D’ S MOST INTE RE STING TRADE SHO WS .”
T R U DY P I J N A C K E R K A M A S U T R A E U R O P E

dilators are endorsed by Ob/Gyn and bestselling
author, Dr. Sherry A. Ross. Our unique dilators are
also specifically designed to be as active as the
user, waterproof, and ergonomically curved for
ease of use. We’re excited and incredibly proud to
offer something that will help improve sexual
wellness in the lives of women.
4) We love eroFame because the trade show is
consistently well-organized, the atmosphere is
professional, and eroFame simply offers the best
exhibition worldwide. We’re proud that we’ve been
part of eroFame since its beginning.

Mira Waidelich
AMORELIE
1) eroFame is an important and exciting event for us at
AMORELIE. This year, we’ve added to our B2B
distribution department, so we aim to make an impact
with an enthusiastic team and exciting brand portfolio.
We look forward to reconnecting with existing partners
and engaging new customers from Europe and the rest
of the world.
AMORELIE is a lifestyle company striving forward with
global ambitions, so we see eroFame as a platform to
showcase our products and a great opportunity to
make a lasting impression. Also, our presence ensures
we build and strengthen the relationship within the
adult community and those who are new to our brand.
2) We are very proud to have a team of young
designers and entrepreneurs who design and
develop AMORELIE brands here in Germany, so
we’ll highlight our best sellers and feature a new
AMORELIE signature range.
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3) AMORELIE can proudly boast to have conquered mainstream markets in Germany with our toy
and care ranges, so we’ll continue to develop that
as a trend worth pursuing. As for products, we
recognise the importance of incorporating inclusive
language and designing diverse ranges for all
people, with a strong focus on toys for couples of
all genders. We expect to push more into innovation with concepts and products the market hasn‘t
seen before.
4) eroFame is a highlight for everyone in the adult
community from all around the world. The vendors
are diverse and bring a quality to the show that
raises the bar every year. eroFame is a well-run
trade show which supports the adult industry, so is
it any wonder it’s in the 10th year?

Kerri Middleton
Bathmate
1) While we visit a lot of adult shows and exhibitions every year, eroFame’s always a standout
because of the way it lets us actually meet a large
proportion of our customers in one place. erofame
is also our favourite show for new launches, it’s
great way to actually hear what people think about
our products directly!
2) This year, we’ve really been expanding our
range, and we’ve got some great new products to
officially launch at eroFame. We’ve just put the
finishing touches on 2 brand-new pumps,
Hydromax3 and HydroXtreme3. As the name
suggests, these are the first ever pumps designed
for the smaller penis, which means that we now
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have a pump for just about anyone! We’re also
heading into new territory with some brand new
additions to our Anal Pleasure collection, including
our first Prostate Vibe which we’ll be showing off at
eroFame!
3) While we’re definitely focused on our particular
category within the industry, there’s definitely some
trends we’re expecting. This year, we’ve begun
expanding into a new sector with our Pleasure
range, so we’ve seen a lot of early indications
about emerging areas and we’ve definitely seen
quite a continuing move towards more luxury-type
toys.

present new brands at the event. We do not have a
precise plan for eroFame 2019, it is more of a
generalobjective. eroFame complements the other
activities that we are carrying out in Europe. It is
clearly an event that helps boost our visibility.
Dreamlove today is a strong distributor with the
ability to supply many businesses in Europe.
2) It is difficult to answer this question. We think
that going to eroFame to meet us is a business
opportunity for our clients. Dreamlove is a very
dedicated company, and we will present more than
400 new products at eroFame. There will also be
samples of our best products and our clients will

“THE ORGANISATIONAL ASPECT OF THE FAIR IS
ASTOUNDING. BEING THE BIGGEST B2B FAIR IN THE EU
DOESN‘T COME EASILY AND EVERY YEAR, THE FAIR GETS
BETTER AND BETTER AS THE ORGANISERS RAISE THE BAR.”
T O N I G R Č I Ć , L E LO

4) It’s hard to explain eroFame’s success in a word,
because there’s a lot of important factors involved.
First, the sheer scale of the show immediately sets
it apart from most others, while the synchronisation
with Oktoberfest means that everyone’s far more
open to relaxing and networking!

Mario Romero
International Dreamlove
1) Dreamlove is currently expanding on a European
level and in the United States. During the year
2019, there have been important changes in our
global and investment strategy, we are presenting
more than 70 private brands with a goal of reaching
every client in Europe directly, without intermediaries. The main reason for being at eroFame is to
complete part of our European strategy and
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have the the opportunity to meet the sales team.
3) The main objective of our plan for 2019-2020 is
to offer new and competitive products, some of
them patented, that have an accessible price point,
making them appealing to all potential customers. The big trends right now are remote control
vibrators, new technologies, innovative materials,
and obviously good pricing. We are prepared to
offer business growth to our clients, we have more
than 10 years of experience and we are not new to
this sector. We know exactly what we do, and we
are a very professional team whose goal is to
become even more professional every day.
4) It is an opportunity for everyone. The erotic
industry is growing more and more thanks to
increasing visibility and the changing mentality
among the consumers. Recent studies indicate
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“WE LOVE EROFAME BECAUSE THE TRADE SHOW IS
CONSISTENTLY WELLORGANIZED, THE ATMOSPHERE IS
PROFESSIONAL, AND EROFAME SIMPLY OFFERS THE BEST
EXHIBITION WORLDWIDE.”
S U S A N C O LV I N C A L E X OT I C S

that the industry will see exponential growth in the
sale of vibrators, and professionals have to be
prepared to offer quality products that contribute to
the sexual health of all people.
eroFame has grown as a professional fair and is
already well-established. Dreamlove wants to
continue to support this fair.

George Underwood
Je Joue
1) We are returning to eroFame once again because
the show was a big success for Je Joue in 2018 – the
show is exceptionally well run and there are many
hundreds of retailers who attend hoping to find
exciting brands like ours. We have new products to
show at eroFame 2019, and our whole marketing
focus is to prepare for their launch in December. We
find the show is perfectly placed ahead of the busy
holiday buying period and provides a great opportunity to connect with old friends.
2) We will be presenting two new internal toys
designed specifically for the entry level, beginner
consumer – a market we feel is underserved
currently. Based on the continued success and
widespread popularity of our Mimi Soft and Bullet
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Collection, the new toys are designed to bring the
same softness, unintimidating design, and
affordable pricing to the Je Joue internal toy range.
We hope to build diversity away from our traditional
category dominance in the external toy market by
providing something perfect for first time internal
toy buyers, and for those who already know and
love our Mimi Soft.
3) We anticipate a greater focus on toys that don’t
just mimic PIV, cisgender sex: With the growing
popularity of sexual acts that challenge traditional
ideas of heterosexual sex, such as pegging, we
expect that the toy market will cater to this trend in
exciting and innovative ways.
We also expect a growing focus on the idea of
“sexual wellness” – pleasure will continue to
become more accepted in the mainstream as
being key to an overall balanced health and
wellness: “masturbation as meditation”.
4) The right balance between business and
pleasure – the show creates an environment where
genuine relationships can be forged and maintained. This means that both, brands and buyers
alike, keep returning each year, along with new
players to keep things exciting and relevant.
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From the beginning, my goal has been to

empower women sexually through my products
e x c l u s iv e

A c o nve rsa tio n a bo ut th e f ema le viewp o int o n th e ero tic ma rket with R ian n e S wier s t r a

Not so long ago, the decisionmakers in the erotic industry were almost exclusively male, even though the products they were
selling were mostly geared towards women. Today, the situation has changed, as old structures are overturned and reinvented, allowing for a stronger female presence in the industry. This female presence is the main topic of our interview with
Rianne Swierstra, the founder of Rianne S.

„

You have been a woman on a mission
since you launched your brand in 2010. What
is the goal of this mission, and how much
closer have you come to achieving it?
Rianne: From the beginning, my goal has
been to empower women sexually through
my products. We have sold hundreds of
thousands products since then. If all those
women are satisfied and feel great because
of my products, then that’s a perfect start!

Rianne Swierstra
started the Rianne S
brand in 2010

In the erotic industry, many brand owners
prefer to remain in the background. You,
however, have put yourself out there from the
very beginning, being the public face of the
brand and even naming it after yourself. Why
did you choose this strategy?
Rianne: Well, my ego is very big…kidding.
I have always found that there’s nothing to
be ashamed of and that there’s no reason to
hide. I think if end-users see that there’s a
‘normal’ woman behind a vibrator company,
it can inspire them to buy a vibrator as well,
cause the whole thing it pretty normal after all.
Would you agree that one the biggest and most
important developments in the erotic industry is
the shift from a male-dominated boys club to an
industry with a strong female presence?
Rianne: Totally, because the majority of the
users are also women. It does not make
sense to me that men were creating products
that were mainly for female use. These days
in the erotic industry, you have a pretty good
reflection of society gender-wise I think, with
men, women, and everybody who feels like
in between.

100

Who are the pioneers of advancing women in
the erotic industry?
Rianne: I think that there are and were many
great women pioneering in their own ways.
Doctor Ruth, the women behind stores
like Good Vibrations, Babeland, and Mail
& Female here in the Netherlands, Susan
of California Exotic and all the women I am
forgetting. These are all strong women who
did - and continue to do - great things for our
business and for women in general.
Why did it take so long for this change to
really take hold? After all, the majority of the
consumers in this market are also women …
Rianne: Interesting question. Obviously, it
took till the 60s for women to really have
a voice in society. The pill being legal
and available for most women in western
countries in the 60s and early 70s obviously
did a lot for the freedom women have these
days and the choices we can make. I think
big changes in society take time. The gender
gap is still big at universities for instance,
with few women at the top, and female CEOs
in listed companies are still scarce. I think we
are not doing so bad after all in our industry
with a big percentage of women in leading
positions.
Which area has benefited the most from the
introduction of a female perspective? Where
do you see the biggest changes? Is it sales,
marketing, product design or something else?
Rianne: I think marketing is telling a story and if
it’s not sincere people will smell that from miles
away, especially women. I think the area that
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“ OUR SE RV IC E IS TO INS P I R E
SE XUAL LY, TO GIV E PL E A S U R E ,
AND IN MY C ASE TO EM P OWE R .”
RIANNE SWIERSTRA

The products are
available in 35
countries around
the world

benefited the most is the products themselves; there
are so many great designs around these days which
don’t look like pink, veiny phalluses with big balls
anymore. That’s the biggest improvement for sure!
You are doing business in many markets around the
world, including the United States, where sex toys
are often mentioned in debates and discussions
about female empowerment, sexual diversity,
inclusion, etc. Do you feel that the topic of sex toys is
politicised more strongly in the US than over here in
Europe? Why is that?
Rianne: Possibly because religion has always been a
bigger part of the political system in the US than over
here in Europe, and sex and religion are not always
best friends;)
For a long time, products were marketed as toys for
men, toys for women, couples’ toys … Are the days
of this type of categorisation over?
Rianne: When I make products for women, this is for
any woman who identifies with being a woman. I do
have some unisex products as well that you could
call gender neutral. Speaking for myself, 99% of the
people who buy my products are women and people
identifying as such, so I do refer to them as women.
The gender-neutral products I usually don’t refer to a
certain group of people.
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How important is it to include things such as
empowerment, sexual wellness, sexual health, etc.
in the marketing of sex toys? Many people believe
that the ‚modern customer‘ is well-informed about
sex toys. But is that really the case? How much do
today’s consumers actually know about the positive
effects of using these products?
Rianne: I believe that doing a business is doing
a service. Our service is to inspire sexually, to give
pleasure, and in my case to empower. My products
are bought my women and partners with whom that
message resonates. 10-15% of the women are still
not able to have an orgasm. Here in the Netherlands,
research has showed that more than 40% of
women older than 25 have experienced sexually
transgressive behaviour. I think those numbers speak
for themselves and mean that there’s still more work
to do than just selling a toy.

You will be an exhibitor at the upcoming eroFame
show. Why should all visitors stop by your stand?
Also, are you going to present new products in
Hanover?
Rianne: To see our new products, of course! They
are all about affordable luxury and damn cute. And of
course, come and say ‘hi’ - we always love to chat
with retailers!
How would you sum up the current status of the
erotic market? Is sex tech the next big thing? What
role do dolls and sex robots play?
Rianne: I think for most women, sex is all about
enjoying yourself, feeling good, and feeling great with
your partner. If sex tech can do that in a modest way,
it’s great, but it should be used in a pragmatic way. I
don’t see our future daughters and us grandmothers
only making love with robots.

“ THE SE DAY S IN THE E R OTIC
INDUSTRY, YOU HAV E A P R E TTY
GOOD RE FL E C TION OF S OCIE TY
GE NDE RW ISE I THINK, WITH
ME N, W OME N, AND E V E RY B O DY
W HO FE E L S L IKE IN B E TWE E N.”
RIANNE SWIERSTRA
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We have confidence in

our identity and our creations
e x c l u s iv e

G A N GB AN GSTE R – Dildo s a nd p lugs ma de in Fra nce

„

Hello, Vincent. You are the CEO of
GANGBANGSTER. Would you mind telling us
a bit about your company and the products
you offer?
Vincent Renou: Thank you for this interview!
GANGBANGSTER is a brand created by our
company in 2017. Originally, our company
specialised in distributing gay sex toys on
several websites; we have been doing that for
12 years now. Then, we associated ourselves
with a manufacturer in France to develop our
activities and doing what we always wanted
to do: designing sex toys. GANGBANGSTER
is the main brand for several collections
we own like HARDTOYS, ANIMHOLE, and
ANALCONDA for example.

Big, black, with striking design
- those are the characteristics
that immediately catch
the eye when you see the
products from French brand
GANGBANGSTER. But their
dildos and plugs have more to
offer, as company CEO Vincent
Renou tells us in this interview
about the materials, the
pricing, and the diversity of the
GANGBANGSTER collection.

What was your intention, your philosophy,
and your motivation when you started
GANGBANGSTER? How did you intend to
shake up the market?
Vincent Renou: ‚To shake up‘ is definitely
not our philosophy; we are not here to start
The GANGBANGSTER team

a small revolution in the business - we stay
humble and simple. The main intention was
to realise the ideas we’ve had during the last
ten years. We wanted to create huge dildos
with an original and unconventional form.
Moreover, we wanted to produce them from
safe materials and not so far away, so the
occasion to associate ourselves with a French
manufacturer was just an amazing opportunity.
There is no dearth of dildos and plugs in the
market. What makes you confident that you
can hold your own in this highly contested
marketplace?
Vincent Renou: It’s a valid question and we
are not here to contest the work of the bigger
companies who do a fantastic job. We have
confidence in our identity and our creations.
We have designed and manufactured the
entire GANGBANGSTER collection in France,
with original and very generous designs. Each
product has been designed to maximise anal
pleasure and discover new sensations, and we
know that customer will find happiness with
our products.
Your products are big, black and have eyecatching designs. Why did you go for this look?
Vincent Renou: The black colour is primarily
due to the vinyl material. We are working on
a new colour and we hope to present these
novelties in October come eroFame.
As for the size, we listened to our customer
who wanted to find new anal and extreme
sensations. Many toys were not sufficient
for their needs or not original enough in
their shape. Thank you for ‚the eye-catching
designs‘, we are going for original shapes we
don’t see anywhere else.
Which target group do you address with your
products?
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Big, black, eye-catching
- the GANGBANGSTER
toys have an iconic look

Vincent Renou: Of course, the main target group
is the gay market; these consumers are specialists
when it comes to those anal sensation. But today,
we are happy to see that anal stimulation is shared
by many, and we are well progressing on the BDSM
market and the vaginal stimulation market as well.
Many of the blogs on the internet which mention our
products are written by women.
What demands does your target group place on your
products?
Vincent Renou: The primary demand would be to
get different options with our products, and with more
than 400 items - and with new items in production all
the time - they will definitely find what they are looking
for. You never get bored of our toys. We always get
suggestions about new shapes from our customers,
and we are always happy to grow with them.
In what price range can your products be found?
Vincent Renou: We wanted to offer huge toys
at affordable prices, and it depends of the size
of course, but all our products offer great value
for money. You can find a 25 x 5 cm dildo for 20
retail price, or a 39 x 12cm for 125 retail price for
example. We have toys for every budget.

black culture or black fashion. HARDASTIC has
huge realistic dildos inspired by Super Hero culture,
basically a normal guy who gets a kinky super
power. DODGER ARMY has dildos that look like they
are made from military material (bullets, missiles,
guns….). MONSTER TOYS are weird dildos that look
like they are coming directly from a fantastic movie –
with tentacles, etc. ANIMHOLE toys are inspired by
nature, for instance horse or dog penises, but there is
also an entire cat or owl. ANALCONDA is for the very
long and thin dildos with more than 35cm to explore
deep pleasure.
FIST IMPACT is for the fisters – here, you can find
hands and arms but also feet. XTREM MISSION –
Should you choose to accept it – is about the biggest
dildos we manufactured, and there is definitely a
challenge surrounding them. HARDTOYS is our
historic first collection and well-known across Europe.
What can you tell us about the materials used for
your products?
Vincent Renou: As I mentioned previously, we use
high-quality vinyl without phthalate and cadmium to
be the safest we can. Vinyl is a wonderful material,
easy to mould and also very affordable. The vinyl is
being tested by an independent laboratory that has
certified compliance with the requirements of NF
EN71-3 / A1 and the REACH regulation, i.e.: perfectly
safe toys!
You develop and produce in France. What are the
advantages of manufacturing in Europe?
Vincent Renou: Firstly, manufacturing in France is
an advantage because we can follow production, we
can check the quality easily and react quickly if there
is any problem. Shipping is another advantage: Due
The warehouse

Your brand portfolio is remarkable. What do the
individual brands have to offer and how do they
differ?
Vincent Renou: Rather than ‚brand‘ we prefer to call
them ‚Collections‘ and currently, we have 10 different
collections. We created each one as a universe of
sexual stimulation. These collections are: PLUGGIZ
is a geek universe of anal plugs with cute names
related to video games or cartoons. BLACKYDICK
is for generously sized realistic dildos related to
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GANGBANGSTER
have been creating
their own products in
France since 2017

to the size and the weight of the toys, the cost of
shipping is much more interesting than shipping from
China or another country. Short-distance shipping is
also more ecological and that’s an important point
in our company. They are heavy toys, so the weight
could be a problem if you needed to ship them
across long distances.
Because we can minimise shipping costs by working
with our manufacturer, we are able to offer free
shipping within the European Union for orders over
300 on www.gangbangster.com.
For international distributors, they have their own
shipping networks, and we work easily with them.
Can you give us some insights into how you control
and monitor the quality of your products?
Vincent Renou: The first quality check is done
when we unmould. Another test is conducted before
packaging, and the last one takes place when we
randomly pick products from the stock to check the
size and quality. Mistakes can happen of course, but
we guarantee a very efficient after-sales service.
Which channels of distributions do you use to market
your products?
Vincent Renou: In Europe, we mainly work directly
with B2B customers through our B2B website
www.gangbangster.com.

More information
about the products
is available at
www.gangbangster.com

How does Level support its retail partners? Are there
POS materials, product training sessions, and the
like?
Vincent Renou: We support them throughout the
ordering process, we inform them about popular
products, and if they are interested in a product,
we provide advice to help them with their choice.
We offer personal contact to our customers, and
we respond very quickly to all requests. We are
also preparing an advertising campaign for B2B
customers to go along with new orders, and we hope
to have it ready at the end on this year
So far, the GANGBANGSTER product line includes
plugs and dildos. Do you intend to add products
from other categories to your brand at some point?
Vincent Renou: At that moment, we are continuing
to do what we do the best - plugs and dildos. New
designs and colours are coming soon, we want to
create strong collections to offer as many choices as
the customers want for their toys. We are working
on a new collection right now, but we can’t give you
a launch date just yet. However, here’s a little clue:
good vibes sex toys.

Maintaining a close
relationship with the
customers is a priority
at GANGBANGSTER

Are there plans to offer your brand through
wholesalers and distributors?
Vincent Renou: We already have distributors in
France, USA, Australia, and Greece. But we are
looking for more of them all over the world.
What qualities are you looking for in potential trade
and distribution partners?
Vincent Renou: To be faithful to our philosophy.
We are confident when you are confident. To be
encouraged, criticised or congratulated are the main
things we need to advance.
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It’s reasonable to assume the sex toy market and the

mainstream market will become one and the same
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A n in te rvie w with To ni Grč ić , LE LO C o mmercia l Directo r E ME A

Even though there aren’t
concrete numbers to go by,
there are certainly many
indicators pointing to a
continued growth of the global
sex toy market. In order to get
an opinion from an industry
expert, EAN spoke with Toni
Grčić, LELO’s Commercial
Manager for Europe, the
Middle East, and Africa
(EMEA). Apart from discussing
the current status and the
future potential of the sex toy
industry, we also talked about
the trends that shape this
market today, and those that
may shape it tomorrow.
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„

Let’s start with the big one: Has the
market for sex toys grown this year? And
how can one tell?
Toni Grčić: The sex toy industry is pretty
guarded over its stats because it’s such a
competitive market. But we can say that when
LELO launched its first product, at the turn of
the millennium, the global market was worth
about 2 billion dollars. In 2020, it’s projected to
be worth about 24 billion. That’s an explosive
rate of growth. Things have really taken off in
the last twenty years, driven largely by brands
like LELO, raising the quality and the profile of
pleasure products in the mainstream by designing sex toys that are as beautiful to look at as
they are to use.
How has 2019 been for LELO thus far? Were you
able to consolidate your position in the market?
Toni: During the 1st half year, we have seen
balanced contribution to growth from our major
markets (America and Europe) and emerging
ones (L. America, Africa, and Asia). This trend

continued throughout the summer months and
now, we are delivering double digit growth rates.
In Q4, we are introducing the next generation
of our top-selling market-leader products like
Sona, Sona Cruise, Soraya, and Ora that will fuel
this growth further and contribute to this year’s
success.
LELO has been one of the big names in the
luxury sex toy segment for years, but as more
people buy sex toys, more people want to sell
sex toys, making for greater competition. Is
this development a blessing and a curse at the
same time?
Toni: Competition is always good, it is pushing
us forward and makes us explore different
options. Even though innovation was the
core of our brand when we were the only
big brand 16 years ago, with more and more
competitors, our innovative DNA is what helps
us stand out among the numerous brands and
products. It is also important to educate the
consumers, to show them what is a quality
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Toni Grčić, LELO
Commercial
Director EMEA

product, to inform them about possible harmful
substances that can be found in cheaper products.
I will admit that other bigger brands are also doing
their part of the job of showing people that they
should invest in safe, quality products.
For a long time, experts have been saying that sex
toys hold a huge potential that just hasn’t been unlocked yet. Is that still the case today, and if so, what is
keeping the market from fully realising its potential?
Toni: It is extremely hard to realise the full potential
of the sex toy market, since human sexuality still is a
taboo even though things have changed drastically
in the last couple of years. The change has been
brought about by customer’s increasing openness
to new sensations and their willingness to discuss
their intimacy and pleasure with each other. There’s
a thriving community of sex toy reviewers, bloggers,
and journalists on social media who compare notes
openly. As the biggest name in the industry, LELO’s
sex toys often get reviewed online. The conversation
about sex and sex toys is no longer such a great
taboo, and LELO has headed that change.
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Toni: LELO is distributed in +200 countries around
the world. Spreading a consistent brand message,
being socially and locally relevant and ensuring
proper user satisfaction is crucial for success. This
would not be possible without our strategic partners,
both distributors and retailers who are helping us
grow brand awareness and convert users to the
LELO brand. We see strong developments in Latin
America, Africa, and the Asian markets.

The erosion of the traditional supply chain, excess
supply, price wars, product piracy, insufficient access
to mainstream channels, and obviously Amazon and
the problem of having a handful of giant companies
dominating the e-commerce segment - are those still
the main challenges facing the market right now or
has anything changed?
Toni: Today we are seeing only a handful industries
that are delivering such a strong year on year growth,
making the sexual wellness industry very attractive for
new investors, manufacturers, distributors, e-tailers,
and retailers. Context within the industry is changing
as we speak, and it is becoming more and more
competitive. Steering the sexual wellbeing segment
into mainstream self-care together with our trade
partners, creating value, and improving the user
experience are always our priorities.
The internet has a reputation for being disruptive
when it comes to traditional distribution models,
including those of the erotic market. How hard was/is
it to keep up with this rapid and far-reaching change
as a brand/producer?
Toni: LELO as a market leader has the responsibility
to innovate continuously and make the consumer
experience as pleasurable as possible. New technologies have helped us understand our users better
and enabled us to expose them to the LELO brand in
right and unique ways at multiple distribution points.
Investing in emerging markets is a tried and true way
of growing as a company. Which are the developing
markets that hold the greatest potential for a
company like LELO right now?
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There’s also the question whether the sex toy market
is a market like any other or whether it is unique. Are
the rules the same as anywhere else, and it’s just the
products that are different? Or is there something
special about the fabric of the market? Also, do you
believe that the sex toy market is crisis-proof?
Toni: As I have mentioned, sexuality is always a
delicate subject, however it is changing and the
market is expanding over time. There are more
people than ever gravitating towards sex toys and
these products are continually becoming less taboo.
Therefore, it’s reasonable to assume the sex toy
market and the mainstream market will become one
and the same. That’s an exciting proposition, and
right now, it doesn’t feel unrealistic to say that it’s
going to happen within 20 years or so. It’s already
started in many ways. However, it will take time since
taboos are hard to be broken.
Will 2019 go down in the annals of the erotic market
as the big breakthrough year for sex tech?
Toni: Sex tech as a category is definitely developing,
with many apps seeing the light of day. This is taking
a chunk of the industry, but we believe that the
majority of people still prefer products that are not
burdened with too many options, apps, and buttons.
So even though 2019 was marked by the sex tech
revolution, there is still a variety of many different products since our tastes and our definition of pleasure
differs from person to person.
Many alternative stimulation technologies have seen
the light of day in recent times, and in the face of
suction, air pressure, etc., some people felt that
the traditional vibration technology was becoming
obsolete. Did they write off the good old vibrator too
soon?
Toni: The nature of innovation in the sex toy industry
is the same as it is in every tech industry: The trends
are dictated by the consumer. Right now, there
is a trend towards much more inclusive, sexually
progressive sex toys. One of the trends is products
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dedicated to clitoral stimulation via suction and/or air
pressure, and they have taken a huge chunk of the
market, but we cannot say that only these kinds of
products are sought after. Rabbit vibrators have been
a hit since their launch, and there is also demand for
G spot vibrators.
With sex tech on one side and more ‚traditional‘
products on the other, what kind of balance is LELO
looking to strike within its product range, now and in
the future?
Toni: At LELO, we are customer-centric and trying
to offer a variety of products that our customers
might want. What is very interesting for our brand
is that there is no ‚typical‘ LELO customer; we have
customers from all ages, genders, sexualities, and
backgrounds. From 18 to 80, all are welcome. There
really isn’t a pattern, except that our customers tend
to be quite savvy sexually. LELO customers are curious about new sensations and innovations – they’ve
generally already owned a cheap sex toy or two and
they’re looking to step their personal pleasure up to
the next level. So, we are governed by diversity and
inclusivity which can be seen in our products.

“POSITIVE BRANDS LIKE LELO LEAD
THE CHARGE IN SMASHING TABOOS,
AND THAT’S AN IMPORTANT AND
ENDLESS BATTLE.”
TO N I G R Č I Ć

Another development that we have seen in the erotic
market – and most prominently in the US – is that
a lot of sex toys are not marketed to a specific sex
anymore. Are the days of male toys, female toys, etc.
over?
Toni: At LELO, we try to keep our products gender
neutral, especially with the exciting transformation
of the landscape of gender itself. Our products are
pleasure products and while we do make products
for certain gender-specific parts of the anatomy, we
try not to be dogmatic about who’s using them, or
how. I believe that the entire market is moving in
that direction.
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There have been many changes when it comes to
the marketing of sex toys. Today, you see a lot of
targeted marketing emphasising sexual wellness
and sexual health. Has the industry become more
professional in terms of marketing and advertising,
or is it more a result of the current zeitgeist?
Toni: Sex toys are becoming a part of the mainstream, that is to say a part of a certain lifestyle.
So, the same way you take pride in owning a
certain fashion product, this applies to sex toys
as well. Particularly if you take into account that
brands like LELO place great emphasis on the
design of their products. We even won the Cannes
Lion for design for our ORA2. When sex toys look
like an object d’art, elegant and beautiful, then
it is not strange that they are placed shoulder to
shoulder with designer clothing.
When people debate whether there are real brands
in the erotic market, LELO is usually one of the
names that is mentioned to prove that, yes, there
are real sex toy brands. How important is it to have
that brand factor in a market flooded with generic
products?
Toni: Brand-building in the adult industry is hard.
But it’s possible. And while the step up to global
marketing is a big one that takes time, it’s a lot
of fun experimenting. If you have a solid product
offering and a strong voice, there’s no reason why
you shouldn’t succeed.
Why are there so few strong brands in the erotic
market? Are companies focusing too much on the
products themselves and not enough on branding?
Toni: We at LELO are offering an entire journey, a
true brand experience, so as you’ve said, we are
not focusing solely on products. We are always
putting our customers and their needs at the
centre, we listen to what they want and need and
try to provide them with that. Of course, we are
focusing on the quality of our products, but we are
also providing our customers with many different
aspects of pleasure, such as our ‚Pleasure Project‘
known as ‚Volonte‘ (https://www.lelo.com/blog/).
Over the years, it has become the sex toy
industry’s premier location for sexy tips,
real advice, and behind-the-scenes
LELO goodness.
How has LELO’s branding changed over the course of the past 16 years? Have you ever tweaked
your core values?
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Toni: What marks LELO as a company is consistency.
The founders and senior people at LELO all came from
design and engineering backgrounds. As such, LELO
is founded on consistent design principles, unchanging
through time and recognisable as having some kind of
style even if you’re not familiar with the brand. LELO’s
visual language has been consistent from the very first
product, LILY, all the way to those being released this
very year.
They’re instantly recognisable as part of the same
design family. The same is true of the packaging, the
artwork, the PoS, everything is designed to a closely
guarded set of style guidelines, making sure that
everything LELO does is truly LELO-worthy. That’s what
establishes any business as a brand: consistency.

Toni Grčić believes that
the sex toy market will
be absorbed into the
mainstream market in
the foreseeable future

Of course, no interview about the erotic market would
be complete without a question about the public
acceptance of sex toys. So: How accepting is modern
society really when it comes to adult products?
Toni: Human pleasure is still something that society
frowns upon. And at LELO, we have decided to fight
this attitude. Things seem like they will get worse
before they get better, but it’s progress of a kind.
Sexual equality, pleasure, and reproductive rights
are discussed openly like never before, even if that
discussion is occasionally tainted with bias and
misunderstanding – or outright hostility. As long as
the fight continues, LELO will be right there, on the
front line.
What role does social media play in this ‚sex toy
revolution?‘ And what is LELO’s social media
strategy?
Toni: It is amazing to see how social media has
become a perfect platform for celebrating pleasure
and bravely accepting your own body and sexual
desires. Just like many people follow beauty brands
on social media, it is now completely normal to follow
and engage on sex toy brands‘ pages on instagram.
It definitely breaks the taboo about sex toys and
sexual pleasure in general. Our strategy on social
media is to use these platforms to stand out as a
body positive brand, show love for diversity and
encourage people to accept who they are.
Let’s take a look at the road ahead: In your opinion,
how will the market for sex toys develop in the
upcoming years?
Toni: Pleasure product development is often led by
the availability of technology, and as such, there’s a
trend towards smarter products with better
connectivity – wireless remotes, smartphone apps,
and so on. There are identifiable trends and fashions
when it comes to sex toys, just like clothing or
technology. After 50 Shades was released, for two
years, love beads were our biggest sellers because
they feature in the books. Wireless vibes, like our
SenseMotion couple’s products, became very
popular very quickly, and now there’s a thirst for
wand-style massagers, too.
What is extremely interesting when you are talking
about trends is that the products are no longer simply
judged on how pleasurable they are, but on the
positive attitude of the brand that made them. This is
hopefully a trend we will see continue and grow: positive brands like LELO lead the charge in smashing
taboos, and that’s an important and endless battle.
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Our products are professionally
made and extremely durable

e x c l u s iv e

L u n a p a ds p ro duce susta ina ble sa nita ry p a ds

Madeleine Shaw and Jane Hope presented Lunapads at the SX Tech Conference in Berlin on July 1

Women’s Voices for the Earth have revealed
dioxins, furans and pesticide residue in
commercially-sold products. These products
are used on very sensitive and absorbent
skin, and many women report rashes,
chafing and other unpleasant side effects.

Many people strive for a
sustainable lifestyle, and not
just since Fridays for Future.
Apart from the big, worldspanning issues, there are
also many ways to make
a positive difference on a
smaller scale. The products of
Canadian company Lunapads
are a perfect example of this.
Lunapads has been successful
for twenty years as a producer
of reusable sanitary pads.
These products help reduce
the plastic waste that usually
goes along with disposable
pads. In our interview,
Lunapad Marketing and
Communications Manager
Jane Hope tells us more
about the company while also
doing away with preconceived
notions about reusable
menstrual products.
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„

Lunapads offers reusable sanitary pads.
What is the biggest problem with the disposable
ones, which are most commonly used?
Jane Hope: One of the major reasons
why our customers choose to switch to
reusables is the sheer amount of plastic
waste generated by traditional disposable
products. Each of these products can take
nearly 500 years to decompose, meaning
every pad and tampon ever used is still in a
landfill somewhere. With 20 billion pads and
tampons entering landfills every year in North
America alone, changing to reusables is a
safe and sustainable choice!
On your website you write, that disposable
products often contain chemicals that can
lead to irritations, while Lunapads are a safe
alternative. Could you elaborate on this aspect?
Jane: The cellulose that is a typical material
for disposable products is wood pulp that
is subjected to repeated chemical baths
and bleaching to create the materials in
disposables. Testing by organisations like

Some women might worry about whether
reuse is hygienic. Are these concerns justified?
Jane: It’s always justified to think about
the cleanliness of your reusable products!
Keeping your pads clean is essential but
easy to do. All Lunapads are machine wash
and dry safe. Cleaning your pads is not
dissimilar to cleaning your clothing - if they
are well washed with detergent, germs will
not grow.
Can you tell us a bit about the heads behind
Lunapads? When was the company founded
and how did you come up with the idea?
Jane: Madeleine Shaw, an aspiring fashion
designer, met Suzanne Siemens, a corporate
accountant, at a leadership retreat in 1999.
Shaw had been trying to commercialize
her cloth pads for several years and asked
Siemens to use her business acumen to help
grow the brand. Siemens wound up leaving
her corporate job to work for Lunapads
full-time. Shaw originally decided to design
the pads as an eco-friendly alternative
to tampons, something that caused her
repeated rashes and infections.
A look at your online shop shows a wide
variety of different kinds of hygiene products.
Could you give us an overview of your
portfolio?
Jane: Our classic pads hearken back to
Shaw’s original 1993 design and offer
traditional cotton comfort. Our Performa line
uses high tech fabrics to create
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ultra-absorbent, comfortable pads that are three
times as absorbent as disposables. Our period
underwear is a comfortable alternative to pads and
tampons, absorbing two to three tampons’
worth of blood.
All our products are sustainably and ethically
made in Canada.
A single Lunapad costs the consumer between
10$ and 20$. That’s a lot when compared to
a single disposable one. Do the pads last long
enough for it to pay off financially?
Jane: It’s true there is more significant initial
investment, but the average Lunapad lasts up to
five (or more) years. Our products are professionally
made and extremely durable. An initial purchase of
our products should pay for itself within a year.

Lunapads offer pads
in various designs

Do you also offer your products for retail in
Europe? Who can shop owners contact?
Jane: We currently are distributed in 22 countries,
in Europe and elsewhere. Please email our
Wholesale team at sales@lunapads.com to find
out more and get some samples!

“ WITH 2 0 BILLION PA DS AND
TA MP ON S EN T ERIN G LAN DFIL L S
E V E RY Y EA R IN N ORTH A ME RIC A
A LON E , C H A N GIN G TO REUS ABL ES
I S A S A F E AN D SUS TA IN AB L E
CH OICE ! ”
JANE HOPE

The pads are available in
three versions: Classic,
Performa, and Liner
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We are aiming for the high-end customer
who wants the real doll of his dreams

e x c l u s iv e

Ni e ls va n der Vo o rt h a s been in th e business o f selling sex do lls f o r th r ee year s

Dutch e-commerce company
MotsuGroup doesn’t just sell
toys but also sex dolls, and
this product category is one of
the main topics in this interview with Niels van der Voort,
the manager of MotsuGroup.
Among other things, we talk
about Robin, the world’s first
sex doll that knows how to
speak Dutch. But we also touch
upon Niels’ business philosophy
and MotsuGroup’s new collaboration in the wholesale segment.

„

Let’s go back a few years: When did
you launch your online business which later
became the MotsuGroup? What was your
motivation to sell sex toys on the internet?
Niels van der Voort: That goes back many
years. I started in 2008, when I saw a funny
article about a guy who tried to break the
world record for masturbation. I wondered
what kind of product he used because his
record was impressive! I found out he used
a Tenga Cup, so I looked it up and noticed
no Tengas were sold in the Netherlands at
that point. Because I was already building
websites for other people, I decided to create

my own web shop. And thus began an
adventure that I could never have imagined
…. And it is still going on today. We kept
expanding our assortment and about 8 years
after launch, we started selling dolls.
What did you do before selling sex toys?
Niels: When I was 19, I went into the army,
then I worked in security at the Ministry of
Foreign Affairs, and later I was a municipal
officer in Rotterdam. As a side job, I started
selling toys, which went so well that after two
years, I quit my day job and went in full-time.
MotsuGroup has been growing fast and we

Niels van der Voort has been selling
sex toys on the internet since 2008 dolls were added to range in 2016

128

w w w. e l i n e - m a g a z i n e . d e • 0 9 / 2 0 1 9

N I E L S

V A N

D E R

V O O R T

STARLET

ORDER
N OW !

Mind blowing technology

“W E K E E P IN V E S TIN G IN TH E BEST
EX P E R I E N CE A N D S ERVICE FOR
OUR CUS TO ME RS . ”
N I E L S VA N D E R V O O R T

are hiring. Vacancies that are currently open are a
salesperson and an experienced text writer.
When and why did you decide to add dolls to your
range?
Niels: That was in 2016, so almost three years
ago. At first, we sold toys and dolls on the same
site, but we decided to split those since the dolls
were a very different kind of business.

sales@wowtech.com

Could you sum up your corporate philosophy for
our readers? What sets MotsuDolls apart from the
many, many other shops that sell dolls?
Niels: First and foremost, we know our customers:
Acceptance and service are incredibly important
to us. Throughout the years, we have worked
to give our customers the best experience. For
example, MotsuDolls has a showroom where you
can view and touch many different dolls. The other
doll shops in the Netherlands that pop up like
mushrooms are just drop-shippers. The expertise
and contacts we have built over the past three
years are invaluable to our B2B partners.
Is a doll a one-time-sale?
Niels: There are many customers who buy a
second doll. Many customers buy an extra
head and wig with the doll right away or later on
when they want to give her a fresh look. Lots of
customers buy lubricant or powder with the doll
as well.
You were the first to present - and make headlands
with - a Dutch-speaking sex robot. How is Robin
(the sex robot) doing now? Will she get sisters with
upgrades?
Niels: Robin was our pet project. We wanted to
make the first Dutch speaking sex doll. We have
developed software that enables her to talk with
you, but it‘s all pretty basic since development
costs tons of money. The media loved it, but for
most customers, it is just too early.
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A special 3D scanner
digitises all relevant features
of the sex doll, enabling
customers to inspect and
configure the different
models on their screen

The doll segment is growing and evolving at a
rapid pace. In your opinion, what is it that makes
these products to fascinating to the consumers,
and how much potential does the segment hold in
the long run?
Niels: The doll market has become easier to
enter for newcomers, but a race to the bottom
is something we don’t want. Therefore, we keep
investing in the best experience and service for
our customers. Another big thing is our knowledge
about the market. We are aiming for the high-end
customer who wants the real doll of his dreams.
If he wants freckles, heavier makeup or piercings
we offer that as well. Of course, we only work with
the best doll factories, which don‘t use recycled
materials or other tricks to save on production
costs.
What do you have planned for the future for
MotsuDolls?
Niels: Aside from sales, our team is very keen on
making the shopping experience better and better.
For example, we are collaborating with a company
that can digitise our dolls for us. They have built
a scanner with 132 cameras. These make a very
accurate 360 degree scan, which is then postprocessed and turned into a detailed 3D render.
When they were building the 3D scanner, it felt
like we were on a set of Stargate (see picture).
As we speak, they are finetuning it and make the
configurator work in a test environment. Once we
go live with the new site in a couple of weeks,
this is one of the upgrades that will be available to
customers. On their screen, they can experiment
and see what body A looks like with a type B head,
et cetera.

What can you tell us about your retail customers?
What is their motivation to buy a sex doll? How
would you describe your target audience?
Niels: When we talk about our retail customers,
we have 5 customer profiles, ranging from people
who are successful and want to have their highend toy, to people who have a difficult time with
relationships and want something realistic in their
bed or on their couch. To give you an example,
one of those 5 is: ‚Jakob is 54 years old and has
been married to his wife Erica for 30 years. They
have two children who no longer live at home.
Jakob and Erica are no longer sexually active. At
first, Jakob turned to porn to
fulfil his sexual needs,
but now he has
decided to buy
a Motsudoll.

WWW.EDCWHOLESALE.COM

EDC Wholesale | Phoenixweg 6 | 9641 KS Veendam | the Netherlands
Phone +31 (0) 598 690 453 | sales@edcwholesale.com | www.edcwholesale.com
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He doesn’t want his wife to know and hides the
transaction from her. Jakob buys lingerie and high
heels for his doll, things his wife has refused to
wear for years. Values: loyal family man, caring,
high libido.‘
Is it true that you are also getting into the wholesale
business? Will you offer the entire MotsuDolls range to
the trade members or just a smaller selection of dolls?
Niels: Yes, we are going to collaborate with Eropartner
in the Netherlands and they will carry our exclusive
line. This is a small selection of our doll line, but
they are unique dolls that you won‘t find anywhere
else. Therefore, there is no race to the bottom, and
everybody can make some money with it.

“THE DOLL MARKET HAS
BECOME EASIER TO ENTER
FOR NEWCOMERS, BUT
A R A C E T O T H E B OT T O M
IS SOMETHING WE DON’T
WA N T. ”
N I E L S VA N D E R V O O R T
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We will continue to operate under the existing

brand names Beate Uhse, Pabo, and Adam et Eve
exclu
usiv
s iv e

EDC Retail
Director
Eric Idema

E D C Re ta il ta kes o ver o nline business o f B ea te U h se

11 Dutch company EDC Retail took over the online activities of Beate Uhse, and news of the
On July 11,
s
takeover spread
throughout the erotic industry like wildfire. After all, the parent company of Beate Uhse, be
GmbH and its three affiliates had filed for insolvency just the day before. What plans does EDC have
you GmbH,
Be
for the Beate
Uhse online business? What will become of the Beate Uhse brand, which had been one of
s
the fixed stars
of the erotic industry for decades and decades? We talked about these questions with Eric
he of EDC Retail.
Idema, head

„

When you started EDC 12 years ago, the
biggest name in the European erotic industry
was Beate Uhse. How does it feel to now be
taking over parts of the Beate Uhse empire?
Eric Idema: I always looked up to the Beate
Uhse empire and I felt like the little brother,
dreaming that I could – one day - become a
competitor to the Beate Uhse brand, which
seemed nearly impossible due to its size and
history. Taking over the e-commerce business of
Beate Uhse and now owning the brand name is
still very unreal, like a dream come true.
Could you provide some details about the
aforementioned online activities that are now
under the control of EDC Retail?
Eric: We now own and control the websites
pabo.nl for Holland, pabo.be for Belgium,
AdametEve.fr for France and Beate-Uhse.
com for Germany. The websites are now back
online, and customers can place their orders
and will get their goods, benefitting from the
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fast and trustworthy service of EDC, offering a
unique assortment with over 14,000 items of
pleasure products, drugstore items, novelties,
and lingerie. We will expand our current lingerie
assortment, putting extra care and energy into
the collections we offer.
What does this step mean for EDC Retail? What
types of synergies do arise from this acquisition?
Eric: Our easytoys.nl online shop is successfully
active in Holland and Belgium and we have
been looking for ways to take the next step
into international growth. With the arrival of the
Beate Uhse online activities, this has become
a fact. Beate Uhse, Pabo, and Adam et Eve
are strong brands with a tremendous market
share in 7 countries and we plan to expand to
more countries in the years to come. We are
extremely excited that Beate Uhse is now part
of the EDC family, where we are planning to let
the brand grow and flourish even more than it
did before.
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“ B E A T E U H S E , PA B O , A N D A D A M
ET EVE ARE STRONG BRANDS
WITH A TREMENDOUS MARKET
SHARE IN 7 COUNTRIES AND
W E P L A N T O E X PA N D T O M O R E
COUNTRIES IN THE YEARS TO
COME.”
ERIC IDEMA

What are your plans regarding the future of
Beate-Uhse.com, etc.? Will those sites continue to
operate under their existing brand names?
Eric: Yes, we will continue to operate under the
existing brand names Beate Uhse, Pabo, and Adam
et Eve. The name Beate Uhse holds so much history,
which is why we want to honour the person she was
and everything she stood for. She was a true pioneer
and so are we. I truly believe that the brand names
are strong enough to overcome this transition, we are
already working hard to win back the customers’ trust
in the brand and the company behind the brand. We
strive to offer the best service and our infrastructure is
highly effective and designed to serve the consumer in
the best way possible.

However, one m
might also argue that the Beate Uhse
brand name has lost quite a bit of its lustre in recent
years. Do the yo
younger consumers, who make up
the bulk of today
today’s e-commerce business, still care
about this name
name? Or, to put it a bit more provocatively:
Hasn’t the e-com
e-commerce market left Beate Uhse in the
dust years ago?
Eric: You might be right, but I don’t believe that this is
a reason to sim
simply drop the name and let the legacy
go to waste. Isn
Isn’t it our responsibility to teach the
younger genera
generation about our history? We are still
talking about M
Martin Luther King, John F. Kennedy,
and Nelson Ma
Mandela. These were all pioneers who
stood up for wh
what they believed in and changed
things for the be
better for future generations. I like
to see myself as a pioneer as well; I may not have
an impact on our
ou generation the way Beate Uhse
did, but I still wa
want to continue what she started:
improving everyone’s sex lives.
You issued an official press release regarding the
acquisition, stating that you expect the annual turnover
of EDC retail to go from 21 million euro to 50 million
euro within the next three years. What are these
expectations based on?
Eric: The company grew by 300% over the course of
the past five years. I expected that the growth would
level off after 2018 as I did not foresee this major
change to the company. But with the arrival of the
Beate Uhse online activities, I expect that this growth
will continue along the same trajectory and who knows
what will happen next year.

Do you feel that there is an obligation that comes
with the Beate Uhse name? Do you want to keep the
legacy of this name and this brand alive, and if so,
what steps will you take to achieve this goal?
Eric: I do believe that using the name Beate Uhse is
something really special and comes with the obligation
to honour the legacy of the person and the brand. She
paved the road for our industry almost 70 years ago,
this mustn’t be forgotten. That is why the brand name
needs to stay alive; it is so much more than just a
name. We have great ambitions to let the brands grow
internationally and to become the strong brands that
they were known for. We are investing tens of millions
in marketing, and one of the first things that we will
reintroduce is the printed catalogue with a key focus
on the lingerie assortment as this is what Beate Uhse,
Pabo, and Adam et Eve are known for.
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My main concept is “Support, Support, Support“
e x c l u s iv e

L i e s ke Fie blinger is Pip edrea m’s new Ma rketing Ma na ger f o r E uro p e

„

Congratulations on being the new
Marketing Manager for Europe at Pipedream!
How did you come to work for one of the
biggest companies in the erotic industry?
Lieske Fieblinger: Thank you very much! I
had already been doing marketing in the erotic
industry for several years. I am someone who
always wants to keep growing and evolving,
so it was only a question of time until I felt
this itch to take the next step, to make new
experiences and take on new challenges. I
love working in this line of business so much,
and I had accumulated quite a bit of industry
know-how, so obviously, I wanted to keep
working in the erotic market. And Pipedream
was at the very top of my personal wish list,
after all they are one of the biggest companies
in the entire industry.
A former colleague of mine helped me get in
touch with the team, and once we had gotten
to know each other and shared our ideas and
expectations, we quickly agreed that this would
be a great fit.

Product variety, product
development, and product
presentation – those are the
three qualities that Lieske
Fieblinger considers to be
the greatest strengths of US
brand Pipedream. How will
these qualities benefit her in
her new job as Pipedream’s
Marketing Manager for Europe, and what are her plans to
support the European trade
members? Our EAN interview
holds the answers.

Lieske Fieblinger,
Marketing Manager
Europe & Project
Manager at Pipedream

Before we talk about your new duties, would
you mind telling us a bit about your career
so far?
Lieske Fieblinger: Originally, I got my start in
the tourism industry. Following my commercial
training to become a travel agent, I went on to
study international tourism management. And
once I had my degree, I spent roughly five years in my lovely hometown of Bremen working
in congress and event management. During
that time, I organised all kinds of events.
When the time came for me to look for new
challenges, I got a job at Fun Factory and
worked for them for six years, first as a Marketing Assistant, then as a Project Manager
for marketing and distribution, planning and
executing numerous projects. Well, and now,
here I am at Pipedream!
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What was the main reason for you to take on
this new challenge?
Lieske Fieblinger: This challenge adds a
whole new dimension to my work, and even
more importantly, it gives me an opportunity
to grow as a person. Pipedream is one of the
biggest companies in our industry, and the
large number of product categories and brands
make for a lot of variety in my daily work, not
to mention that, with such a great product
range, there is always potential for creative,
new ideas. Every day, I get to focus on different
brand worlds, target audiences, and price
segments. This requires a great level of flexibility
and a great understanding of the market and
the consumers, but by the same token, it also
means that work never gets boring.
What are your main tasks in this new job, and
how have you transitioned into the role? How do
you get into your groove?
Lieske Fieblinger: I am the Marketing and
Project Manager for Europe. It’s pretty much
“think globally, act locally,“ meaning that my
primary duty is to take care of cross-company
marketing in Europe and to tweak and adapt
our marketing strategy to match the local
conventions and market needs. I am working
closely with our team in LA, and I am also the
go-to person for our European business and PR
partners; having a contact person here in Europe
means that Pipedream can provide much more
efficient and targeted support to our partners.
As I have only just taken on this new job, the first
order of the day is to study the current situation
in Europe, things like: What are the structures
in these markets? Which channels do we have
covered, which channels are still missing? I am
also starting to take care of the first queries, to
coordinate our ads for the European market.
And I am planning our presentations for XBiz in
Berlin and Infa in Hanover.
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Do you have ideas, concepts, plans, etc. that you
would like to implement in this new position?
Lieske Fieblinger: My main concept is “support,
support, support.” We want to support our partners
exactly the way the want to be supported. Having
six years of experience in this industry, I know the
requirements and the possibilities, and I feel that
there is great potential for expanding our brand. I do
have concrete plans to that end, and I am already
working on implementing them, but for the time
being, I can’t give away any details.
What are the greatest strengths of Pipedream?
Lieske Fieblinger: The company’s greatest
strengths are the three Pipedream Ps: product
diversity, product development, and product
presentation!
We consider our company to be a one-stop-shop,
covering all the relevant product and pricing categories. If a retailer decided only to stock Pipedream
products, they’d still have everything they needed
from all categories.
Our product development team is working lightning
fast: At this point, we are launching a new selection
of brands and products four times each year to give
our business partners and the trade members the
support they need. New products are key if you
want to have a positive impact on a store’s sales.
We also have an in-house photo and video studio,
and the team over there do a fantastic job as well.
Their images and texts are always spot on. Having
such a highly qualified team in the same building
means that we can work quickly and apply changes
whenever necessary. This is particularly important
for the European market because marketing materials often need to be changed to be linguistically and
culturally idiosyncratic.
Which categories hold the biggest potential for
Pipedream in Europe right now?
Lieske Fieblinger: We have the right products, the
right brands, and the right partners in the trade.
The biggest potential lies in optimising the appeal of
these existing structures through targeted marketing and culturally appropriate measures. Up until
now, Pipedream has not sought direct contact with
the consumers via social media, and I know that
there is a ton of potential in this type of customer
engagement. We want to communicate with the
consumers, make them curious about our brand,
and generate a positive push effect for our partners
in the retail trade.
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Could you give us a little preview of the Pipedream
innovations we can look forward to here in Europe in
the upcoming months?
Lieske Fieblinger: Oh, I can’t tell you that - our
competitors are also reading EAN, after all . All I
can say is that we launch new products four times a
year. Just recently, we introduced the market to our
King Cock Line, with an all-new formula. And our Her
Ultimate Pleasure by Fantasy For Her has gone viral
in the United States. Of course, we also want Europeans to be able to enjoy these products. There’s
always something going on at Pipedream. So, the
retailers definitely have reason to look forward to our
upcoming line-up.
The erotic market is in constant flux. Which are the
trends that have the biggest impact on the market
right now? What are the developments that we
should keep an eye on?
Lieske Fieblinger: The online retail business continues
to grow, also in 2019. That’s true in the erotic market,
and it’s true in many other markets. Bigger retailers
and distributors launch private label products, and
consequently, the overall number of brands increases.
Obviously, this also makes for greater competition. It
is getting harder and harder for retailers to pick from
the vast range of available products and to choose the
right products for their stores. To be successful in this
marketplace, you need to support the trade, pursue
a transparent and consistent strategy, and bind the
consumers to your brand via bold investments and
added value. Moreover, I am excited to see how social
media will continue to evolve in this industry, so that
marketing channel is definitely something you should
keep an eye on.

“ THE C OMPANY ’ S GRE ATE S T
STRE NGTHS ARE THE THR E E
PIPE DRE AM PS: PROD U CT
DIV E RSITY, PRODUC T
DE V E LOPME NT, AND P R OD U CT
PRE SE NTATION.“
LIESKE FIEBLINGER
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Every year, companies and participants bring back

a lot of useful information and ideas aﬅer our event
e x c l u s iv e

T h a iFe st 2019 in review

The organisers of ThaiFest: Tatiana Lukicheva, Senior Marketing Specialist of Astkol-Alfa Ltd., and Marina Pavlova, Marketing Director of Astkol-Alfa Ltd.

„

Let’s start with the most important question: Are you happy with the way ThaiFest 2019
went?
Marina Pavlova & Tatiana Lukicheva:
The most important thing for us is that the
participants and partners enjoy the event. If
they are happy - we are happy. Of course,
events of such scale cannot go without a
hitch, but on the whole, we manage to keep
the organisational bar at a fairly high level.
We thank all the brands that accepted our
invitation to participate at ThaiFest 2019.
We express special thanks to our VIP Partners.
These are Pipedream Products, Svakom,
Swiss Navy, Shunga Erotic Art, Concorde and
Hot Octopuss.
We are very much pleased that the participants
of the festival also included brands that are
new to the Russian market, either because
they are just beginning to operate in Russia
and not yet well presented (like Hot Octopuss),
or absolute beginners (Viotec and MAI
Cosmetics Attraction).
And, of course, we appreciate the support from

This year, ThaiFest took place
on June 21 to 26 in Batumi,
Georgia. Marina Pavlova and
Tatiana Lukicheva who were
in charge of organising the
event, tell us how ThaiFest
2019 went, whether the team
achieved their goal of getting
international brands and the
Russian retail trade closer together, and what we can look
forward to in the next chapter
of the ThaiFest success story.
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the brands that are a constant component of
our product range, namely Kokos, ORION,
YESforLOV, Djaga-Djaga, BioMed-Nutrition,
Bathmate, Mystim, and Adrien Lastic.
What were your personal highlights of the
event? And are there still aspects you’d like to
improve?
Marina & Tatiana: Most importantly, ThaiFest
has become an industry event that many
brands include in their annual schedule of
exhibitions and fairs. This indicates a very
serious attitude to this festival in the industry
as a whole, which makes us very happy, but
also makes us constantly think about ways to
improve the format.
This year, the format of the trainings was
changed, and absolutely everyone liked it:
Those who conducted the trainings and those
who attended them.
There are many things we would like to
improve. We constantly think about how
we can make the training schedule more
convenient and comfortable for both trainers
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and audiences. Maybe next time we will try to put
organise the groups of participants in such a way
that the retailers can visit all the trainings as well as
hop from one group to another. This will allow more
participants to communicate more closely with each
other and to hear different points of view. The task is
difficult, but it can be done.
We also plan to set up a group business discussion
within the framework of the festival, for all participants
at the same time, where they can discuss current
issues and exchange views, so that all participants
get to know each other better and find like-minded
people or maybe even business partners. Also, such
events clearly show how big the retail trade is!
During ThaiFest-2019, we had video bloggers from
the proSack youTube channel and the editor-inchief of the sexshopers.ru industry portal actively
interviewing, filming, and reporting about the festival,
both during the event itself and after its completion.
We will continue to expand our cooperation with the
media, internet portals, and bloggers.
How was the feedback you received from your visitors and partners?
Marina & Tatiana: We have received a large number

of reviews from both customers and partners. As
I said above, everyone responded very positively
to the new training format. Trainings in individual
rooms create a relaxed learning environment where
consumers can obtain the information without too
much noise. For example, retailers who visited the
Swiss Navy training will now know how to stress the
importance of having a safe sexual life, and Shunga
Erotic Art demonstrated how to turn each love
making into work of art.
Also, this format allows brand representatives
to make their presentations in accordance with
their vision of the products; they can create an
atmosphere that helps to better understand the
brand philosophy. This was especially successful with
the brands YESforLOVE, MAI Cosmetics Attraction,
and Concorde, which represent the brands Plaisir
Secret, Bijoux pour toi, and My first.
Almost all participants praised the quality of the
selected hotel (we held ThaiFest at Hilton Hotel)
and the service. In their reviews, all participants
mentioned the unusually delicious dishes of
traditional Georgian cuisine, which is very diverse,
satisfying, healthy, and prepared exclusively from
natural products. This is of course not the merit of
the organisers, but the wonderful hospitable Georgia.
ThaiFest is all about fostering communication and
collaboration between international producers/distributors and Russian retailers. Did you achieve
this goal once more at this year’s event?

Christian Palix
and Valérie Palmieri
(YESforLOV) enjoyed their
time in Georgia a lot
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Marina & Tatiana: Of course! Communication and
interaction take place constantly during the event,
and trainings in small groups allow you to better
study the product.
This is especially important for new brands the
Russian retailers are not familiar with. We always say
that the story of the products in our market largely
depends on how the products are presented at ThaiFest. It is good that brand owners began hearing this
message, and they are very thorough preparing their
representatives for the presentation of the goods. We
hope for a good future for the new Viotec massagers
from China, with screen-touch controls.
But the ‚old‘ companies didn’t rest on their laurels
either. We are very pleased that companies like Pipedream and Svakom delight our participants with new
products at every ThaiFest, because new products
from these masters of the adult toy industry always
do well in our market.
Kokos showed a lot of new products; in addition to
new masturbators and sleeves, the company had
also developed a unique line of vibrators made in
their special style.
It is important that, during the trainings, you can
touch and feel everything; this is especially important for cosmetic products. It’s wonderful that all
the brands representing intimate cosmetics and
lubricants (Plaisir Secret, Shunga, Swiss Navy, YESforLOV, MAI Attraction Cosmetics) took advantage of
these opportunities, but the best example was probably the training of BioMed-Nutrition, who presented a huge amount of new products - their range has
grown 15-fold(!) compared to what was presented at
the previous ThaiFest.

We are very pleased that apart from foreign products,
domestic products were also presented at ThaiFest.
Russian brand Djaga-Djaga has more than 300 SKUs
of various dildos, vibrators, and BDSM products
that are produced in Russia, and more than 300 are
repacked and sold under this trademark.
We want to point out how great communication
was between representatives of the brands ORION,
Bathmate, Adrien Lastic and the participants at
the event. All managers representing the brands
are Russian-speaking people, which completely
eliminated the language barrier and allowed them to
convey all the nuances of the presented product.
And finally, the Mystim brand presentation also
deserves special attention as electric discharges
periodically moved between the brand representative
and the participants.
Could you tell us more about the main items on
the ThaiFest programme during these six days in
Batumi?
Marina & Tatiana: As usual, the ThaiFest programme
was divided into official (business) and entertainment
parts. On the day of arrival, a welcome dinner was
organised for all participants. There, VIP-partners and
festival partners were presented, and key organisational issues were announced.
The next two days were completely devoted to
trainings, with long breaks in the afternoon to relax,
sunbathe, enjoy the sea and the sun or take advantage of the hotel’s wide infrastructure and visit the SPA

At the end of the event, the
brand representatives were
rewarded for their work
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HELEN
Material: TPE
Weight: 33kg
Height: 158cm
Bust:85
Waist:53
Hip:82cm
Vaginal depth: 18cm
Anal depth: 18cm
Oral depth: 15cm

€1999
RRP

Helen is a large, life-sized love doll made of premium materials
such as smooth TPE. The design features a sturdy steel skeleton
IRUPD[LPXPGXUDELOLW\DQGIUHHVWDQGLQJXVDJHDQGÀH[LELOLW\WR
pose the doll into a position of choice.
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area with a swimming pool
and gym - and to eat delicious
food at numerous cafes and
restaurants close to the hotel.
On the fourth day, the training
programme was completed and after
that, the participants were awarded with
diplomas, certificates, and testimonials.
On the fifth day, a large excursion was
organised including a walking sightseeing tour
of Batumi, lunch, a trip to Mountainous Adzharia,
a visit to the ancient bridge of Queen Tamara, the
Makhuntseti waterfalls, a visit to the Adjara wine
house, training workshops on distilling chacha,
baking bread, making churchkhela and khinkali, a
wine tasting, evening buffet with national Georgian
songs and dances.
Everyone was impressed by the historical sights of
old Batumi, the beauty of the nature of Mountainous
Adzharia, the Georgian hospitality and local charm, all
of which made this the final highlight of ThaiFest.
What results do the companies and the trade members take home from the event?
Marina & Tatiana: Every year, companies and
participants bring back a lot of useful information and
ideas after our event.
During ThaiFest, the suppliers of adult goods can
personally communicate with representatives of large

Christoph Hofmann
(Mystim) and Julia
Kreismann (ORION
Wholesale)

retail chains and offer them special programmes for
developing the brand on their trading floors. These
programs include the individual provision of testers
and promotional products, the formation of dedicated
brand zones in certain stores, and trainings for the
shops’ salespeople.
And during the event, when brand representatives
communicate more closely with the retailers, ideas are
born for even more active promotions. For instance,
more and more suppliers have begun hiring brand
ambassadors to conduct trainings in retail outlets
throughout Russia, their task being to conduct staff
training in stores on how to properly present and sell
the products to the end consumers.
In addition to the general and global issues of promoting and building a marketing policy, it is also important
to discuss particular small issues, such as information
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Randal Withers
(Swiss Navy)

Facilitating close and personal
exchange between producers
and retailers is at the very heart
of the ThaiFest concept
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JESSICA
Material: TPE
Weight: 32kg
Height: 160cm
Bust:76cm
Waist:51cm
Hip:83cm
Vaginal depth: 18cm
Anal depth: 18cm
Oral depth: 15cm

€1999
RRP

Jessica is a large, life-sized love doll made of premium materials
such as smooth TPE. The design features a sturdy steel skeleton
IRUPD[LPXPGXUDELOLW\DQGIUHHVWDQGLQJXVDJHDQGÀH[LELOLW\WR
pose the doll into a position of choice.
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“ OUR H IGH  QUALIT Y
CRA F T S M A N SH IP A N D MAT E RIALS
A RE S E C ON D TO N ON E, WE SPARE
N O E X P E N S E ON MAT ERIA L S
A N D WE DON ’T US E IMP ORT
MAT E RIA LS, WE ON LY P URCH ASE
W I TH IN TH E US . ”
M A R I N A PAV LO VA & TAT I A N A L U K I C H E VA

big and every store values every consumer because
for our retail businesses, it is very important to have
long-term loyal consumers. Russian sex shops cannot
boast about huge customer traffic, as, for example,
their colleagues in Amsterdam. Therefore, they focus
on the consumers to make them return to the store
again and again. That’s why it is so important that the
products meet all the legal requirements in terms of
the information provided on the box, in terms of good
quality, and in terms of being safe and not harmful to
the consumer’s health. We cannot but note that our
partners are very attentive to all the comments and
wishes that they hear during the trainings and what is
even more important, they act on these suggestions.
Such cooperation improves not only the quality of
the products, but also the attitude to the industry
as a whole. Therefore, we are proud to be able to
assure our customers - just like they can assure their
consumers - that if you purchase goods from serious
brands, you can be 100% sure of them!

How relevant are trade events such as ThaiFest in
the interconnected world of the internet and social
media? Do they even matter anymore?
Marina & Tatiana: You are right, one would think that
in the era of the incredible development of technology,
when you can be in touch 24 hours per day practically
anywhere in the world and instantly solve all issues,
events such as ThaiFest would lose their significance.
But this does not happen. Fortunately, the internet
cannot completely replace live communication yet.
It would seem that everything can be discussed in
correspondence, using mail services, messengers,
and applications, but in a face-to face meeting,
many issues are resolved much faster. During direct
communication, it is easier for both sides to convey
ideas because here come into play the emotions, the
eloquence and/or personal charm.

Returning ThaiFest
sponsor: Steve Sav
(Pipedream Products)

ThaiFest has been thriving since 2013, having the
respect and support of producers, distributors, and retailers alike. Would you say that ThaiFest is a sure-fire
success at this point?
Marina & Tatiana: Thank you for this question. Since
you put it this way, it means that the industry as a
whole evaluates this event like that. This is the outside
point of view, and it is very important for us. We ourselves see that it seems that we have found that middle
ground, inventing and organising a format that satisfies
all participants of the adult toys market.
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PAMELA
Material: TPE
Weight: 39 kg
Height: 161cm
Bust:95cm
Waist:54cm
Hip:97cm
Vaginal depth: 18cm
Anal depth: 18cm
Oral depth: 15cm

€1999
RRP

Pamela is a large, life-sized love doll
made of premium materials such as
smooth TPE. The design features a
sturdy steel skeleton for maximum
durability and freestanding usage,
DQG ÀH[LELOLW\ WR SRVH WKH GROO LQWR D
position of choice.

WWW.SCALA-NL.COM

I N T E R V I E W

Also, remember that ThaiFest is the place where
you can evaluate quality, touch the texture, smell the
materials, test the functionality of toys, feel the effect
of a particular cosmetic product and lubricant, i.e. do
everything that internet correspondence and audio/
video calls fail to offer.
We hope that events such as ThaiFest will continue
to be quite significant for a long time, and most
importantly, useful to all market participants.
Events such as ThaiFest also serve as an indicator of
the current situation in the market. Judging from this
past event, how is the sentiment among the Russian
retailers? Are they happy with the current state of
affairs in the erotic retail trade?
Marina & Tatiana: Compared to previous years, we
cannot boast about the improvements of the situation
in our market. Personal incomes, and, accordingly,
the average check in stores continue to decline, but
in general, the industry is developing.
The position of online stores is growing.

Unfortunately, some offline stores cannot compete
with online businesses and close down, but at the
same time, new retail units are opened.
Many store owners come to understand that they
need to design specialised brand zones, purchase
more competitive products, and turn away from
cheap and no name offers.
Looking at the future, we can see owners of large
networks beginning to develop franchises.
After all, one can look at the situation as a pessimist
(everyone survives as they can) or as an optimist
(everyone develops within their capabilities). We
prefer an optimistic outlook.
Do you already have plans for ThaiFest 2020?
Marina & Tatiana: Yes, ThaiFest-2020 will take place!
Currently, we are looking for the best country in which
to organise the next ThaiFest (we are choosing from 3
countries but will keep it a secret for now). As soon as
there is a final decision about the dates and location of
the festival, we will make the official announcement.

ThaiFest is and remains a
success story – the next chapter
will be added next year

10

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

FABULOUS FAT MEGA ASS
19 KG

€ 449 00
RRP

Great Margin Product
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Lola Games’ clients are the most important

part of our team: They are our advisers and critics
e x c l u s iv e

A n n a De mina o n Lo la Ga mes a nd th e co mp a ny’s bra nds

„

Lola Games is a Russia-based company
with a very diverse brand portfolio based. Since
when have you been active in the market and
would you mind giving us an overview of your
company?
Anna Demina: The story of our brand began
in 2015 in Moscow, Russia. All products are
developed to meet modern requirements
and suit the needs of the consumers. That is
why we pay close attention to details and do
everything to make our products look fancy.
We specialise in silicone toys, realistic toys,
vacuum pumps, metal plugs, hand-made genuine leather accessories, and lubricants.
The goal is to create a product line that can
satisfy all the needs of retail shops and end
consumers.

The customer needs to be at
the centre of all considerations that happen during product development. This line is
probably found in every marketing guide out there - and
for a reason. It is one of the
most important prerequisites
for lasting success, and Lola
Games is living proof of that.
The company was started four
years ago, in it has launched
an impressive number of
products and collections, all
of which are made with the
consumers’ needs and wishes
in mind, as Anna Demina,
Lola Games’ Brand Manager,
explains. In our EAN interview,
we talk about the philosophy
and the products of the Moscow-based company.

Could you tell us a bit about the history of
Lola Games? How would you describe the
philosophy behind the company?
Anna Demina: Lola Games was founded at
a time when strong demand for adult toys
started emerging among the population of our
country. Firstly, the mission of the company
was to challenge stereotypes about sex and
sexuality, and now that we have succeeded
with our first goal, the mission becomes to inspire and satisfy the human spirit, to help people
go further in knowing themselves.
The market for erotic products has a lot of
strong players and brands. How do you set Lola
Games apart from other brands in the market?
Anna Demina: That’s right, there are a lot of
strong players in the market now, and frankly
speaking, that’s good news. We are happy to
be a part of such an important sphere. We try
not to look at other brands, we focus more on
what we can do for the market. For instance,
it’s not a secret that most brands produce in
China. But we have manufacturing in Russia as

Anna Demina, Brand
Manager at Lola Games
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well. We appreciate all the feedback from our
customers and always find new solutions for
their requests. We always focus on their wishes
and do our best, working on new shapes and
perfecting designs to satisfy them.
With over 20 labels and hundreds or products,
your range is too extensive to list everything
here. But could you give us an overview of your
portfolio? Is there anything that all your brands
have in common?
Anna Demina: We produce toys for people.
We use only modern and skin-friendly
materials and pay close attention to each
detail while developing and manufacturing
toys. We always draw upon feedback from our
customers and include their suggestions. Lola
Games’ clients are the most important part of
our team: They are our advisers and critics.
We are all different, that is why Lola Games has
such a huge range of collections and products.
And there are many more yet to come! But the
core concept is that we produce items that
become an essential part of a happy person’s
lifestyle - a person who is in a harmony with
their body and soul.
Do you have a brand or a product that is particularly successful or stands out for other reasons?
Anna Demina: Each product in the Lola
Games collections is aimed to bring pleasure
and benefits to the users. So, maybe it’s not
fair to single out one of them, but among our
new arrivals, I would maybe emphasise the
Universe collection. It is a line of mini vibrators
for all outer erogenous zones and for G-spot
stimulation. They have 10 vibration functions
that are very powerful. They are no more than
13cm in length and it’s easier than ever to use
them with a partner or alone. We sell them in
bright colours that are popular among
modern women.
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SCREW MY NASTY FUCKHOLES
15 KG

€ 379 00
RRP

Great Margin Product
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Our vibrator collection “Fantasy” includes a range of
truly fantastic options for getting a perfect orgasm
because of their unique shape.

The mini vibrator
Teasing Ears from
Lola Games’
Universe collection

What is particularly important to you when developing
a product or brand?
Anna Demina: The customers’ expectations, of
course. Since I am not only a brand-manager, but
also a sexologist, developing sex toys for me goes
beyond just marketing campaigns. The critical problems of sexual life among people all over the world
are the anorgasmy, erection problems, and monotonous sex. So, each time we start developing a new
collection for Lola Games, we begin with research.
And we only move on to the next step when we
have the necessary information. But sex toys should
not only solve sexual problems, they also be pieces
of art. That is why we have a pool of designers for
developing new shapes and good-looking packaging
for our toys.
Do you offer POS materials for retail stores or supportive material for online shops?
Anna Demina: Certainly. We can provide our
customers with holders for toys, banners, videos,
print advertising materials, and what is more
important is that we can meet all our clients’ wishes
and develop all kind of POS-materials in a one-byone manner.

In the last couple of years, there have been political
tensions between Russia and countries in Western
Europe. Is this something you are feeling in your
business or are concerned about?
Anna Demina: We are happy to work at the adult
toys market and to communicate with people who
help others to actualise their wishes and feel happier.
By communicating and sharing ideas, we have found
a lot of friends, like-minded people, and partners all
over the world in recent years.
Who can retailers turn to if they want to know more
about your products or offer them in their stores?
Anna Demina: We are proud to work with Intimate
Distribution - they are the official European distributor
of Lola Games. All contacts and information are provided on their website: www.intimatedistribution.com
And for sure, we are always happy to hear from retailers. Here is our website: www.lolagames.net. Also,
retailers leave a direct message on our Instagram
account: @lolagames_official
What are Lola Games‘ goals for the future?
Anna Demina: We have a “customer first” mindset,
and our goals for the future are to keep living up to
that. Our purpose is to understand the unmet needs
and desires of the customers and launch more
high-quality adult toys to delight them. We have a
clear vision of the future of the adult industry and
it guides our strategies of increasing the quality of
sexual life for people all over the world.

The vibrating anal plug
Excellence from Lola
Games’ Spice It Up
collection

You will have your own booth at eroFame. What will
you be presenting there and why should the visitors
visit your stand?
Anna Demina: This year, we will be presenting Lola
Games at eroFame for the second time. And this
time, we are very excited to introduce several new
collections. For example, the new line of lingerie for
strap-on “No Mercy”. We have used high-quality
vegan leather and exclusive designs. Moreover,
new sex toys will also be presented at our booth.
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T h e Pla y B ox a ims to beco me th e nex t Ama z o n o f sex to y subscrip tio n b oxes

The pleasure industry can
expect a lot more from the
subscription box space to
crop up in the retail market,
namely from brands like The
Play Box that cater to the shy
or those in need of a little
imaginative spark. Creative
Designer Nicole Toca and her
partner, Business Director Avi
Mehta co-founded their business together – The Play Box
of Los Angeles – while actively
working towards expert-level
status in the sexual health
space. Toca and Mehta‘s
selective collection of product packages ranges from
the slow and tantric to the
popularly buzzy and rumbly.
The pair crafted The Play Box
around the on-demand desires of the mainstream market.
What Netflix has done for
movies and Amazon has done
for, well, everything, Toca
and Mehta hope to do for
vibrators (which the two say
are the most popular items in
their kits). Toca excitedly tells
EAN about how her journey
from sex shop retail clerk to
certified sex educator and
CEO has taught her everything
she needs to know about what
pleasure consumers want –
which, according to Toca, is
the whole sexual world at their
fingertips, and fast.
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Nicole Toca and Avi Mehta

„

What sparked the idea behind The Play
Box? Did you and your partner have any
background in the sexual health space prior
to the company‘s inception?
Nicole Toca: Our background comes from
a long road of work with people on intimacy,
sex, compatibility, sexual exploration, and
love. Starting around the beginning of 2014,
I started a simple job in a retail adult shop.
Little did I know that only 3 years later I would
decide to create a product that carried the
potential for a sexual revolution. During my
daily hours working with customers, I began
to notice a common ideal that most people
went into the store for, besides the obvious.
And after countless hours of talking to
customers I decided it was time to take it to
the next step. This decision lead me down a
path towards deeper education on sex and
sexuality and after some rigorous studying
and hands on training I became a Certified
Sexual Health and Intimacy Coach followed

by completing a Master Sexpert Certification.
Shortly after I met my partner, who became a
co-founder by assisting in building the business
and creating structure for the giant idea in
our Sex Educators head. He then realized
how influential this idea was and started on
his path to gaining a Pleasure Certification.
Our powerful team has, over the last half a
decade, built, tweaked, and crafted this box
to instill a journey towards higher learning,
intimate understanding, burning passion and
unconditional empathy.
What are some of your favorite Play Box toys?
What’s most popular with your customers?
Nicole: Well, at the moment our favorite Play
Box product would have to be Box #3: The
‚Mindful Massage‘ Play Box. It’s so inviting and
requires a really mindful and loving attitude
from each partner. It’s relaxing and arousing
all at once and allows for a pleasant mind and
body shift from traditional sex. When it comes
to our customers, they seem to favor the
vibrating toys from the boxes. Vibration is such
a great form of added stimulation and
customers gravitate towards these toys.
Why do you think subscription boxes are
suddenly taking off in the sex toy space?
Nicole: I think people want their needs met
without having to leave the comfort of their
home, and they expect those needs met by a
quality product or service, delivered in a timely
fashion. I mean, just look at the dominance
of Netflix and Amazon, or the switch to
Home Grocery Delivery – it’s everywhere!
The subscription box was the next logical
evolution, forming across all product
categories from razors to socks. The exciting
thing about these boxes making their way into
the adult space is that it opened the figurative
door for many people that were previously
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education on the house for you and your lover to
also gain knowledge on these intimate travels. We’ve
developed The Play Box in such a way that every
month each new theme will assist you and your partner
in becoming closer and will allow for you to explore and
expand your pleasure personality in the comfort of your
own home. We understand that desire changes, people
change, and so do kinks, turn on’s, as well as the depth
of intimacy we want with in a physical union. Over the
years we will grow to become more advanced while
taking you along for the journey until you become your
own sexual pro!

too afraid to walk into an adult store and purchase
a toy. Now, these same people can sign up for a
subscription with a company like The Play Box
and experience new toys every month, delivered
discreetly right to their doorstep.
What can Play Box customers expect in a new box
each month?
Nicole: We explore a new theme for our customers
every month. Our first six boxes (Erotic Communication,
Anatomical Exploration, Mindful Massage, Self-Love &
Cultivation, Frequent Foreplay, & Orgasmic Oral) start
with some pleasure basics to foster a strong foundation
on the basis of intimately learning, or re-learning, each
other, as well as themselves. Every box contains 5-6
products chosen to arouse and stimulate each of your
five senses, providing a full-sensory experience that
really brings you into the moment. These items are
accompanied by The Play Cards, our in-depth coaching
cards that provide tips, educational tidbits, and links to
our blog or YouTube Channel for extra reading and/or
education. We wanted to give couples the opportunity
to explore outside the box, while living the busy and
demanding lifestyles that they do, and we believe we’ve
created that in The Play Box.
What have you learned about the consumer market
that‘s helped evolve and grow your business?
Nicole: We realized after spending countless hours
working with couples that people wanted an easy,
fun, educational, but discreet way to introduce new
excitement into the bedroom, but a lot of people had
no idea where to start. So we decided to put all those
‚dirty little secrets‘ into a monthly box that will give you
and your lover the chance to explore each other in a
way you never have before. The Play Box includes

What are some memorable comments you’ve received
from customers since shipping out Play Boxes?
Nicole: Customers have responded so positively to
The Play Box! They love the depth that it brings to
the bedroom, the sensual connection it creates when
engaged mindfully, and the inclusion and arousal of all
the senses. One of our favorite comments was from a
couple in Philadelphia that said, “This is so much better
than other 18+ boxes we’ve seen. As a couple about
to get married after 6+ years together, this was exactly
what we needed!”

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

How can sex toy manufactures get involved and get
their products into your boxes?
Nicole: We love to collaborate with other businesses
and strongly believe that getting unique, quality
products into our boxes is a must! We want our
customers to have an incredible experience every time
they Play, which is why we handpick and test each item
that goes into our boxes. That said, if a manufacturer
desires a spot in our box, they can send us samples
and information on their products. So long as they know
that we ensure our products are the best, in terms of
quality, material, user-ability, and satisfaction.
What are your dreams and goals for the future of The
Playbox?
Nicole: We won’t stop until 1 million boxes are sold!!!
We know sex and the amazing power it creates can
affect many areas of our lives. We are in search of
the free spirits bound by the trials of this life, simply
to assist in freeing them to the person that they’ve
always wanted to be. We can’t tell you how amazing
and transformational this product can be, we can only
show you. So to take the first step on this journey, we
recommend getting a subscription at AdultPlayBox.com
where you and your lover can get your first Play Box!
We really hope that you can fully enjoy it with a lover and
remember to Play Endlessly!

4

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

Better than the real thing!

€ 7495
RRP

€ 109
RRP

€ 2195
RRP

WWW.SCALA-NL.COM

Great Margin Products

95

€ 3495
RRP

I N T E R V I E W

Sensory Seduction is a long-term project, and what

you are about to see in September is just a first phase
e x c l u s iv e

Ra s p be rry Drea m La bs crea tes sex tech f o r a ll senses

Feel, see, hear, smell, taste –
all five senses are stimulated
during sex. Unfortunately,
the same cannot be said
about the use of sex toys;
those experiences are
usually limited to the sense
of touch without providing
stimuli to the other senses.
Now, a young start-up called
Raspberry Dream Labs has
set out to address this issue
and look for ways to trigger
the entire bandwidth of human
sensory perception. Their
research into multi-sensory
experiences will culminate at
the beginning of September,
during an event in London that
is called “ Sensory Seduction:
Immersive Study.” Since our
interview with the founder
of Raspberry Dream Labs,
Angelina Aleksandrovich, took
place before the study, she
didn’t want to go into detail
too much. But we do shine a
spotlight on many interesting
aspects that may well have a
big impact on the future of sex
tech, and we talk about ways
to stimulate those senses that
are often neglected in the sex
toy experience.
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Angelina Aleksandrovich got a degree in Graphic
Design Communication (UAL) and worked for
several renowned companies prior to launching
Raspberry Dream Labs

„

Raspberry Dream Labs is “a team of
artists and engineers drawn together to create
multi-sensory innovations in sex tech”. What
exactly is a multi-sensory innovation when it
comes to sex and technology?
Angelina Aleksandrovich: I see two questions here. First of all, what is a multi-sensory
innovation? This is a broad term covering new
methods, programmes, products, and creative
innovative applications of existing tools, that
are engaging with humans on more than one
sensory level. How it relates to sex and technology? Very straightforward, actually. Innovations that affect us sexually through more than
one sense. All events in this “world” are usually
multi-sensory and so is sex. It is a combination
of what one sees, hears, smells, tastes, and
feels that makes us sexually aroused. Thus, by
targeting more than one sense we’re blurring

the line between what is perceived as “real”
world and simulation, regardless of context. It
just happened to be that I’ve chosen to focus
on sexuality.
Throughout the history of a mankind, senses
have always been re-adjusting their significance
and values to cultural needs. For example, the
industrialisation and technological advances of
19th century led to big changes in the perception which primarily affected and extended to
the sense of sight, influenced by the switch
from steam to electricity, the development
of wireless telegraphs and telephones, the
invention of the camera obscura, the stereoscope, the microscope, the telescope, and
more. Meanwhile, hearing and smell became
dulled as they suffered the negative side effects
of ever-increasing noise and smell pollution.
And the sense of touch only started developing
its significance in the 20th century with the
increased interest in sensory physiology and
inventions such as touch screens, keyboard,
mouse, and interactive monitors. Now, as a
21st century citizen, I truly believe that the
future of innovations will be multi-sensory.
Perhaps we will also invent new senses as
we progress with immersive technologies and
genetic modifications.
How did you come up with the idea to start
Raspberry Dream Labs?
Angelina: I‘ve been interested in sex since
my early childhood, lacking early age sex
education and hearing from my parents
that they found me in the cabbage or that
a stork dropped me by their house (yeah,
their stories didn‘t always match), I‘ve always
been alone on my journey of discovering the
truth about sex.
Growing up in Eastern Ukraine in the late
90s - early 00s didn‘t help with that either.
Discovering myself as a sexual being as an
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The “Sensory Seduction“ study will take
place in London on September 2 to 10

my repressed passion. But once I started thinking it
all through, there was no end to it. I decided to start
a company.

early teenager wasn‘t warmly welcomed by my peers
- when I was 12, I looked (and felt) like a fully formed
woman, and of course I wasn subjected to giggles,
nasty jokes, and dirty comments. When I moved to
the UK, I found relief in expressing myself in art, often
using my body as the primary tool for making art,
exploring subjects of identity, sex, and robotics. Then
I realised that what I was doing wasn‘t sustainable
to make a living, and I went to study Graphic Design
Communications at the University of the Arts in
London. I was always fascinated by technology and
how it can work together with nature to create new
possibilities for mankind. So, for my graduation work,
I grew a VR headset out of mushroom mycelium.
That inspired me to seek a career in XR [cross reality]
tech and I worked with many global brands full-time
and freelance on various commercial projects. Then
I started to play around with the idea of multisensory
experiences, pitching to clients elements such as
spatial audio, scents and temperature control. But I
wasn‘t feeling happy creating „brand experiences“ for
brands with whom I didn‘t necessarily resonate just
for the sake of being able to pay my rent. And at the
end of 2018, I was looking through my hard drive and
bumped on a folder with photos of my work back
from art school. They made me feel very nostalgic
and I realised how unhappy I was. But that also
reminded me that I already found my passion, the
subject of human sexuality, and that I was repressing
it with all the corporate work I was doing. All I had to
do was act upon it.
At first, I just wanted to make a cool project,
combining my tech and production experience with
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Could you tell us a bit about the team behind the
project and your goals?
Angelina: I’m very glad you asked this question. I
am a big supporter of holacracy and DAO, and this
is the structure I want for the team. So far, I think we
managed it well. We don‘t have full-time employees,
we don‘t have an office, and we don‘t have working
hours; also, some of us have never even met face
to face, but what we have is a shared belief in what
Raspberry Dream Labs is set to achieve. Sometimes
a strong belief is all that you need.
Our goal is to create a new, modern approach to
human sexuality for the upcoming decades by
stimulating all human senses with technology beyond
the current offerings of sex toys and pornography.
When Raspberry Dream Labs was founded, I was in
it by myself trying to do absolutely everything, with
the occasional support from fellow advisors and
volunteers-collaborators. All the way up until now, we
were running with no funding, thus everyone helped
as much as they could, especially during the ideation
stages when nothing was solid and it was very hard
for people to commit. But once I settled on the need
to deliver the first immersive study (I also tend to refer
to it as a proof of concept) and all initial objectives
became very clear, the production team just formed
itself very organically. We have:
Harry Sherwood - perfumer & scent engineer,
currently doing his PhD at CenSes, Institute of
Philosophy, School of Advanced Study, University of
London.
Leonardo Gomes - electronics engineer conducting
his PhD at the University of Sao Paulo, Brazil.
Laurentiu Fenes - XR developer specialising in interactive technology and VR experiences, London, UK
Sophie Langohr - 3D artist & founding partner of Les
filles du 9 Novembre based in Paris, France.
Luke Burnsright - music producer, recording artist,
sound designer and a founder of Sound Care Studios, London, UK.
Essentially, we have representatives of each sense
(taste is coming soon!) and I’m being the nervous
system and the brain connecting it all together.
Most recent sex tech products focus on physical
stimulation in one way or another. You seem to follow
a more holistic approach. What exactly is missing in
the market right now?
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Angelina: The majority of these products lack emotional and sensory relevance, focusing solely on the
path to an orgasm, taking the richness of our sensory
palette out of equation. The increasing popularity
of sex-related VR experiences creates new means
for people to explore their sexuality and desires by
engaging in safe and anonymous sexual experiences.
These offerings are the closest comparable solutions
to the problem we are tackling. The limitation of such
experiences is that they solely rely on the literal visual
representation of sex and genital stimulation. However, we believe sex is beyond that — it is a multisensory event resulting from a combination of various
sensory stimuli - none of which should be neglected.
Between September 2nd and 10th, you are hosting
an event called “Sensory Seduction: Immersive Study”. What can the participants look forward to?
Angelina: Expect to be aroused, of course! Someone
actually asked me if they have to have physical sex or
masturbate there, but that’s not really our intention.
We made it very clear in all our online and offline
channels that this experience is not designed for
orgasms, but to engage sexual accelerators through
the sensory stimulation.
Participants have the option to attend the experience individually or with a partner. Upon arrival, they
will be instructed on do’s and don’ts and given VR
headset and wearables to put on. We allow 25 min
per person / couple in total, including dressing up.
Upon completion, the participants will be asked to fill
in self-report forms.
We don’t want to say too much about what will happen during the actual experience. I mean, you don’t tell
someone what you get them for their birthday until you
actually give it to them, right? Otherwise what’s the
point? I like building intrigue, and it’s nice to let people
roam in their imagination. Some participants will be totally impressed, some maybe not. It depends on what
picture they have already built in their mind, on their
previous experiences, how tech savvy are they, what
their mood is like, whether someone on their period …
But really none of that matters; we are only interested
in the ranges of feedback and valuable insights.
What insights do you hope to gain from this study?
Angelina: I am currently writing a paper called
“What is multisensory sexual arousal and how its
implementation in XR will define the future of cybersex”
and this Immersive Study is going to answer the
following questions: What type of virtual multisensory
environment can be arousing? Can it be arousing
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by itself or in the presence of a desired human?
What is the optimal time spent in this environment?
Which presented stimuli were the most arousing?
And I’m pretty sure there will be more revelations and
unexpected surprises during the analysis.
Sensory Seduction is a long-term project, and what
you are about to see in September is just the first
phase of larger upcoming research. Participants’
feedback will tell us what the community wants us
to focus on in the next phase. Because at the end of
the day, this is not about my artistic vision, it is about
giving people what they want.
Given your background as an artist, how much of this
is an experiment, and how much is art? Is there any
difference at all?
Angelina: The word “study” seems to be very at
sensitive term as it comes down to who is conducting
it, under what regulation, and why. That’s why at this
particular stage, I like to call it “artistic study”.
There is a lot of shit art out there these days. How does
one define good art from bad art? You can’t! At the end
of the day, it’s a matter of preference. I like something,
you don’t – either I can convince you to like it too, or I
can’t. But when we speak about art informed by science or for science, we enter a different dimension. This
art is justifiable and is for the cause, and in that sense, it
doesn’t matter if someone likes it or not.
The beauty tends to emerge from a fusion of disciplines, and Raspberry Dream Labs sits at the intersection of three - art, academia, and business. I don’t
want to assign what we do to one category or another
because once you do that, the majority of people
begin to expect certain things from it and there are
regulations. I’m not a fan of that. I’d rather let people
decide for themselves what they are dealing with.
Perhaps it is the scientific art that sells?
How hard is it to put your ideas into practice? Is there
already technology from other industries you can use?
Angelina: The current set up is very much DIY.
The only 3rd-party product borrowed from other
industries that we are using right now is an Oculus
Quest, all other pieces are assembled from things
that you can find among multi-purposed tools in the
hardware store.
That being said, if we had a budget to play with, we
would certainly use many other existing tools, but more
for internal research rather than the customer facing side.
What makes it hard putting ideas into practice is the
financial restrain, not so much the technical hurdles, as
so far, it’s all been self-funded.
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Will there be a marketable product at the end of this
process? Are there any concrete ideas about the end
result?
Angelina: This process in never-ending. This process
may only end if all humans on the planet will stop
having sex (physical, digital, virtual, abstract, metaphorical), thinking about sex, feeling and defining
themselves as sexual beings, and engaging in any
sort of activity that somehow involves the idea of
sexuality. That actually sounds like the end of the
world. I think we are very far from that. Even (especially!) when reproduction will no longer be tied to sex
(by that I mean that foetuses will no longer require a
female body to be developed) and when we will no
longer be dependent on physical bodies – even then,
sex still won’t be erased from being. It will still exist,
solely for the sake of pleasure and fulfilment.

I’m getting carried away. What I’m saying is that
our roadmap is huge and is leading very far into the
future. But if we backtrack to the near present, then
the answer is: Yes, we are developing a marketable
product, but what it is I’m not going to tell you. It
would be very silly for me to reveal my cards before
making a move.
There is still a certain ambiguity attached to the term
sex tech. Hence the question: What is sex tech to
you?
Angelina: Technology that is created to improve
everything to do with human sexuality, from children’s
sex education to porn – the spectrum is very broad.
Technology is exponentially pushing humans into new
realms of existence. We create better and smarter
ways of living - sex is not an exclusion. If we’re not
going to innovate in this field and make sexuality and
sexual wellness acceptable and available everywhere
in the world … What will future generations be like if
they are born in an age of social media censorship?
Repressed and self-ashamed beings, a perfect herd
for manipulations and brainwashing. That’s not really
the future I want to see.
Let‘s talk about the sensations that other sex sech
products neglect. Why is there such a strong focus
on genital stimulation at the moment?
Angelina: Because it sells, it’s bulletproof. People
will buy it and makers know that. There is a clearly
defined market for genital-focused products, there is
no need to re-educate the audience.
Doesn‘t a product become overly complex if you
want it to satisfy a person at all sensory levels?
Angelina: In the beginning yes, but the more we learn about human multi-sensory capabilities the more
we can simplify design and hardware requirements. It
is a challenge, but the result is worth it.
What developments - especially with regard to multi-sensory experiences - should we keep an eye on in
the near future?
Angelina: Raspberry Dream Labs - I heard some
good things about them! :)

„What will the future of cybersex be like?“
is one of the questions Raspberry Dream
Labs seeks to answer
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If it’s upliﬅing, encouraging, or intriguing,

it’s likely to find its way into our social stream
e x c l u s iv e

SheVibe.com finds social media success lies in good ethics, careful oversight and a positive attitude

SheVibe.com co-founder and CEO Sandra Bruce seems to have the social media world on her shoulders. The company‘s
dedicated social feeds are free of controversy and full of inclusive messages, both of which well-known sex toy companies
have struggled to achieve. Truth is, Bruce has been through the wringer enough to know better by now. Long before Twitter,
SheVibe got their social footing on precursory platforms like MySpace. Bruce got her foot in the sex-positive door early by
forming genuine connections with consumers and sex toy reviewers. Ask any pleasure product blogger and most will point
to SheVibe as an exemplary business and social media success story. Getting the right balance of humor, realistically positive
messages, and content that‘s sexually fun and yet non-offensive to all manner of toy lovers is both harder and simpler than it
looks. If your company isn‘t out for the greater good at it‘s very core, it‘ll probably show up somewhere in your socially-posted
opinions - and cause the kind of Twitter outrage than could destroy your entire reputation. Bruce‘s advice is frank and helpful
for any new business navigating the ups and downs of the social stratosphere. With a practical yet soulful approach, Bruce
gives EAN readers the honest truth behind going viral, or screwing up big time.

„

Give us a quick peek into your social
media past. When did you bring SheVibe to
the online masses?
Sandra Bruce: We’ve been involved in Social
Media from day one – Tribe and MySpace circa
2005! Oh, my goodness we were so clueless
and clunky. We were just dipping our toes
in the water back then. We became heavily
invested in curating our social media presence
about 5 years ago. It is an absolutely vital part
of our day to day operations.
What difference has social media made in your
business and interactions with consumers?
Sandra: I think social media has done nothing
but enhance our business. Customers like to
know there are real folks behind the scenes.
They like to see proof that we hear them and
that we care about them. I have to admit, I
used to get a little uncomfortable when folks
would ‚tweet‘ an issue at us that they could
have contacted customer service for. I came
to realize that it was an opportunity to make
it right in the most public way possible; and if
that is how the customer prefers to communicate, then so be it. You must join them
at their table, not insist they join
you at yours.
Sandra Bruce is
co-founder and CEO
of SheVibe.com
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In your experience, who is best fit to handle a
company‘s social accounts? Is the old stereotype of letting unpaid interns tackle Instagram
appropriate?
Sandra: To me, social media is too important to hand off to someone who is not fully
invested. You need someone who is mature,
someone who can look beyond their own
world view. You have to walk a very fine line
between language, intent and personal views.
You absolutely must admit when you’re wrong
and fix whatever that may be when it arises.
You cannot engage in petty back and forths.
Try to keep it light and fun.
Many of today‘s smaller sex toy companies hire
a PR or social media firm to handle their social
accounts. What‘s your take on this, and is it
something you‘d consider doing?
Sandra: The entire staff at SheVibe takes part in
generating social media content. In that regard,
we are all a part of the living, breathing SheVibe
culture. I personally review and manage the
content, making sure it meets various litmus
tests. Our Social Media Manager adds artistic
flare where appropriate and then utilizes various
technologies to bring our platforms to life. SheVibe is an ‚in house‘ company. Our people do it
all – and that’s just the way we like it.
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“ I TH I N K S O CIA L MEDIA
H A S DON E N OTH IN G BUT
E N H A N CE OU R BUSIN ESS . ”
SANDRA BRUCE

We‘ve all seen the social nightmares that occur when
a team member offends followers with an off-color
comment or supposedly humorous post that didn‘t
go over well with customers. How can a company
prevent such online catastrophes, and is it possible
to bounce back from mistakes?
Sandra: I now personally vet all of the posts – all of
us contribute as a team, but I have final say as to
what makes it out to the interwebs. Even with a high
degree of care, we have had a few missteps. If you
immediately acknowledge your mistake, apologize
and make it right, you can recover from a blunder
with your dignity intact. Do not debate the mistake,
just own it. You must also clearly understand why it
upset folks in the first place. Even if just one person
expressed concern, that’s enough to examine what
you did wrong and what you can do better. Approach
everything with a ‚do no harm‘ mentality, and you’ll
minimize your goof-ups.
Social media has built small businesses into empires,
and torn large businesses to small shreds. Can
you really make or break your business on social
platforms?
Sandra: Yes, I think if you have the wrong person(s)
in charge of social media you can harm or even
ruin your business. The internet is vast and has an
excellent memory. There are a handful of companies
that we won’t do business with because of the way
they have conducted themselves online. But rather
than being frightened of engaging because you might
screw something up, you must know that it’s probably going to happen at some point. It’s how you handle
it that matters most. If you refuse to create an online
presence, you are likely missing entire segments of
the population who are potential customers.
Now tell us some of your own social media experiences. What are some of your biggest social
successes, and some of your most valuable teaching
moments through failure?
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SheVibe can also be
found on Facebook,
Tumblr, Twitter, Instagram
and Pinterest

Sandra: Let’s dispense with the bad first; we ran a
campaign that used ableist language. We were called
out and immediately changed the campaign. And,
ugh, the time we posted a sketch of Mike Tyson – that
was a bad call too. There’s been a handful that make
us cringe. Often, it’s ignorance that leads you astray,
but the beauty of ignorance is that you can learn
from it. Our mantra in the office is ‚A complaint is a
gift.‘ We’ve evolved on many aspects of our artwork.
We won’t ever stray far from our comic style/superhero roots, but inclusivity has become much more
important – imperative really. We ran a campaign this
last Christmas that we are really proud of; Kreepy
Kringle. We wove a tale about how our warehouse
was haunted by small, mischievous, liquor lovin’ spirit.
It ran from Thanksgiving through Christmas Eve; it was
pretty funny.
What does it take to ‚get it right‘ on social media for
pleasure companies in the future?
Sandra: I think people want to feel like we’re in this
together, that you’re not just trying to sell them something. We’ve been asked why we post cat videos or
the best burger list since they have nothing to do with
sex. Well, sex is about more than just sex; humans
are a complicated amalgam of everything that we
encounter and that all lends itself to how we express
ourselves sexually. If it’s uplifting, encouraging, or intriguing, it’s likely to find its way into our social stream.
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Ultimately, we want people to feel good about

the origin of the products they choose for intimacy
e x c l u s iv e

I n ti ma te E a rth is a bo utique lube bra nd with a big h ea rt a nd a sensua l s ou l

The future of the lube industry
lies under our feet, not in a
lab. Deterred from irritating
and often stinging chemicals,
consumers are turning to
herbal remedies to relax and
refresh during sex. Intimate
Earth – formerly Intimate
Organics – is a lube company
founded by husband and
wife team Rebecca Powley,
CEO, and Patrick Sheahan,
Director of Sales. They‘ve
spent the last few years rebranding their signature series
of lubricants, massage oils,
arousal gels and toy cleaner.
It‘s been said you shouldn‘t
put anything on your skin
that‘s inedible. This Canadian
couple‘s product line boasts
of organic, herbal-based
products that are just as safe
for your sexy parts as your
tummy (and some are so tasty,
you‘ll definitely want to give
them a lick). Mother (Intimate)
Earth herself, Rebecca
Powley, believes sex should
be readily spontaneous and
naturally expressive. EAN
asked Powley to share her
insights into lube trends and
the organic make-over of
the pleasure industry‘s most
sensual, slippery sector.

Rebecca Powley and
her husband founded
Intimate Earth in 2008
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„

How did you and your husband start
Intimate Earth?
Rebecca Powley: The brand was originally
named Intimate Organics, started in 2008.
We rebranded into Intimate Earth in 2016
and gave all of our packaging artwork the
rich elements of the earth – metallics, wood,
minerals, water, etc.
In starting this company, we knew that we
wanted to offer products with ingredients that
are simple and organic with no animal testing.
By the same token, we wanted to make products that don’t have the harmful chemicals
found in many personal care products such as
paraben preservatives, glycerin, menthol, etc.
The name Intimate Earth perfectly fits what
this brand is about, which is making natureinspired, vegan products that will increase
excitement and intimacy between partners.
What did you want to give the pleasure
industry that you felt it was lacking?
Rebecca: We wanted to offer something
very unique – beautiful products that were
actually healthy and worked amazing!
Distinctively, we offer a variety of different
products for certain circumstances. For
example, those who want to experiment
with anal sex can use our Adventure Anal
Relaxing Serum. People who want to
add some flavor during oral sex can use
our sensational Natural Flavors Glides.
Moreover, it indeed goes beyond the
product in that the experience is of equal
importance; hence we emphasize, ‚love
naturally‘. In this day and age, I’m seeing
the progress being made in terms of people
being more spontaneous and expressive with
their sexuality. It’s wonderful to be able to
connect with people online, who happen to
be our customers, sharing their stories and
experiences with our products.
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What sort of formulas do you use in your lubricants?
Are there any specific ingredients that are important
to include or avoid for vaginal health?
Rebecca: All of our formulas are PH balanced,
paraben-free with natural active ingredients. We are
adamant on avoiding menthol and parabens. All of
our products are vegan, cruelty free, certified organic,
and gluten free.
Ultimately, we want people to feel good about the
origin of the products they choose for intimacy.
What’s changed the most about the lube biz over
the last decade or so from a B2B perspective?
Rebecca: Oh my gosh – what hasn’t??? It used to
be all either generic medical looking lubes or male
orientated and everything is just full of chemicals.
Also, there were maybe 3 categories to choose
from. Now most brands have a softer look with
many different categories – you can get lost in
the lube aisle, although sadly chemicals are still
prevalent in most of them. This is where Intimate
Earth stands out.

health conscious. It’s important to educate people
about what they are putting onto or into their bodies.
What Intimate Earth products are you excited to
promote right now?
Rebecca: Honestly, right now it’s all about anal! Now
that anal sex is becoming less taboo, it’s sparking
more curiosity within women and men. People
love that our products are non-embarrassing or
threatening looking. We have anal relaxing glides
such as Ease, Adventure, and Daring, that do not
numb and make penetration more comfortable. The
feedback has been incredibly positive, and because
of that we were able to build a large following of
satisfied and loyal customers. We also added three
new flavors to our Natural Flavors Glide collection;
Banana Cream Pie, Naughty Nectarines, and Cheeky
Apples, which instantly became favorites with
our customers.

What have you noticed in recent years when it comes
to today’s consumer lube needs? What do end
consumers want in a lube now versus then?
Rebecca: Women (specifically) are asking for
paraben free and sometimes glycerine free
depending on their sensitivity. With the many different
kinds of lubricants out there, it can be overwhelming
to figure out which one suits you. Some people may
prefer water-based over oil-based, or something that
is more natural. A question that often gets asked
is if lubes can only be used on intimate areas. That
depends on the type of lube you’re using. We have
a silicone-based glide called “Elite” that doubles as a
lube and a massage oil, so that people can use it on
intimate areas and outside of intimate areas.
As of late, we noticed a shift in consumers’
purchasing choices as people are becoming more

What’s coming next for the Intimate Earth line with
trade show season on the horizon?
Rebecca: A magician never gives away her secrets,
readers will need to come to trade shows and check it
out – but yes we will have a new little line from Intimate
Earth! Be sure to connect with us on our social pages
if you do want to get a first look at updates from us.
The Intimate Earth
team: Rebecca
Powley (CEO),
Patrick Sheahan
(Director of Sales)
and Desiree Hoskin
(Marketing & Social
Media Director)
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We have just begun the process
of entering the Western market

e x c l u s iv e

R u s sia n bra nd Dja ga Dja ga is eyeing western ma rkets

So far, the lubricants and cosmetics of Djaga Djaga are mostly known in their home market of
Russia. But that will change soon as the brand - which is owned by Moscow-based company
Biomed Nutrition - is looking to expand into western Europe. At the upcoming eroFame trade
convention, the visitors will get a first impression of the Djaga Djaga products. If you don’t
want to wait that long, here is an interview with Julia Isachenkova, Deputy General Director
of Biomed Nutrition, and Maxim Kalyatin, CEO of Biomed Nutrition, who provide us with
interesting information about their company and their products.

„

Djaga Djaga is the name of a lubricant brand
from Russia. Could you give us a short overview
of your company?
Julia Isachenkova: Biomed Nutrition LLC is a
Russian manufacturer of intimate cosmetics. It
is actively developing products under the brand
name Djaga Djaga. Absolutely all the products
that you can see under the brand name Djaga
Djaga are our authoring. This strategy has
served us well. Inside the company, we trust
each other and try to move in one direction. Our
interests overlap very much.

Maxim Kalyatin, CEO
of Biomed Nutrition,
and Julia Isachenkova,
Deputy General Director
of Biomed Nutrition, at
EroExpo 2018

Let‘s talk about your products first. Which collections do you have in your portfolio right now?
Maxim Kalyatin: Our line-up today includes
about 50 products. There are the classic lubricants UNIVERSAL SEX, anal ANAL SEX, vaginal
SAFE SEX, HOT SEX with exciting and warming
effect, and for something more tasty, JUICY
FRUIT - 5 different types (Melon, Beilis, PinaKolada, Multifruit, Coconut). For fisting, we have
ANAL SE. Also, for the first time on the market
for sex products, there is a black lubricant
BLACK DIAMOND, and healing WET ROSE.
Most of these are water-based lubricants, but
we also have silicone lubricants. Then, there
is a line of massage oils with pheromones, for
nutrition, hydration, beauty and youth, and
most importantly, for a pleasant and warming,
arousing sensation.
Is there a product that is especially popular with
your customers?
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Julia Isachenkova: Perhaps the most popular
segment of our line-up is the anal series - these
are ANAL SEX and both types of Anal sex fist.
Equally popular is UNIVERSAL SEX, SAFE SEX,
HOT SEX, WET ROSE (with healing components). Each product has its own characteristics
and every consumer will find something in our
range that suits them.
What sets your products apart from your competition?
Maxim Kalyatin: First of all, when developing
our products, we use active ingredients, essential
oils, natural extracts, and our products have a
cream-gel structure. 90% of our products have a
dense organoleptic structure and each product
has its own colour and aroma, without the use of
artificial colours and fragrances.
Djaga Djaga takes quality and quality control very
seriously. How is this reflected in your products?
Maxim Kalyatin: First of all, each product is
developed by our experts and passes a series of
dermatological tests with subsequent certification
by renowned bodies. Our reputation is important
to us, and as a rule, you need to control the quality of production and products. This way, we have
won the trust of Russian buyers and consumers.
Once having tried our product, the consumers
return to the store again for more Djaga Djaga.
How would you describe your customer base?
Which groups of consumers are you targeting?
Julia Isachenkova: The customer base is very
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diverse. Our products are suitable for everyone, both
young people and older people. The product range
allows you to choose not only from lubricants, but
also from intimate care cosmetics and oils for any
budget.

The Anal products of
Djaga Djaga rank among
the brand’s top-sellers

What are your plans to make your brand known in
Western Europe? Do you see any differences when it
comes to consumer preferences?
Julia Isachenkova: First of all, participation in
international exhibitions, promotion via the internet,
using all the modern tools that it offers, personal
contacts with leading players in the Western market,
long-standing partnerships with veterans of the
Western market, such as, for example, Inverma. In
addition, we started the process of entering the world
market through channels such as AliExpress and
Amazon.
We do not see any particular differences in consumer
preference, since the domestic consumer practically
has the same demands on the products.
Your home market is Russia and your company has
been active since 1989. How has the market in Russia changed over the years?
Julia Isachenkova: The competition has seriously
increased. As a result of this, requirements for quality,
packaging and marketing as well as promotion, and
the price-quality ratio have increased drastically.
What developments do you see in this market at the
moment? What are your expectations regarding the
future of the erotic market in Russia?
Julia Isachenkova: Unfortunately, the economic
situation leaves much to be desired, but our product
has already achieved a strong position in the market,
and step by step, it continues to gain more traction on store shelves. The growth of the market in
Russia seems to be driven by a very large internet
marketplace, which appeared only recently. They
provide new impulses for a significant development of
domestic production.

Maxim Kalyatin and
Julia Isachenkova
presenting the Djaga
Djaga product range at
Thaifest
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Where can your products be bought in Europe? Do
you work with distributors?
Maxim Kalyatin: We have just begun the process
of entering the Western market. We hope to make
the first deliveries to Europe before the end of the
year. We are already considering various partnership
offers from European colleagues. We hope to
seriously make headway on this path after the
exhibition in Hanover.

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

I N T E R V I E W

5

I N T E R V I E W

You will also have a stand at eroFame. What can
you tell us about your presentation, and why should
everybody visit your stand?
Maxim Kalyatin: We are presenting a completely
new format and quality of lubricant that will be of interest to absolutely everyone who knows this topic. Our
products will appeal to even the most sophisticated
users. We will demonstrate the entire line of products
and showcase the new additions that we have added
this year. We will talk about products that give you a
new sensation.
The Djaga Djaga
collection includes more
than 50 products

Is Djaga Djaga planning on releasing any new products in the near future and can you give us a sneak
preview of what to expect?
Julia Isachenkova: We have many ideas and plans.
Very soon, we will have products designed for care.
The first of them is a bleaching agent that allows
you to lighten age spots. The second is aimed at
improving and correcting the shape of the neckline.
We are also working on a line of massage candles
with pheromones.

“ W E ARE PRE SE NTING A
C OMPL E TE LY NE W FOR M AT
AND QUAL ITY OF L UBRICA NT
THAT W IL L BE OF INTE R E S T TO
ABSOL UTE LY E V E RYONE WHO
KNOW S THIS TOPIC .”
Biomed Nutrition will
also have their own
stand at this year’s
eroFame
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I want to provide education that will allow students

to better serve consumers and advance their careers
e x c l u s iv e

The Institute of Intimate Health offers advanced online information for the adult industry

Consumers know more about sexuality, sexual wellness, and sex-related products than ever before. Still, retailers and sex
counsellors get a myriad of questions about those themes every day. This heightened interest is a good thing, of course, and it
is important that consumer questions are answered in a way that is informative and inclusive. That’s also what Sunny Rodgers
thought when she founded the Institute of Intimate Health. This programme offers online courses for trade members, teaching
them everything they need to know to help their customers. Naturally, the economic aspect of customer conversations is not
neglected, either. Sunny tells us more about her project in our EAN interview.

Sunny Rodgers, ACS,
founder and Director of
Curriculum for The Institute
of Intimate Health

„

Sunny, you recently founded the Institute of
Intimate Health. What is the goal of this institute?
Sunny Rodgers: The goal of this institute is
to provide quality intimate health and wellness
information and a certification programme
that includes training for a retail sales environment. I’ve spoken with hundreds of people
in the retail pleasure product market and the
consensus among them was that a certification
programme offering well-rounded education
that would help them better service consumers
and help increase sales. A lot of the certification
programmes currently available focus on mostly
sexual contexts and not on health and wellness
aspects. I want to provide education that will
allow students to better serve consumers and
advance their careers.
Why did you decide that the time was right for
such a programme?
Sunny Rodgers: I’ve actually been working
on this concept of online certification,
information, and mentorship since
2013. As self-care and wellness becomes more important to consumers, I realised
now was the perfect time to
bring this project to the next
level and begin accepting
students.
Let’s talk a bit about your
curriculum. What courses
do you offer and what can
students learn in them?

Sunny Rodgers: I’ve been lecturing on sexual
health and wellness at the UCLA David Geffen
School of Medicine for the past three years and
have found that the majority of medical school
students only receive approximately eight hours
of training in sex education. Most receive a brief
overview of sexual dysfunction and sexually
transmitted infections. This leaves a large gap in
their education when it comes to intimate health.
For this reason, the institute’s courses will focus
on topics that consumers are searching for;
topics that lead them from their physician’s
office and into an adult novelty boutique for help
and guidance.
Initial course subjects will address sexual dysfunction, uterine health, vaginal and vulvar health,
erectile functions, libidos, and pelvic floor issues.
The curriculum covers topics that consumers are
asking about in adult retail stores and to therapists,
sexologists, and sex coaches. Because there is
retail sales training blended in with the intimate
health training, people who work in the adult
retail industry can be better prepared to help their
customers. While the mentoring programme can
help intimate health advisors, sexologists, sex
coaches, and others looking to start their own
business or side-gig advising clients.
Who is your offer aimed at? Can anybody who is
interested register?
Sunny Rodgers: Everyone is welcome to be a
student. Intimate health advisor certification is
aimed at those working in the adult retail industry
and wish to provide better customer experiences
and increase sales.
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Will the curriculum be expanded in the future?
What are the main topics of interest?
Sunny Rodgers: I have been asked to be a
keynote speaker for the 4th Annual PCS Global
Obstetrics and Gynaecology Congress-2019
(GOGC-2019) due to the rise of patients
concerned about their intimate health. I believe that
the intimate health and wellness trend will continue
to grow and as it does the curriculum will expand
to keep relevant.
According to a June 2019 article by Forbes, the
wellness industry is now a $4.2 trillion market
that is growing nearly twice as fast as the global
economy (3.6 percent annually). I believe that the
Institute of Intimate Health is perfectly poised to
continue to grow as the wellness industry expands.
Participants also receive certificates upon successful participation. Will the certificates be monitored
by independent bodies?
Sunny Rodgers: I am currently in the process of
getting the Institute of Intimate Health accredited.
Knowledge is one thing, teaching this knowledge
to others is another. How would you describe your
teaching philosophy? How much prior knowledge
and initiative do you expect from your students?
Sunny Rodgers: I’ve spent the past year researching several educational models and approaches,
including the ADDIE Model, the ASSURE Model,
the Kemp Design Model, and the Kirkpatrick
Model. Through my extensive research I concluded
that the Dick and Carey Model would be the best
in allowing for an all-encompassing education that
can continue to evolve along with our growth and
future expansion goals.
The Dick and Carey teaching model consists of ten
phases that allow students at all levels to get the
most from the education experience.
The curriculum at the institute is focused on
intimate health and wellness, so as long as the
student has a desire to learn more about this topic,
they are welcome to join. The curriculum is selfpaced and geared toward busy adult-learners.
And how can or should they apply their acquired
knowledge?
Sunny Rodgers: The education and mentoring
are specifically tailored to further career knowledge
and advancement with an expanded education in
intimate health, advanced retail sales, and up-todate consumer marketing.
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Certification can lend credibility and can help retail
employees in their current positions by helping
them to better assist customers.
Instructors, educators, and subject matter experts
all admit they’re continually studying, reading,
obtaining certifications, interacting with peers,
and looking for more information in their area of
expertise. It’s a never-ending process to be a wellinformed expert.
Apart from the courses, the institute will also serve as a
place for further information and for exchange among
the participants. Can you elaborate on this point?
Sunny Rodgers: Phase two has plans for a
membership portion of the institute where students
can learn ongoing intimate health and wellness
information, as well as be a part of an online
community.
In addition to the courses, there will also be a
mentoring programme. Who is this programme for?
Sunny Rodgers: The mentorship element is very
important to me. Every day I get inquiries from
people asking for advice on how they can use their
knowledge to create a business opportunity. Most
don’t want to leave their current position but want
to build a health-oriented part-time position that can
allow them to earn extra income doing something
they’re passionate about. I’ve owned several of my
own businesses in the past, including a restaurant,
so I believe I have experience that could be helpful to
these future business owners.
Over the past two years I’ve developed a step-bystep blueprint guideline that intimate health advisors,
sexologists, and sex coaches can follow to help them
create their own niche intimate health business. This
training will be more focused on the possible issues
that can arise when working in an intimate industry,
such as not being able to utilise Facebook and
Instagram ads because of sexual content.
This mentoring aspect is also important to me
because the World Health Organization (WHO)
predicts that by 2030 there will be a shortfall
of 18 million health workers globally. WHO also
shared that most non-communicable diseases are
preventable through preventative knowledge, the
type of knowledge that the Institute of Intimate
Health will provide. To me, this is an important
reason to be able to empower more intimate health
advisors, sexologists, sex coaches, and others to
expand or create their own businesses that can
help our emerging population when they need it.

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

I N T E R V I E W

5

WWW.SCALA-NL.COM

I N T E R V I E W

Is the programme also something for participants
outside the USA? Is it possible to address the
specifics of different markets?
Sunny Rodgers: Courses are available for students worldwide. We already have many international students from Germany and Russia who
have signed up for our waitlist. Curriculum will
cover international issues and will evolve as global
intimate health does.
Creating an online certification programme that
focuses on intimate health, and not just sex and
sexual topics, was particularly important to me
because of the need worldwide for this type of
education. Currently, there is only one trained
sexologist in New Delhi according to the Indian
newspaper, The Sentinel. I hope that the Institute
of Intimate Health can change that not only in New
Delhi but around the globe.

“ THE E DUC ATION AND M E NTO R ING
ARE SPE C IFIC AL LY TAILOR E D TO
FURTHE R C ARE E R KNO WLE D G E
AND ADVANC E ME NT W ITH A N
E XPANDE D E DUC ATION IN
INTIMATE HE ALTH, AD VA NCE D
RE TAIL SAL E S, AND U P  TO D ATE
C ONSUME R MARKE TING .”
SUNNY RODGERS

How much does it cost to become a student at the
Institute of Intimate Health?
Sunny Rodgers: I’m still finalising programme
costs. I want to get BETA student feedback before
settling on a price.
Right now, the Institute of Intimate Health is in its
beta phase. When will it officially start?
Sunny Rodgers: I want BETA students to be
able to complete the certification programme
before accepting new students. During this
time there will be free courses available to
give potential students a feel for what
they can learn with the curriculum. My
estimations is that it will take BETA
students 6-8 weeks to complete the
programme so I’m hoping to be able to have
new students begin before November 2019.
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I think education is key
e x c l u s iv e

S e n suva – Trendsetters in th e sex ua l wellness ca tego ry

„

When Sensuva was started in 2011, you
made it your mission to improve people’s
health and wellbeing by helping them achieve
a more fulfilled sex life. How has this mission
progressed?
Melissa Ximena Golebiowski: It’s only
gotten better! Over the past few years, we’ve
been able to really expand the line from
our flagship product, ON, to other arousal
products, edibles, lubricants, and even
erotic cosmetics. We try to make products
for everyone and both beginners as well as
advanced users of sexual wellness products.
Has your philosophy, your view on the
market, your mission, and your target
audience changed a lot throughout the year?
Melissa: We create products that cater
to everyone but still have a large focus on
women’s sexual health and wellness since
ON remains unmatched in the industry.
We’ve always had a focus on education
which is to our benefit since we see a lot
more couple friendly, education-based
boutiques popping up every year.
Could you give us an overview of your
current product range?
Melissa: Oh wow, well - we have arousal
(some edible options as well), oral and anal
play enhancers, lubricants, erotic cosmetics
and bath and body.

Melissa Ximena
Golebiowski,
Sensuva’s
Marketing and
Sales Manager
(Photo courtesy of
Vanessa Acosta)

When Sensuva launched ON, their flagship product line, back in 2011,
the US brand didn’t just turn a lot of heads, but it actively contributed
to ushering in the sexual wellness trend that is such a dominant element of the erotic market today. In our interview, Marketing and Sales
Manager Melissa Ximena Golebiowski tells us about the brand values
of Sensuva and the importance of high-quality, organic ingredients.
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What sets your products apart from the
competition?
Melissa: We are very serious about healthy
ingredients and we create our own formulas
with only the best. We do not use any
chemical preservatives in our lubricants such
as phenoxyethanol or tetrasodium EDTA.
We use natural flavourings which make for
a clean and crisp taste in our edibles. We
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make our products on site in our own lab, so we
monitor these formulas very closely.
How has the Sensuva product line changed over the
course of the years?
Melissa: We haven’t changed so much as really
expanded our line and our offerings.
Did you notice an increase in demand for sexual
wellness and sexual health products in recent
years?
Melissa: I don’t know if it could be considered
an increase in demand, but I think it’s more so
an acceptable demand to have. Since social
media brings so much awareness to sexual
health and wellness, I think there’s been more of
a comfortability with talking about it, especially in
the United States. People aren’t feeling ashamed
as they once might have a long time ago. And
that’s great because there’s really no reason to be
ashamed towards something so natural for the
majority of us.
What is driving this demand, and what can the industry
do to keep this momentum going?
Melissa: Keep the conversation going about sexual
health and wellness on your social media sites,
blogs, podcasts, etc. Continue to provide that topnotch customer experience in store with product
knowledge and education. I think education is key.
Obviously, people are also getting more interested
in organic and body-friendly products. Does that
development benefit Sensuva as well?
Melissa: It sure does! We pride ourselves on
creating products that are body safe.
Which ingredients are used in the creation of your
products?
Melissa: There are too many to list but some
examples of my favourites would be rosemary oil
and tea tree oil.
How much time and work do you invest in research
& development to ensure that your new products hit
the spot?
Melissa: Since we make the formulas on site, we
have the luxury of trying and testing the products
for quite some time and if they aren’t quite right,
then going back and adjusting the formula based on
feedback.

(Photo courtesy of Hannah Piper
Black of Electric Lust Blog)
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advertising it. I also think the consumer has access
to much more information than they ever did before
which makes them a smarter shopper. People are
looking at their ingredients, they are asking specific
questions, some people go as far as to research
the company’s background they purchase from.
These are all good things and as long as a company
doesn’t have anything to hide, then it should be
welcomed.
Products containing hempseed oil or CBD are
extremely popular right now. What is your opinion
on this product group?
Melissa: It’s so funny because they are popular but
also you see some hesitation in the United States
because of it. It’s not legal everywhere in North
America which makes it bit difficult in some places.
I think HighOnLove does a good job of putting a
notice on their website regarding CBD. But there
are also a lot of adult shops that have expanded
and added inventory as a smoke shop as well, so it
does really help boost business in that respect. My
opinion is: If it works for you, then that’s great!
Is the erotic market focusing too much on sex toys?
Do you have the impression that products such as
yours are underrepresented?
Melissa: Hmmm, I think we get good representation. I think sex toys are definitely just as important.
We have a lot of products in our line that can
enhance a sex toy experience so I definitely
wouldn’t want to say anything negative about them.
Who are your distribution partners in Europe?
Where can European retailers get your products?
Melissa: Our partner in Europe is Eropartner,
they’ve been a great partner of ours and retailers
can reach out to them for our product line.
The market has changed, and there are countless
products claiming to improve people’s intimate lives,
to heighten sexual pleasure and lust, to improve
orgasms, etc. For Sensuva, is this new level of
competitiveness in the market a blessing and a
curse at the same time?
Melissa: I wouldn’t say it’s a curse. I think
it’s important to have products that improve
people’s personal lives and it’s important that
more companies get better at it rather than just
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What kind of support do you provide to distributors
and retailers?
Melissa: Education! We also have multi-language
labels and our customer service is happy to assist
with any questions or concerns.
What are Sensuva’s plans for the rest of the year?
Melissa: We’re focusing own our lubricant line through
the holidays and there could be some new flavours in
the works...but everyone will see soon enough.
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The consumer marketing campaign will be

significant in increasing brand awareness
e x c l u s iv e

Po r n h ub To ys a nno unce new p ro ducts f o r th e f a ll sea so n

„

Last year, Kiiroo entered into a collaboration with porn portal PornHub after the previous
owner – Ann Summers – had backed out. Why
did you take this step?
Helen Zeal: We saw this as an immense opportunity to partner with and leverage the Pornhub
brand and build our interactive customer base.

Pornhub is more than the
world’s most popular porn
site; it is also a powerful brand
that is known all over the
world. To make the most of
this popularity, a sex toy brand
was created: Pornhub Toys.
Following some early hiccups,
the brand is now under the
aegis of sex tech pioneer Kiiro a match made in heaven. After
all, the technology provided by
the Dutch producers adds a
whole new level of interactivity
to the content on the Pornhub
platform. In our interview with
Independent Consultant Helen
Zeal, we talk about the details
of this collaboration and about
the new products that will join
the Pornhub Toys collection
this fall.

With the takeover of the brand, you have also
taken over the existing collection. Could you
briefly tell us about these products? Which toys
are distributed under the PornHub Toys label?
Helen Zeal: The current range includes the
interactive toys, the male strokers, and a
range of powerful vibrators and cock rings, a
wand set, as well as a small range of bondage
products.
How has the PHT collection developed over
the past year?
Helen Zeal: The toys are becoming more
premium, the Pornhub branding is now on the
toys themselves, and we have updated the line
with new male toys and another female toy,
due out this Autumn.
Besides having a famous brand name, what
sets the Porn Hub Toys apart from other products on the market?
Helen Zeal: Previously, with the inherited range, not so much, but we have taken distributor
feedback on board and worked hard to create
a range which stands apart, and this will be
released in phases starting this Autumn.
Let’s talk a bit more about the interactivity of
the toys. How does this work? Can the user
connect to any video on the platform?
Helen Zeal: The user can connect to only
interactive videos, of which there are more than
600 on Pornhub alone. They can also connect
to UFeelTV which has approximately 150

200

videos. The total library of interactive content,
however, is approximately 2700 videos!
Besides the branding, are there any differences
between the interactive PHT products and
Kiiroo’s toys?
Helen Zeal: Some styling differences, but mainly they are identical in technology since we are
developing the very best products within each
price range, and we want to share that with our
customers in both brands.
What is the role of Porn Hub in this
collaboration?
Helen Zeal: Pornhub are collaborating on the
design and range building, and also use their
considerable marketing power and innovative
approach to build brand awareness.
Which synergies have arisen from this collaboration? What experience and knowledge did both
sides inject into the project?
Helen Zeal: As well as the above, Pornhub
have offered product ideas and concepts,
customer insight and obviously they possess an
inherent understanding of their brand identity so
that has informed packaging, copy, digital marketing…. From our side, we have the expertise
in the interactive product category, technical and
aesthetic design specialists, a great supply base
who have offered insight and innovation and
worked with us (and continue to do so) to create
a fantastic product range, and we have brought
in an expert from Ann Summers to head up the
brand within our business, and work directly
with the VP and team at Pornhub. We have had
some interesting debates of course! Overall it is
a very collaborative partnership.
After an initial very high level of interest within the
industry, interest in the Porn Hub Toys seems to
have waned somewhat. Is this perception correct?
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Helen Zeal: We think that we are overdue some new
toys, which in turn will warrant a new and fuller marketing campaign. Both are now in hand. This will reignite
industry interest.
Can the Pornhub brand get consumers on board who
haven’t really shown interest in sex toys thus far?
Helen Zeal: It’s not a soft brand, so it might not make
a great gateway opportunity; on the other hand, it
offers customers a chance to buy into product with a
highly regarded seal of approval. Male customers who
aren’t at ease with buying sex toys will respond to that.
PornHub is not only one of the most visited websites
in the world, it is also a well-known brand. How can
retailers benefit from this brand value?
Helen Zeal: The consumer marketing campaign will
be significant in increasing brand awareness and there
are product-related campaigns in the pipeline for later
releases.
PornHub has millions of users and nigh limitless possibilities for online marketing. How will they use that to
help ensure the success of the collection?
Helen Zeal: We are looking at banners, click-throughs, email campaigns, and promotional activity.
One of the reasons Ann Summers broke away from
the PHT line was protests that accused PornHub of
contempt for women. How do you feel about these
accusations?
Helen Zeal: Pornhub has taken several steps to cater
to its growing female audience, rolling out female-centric campaigns and providing them with several resources to consult. In light of the increase in female visitors
to its site, the company announced the launch of its
“Popular With Women” category, which automatically
curates content catered to female’s specific interests
and features videos that females most often watch
and favorite. Moreover, over the past couple of years,
Pornhub has launched several initiatives/campaigns
to show support for its female viewers, including its
Pornhub Cares Scholarship, which provided $25,000
to a female pursuing a career in a STEM-related fields;
and its ongoing series “The Visionaries Directors’
Club,” which features original pornographic films from
creatives of all kinds in an effort to diversify porn production – paying particular attention to the company’s
female audience.
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Furthermore, to further ensure the safety of all its
fans, Pornhub officially took a hard stance against
revenge porn, which they believe is a form of sexual
assault, and introduced a submission form for the easy
removal of non-consensual content. Those who are
on Pornhub and identify any material that is distributed
without the consent of the individuals involved can
now visit http://www.pornhub.com/content-removal
and fill out the form found there to request the removal
of non-consensual material.
What are your plans for the Pornhub Collection, this
year and beyond?
Helen Zeal: The new product launches this Autumn,
and two more in 2020, and an exciting and innovative
consumer marketing campaign.

“ PORNHUB HAV E
OFFE RE D PRODUCT
IDE AS AND C ONC E PTS ,
C USTOME R INSIGHT
AND OBV IOUSLY THE Y
POSSE SS AN INHE R E NT
UNDE RSTANDING OF
THE IR BRAND IDE NTITY
SO THAT HAS INFOR M E D
PAC KAGING, C OPY,
DIGITAL MARKE TI NG …”
HELEN ZEAL
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Tantric Ganja is an aphrodisiac that

gives greater control, consent and choice
e x c l u s iv e

Ecofeminist entrepreneur Mojo Mustapha is creating a new way to think about sex and cannabis

What do you do when an enormous volcano erupts all over your sex-positive, feminist eco-hostel in Hawaii? You start a
sensual canna-business, that‘s what! To put things into perspective, the eco-preneur in question is Mojo Mustapha, a UK-born
world traveler who started a bevy of businesses around sexual health and saving the planet. His most famous brainchild is (or,
sadly, was) Hedonisia Hawaii, an open-air eco-hostel on Hawaii‘s Big Island. A visit to “Hedo,” as the property was affectionately called, might have you sleeping in a tent at the bottom of a lush jungle crater or catching the morning sun from over
the trees at the top of a grassy hill. How do I know? Because I lived at Hedonisia for 3 months back in 2012, where I wrote
articles on everything from feminist porn to free love for Mustapha‘s multiple feminist websites. My bed was usually closer to a
handful of rain forest bugs than the bathroom (which, appropriately, faced the forest for the best toilet sit you‘ve ever had), and
I occasionally had to fend off giant slugs with my shampoo bottle while in the shower. While following news of Kileau volcano‘s
eruption in May of 2018, I sadly learned Hedo had been completely swallowed up by lava. However, Mustapha refused to be
deterred in his eco-feminist missions, and now he‘s back with an edible cannabis product that empowers women to revel in
their sexual freedom. Now based in Portland, Oregon, Mustapha is reaching out to the European pleasure industry to partner
in this sexually ethical business. Mustapha chats with EAN in his first industry interview about the transformative power of
mindful cannabis consumption.
Germany, Australia, Canada, Denmark, Hawaii,
and the Netherlands.
At the Hedonisia Hawaii EcoFeminist
Community which I founded in 2004, I worked
with a rotating team of volunteers and interns on
the following sex positive projects:

„

More info about Mojo
Mustapha and his
product can be found
at tantricganja.com

What‘s your background in the sexual
health space? Tell us about the many sexual
wellness businesses and organizations you‘ve
championed over the years.
Mojo Mustapha: After leaving University
where I studied Sociology and Gender Equality,
I‘ve been involved in various sex-positive
movements for much of my life. Tantra is a
way to approach sexuality from a healing and
spiritual perspective in addition to pleasure.
I have participated in Tantric Workshops in India,
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a) Ecosensual.org: Despite all the technology
we have, there are still no truly safe and ecofriendly birth control methods in the world
today. So we have written a safe, effective,
and sensual natural birth control calendar
for those who wish to enjoy sex without
unwanted pregnancy!
Social Issues Addressed: healthy sexuality,
natural birth control, couples therapy,
environmentalism, overpopulation,
reproductive rights.
b) EcoFeminist Entrepreneur.com: Learn to
create a business to support or advance gender
equality through female empowerment rather
than victimization.
Social Issues Addressed: female equality
through economic empowerment.
c) NaturalMiscarriage.org: Private and effective
natural abortion information for women who
wish to have the right to reproductive choice
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and options. We consider reproductive rights as a
sensual project because if a woman is not in control of
her fertility she is not sexually equal.
Social Issues Addressed: female empowerment,
environmentalism, overpopulation, reproductive rights,
female sexuality.
d) Tantric Ganja.com: A sex-positive marijuana based
aphrodisiac that allows both women and men greater
control of their sexuality and consent than alcohol.
Social Issues Addressed: Female sexual
empowerment, reduction of rape.
e) WorldArtErotica.com: Virtual Museum of Cultural,
Historical Erotic Art and Literature from around the
World.
Social Issues Addressed: sexual liberation,
multiculturalism, freedom of expression, art therapy,
positive cultural or historical sexual teachings.
What was the inspiration behind your latest
endeavor, Tantric Ganja?
Mojo Mustapha: When I was in India, I tried Bhang
Lassi, a marijuana-based drink. The euphoria I
experienced when using it inspired me to continue
working on a marijuana-based aphrodisiac.
The initial prototypes of Tantric Ganja were created
at the Hedonisia Hawaii Eco-Community.
Originally, my intention was to fund the development
of Tantric Ganja through profits of Hedonisia.
However, in May 2018 the Kilauea volcanic eruption
destroyed the community and erased all investment
capital. We were working on the business plan,
website and research for this project when the
volcano hit our community. Rather than stay
and grieve, I moved full-time to Portland where I
continue to manage the Hedonisia EcoFeminist Web
Portfolio of which Tantric Ganja is a part.
I hear the Tantric Ganja mission will encompass a
product as well as workshops and activities. Can
you tell us about the full range of the business and
what you hope it will instill in consumers?
Mojo Mustapha: As we note in our Tantric Ganja
article Alcohol versus Marijuana, alcohol is a
leading factor in rape and sexual abuse. Marijuana,
on the other hand, is very seldom cited as a factor
in rape. Women report that they have great control
of their ability to give consent when ‚high‘ than
when they are inebriated on alcohol. So we want
to brand and market this product not only as an
aphrodisiac but also as a female empowering
pleasure product that is much more applicable
in this new era of #MeToo and Consent Culture
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movements.Composed of cannabis and herbs
traditionally used for love, Tantric Ganja is an
aphrodisiac that gives greater control, consent and
choice over women‘s decisions to enjoy sexuality
than alcohol.
As part of our effort to build brand awareness, we
are hosting Tantric Ganja Elixir Events in Portland,
Oregon. We hope to host one in the near future in
Amsterdam where marijuana is the most legal in
Europe.
Talk about the Tantric Ganja cannabis product
itself. What is it exactly, how should it be used, and
what will it create for consumer users?
Mojo Mustapha: Marijuana has become
increasingly popular as a sensory aid and mental
relaxant to enjoy sexuality. Using a secret formula
developed in Hawaii, Tantric Ganja enhances
the natural sensuality of marijuana with other
aphrodisiac herbs to make a delicious elixir
drink. The Tantric Ganja Elixir is an ecofeminist
aphrodisiac that gives a woman greater control,
consent and choice over her decisions to enjoy
sexuality than alcohol which is traditionally used by
many women when they want to ‚be in the mood‘.
The aphrodisiac properties of marijuana are well
known by those who use the product. Some
scientific studies have shown that THC enhances
sensuality by lowering our inhibitions and
heightening the senses allowing us to feel more
into our bodies, and each others bodies as well.
Tantric Ganja is a carefully curated elixir combining
THC with herbs hand picked for their aphrodisiac
and energy enhancing qualities.
While our market is all genders, we will be marketing
especially to women by promoting Tantric Ganja
as a safer sensual relaxant than alcohol. This
pleasurable product is not just for couples. Tantric
Ganja can be wonderful for single adults as it
enhances the pleasure of masturbation!
What workshops and activities do you have planned
in the coming year for that arm of your business?
Mojo Mustapha: In Portland, Oregon, where
marijuana is legal, we are hosting Tantric Ganja
Elixir Events where participants can report on their
experiences. This helps us to fine tune the recipe
for the product. Our goal is to launch the product
in either Portland or Las Vegas. However, if we find
the appropriate investor or partner, we may debut in
Amsterdam!
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Why is Portland, Oregon such a unique space in North
America for sexual wellness and safe and healthy
cannabis use? Where in Europe can consumers and
businesses find similar freedoms?
Mojo Mustapha: Portland is one of the most
progressive cities in the world. Based on my travels
to 35 countries and visiting at least 100 cities around
the world, I have found Portland is far advanced in
some very interesting arenas: gender equality, ecoconsciousness, kink and alternative sexuality, legal
marijuana and social entrepreneurship to name a few.
Portland has some interesting quirks. It is one of the
most feminist cities in the world with many businesses
and organizations supporting gender equality. Yet
according to Priceenomics, Portland also has more
strippers per capita than any other city in America! It is
sex positive, kink positive, feminist, gay friendly, queer
friendly, marijuana friendly and very progressive.
Managing the Hedonisia EcoFeminist Community in
Hawaii, we hosted visitors from across the US and
around the world. Consistently some of our most
amazing participants in our community came from
Portland. These visitors were the ones who inspired
me to visit this city. I first came here in 2012 and fell
in love with it. In 2015 I got an apartment with my exgirlfriend and lived here part-time. That was why I had
a place to go to when the volcano took my home and
community in Hawaii.
The cities in Europe that I found to be the most
feminist, sex positive and progressive currently are
ABC: Amsterdam, Berlin and Copenhagen. However,
with immigration and conservative populism prominent
throughout the continent, Europe as a whole is less
sex positive today than it was in the past.

Mojo Mustapha: Amsterdam still has the most
progressive laws on marijuana. It is also very sex
positive. So we are looking for European partners and
investors to help us to release Tantric Ganja in the
Netherlands through the coffee shops where marijuana
is legally sold.
Based on our tests showing that the Tantric Ganja
works well for adults who would like to enhance the
pleasure in the sexuality. A single person can also use
it as a masturbatory tool.
We look forward to working with sex toy manufacturers
and sex educators. The key is legality. Investors or
partners who think they can get a legal foothold in their
city so that we can introduce Tantric Ganja there are
welcome to visit our Invest in Tantric Ganja page. If we
get positive support to develop the Tantric Ganja Elixir in
Europe, we will definitely do so!

Is there the potential for business-to-business
wholesale customers to get involved somehow
and sell the Tantric Ganja product, or possible
collaborations with sex toy manufacturers or sex
educators?

This interview is
contributed by
Colleen Godin, EAN
U.S. Correspondent
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We are really not like any other toy makers

out there right now – we are extremely unique
e x c l u s iv e

A n in te rvie w with th e f o under a nd C E O o f H a nkey‘ s To ys

„

‚The World’s Finest Professional Grade Silicone Toys‘ – that
is the slogan of Hankey‘s Toys
(www.mrhankeystoys.com).
Consequently, silicone plays
an important role in our interview with Mike, the founder of
the US brand. Among other
things, we dispel a myth that
has been swirling around the
internet. Also, we talk about
the characteristics that make
his brand unique and his strategy to only work with a small
selection of retailers.

Would you mind telling us a few things
about the origins of your brand? Since when
has Mister Hankey‘s Toys been around? Who
had the idea for the brand?
Mike: I started making toys in Oct 2015, this
was after visiting a sex shop in San Francisco
with my partner and looking at some of their
toys, the toys I was looking at were similar to
what we make now but much less detailed and
rather boring looking, very basic. I also noticed
the high price tags and the lack of competing
products in the store. I thought, I can do better
than this and I bet I could sell them for less too.
This is where the idea came from. At this time,
I was working a full-time job in construction
which paid well but not well enough to fund
anything extra for the most part. At this time
my son was just born, and I began thinking
about how I might pay for his college someday.
Assuming worst case scenario and using an
online calculator, to fully fund college with no
scholarships or financial assistance 18 years
from the point my son was born, I determined
I would need to save about $500/month for 18
years. I knew this would be difficult so I thought
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Team Hankey: Malanie Foxx,
Mr. Hankey, The Cockmaker,
and Kubo Love

- if I could sell enough toys each month, this
could be the source of income for the college
savings account. I began playing around with
clay and experimenting with moulds, I have no
background in this area, so it was all trial and
error. Lots of money went down the drain trying
to develop the methods and experimenting
with different materials. Finally, I came out with
a toy – the ‘Mr. Hankey’. I actually just posted
that one toy for sale on our site which I decided
to name mrhankeystoys.com. Then we sold a
toy, then another, then another. I made more
toys and they kept selling. At this point, I was
working out of my kitchen.
Jump ahead one year and I went out and
rented a 12’x12’ office and started working out
of there. Rent was $400/month and I was really
nervous to commit to a lease because we
were not making much money. I would pour
toys after work and on weekends, at this point
I was working about 6 days a week, going to
my day job at 5:00 am and staying at my office
until about 9:00 pm every night. I finally hired an
employee, this was a huge decision and again,
I was very nervous but I wanted the help. I
met a great designer at this point and also met
CutlerX who was really great to work with, we
launched the CutlerX and began selling to Mr
S Leather.
Jump ahead to 2017 and we had moved into
a larger warehouse space. I hired another
employee, then another, then another. By this
time, things started to really explode. I was still
working a full-time job and now I was working
7 days a week, same long hours and it was
starting to take its toll on my health, I was really
burnt out. We kept launching more and more
toys and things began to snowball all the way
through 2018.
Now, in 2019 we have moved once more,
expanding again. We have a total of 3 salaried
personnel, including myself, my partner and our
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designer. We have 3 full-time hourly employees and 2
part time employees. Business is booming for us but
we keep things lean and keep our overhead as low
as possible. We are able to compete with pricing and
still have some of the lowest pricing around based on
the weight of our products versus the weight of the
competitor’s products. I have left my full-time job and
now manage our shop full time. This transition was
probably one of the most stressful events that have
occurred in my life, I was heavily over-worked and
my stress level was off the charts, it even landed me
at my doctor’s office and a therapist too. The long
work hours and stress really put a toll on my personal
relationships, and it was definitely not an easy road to
get to where we are now.
Currently, I can say it was all worth it, you just don’t
get anywhere in life without putting in some (extra)
hard work. To get anywhere, you need to be persistent, have a vision, have a strong work ethic, educate
yourself or get an education (I’m a high school
dropout) and you need to work harder than the other
99% of people out there because if you don’t, you
will simply have the same results as the 99% of people who all just work their 9-5 job, go home and then
go back to work. This applies to anything in life but I
applied it to work. For some people, they really want
to be able to just work a 9-5 job, get out of work,
go home and lay on the couch and watch TV and
not have the worries and stress that comes along
with having a business which I can totally respect
as it allows for more balance with family, friends and
health but it’s not for me – I like a challenge of making
it all work, watching it grow and starting from scratch,
not just riding someone’s coattails or doing what
someone tells me to do all day while I line their pockets with my labour and sweat. It was a tough few
years to get to where we are now but finally things
have calmed down for me and we have developed
a system that works and is highly efficient. My stress
level is in the green and very manageable, my income
is back up to where I am comfortable, our overhead
is still low, we have some good team of employees,
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I am exercising and getting my health (both physical
and mental) back and I am delegating more of the
time-consuming tasks that caused me to work such
long hours. I have turned my attention to repairing
my relationships and spending more time with my
son. I still work pretty long hours and work 6 days a
week but I definitely don’t feel the same pressure and
stress that I have over the past few years. We have a
huge backlog of products coming out this year and
into 2020 – we have a new release scheduled every
two weeks going into early 2020.
What is the philosophy that guides you in your
activities? How do you bring something new to the
market?
Mike: We aim to bring a variety of products to our
shop. We primarily offer extremely realistic toys,
typically life castings from actual models and we
also offer very unique fantasy toys. There are a lot
of fantasy style toys on the market right now, lots of
start-ups are basically just attempting to copy what I
would consider to be the originators of fantasy toys
- Bad Dragon – right down to the bases, designs,
colours and name of the toys, so much of it is just
copied and regurgitated by these start-ups with no
real originality of their own. Although there is only
so much you can do with a dildo with regards to
design, we do try to stay unique and we try to avoid
launching styles that are too similar to other toys on
the market. Bad Dragon is a great company and has
really great designs but we are not aiming to be a
knockoff brand of fantasy toys, we aim to stand apart
from all the copycat start-up’s out there right now.
Square Peg is another really good company and I
would consider them the originators of high-end silicone toys; they are a great inspiration and offer great
products. They make some very original designs and
are very much into creating very well thought out shapes. Again though, we do things a bit differently and
don’t offer too many toys that are simply ‘shapes’ –
we tend to incorporate a higher amount of detail and
intricacy into many of our toys by using specialised
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moulding techniques and we try to stock a healthy
mix of realistic toys along with fantasy style toys. We
also offer a very large selection of sizes. We try to
appeal to a large crowd within our niche market and
try to offer a little bit of something for everyone to the
best of our ability.
Lately we have been incorporating products into our
shop that may appeal to our customer base such as
cockrings, sleeves, etc. We have chosen to work with
Oxballs as their products align with our products and
customer base very well.
What can you tell us about your products? How
many, and which types of products are there to be
found in the Mister Hankey‘s Toys line?
Mike: As of now we have 44 models of toys in our
shop. We’ll have 56 by the end of 2019. We offer
both realistic and fantasy style toys in our shop along
with some ‘hybrid’ toys – with a sort of realistic toy
with a touch of fantasy to it. Toys can be customised
including colours and firmness levels and customers
don’t incur long wait times with our customisation
options like they may experience with other manufacturers.
We offer a Hankey’s Toys brand Cum Lube, Elbow
Grease cream lube and FistPowder. We offer two
strap-on harnesses from Mr. S Leather and one
harness from Carmen Rivera. We offer 11 products
from Oxballs and are looking to add more, highend products that compliment our products as we
discover them.
Which qualities and characteristics make Mister
Hankey‘s Toys stick out from the crowd of adult
products?
Mike: I would say our originality stands out; we are
really not like any other toy makers out there right
now – we are extremely unique.
Our high-quality craftsmanship and materials are
second to none, we spare no expense on materials
and we don’t use import materials, we only purchase
within the US. Many toy manufacturers import materials, the quality and content of these materials is often
truly unknown and highly questionable. We also test
our final product and post our testing results on our
website; this is almost unheard of. In my opinion, we
have so many toy manufacturers out there who say
their products are safe but to me – without testing
and proof, that’s really just unproven assumptions.
Our customer support is also very unique, I still answer all emails and I live with my phone, sometimes
responding to customers within seconds. We are

212

very responsive to our customer’s needs and we
are excellent at communication and addressing any
customer requests or concerns. I would say our
customer service is as good as it gets, I would love
to get the same type of customer service we provide
when I try to contact a company with a question or
concern – so I try to do just that – provide the best.
On your website, you state that all of your products
are ‚made of the world‘s finest 100% platinum silicones‘. What are the differences between the various
types of silicones?
Mike: We do pride ourselves on using the best
silicones on the market. We purchase from one of the
most reputable companies in the United States and
we don’t import.
There are many different types of silicones. Common
types are tin and platinum cure silicone. Tin silicone
is cheap and inferior. Platinum is the best. But – even
within the platinum silicone category, there are more
categories. For example, there’s imported platinum
silicones that have no testing to show contaminates,
there’s medical grade silicone, there’s ISO certified
‘Skin Safe’ silicones and the list goes on.
To put a myth to rest here – Platinum silicone does
not mean ‘medical grade silicone’. Nobody sells a
medical grade sex toy. Even if you do use a medical
grade silicone, the pigment won’t be medical
grade. I have never heard of a company that uses
medical grade materials. You need to understand
the difference here – Medical Grade items are meant
to be implanted into the body for a certain period of
time. Some medical grade may only be approved to

Hankey‘s Toys has
experienced significant
growth in recent years
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be implanted into the body for 30 days for example,
some can be implanted longer – even within the
medical grade category there are even more
categories. People searching for a dildo do not need
medical grade. You are not removing a kidney and
replacing it with a dildo. Platinum silicone is about as
safe as you need to be, the toys will be used for a
period of time and then removed. Platinum silicone
when compared to some of the other options out
there is much safer – if you own a cheap vinyl toy, just
smell it, you can smell the toxicity as it continually off
gasses it’s entire life.
Let’s put it this way – would you allow an infant child
to play with chew toys that are made out of the same
types of compounds as a car tire? No, you will use a
safer material such as silicone and if it’s a good chew
toy, it will be made from platinum silicone (surprisingly,
even most chew toys made for infants are often not
even made out of platinum grade silicones). Are chew
toys that are made for infants made from medical
grade silicone – no, this is not common. Food grade
possibly but not medical grade, it’s just not necessary. The chew toys are not going to be surgically
implanted and the same goes for sex toys, they are
not meant to replace a human organ.
What’s the difference between medical grade, food
grade, etc? Basically, the manufacturing techniques,
testing and QC certifications are different but the end
product is essentially the same. We do test our fully
cured materials and post all testing results; we do
ensure that our materials are safe and non-toxic.
I think you get a lot of misinformation on the web,
especially from self-proclaimed sex toy experts who
simply copy one another, a bunch of clones who get

“ WE A RE N OT LOOKIN G TO MASS
MA RK E T OUR P RODUCT, WE DO
N OT WA N T TO BE IN YOUR LOC AL
CH A IN S EX S H OP TH AT SEL L S
CH E A P P IN K F UZZ Y H AN DCUF F S
N E X T TO OUR TOYS  TH AT ’ S J UST
N OT OUR ST YLE. ”
MR. HANKEY

214

A glimpse behind
the curtain of production

toys for free from companies in agreement to promote their brands, get paid from affiliate sales (yes, we
give away toys too – everyone does) and then simply
regurgitate false information about materials in their
reviews and blogs. Most of these people online actually know very little and sometimes nothing about the
materials they are talking about. If you really want to
know what’s in the product, talk to the chemist – not
the blogger or online reviewer, they are actually very
low-level sources to get information from regarding
material composition and safety.
Here’s another myth buster – you CAN use silicone
lube with a high-quality platinum silicone toy. If the
manufacturer recommends that you don’t then you
are either dealing with a silicone that is not a true
high-grade platinum silicone or the manufacturer is
just regurgitating info that’s been circulating the web
for years and actually probably does not know much
about the products they are using. If you put silicone
lube on a high-grade silicone toy and the toys melts
or turns gummy – you have an inferior product. All
Hankey’s Toys are compatible with silicone lube and I
can say confidently (although untested with all lubes)
– any lube on the market. Show me one lube that
reacts negatively with our toys and I would be very
surprised, our materials are bullet proof – show me
one that melts when placed in contact with another
toy or when using any lube on the market today.
What inspires you? Where do you get the ideas for
new products?
Mike: When it comes to life castings, well that’s
easy – those are exact replicas. With regards to
fantasy designs, we leave that up to our designer for
the most part, I like him to use his creativity. I may
provide some guidelines such as basic dimensions
but he typically takes those dimensions and then
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The 'Cutler X‘ dildo that is
mentioned in the interview

just runs with it. He prefers fantasy over realistic
but we still keep a good mix, he’s great at whatever
he designs. We have used other designers in the
past but not anymore, after 2019 we will only use
designs from one single designer as he’s the best
we’ve ever seen.
We’ll also be launching a tube site here in 2020,
the tube site will only feature videos of people using
our toys. This will allow customers to watch videos
before they purchase, while they play or to simply see
what others are doing. It will be searchable by sexual
orientation and also by model of toy – for example, if
you want to see all videos of people using our toy the
‘Goliath’ you would simply click on ‘Goliath’ to watch
those videos. Our tube site will not include videos of
people using toys other than ours.

What can you tell us about the pricing of your
products?
Mike: Yes, we are proud to be able to still offer our
toys at a competitive price. Silicone toys are not
cheap. The materials are not cheap to buy either –
high quality platinum silicone is extremely expensive.
Fortunately, we have been able to keep our pricing
low in comparison to our competitors. As time
goes on, we expect to be even more competitive
as we continually seek to better pricing and achieve
better leverage through larger purchasing power.
One unique thing about our pricing, we don’t mark
up a toy more simply because it’s larger. Many
competitors do this, they may sell a toy that weighs
1oz at a relatively low price but then they sell a 1lb
toy for a disproportional higher amount. We do not
do this. We have our pricing which is ‘per gram’
pricing. When we release a toy whether it weighs
1oz. or 1lb. your pricing will still be set at our ‘per
gram’ price multiplied by the weight of that toy, in
grams. We don’t add on an additional cost above our
‘per gram’ pricing simply because the toy is larger
or unique or whatever – our pricing is consistent, fair
and extremely competitive when based on weight.

The product that
started it all:
'Mr. Hankey‘

Who’s the target audience for Mister Hankey‘s Toys?
What expectations does this audience have towards
your brand and your products?
Mike: Our core base of customer’s is what I would
describe as a rather seasoned, experienced group
of people. People who are serious about sex-play
and are willing to invest in high-end products that
will last their lifetime. These are people who enjoy
sex and can think outside the crowd, they aren’t the
same people going into some junk sex shop and
purchasing a piece of garbage that’s hanging on the
rack for $20.00. These are people who, whether solo
by themselves or with other partners, have an active
sex life that they value and enjoy. Many of them have
enough experience to already know what they want.
We do get more newbies nowadays and because
of this we have expanded our size range to include
smaller toys with each new release but our core base
are still people with more knowledge and experience
with sex and sex toys than your average person.
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Which channels of distribution do you use to market
your products?
Mike: We market our toys through advertising
campaigns, we have many models and people who
support us on social media, we sponsor events in the
community, and we sell to some niche and high-end
sex/fetish shops.
Where can the European trade get your products?
Are there distributors and wholesalers you are
working with? Or are you doing business directly with
the trade?
Mike: Yes, we sell to Clonezone, Prowler, and others
in the UK. You can see our complete list of retailers
here: https://www.mrhankeystoys.com/contact
We are very particular about who we sell to and we
regularly turn down requests to sell our products in
stores. In order to sell our products in a particular
store that store must align with our customer base
and must be a high-quality shop. Our goal is not to
wholesale our product, so we keep our list of retailers
short – it’s not easy to get our toys sold in just any
sex shop, we choose wisely.
What qualities are you looking for when choosing
your distribution, wholesaling, and retail partners?
Mike: We seek partners who represent high quality
products and brands. If a retailer is just aiming to
sell as much garbage as possible at the lowest rates
to produce sales, then we are not interested. The

retailer must be unique, niche is best. They must be
high quality and have a good reputation. We are not
looking to mass market our product, we do not want
to be in your local chain sex shop that sells cheap
pink fuzzy handcuffs next to our toys – that’s just not
our style.
What are your plans for the future? Do you want to
expand your product line?
Mike: We are going to continue to be pretty
aggressive with new releases through the end of
2019 and even into early 2020, it will taper down to
1 release per month after this. We will most likely
expand our selection of items that compliment
our products such as we did with Oxballs. We are
working on offering some custom-made larger
sizes suction cups and even a cum tube option,
this will most likely be coming in 2020. Our tube
site will be a big release and we expect that to do
well and allow our customers one single source to
search our toys that are featured in videos in one
single site rather than searching the entire web.
Basically we are growing about as fast as we want
to grow right now, it’s a good pace and challenging
to keep up with – we could not grow much faster
and would not want to, we are doing very well and
expect to be expanding our lines and are excited
for the future – it’s definitely looking bright for us
and our fans! Visit www.mrhankeystoys.com for
more information.

“IF YOU REALLY WANT TO KNOW WHAT’S IN THE PRODUCT, TALK TO THE CHEMIST  NOT
THE BLOGGER OR ONLINE REVIEWER, THEY ARE ACTUALLY VERY LOWLEVEL SOURCES TO
GET INFORMATION FROM REGARDING MATERIAL COMPOSITION AND SAFETY.”
MR. HANKEY
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Our products are a conduit between
modern technology and old-fashioned pleasure
e x c l u s iv e

Ami Lin, Sales and Marketing
Representative at Oivita

A m i Lin te lls us a bo ut th e la test develo p ments a t O ivita

Fitness trackers have become everyday items for many people. Those little wearables
measure various data such as the number of steps the wearer has taken throughout the
day or how many calories they have burned or their heart frequency. And all of this data is
analysed to help the user achieve a healthier, more active lifestyle. The products of Oivita
are very similar in nature, the main difference being that they are also sex toys aimed at
creating more fun for couples. EAN wanted to know how these two elements go together.
And of course, we were also curious about the new lubricant that Oivita has launched,
and how that fits into the overall brand concept. So, we asked Ami Lin from Oivita’s
sales and marketing team for an interview.

„

Starting with your first product,
how did you expand the playing
field to add new ideas?
Ami Lin: It’s a natural progression, really. When we first
started off, we knew that we
wanted to create a cockring;
then it was a revolutionary,
interactive experience; then
we simply went off the deep
end and decided that we
were going to create something
for everyone … and what do
you need when you’ve created a
ring and a toy? Lube, of course.

This is a unique field for a start-up; how do
you maintain team synergy?
Ami: We keep the team small, because other
than manufacturing there’s no need to complicate things by having a factory of people. First
and foremost, we’re friendly in our interactions. It helps that we have a common interest.
There’s also no outsourcing of ideas, what
you see arriving at your house was designed
in ours. Pride and accountability make for an
overall good experience for both the company
and the consumer.
What’s the hardest part of working in this field?
Ami: While it’s a niche field, we certainly
wouldn’t say it’s a hard one. No matter what
people may outwardly say about the reserved
nature of their sex lives, orders and internet
figures say otherwise. If there is a challenge,
it’s in the production process, but each little
obstacle is simply another stepping stone on
the path to perfection.
Being familiar with the latest technology, what
made you decide to enter a niche market?
Ami: We wanted to help spread the message
that being healthy is being sexy. We want
people to know themselves better, and to even
think about the simple things in deeper ways.
While it‘s known that sexual satisfaction is
good for people, what isn‘t known to many –
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men in particular – is the link between sexual fatigue
and health problems. In particular, chest pains during
or after sexual activity can result in a
heart attack, just as it can with any exercise. This is why
we‘ve incorporated advanced sensors for measuring
heart rate, SpO2, and motion. With these features we
can get more people not just into good sexual health
practices but overall wellness awareness, leading to
better well-being and life satisfaction.
What materials make your products stand out from
the crowd?
Ami: We pride ourselves on our medical-grade
silicone, our SpO2 monitor, and our interconnectivity
between our devices and your smart device. As far
as our lube goes, we’ve created a product that not
only lubricates, but benefits an overall healthier atmosphere in the regions normally covered by pants.
In your mind, how do sexual health and overall health
intermingle?
Ami: They’re essential to each other. Beyond the fact
that sex is a mentally healthy activity in which to engage,
the brass tacks of the whole deal is that it’s exercise,
which we all know is good. That’s why we’ve designed
a product which is good for both the mind and the body
and perfect for use either alone or with a partner.

L I N

How do you choose the materials for your products?
Ami: Materials can be good in the pleasure market
but fall short in so many other ways. We’re not your
simple plastic and rubber operation. We want the
choicest hypoallergenic materials going into our
product, not to mention that sex toys should definitely be waterproof. We’re not using stuff that goes
into a space shuttle, but we try to get as precise as
possible, and a big part of that is keeping the overall
health of the consumer in mind.

“ WE WANTE D TO HE L P
SPRE AD THE ME SSAGE
TH AT BE ING HE ALTHY IS
BE ING SE XY.“

Can your product be used with
other devices?
Ami: Of course, fill that big, beautiful bedroom of yours. We’d
love to say just buy a lot of our
products, of course, but we’re
hoping that you’re having fun in
every way possible. Go nuts!

AMI LIN
What can you tell us about the
unique tech that goes into your
product?
Ami: With the ORing Plus, we’ve not only created an
intelligent ring that can be used with a smart device
to create unique vibrating patterns, but we’ve also
included blood oxygen level monitoring, performan-

With the app, you can check all
kinds of stats and data, and you can
even create your own vibration patterns
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ce indicators, and a heart rate monitor. We like to
think that we’ve made a FitBit for your bit, no matter
the size of that bit. Not to mention the medical
grade silicone and built-in pedometer. You’re in for a
great time with that. The OVibe maintains the same
integrity of materials while taking care of the internal
experience to the Oring’s external one. In addition
to the tech listed above, the OVibe also reads your
body and auto-swells up to 37 % and heats up to
40 °C (104 °F), allowing you to focus on the task at
hand. Cutting-edge AI tech also learns your patterns
and helps you climax more and more with each use.
Did we mention that these also charge wirelessly?
We’re also very excited about the different kinds of
OLub. We’ve provided a product with amino acids
and probiotics to benefit the skin and reduce the
chances of infection on those super-wild nights.
Does OLub have advantages over other lubes?
Ami: It’s a water-based lube formulated for deep
hydration, and while it’s made with making the sexual
experience in mind, it’s also a perfectly good skin product. Like with our other products, health and pleasure
are both in mind from the earliest steps in the creative
process, so consumers know that they’re getting
something made entirely with them in mind. We’re fans
of sex and health ourselves, so there’s no way we’re
going to steer others in the wrong direction.
How would you describe the interrelation among the
products in the Oivita range?
Ami: Our products are a conduit between modern
technology and old-fashioned pleasure. While they
can be used as a standalone device, they can also
be linked up with your smart device to enhance the
experience. In addition, the ORing Plus, OVibe, and
OLub can be combined in any fashion to make for a
great night in.
What makes the OVibe stand out from the mass of
other vibrators?
Ami: We could tell you that it’s perfect at hitting the
g-spot, but what a basic thing to go with. What’s
truly special about the OVibe is that it warms up,
swells, and learns your body inside and out using AI
technology. When it comes down to it, we feel like
we can safely say that there’s not another vibrator
like it. In fact, it’s more than a vibrator, it’s a package
tour of your body in a tiny, super-high-tech device.
From the beginning up until now, how have your
products improved and evolved?
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The many features of
the OVibe also include
wireless charging

Ami: Oh wow. That’s a long story that we can
definitely keep short for you. Everything from being a
start-up to getting the right materials to the right places at the right time is a challenge, but a challenge
we can definitely overcome. We’ve tested so many
different materials and formulas and the evolution
has been quite spectacular. While we feel like we
had a product that was ready on day one, it’s the
little delays and malfunctions that helped us turn our
range into one that we feel is perfect.
How would you introduce a newcomer to the world
of sex toys to the ORing Plus?
Ami: It’s a product that speaks for itself, and far
beyond the cockrings of old. As far as comprehensive sexual experiences go, we feel that the ORing Plus
delivers satisfaction in an intuitive way. Unlike other
sex toys, it integrates in-device tech and controls with
a fully interactive app experience. In addition, the fact
that it can keep track of your health while enhancing
your sexual pleasure means that you’re getting the
best technology available not just on an intimate level,
but also one that competes with top fitness devices.
Where can people get your products?
Ami: Right now, we’re only available on Indiegogo
InDemand, but as we move forward you can look
for us in sex shops and keep track of where we are
on the conference and trade show route. You never
know where we might pop up. Feel free to email us
with inquiries, we’re always on the line.
Which conferences and shows will you be attending
over the next year?
Ami: We’ve got yours, eroFame, on the agenda in
Hanover this year, and we’re always looking for new
opportunities. Follow us on Facebook and Twitter,
as well as our website, to stay up to date with what’s
going on over at Oivita.
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Venus Vibes is unique in so many ways!
e x c l u s iv e

Ta tia n a Pre obra z h enska ia p resents h er co mp a ny Venus Vibes

Tatiana Preobrazhenskaia,
founder of Venus Vibes

The ancient Romans worshipped Venus as
the goddess of love, sensuality, and beauty,
making her name a perfect fit for the erotic
industry. Tatiana Preobrazhenskaia, the
founder of Venus Vibes, named her company and her most popular product after
the Roman goddess. EAN wanted to know
more about the strategy that Venus Vibes
deploys to live up to its divine eponym and
asked Tatiana for an interview.

„

Venus Vibes is a young company that offers
a whole range of sex toys aimed at women.
Could you tell us more about your company?
Who are the masterminds behind Venus Vibes?
Tatiana Preobrazhenskaia: The head behind
Venus Vibes is me, Tatiana Preobrazhenskaia.
I‘m a free thinker, and I love that Venus Vibes
is a company created for women, by women.
I believe women should be free to express
their sexuality and enjoy self-love; that‘s
why I created Venus Vibes - to celebrate the
goddess in every woman.
Is there a philosophy that guides your company?
Tatiana: Women are my focus - liberating and
empowering them so they find their sexuality
and sensuality. Exploring that aspect of yourself
should be celebrated!
What are the most important aspects regarding
product development and design?
Tatiana: I look for products that I would enjoy
using. Simplicity and modern designs really
draw me in. I also look for functionality something that serves multiple purposes but is
easy to use.
Your company offers a range of different products. Is there a sex toy that is especially dear
to you, and could you tell us more about it?
Tatiana: My flagship product, Venus. Venus is
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SIREN
Hello there! My name is Alice and I am 38 years old and single.

I am not a typical girl, I love riding my motorbike, beer and rock music. I don’t know why but since many
years ago I like to buy and use weird sex toys. I have a couple of dildos with dragon shapes, weird
vibrators and from SVAKOM I have the NYMPH. I bought it because it looked totally different from the
normal sex toys. When SVAKOM launched SIREN, I bought it straight away. It looked like two tongues and
I didn’t have anything like this.
Well, from my experience, I like it even more than NYMPH, and I have to say NYMPH has been one of my
favorites. This tongues are extremely strong, what I love and makes my orgasms so strong. The power of
the toy is just incredible, it feels kind of a cunnilingus. My favorite place to use it is in the bathtub. Nothing
better than listening to ACDC and using Siren in the hot water. That is heaven!

testimonials
VICK

Hello my name is Ryan and
I am 24 years old.

I am pretty kinky and love to use sex
toys by myself or with my hookups.
I am open gay and most of the people
I talk with through Grindr (Tinder for
gays) turn crazy when I show them
the number of toys I have and the
fantasies I want to do with them.
I have ropes, cockrings and some
anal plugs. My favorite is VICK from
SVAKOM brand. Love how I obey them
to plug it on me and they control the
intensity and the vibration modes
with the remote. It just feels great
because it also massages your
perineum, so for me its really double
pleasure.

ELLA

IRIS

Hey there! My name is
Wesley and I’m 33 years old.

I was never a big fan of sex toys but my wife wanted to
buy one together several years ago and we did it.
Found out we couldn’t get aroused that much from a
15USD Amazon vibrator, so we thought maybe we
were not into it. Then my wife was telling me that a
influencers was promoting a brand called on her
Instagram and wanted to buy one. I told her many
times influencers just want to promote and that it’s not
honest reviews. She didn’t listen to me (thank god)
and bought the Iris. We gave it some tries and found
the perfect way for us to use it. She holds it on her
clitoris while I penetrate missionary. She comes every
time now!
I actually got scared about a toy replacing me. Now
it not only helps her, it makes me extremely horny every
time she brings out Iris.

Hello. My name is Alyssa and I’m 27 years old.

I love sex toys and so does my girlfriend,
we love them as much as outdoor activities. We have been dating for almost two
years now and my favorite sex toy is Ella. I love to have control over my
girlfriend, so Ella is perfect for whatever activity we want to do together. My
favorite story controlling Ella while my partner has it inside was around three
months ago. We wanted to go hiking so bad, but weather was pretty bad, so
we decided to go rock climbing indoors. The instructor was taking care of the
ropes while my girlfriend was climbing and since I like to be a little bit mean, I
started the Ella App on my phone. She really didn’t expect it – so she
o
screamed in pleasure when the vibration started. The instructor told her to go
down while she started laughing and saying everything was okay. When she
went down, the guy couldn’t stop asking what made her scream.
Once we left the place and went to the car, my girlfriend told me while
laughing that I was a completely bitch and that she loved it.

3
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multi-use, with a wand massager on one side and a
classic dildo on the other end. She heats up as well
and is soft and flexible, for that lifelike feeling.
Your products are named after ancient goddesses or
mythological women. Why did you choose to name
them this way?
Tatiana: The Venus Vibes team believes that every
woman is a strong and independent goddess; powerful in her own way. Our toys are the same - each has a
different strength and is unique to the owner.
The market today is full of vibrators and dildos. Why
should consumers choose your products? What
makes Venus Vibes stand out?
Tatiana: Venus Vibes is unique in so many ways!
Aside from our body-positive message, all of our
products have been tested by a team of women. We
have selected what we feel are the most effective,
simple, and pleasurable toys. We have stunning
luxury packaging that makes every purchase feel like
a personalised gift to the customer.

On your website, there is also something called “Venus University”. What exactly do you teach there?
Tatiana: Venus University is to keep all of our
incredible customers up to date on new products
and new developments in the sex toy industry
and to answer commonly asked questions about
our amazing selection of toys. It helps convey our
company message and gives women a community to
connect with.
The flagship product of Venus
Vibes also bears the name Venus

Are the Venus Vibes products also available in
Europe? Are you working with distributors?
Tatiana: Currently, Venus Vibes is exclusively
available in the US. However, we are working
diligently with distributors in Europe to create
availability and become a global brand!
What are your plans for the future of Venus Vibes?
Tatiana: The future of Venus Vibes is endless! We
have so many goals for 2019 and 2020 - one of
those being global reach with our products. Also, I‘m
incredibly excited to open a Venus Vibes boutique
with an exclusive custom collection that has been
in the works! Women will be able to socialise and
network in an intimate setting, that‘s completely
positive and judgement free.
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What do Germans associate with the city of Flensburg? At the top of the list, you’ll find ‚Flens‘
(Flensburg pilsner), the German central traffic register – and the names ORION and Beate Uhse,
even though the latter has stopped being a big employer in Flensburg a while ago. In this edition
of our Monthly Mayhem, we turn to the other big Flensburg-based company, ORION, or to be
more precise, we talk with Hauke Christensen, who has been with ORION for 25 years as of
August 1. Among other things, he does away with the notion that everybody in Flensburg is
working at ORION – after all, you still need someone to brew the ‚Flens‘, right? By the way, if
you’ve never tried Flensburg pilsner, the ORION wholesale team always bring some to eroFame.

„

How many of your friends, neighbors, and
family members in Flensburg do NOT work at
ORION?
Hauke Christiansen: I must admit that the
lines between colleagues, friends, and family
are rather blurred at ORION. However, it’s
not like there are a no other companies in
Flensburg; just think of the Flensburg brewery
whose beer we ‚export‘ to Hanover during
eroFame.
What was your childhood ambition?
Hauke Christiansen: Being the head of
distribution at ORION wholesale ;-)
How did you get into the sex toy industry?
Hauke Christiansen: Even back in 1994,
ORION was already known as a great
employer in Flensburg. I simply applied for a
job when they needed more people for their
sales team.
If you weren’t in this industry, what would you
be doing now?
Hauke Christiansen: There are two options:
federal police or sales representative at the
company where I got my professional training
- it was a company in the spirits industry, by
the way (so, selling stuff like Bommerlunder,
Osborne Veterano or Hansen Rum).
What was the biggest step in your career?
Hauke Christiansen: ORION has pretty flat
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hierarchies, meaning that big leaps are rather
rare; however, I was lucky enough to start
right here, at ORION wholesale, and that
this division was relatively small back then.
Therefore, I had the opportunity to help shape
the division and its evolution.
Where do you see yourself in 10 years’ time?
Hauke Christiansen: Either being the head
of distribution at ORION wholesale or doing
something else …
How do you envision the future of the sex toy
industry?
Hauke Christiansen: There are a great many
companies and products in this market,
but the number of retailers is going down.
This would indicate that more and more sex
toys are sold via other channels, and that in
turn, leads me to believe that sex toys are
becoming more acceptable in the mainstream
market, especially within the younger
generation of consumers. Therefore, I am
confident that the industry will be in a great
place ten years from now.
What is your idea of a perfect working day?
Hauke Christiansen: A Thursday at eroFame!
Having a lot of fruitful conversations with
clients during the day and then partying at the
Oktoberfest in the evening!
How do you relax after work?
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Hauke Christiansen
Questions & Answers

Hauke Christiansen: In spring or summer:
garden/beach. In fall or winter: Netfl ix.

“ P E O P L E S AY TH AT I
Who would you consider your role model and
why?
Hauke Christiansen: My parents. They worked
hard all their lives, they didn’t moan and complain
but got things done, and now, they are enjoying
their well-deserved retirement.
Imagine you have been asked to award a medal to
someone. Who’s the lucky winner?
Hauke Christiansen: Sandra Christiansen - my
kids can be a handful.

H A R D LY E V E R G E T
W O R K E D U P. “
HAUKE CHRISTIANSEN

Hauke Christiansen: I’d take my wife and my
sons, and we’d watch James Bond.
You have a month’s holiday. Where would you go?
Hauke Christiansen: Australia.

Which personal success are you proud of?
Hauke Christiansen: Starting a family.

Which three things would you take with you to a
deserted island?
Hauke Christiansen: Smartphone, power bank,
and a ticket back home.

What do you particularly like about yourself?
Hauke Christiansen: People say that I hardly
ever get worked up.
Which vice could you never forgive?
Hauke Christiansen: Wasting beer.

If you could swap lives with somebody for a day,
who would it be?
Hauke Christiansen: My cat - he always looks so
relaxed.

What song do you sing in the shower?
Hauke Christiansen: Don’t worry, be happy.

Is there anything you would never do again?
Hauke Christiansen: Buy a Renault Espace.

Who would you never ever like to see naked?
Hauke Christiansen: Donald Trump.
With whom would you like to go to the cinema and
what fi lm would you watch?
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Do you have some good advice you want to share
with our readers?
Hauke Christiansen: Love what you do!
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