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The result of more than a year of 
planning and preparation, the Elite Dis-

tribution Partnership program is designed 
to improve stock availability, giving retailers 
even more reliable access to Pipedream 
Products’ top-selling European SKUs. Pi-
pedream’s exclusive selection of Elite Dis-
tribution Partners is the result of a rigorous 
Request for Proposal (RFP) selection pro-
cess. These Elite Distribution Partners will 
carry the full range of Pipedream European 
top-sellers and are committed to servicing 
retailers with dedicated marketing support 
designed to increase brand exposure and 
boost sales. Pipedream looks forward to 
working with ORION, who joins SCALA 
and DEBRA NET as the third Elite Distri-
bution Partner in Europe. “The Pipedream 
leadership team is proud to announce that 
ORION has been selected to join our Elite 

Distribution Partner program and bolster 
our international supply network,” Pipedre-
am CEO Matthew Matsudaira said. “The 
Elite Distribution Partner program is one of 
the latest strategic investments in Pipedre-
am, our international facilities, and adult 
retailers around the world. We appreciate 
the feedback and support we’ve received 
from our customers worldwide and look 
forward to continued improvement and 
expansion of Pipedream’s global presen-
ce.” The launch of the Elite Distribution 
Partnership program follows the debut of 
Pipedream’s brand-new state-of-the-art 
distribution center in the Netherlands. This 
new facility was designed to help reduce 
customer lead times, allowing the Europe-
an market to receive Pipedream shipments 
faster and more efficiently, with fortified 
customer service.                     

West Hills, USA - Pipedream Products is proud to announce that ORION has been named 

its third Elite Distribution Partner, the latest European distributor to become part of this 

streamlined international network. 

Pipedream announces ORION as 
3rd Elite Distribution Partner in Europe

06

N E W S

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

It is maddening. News of 
the slow death of inner 
city shopping streets is 
being shouted from the 
rooftops, and you’d think 
people would try to give 
consumers more incenti-
ve to go shopping there. 
However, some politicians 
and authorities still make 
it unnecessarily hard for 
erotic stores to move 
into their cities or towns. 
You wonder why I am 
bringing up this issue? 
Well, I recently spoke with 
the manager of a retail 
store chain, and it was 
an eye-opening conver-
sation for me – especially 
because the town we were 
talking about happened 
to be my hometown. As 
the manager explained, 
he had found a perfect 
location for a new store 
there a few years ago, 
but until this day, nothing 
has come of it because 
local politicians have given 
him the cold shoulder at 
every turn. Which is insane 
considering that he wanted 
to create new jobs in this 
region, not to mention the 
taxes he would have paid. 
But apparently, the idea 
of a shop selling vibrators 
instead of running shoes 
is still too much to handle 
for some people, even in 
these modern times.

That‘s it for this month!
Matthias Johnson 

letter from the editor
Hand-selected d istr ibut ion partnerships streaml ine supply  chain in  EuropeDear Ladies and Gentlemen

Wadgassen, Germany - 
Whether for masturbation 
or in play with their partner, 
consumers can experience 
a variety of scenarios with 
the unique sensations crea-
ted by the ElectraStim brand of electro-sex 

toys. If you have any 
further questions, ST RUB-
BER’s customer service 
will be happy to help under 
the telephone number: +49 
6834 4006-0 or simply visit 

the online shop: www.strubbi.com.         

ST RUBBER expands its range with 
further electro sex toys from ElectraStim



These lightweight and breathable garments 
are made from a stretch material that truly 

heightens performance. Your athletic build will 
really emerge in four sporty selections. The long 
leg enhancer shorts are smartly designed to 
assure complete coverage while you exercise. 
The multifunctional zipper muscle tank top 
becomes a mock turtle neck when zipped and 
collared neckline when open. The sport thong 

and sport jock have enhancing pouches that 
offer all the comfort and support you expect from 
Male Power. This entire line is made in a two tone 
fabric with a subtle burnout patter, offset with 
contrasting trim and a plush elastic, embossed 
waistband. Select from two color combinations, 
grey/black or blue/black. Peak Performance, 
from Male Power – it is ‘in’ at the gym, and 
magnifique on the physique.                              

Hauppauge, USA - Male Power presents something ‘gymtastic’ – the Peak Performance collection, the perfect sportswear for 

working out, or just being out and about.

Male Power 
brings out the best in you
Peak Performance 



The move has paid off. After two years 
of development, the line has genera-

ted a huge surge in sales for the brand. 
The new collection was a major step for 
Kiki De Montparnasse to invest in the 
pleasure category in a meaningful way, 
and the brand is now ready to open its 
doors to wholesale opportunities. To date, 
the collection encompassas a diverse 
range of pleasure products including 
vibrators, stainless steel items, massage 
oil candles, stone dildos and eggs, and 
gold bondage jewelry. To create the line, 
Kiki De Montparnasse tapped industry 
vet Molly Murphy who brings more than 
a decade of experience in the category. 
The Co-Founder and Managing Director 
says, “Prior to launch, I was delighted to 
find that Kiki De Montparnasse shared my 
vision and belief that there was space for 

Tokyo, Japan - Male Pleasure Item brand 
TENGA announces three additions to its 
popular TENGA SPINNER series: The 
NEW TENGA SPINNER. 
The NEW SPINNER models have kept 
the characteristic internal coil and are 
available in three different designs. Each 

a new premium offering in this category. 
I wanted to create something that was 
unique in both form and function and 
representative of Kiki’s modern, sensual 
aesthetic. The pieces are luxurious, yet 
organic in their shape. The customer 
experience is central to each design. We 
spent nearly two years developing this 
collection, fine-tuning the types of vibra-
tions, travel pouches, and the packaging. 
The goal was to create something pro-
vocative and luxurious, combining Kiki’s 
unique style with sexual wellbeing.” Molly 
Murphy says, All Instruments of Pleasure 
come in Kiki De Montparnasse’s signature 
packaging, which includes a keepsake 
storage box, nd includes a travel pouch. 
The vibrators and sexual wellness pro For 
more information on products and who-
lesale, please contact info@kikidm.com 

of them features different levels of 
firmness, stimulations and diameters, 
and are named Pixel, Beads and Brick. 
The item is easy to wash, dry and 
keep clean. Available in Europe from 
early September 2020. €30 RRP (each 
sold separately).       

New York, USA - When luxury fashion and lifestyle brand Kiki De Montparnasse launched its 

in-house Instruments of Pleasure division in January 2020 it became one of the first fashion 

brands to enter the category with the aim of inviting a mainstream, luxury seeking customer 

to explore the world of pleasure.

Kiki de Montparnasse’s ‚Instruments 
of Pleasure‘ collection debuts

TENGA launches three additions 
to popular TENGA SPINNER series
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The 
Dual 

Density 
range of 
products 
consists 

of realistic dildos designed to reach all intimate 
hot spots. These premium realistic dildos are in 
a natural tone color and some models have a 
strong suction cup for use on smooth surfaces. 
The design features carefully crafted details to 
enhance the natural appeal, while its dual-densi-
ty material offers twice the intimate fun. Its soft-
touch exterior and solid core form an irresistible 
combination that will enthuse consumers with 
its sensational feel. The Liquid Silicone range 
consists of realistic silicone dildos made from 
100% hypoallergenic Liquid Silicone. This ma-
terial stands out for its silky matte surface with 
extraordinary adaptation to the body. The Liquid 
Silicone premium range is in a natural tone color 
and has a silhouette that includes a suction 
cup base on some models. The boxes of the 
Rock Army have been carefully designed to 
offer the consumer all the information of the 
product without having to open it. Each dildo is 
equipped with a hygiene seal guaranteeing 
that each products has been checked mi every 
detail. From €24.95 to €54.95 the customer will 
get a real experience that will result in the consu-
mer buying more products from the line.          

Alcalá de Guadaira, Spain - Dreamlove is relea-

sing Rock Army, a new range of dildos in Dual 

Density and Liquid Silicone material, carefully 

manufactured to come one step closer to 

real sensations. 

New from Dreamlove: 
Rock Army
Dual Density  Di ldos & L iquid S i l icone Di ldos

Tel. + 49 461 5040-210 or -114 · Fax + 49 461 5040-5346 · wholesale@orion.de
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B Swish bills the Bthrilled Premium as 
a profoundly satisfying wand made 

for deep exploration. An ergonomically 
contoured handle is angled for effortless 
access to sweet spots. Strategically 
placed buttons dedicated to intensity 
adjustment level up the pleasure pulse 
with ease.  The compact wand features 
3 gradually intensifying speeds and 4 
luscious patterns for maximum pleasure. 
Made from silky, body-safe silicone, it 
warms to body temperature for maximum 
comfort.  The company highlights Bthrilled 
Premium’s power to match the intensity 
of bulkier, larger wands while offering 
unparalleled high quality and a price point 
under $70 retail. “B Swish is really known 
for our Basic and Classic line products, 
which feature well designed pleasure 
products at really accessible price points,” 
says a company representative. “We 

think it’s important for our customers to 
know that we do the exact same thing 
with our Premium range products.” B 
Swish is sending the Bthrilled Premium 
on another round of B2B promotions due 
to the common misconception that the 
brand focuses on small-budget products 
only.  “The price point is a little higher 
because you’re getting added features like 
USB rechargeability and deeper vibrati-
on quality, without sacrificing any of the 
features of the Classics and Basics line like 
body-safe materials, waterproof construc-
tion,” says a B Swish rep. “This is not just 
a higher-priced Classic tier product, but a 
peer to other more luxury focused brands 
in the pleasure space.” B Swish chose to 
spotlight the Bthrilled Premium for their 
3rd quarter product announcement after 
initially releasing the mini wand massager 
in the spring of 2020.         

Los Angeles, USA - Pleasure manufacturer B Swish invites business customers to revisit the 

Bthrilled Premium, a wireless, mini wand-style massager unveiled last May.

B Swish reminds of the advantages 
of the Bthrilled Premium Mini Wand
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Veendam, The Netherlands - Get summer 
ready with the new swimwear collection 
from Be Wicked, exclusively available at 
EDC Wholesale. The collection offers sexy 
summer essentials with high-cut styles 
that really accentuates her curves and are 
amazingly comfortable. The different styles 
have adjustable straps for a great fit and 

are made from elastic, quick-drying materi-
al. The collection includes swimsuits with a 
classy look and transparent details, playful 
swimsuits with lacing on the front that can 
be tied at the back, and super sexy bikinis 
that will definitely draw the attention. Be 
Wicked swimwear collection offers 15 
different styles in a variety of colors.        

New arrivals of Be Wicked 
swimwear at EDC Wholesale



CLF toys are 
gender-in-

clusive, colorful 
monsters with a 
goal of creating 
a world where all 

people have access to healthy sexual expression 
and education. Each cute monster is innocuous 
enough to leave out on the nightstand, and has 
its own pronouns and personalities which are 
lived out in a webcomic series that covers sexual 
health and modern issues. Cute Little Fuckers 
is rooted in queer visibility and the sex-positi-
ve activist work by founder and creator Step 
Tranovich (they/them/theirs). “I am filled with awe 
and gratitude for the response to CLF while we 
anxiously awaited full scale manufacturing,” said 
Tranovich, “I am blown away by the magnitude 
of love people have expressed after using their 
toys for the first time, and how our inclusivity & 
positivity has been felt throughout everything 
CLF does.” Cute Little Fuckers toys are made 
with high-quality silicone that has a giving soft-
ness that still holds its shape, and an incredibly 
silky surface feel. The electronics provide some 
of the strongest vibrations available on the mar-
ket without having to plug it in, while also 
being incredibly quiet. Each CLF monster has  
10 speeds and modes to choose from and is 
USB rechargeable.                               

San Francisco, USA - Cute Little Fuckers, the 

unique and educational sex toys shaped like cute 

monsters, announced the public launch of its full 

line of inclusive toys following a successful and 

much-buzzed-about Kickstarter campaign and 

pre-sale. 

Cute 
Little Fuckers
Worldwide avai lab i l i ty

Tel. + 49 461 5040-210 or -114 · Fax + 49 461 5040-5346 · wholesale@orion.de
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“We are very proud that we will 
be able to sell the high-quality 

Pipedream products, which are extre-
mely popular with our customers, as Elite 
Distribution Partners in the future”, said 
Hans-Jürgen Bähr, Purchasing Manager 
at ORION. “We are looking forward to 
the future – and some new Pipedream 
bestsellers that will enrich our love toy 
range.”“We are happy to have ORION as 
one of our Elite Distribution Partners and 
part of our recently unveiled international 

Horsham, USA – Baci Lingerie has added 
to their award-winning collection of pan-
ties, and they are now shipping through 
Xgen Products. Two brand new styles are 
now in stock, both available in three colors 
and six sizes. “We’re excited to be able to 
add on new styles and colors to our line 
of panties,” said Andy Green, President 
of Xgen Products. Sexy, soft and com-
fortable, these new thongs will be your 
new go-to pieces with their all-over sheer 
lace and thick-cut waistband. The thongs 
are available in regular or low-rise cut, 
and come in pink, neon blue or orange.  
Keeping in Baci’s vision of empowering 
women of all sizes with a sexy confidence, 

distribution network, designed to give 
retailers faster and easier access to Pipe-
dream’s top-selling brands,” Pipedream 
Products CEO Matthew Matsudaira said. 
“ORION and the rest of our Elite Distri-
bution Partners will carry the full range 
of Pipedream European top-sellers and 
have committed to providing retailers in 
their regions with dedicated service and 
support – all with the goal of boosting 
sales and enhancing brand recognition 
internationally.”        

each style is available in six sizes: small, 
medium, large, extra-large, 1X/2X and 
3X/4X. Baci Lingerie, a female empowering 
line of delicate and exquisitely designed, 
fine lingerie, is first and foremost about 
encouraging every woman, every style, 
every shape to embrace their unique and 
sexy confidence. Baci, derived from the 
Italian word for ‘kisses’, draws inspiration 
from the spirit of all women and her desire 
to enhance her natural sex appeal. The 
vast selection of exquisitely crafted styles, 
ranging from the simple and classic to the 
highly provocative, are designed with the 
ever-changing styles and desires of today’s 
woman in mind.       

Flensburg, Germany - ORION is honored to have been named a Pipedream Products Elite 

Distribution Partner, one of few European distributors selected to exclusively deliver the 

award-winning brand to retailers in their region.

ORION honored to be named Pipedream 
Products ‘Elite Distribution Partner’

Xgen Products now shipping 
new panties from Baci Lingerie
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The new additions 
are Brontes and 

Arges, versatile vibra-
tors with two motors 
each that drive seven 
vibration patterns 

and three speeds. They are made of solid 
silicone and ABS and both are IPX7 waterproof 
and USB-rechargeable. Their design is in line 
with the rest of the Goddess Collection: dark 
blue silicone with gold coloured accents and a 
matching packaging. Apart from the vibrations, 
Brontes also offers pulsating waves functions, 
that are available in seven patterns and three-
speeds too. The toy is flexible because of the 
narrow neck, and Brontes’ soft spot at the top 
transfers the pulsations perfectly. The shortest 
part of this stimulator transfers the vibrations 
the most intensely. The vibration functions 
and pulsating waves functions can be used at 
the same time or separately. Brontes comes 
with an easy to use remote control. Arges is 
a versatile vibrator with rotating beads, that is 
suitable for vaginal, anal and clitoral use. The 
rotating beads have three speeds and are loca-
ted just above the angle, which is a great extra 
to the vibrations in both ends. Arges is a rather 
sturdy stimulator with a slightly flexible top. 
The shortest part of this stimulator transfers 
the vibrations the most intensely. The vibration 
and rotation functions can be used at the same 
time or separately.               

Axel, The Netherlands - As the Goddess Collecti-

on proved to be major success and is selling very 

well, Tonga extended this Dream Toys range with 

two more toys. 

Brontes & Arges
New from Tonga

Magazin_reklama_2_tiskova_data.indd   1 14.02.2020   12:48:29

13



Despite several hurdles, the sex product 
market of the nation has witnessed 

a 65 percent rise in sales amid the post 
lockdown phase, clearly indicating that 
the widely-advocated ‘stay home, stay 
safe’ message is being practiced by the 
millions by also ‘staying sexual.’ These 
intimate highlights of the nation’s populace 
are some of the key features being shared 
in the fourth edition of the – India Unco-
vered: Insightful Analysis of Sex Products’ 
Trends in India – curated by ThatsPersonal.
com – India’s leading sexual wellness 
destination. The fourth edition report was 
generated after a granulated trend study 
of over 22 million visitors, approximately 
three hundred and thirty-five thousand 
sex product orders and a little below five 
hundred thousand products sold to lay it 
all bare in its newest research report. Sha-
ring his thoughts at the unveiling of the 
report, Mr. Samir Saraiya, Chief Executive 
Officer of ThatsPersonal.com said, “It’s 
been a great journey so far with interesting 

Wadgassen, Germany - From now on 
retailers can order the Pheros Pheromo-
ne Cream 120ml of the brand intt from 
ST RUBBER! This is a 10-in-1 moisturi-
zing cream for skin and hair. Its aphrodi-
siac components can have the power
 to stimulate the senses and make 

learnings coming from our data mining and 
analytics. We always get asked interesting 
questions concerning the Indian market 
and we thought it would be fun to share 
our learnings with our fellow Indians. We 
find the market rapidly growing as Indians 
have shed their inhibitions and are open to 
experiment and try out new products.” The 
report also highlights a stark difference in 
the shopping trends of men and women. A 
total of 64% of the customers were male, 
and penis enlargement pumps seem to be 
a hit buy among them. The rest, females, 
spend more on vibrators, and this fits with 
the worldwide trend. Surfing habits have 
been found to be dependent on gender, 
too. Males tend to spend more time on the 
website, while females like their basket size 
big, perhaps quietly hinting at their other 
preferences in life too. Coming to the age 
groups and a whopping 61% of buyers 
fall in the 25 to 34 age-group clocking the 
most products sold per order as well as 
the highest repeat orders.       

intimate moments an unforgettable 
experience. If you have any further 
questions, ST RUBBER’s customer 
service will be happy to help under 
the telephone number: +49 6834 4006-0 
or simply visit the online shop: 
www.strubbi.com.       

Mumbay, India - The adversity of the lockdown, initiated to prevent the spread of the novel 

coronavirus (COVID-19), has turned into an advantage for the sexual wellness market in India. 

Indian sex toy market 
rises 65% in post COVID-19 lockdown

intt Pheros Pheromone Cream 120ml

N E W S

ThatsPersonal .com 
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Samir Saraiya, 
CEO of 
ThatsPersonal.com

























































Ontario, USA - CalExotics has released 
key findings from a recent survey of 

industry professionals. A statistic to set the 
stage – the majority of retailers (62 percent) 
believe that their customers seem negati-
vely impacted by their sex ed upbringing. 
“Most adults grew up with sex ed that 
was riddled with misinformation, untruths, 
stigmas and judgement. But with all of 
this lingering discomfort and shame, it’s 
inspiring and hopeful to know where they 
can turn for a better education...retailers! 
said Dr. Jill McDevitt, Resident Sexologist 
for CalExotics. The survey concluded that 
retailers are commonly asked the following 
questions by customers: 
 
• How can I please my partner? -  77 

percent of retailers surveyed 
• How can I spice up my relationship? 

– 77 percent of retailers surveyed 
• Is _____ normal? - 73 percent of 

retailers surveyed

Wadgassen, Germany - ST RUBBER is 
pleased to announce eight new products 
in the drugstore assortment, as the 
PLAYBOY CONDOMS are now available 
exclusively from the German wholesa-

• How can I introduce ______ to my 
partner/ask my partner for _____? 
– 69 percent of retailers surveyed 

•  How can I have an orgasm during 
intercourse? – 69 percent of retailers 
surveyed 

•  How can I increase my partner’s libi-
do? – 65 percent of retailers surveyed 

•  What is _____(terminology they read 
online)? – 58 percent of retailers 
surveyed 

• How long should sex last? – 31 
percent of retailers surveyed

 
What is it about pleasure product busines-
ses that make customers feel comfortable 
seeking out new information? The different 
tactics retailers are taking including: 
sex-positive marketing (72 percent), sexual 
health merchandise (68 percent), ongoing 
training (60 percent), sex-positive corpo-
rate culture (56 percent), and sex-positive 
displays (52 percent).       

ler. Ff you have any further questions, 
ST RUBBER’s customer service will be 
happy to help under the telephone num-
ber: +49 6834 4006-0 or simply visit the 
online shop: www.strubbi.com.      

Ontario, USA - CalExotics has released key findings from a recent survey of industry profes-

sionals. A statistic to set the stage – the majority of retailers (62 percent) believe that their 

customers seem negatively impacted by their sex ed upbringing. 

Retailers leading 
the charge on Sex Ed

PLAYBOY CONDOMS 

N E W S
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“The product is already in the ma-
nufacturing process, and will be 

delivered to early bird customers who 
participated in our crowdfunding campaign 
late by October 2020 ,” says Jay. Odile 
anal sex toy, invented by Jay and Gagnon, 
is a truly remarkable product that promises 
to make comfortable, pleasurable anal sex 
a reality for all. Using the team’s proprietary 
technology, Odile is a butt plug designed 
for easy insertion and safe, gentle and 
pain-free dilation that works for beginners 
and advanced users alike.  Odile features 
a 2.5 cm wide shaft with a rounded, profile 
tip end to ease insertion, medical-grade 
silicone exterior for maximum comfort, 
and flared, wide base to keep Odile safely 
anchored outside the anus. Once inserted, 
users can turn the black key located at 
Odile’s base, which slowly increases the 
girth of the shaft millimeter by millimeter. 

Odile’s shaft can be increased to reach 
(3.9 cm of girth at the user’s preferred 
pace, which Jay says it’s needed most 
for anal sex.  Odile’s IndieGoGo campa-
ign is now live and accepting orders. The 
campaign will last 60 days, beginning on 
August 15th, with the first round of product 
deliveries arriving by late October 2020. 
Odile Toys was created when Jay and 
Gagnon realized the niche of toys made 
for anal dilation was lacking in products 
that could deliver real results.  “For many 
years, I was frustrated by the products 
on the market for anal dilation,” says Jay. 
“A lot had been done, and I respect what 
mainstream anal sex toy companies have 
offered, but for me it was not efficient 
enough. Good anal sex requires good 
anal dilation first, and I believe that the sex 
toys on the market for anal dilation are not 
doing the job properly.”       

Los Angeles, USA - Odile Toys founders Benjamin Jay and Chloe Gagnon are announcing the 

launch of an IndieGoGo campaign in support of their flagship sex toy, Odile – Butt Plug Dilator.

Odile Toys seeks 
Crowdfunding support

N E W S

The IndieGoGo campaign started in  August  15th 
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Beneden-Leeuwen, The Netherlands - 
SHOTS has incorporated the full assort-
ment of the HighOnLove brand, which 
is now available on the company‘s B2B 
website. This Canadian, female-friend-
ly brand stands head and shoulders 
above the rest with its luxurious appe-
arance and high-quality products. All 
HighOnLove products  come beauti-

fully packaged and are sure to be the 
centre of attention in any store display. The 
HighOnLove CBD products are known to 
help improve sleep quality, exercise and 
reduce stress levels. HighOnLove products 
are vegan, chemical-free and cruelty-free. 
They contain no soap, parabens or 
colourants and are made with100% 
premium natural ingredients.                   

SHOTS is distributing HighOnLove

















Obii is a clitoral stimulator made 
of squishy silicone. It provides 

powerful suction, pressure waves, and 
vibrations. If you visit the site for the 
lamp, visitors simply switch the toggle 
to ‚SFW‘, to see Obii, the mood light, 
where its charging base glows softly and 
reflects off the protective case to create 
a relaxing ambience and atmosphere. 
However, if fans have nothing to hide 
and prefer to explore pleasure in a less 
restrictive way, the switch can be flipped 
to reveal the ‘NSFW’ mode showing Obii, 
a clitoral massager. It has been designed 
with pleasure at its forefront and uses 
pulses to create suction and vibrations to 
stimulate the full clitoris. Commenting on 
Obii, the founders of Biird said: “When 
we first started developing the brand and 

Axel, The Netherlands - Vibes of Love, one 
of the Dream Toys collections that is being 
expanded all the time, has 3 new purple 
vibes. Each of them existed in pink already. 
They are waterproof and soft to the touch. 
The vibrators have 2 low noise motors 
that drive 10 vibrations, so they are great 
for enhancing sensual moods! The Tender 
Tulip duo vibrator has a shaft that looks 
like an opening flower and a special clitoris 

our first product, we were struck by how 
there are still restrictions of sexual ex-
pression surrounding us. We’ve worked 
in the adult toy market for a combined 
20 years, and find it deploring that com-
panies are still unable to openly show 
what they are selling. Sex toy sales have 
risen during lockdown, so the demand 
for such products is obviously there. 
People want to search and talk about 
them freely, so we can’t understand why 
we kept running into the same barricade 
time after time. That’s how Obii really 
developed. We needed a product that 
was first and foremost about delivering 
pleasure but it needed to be smart to get 
around draconian advertising restric-
tions.” For sales enquiries please contact 
sales@biird.co        

stimulator with nubs. This toy will stimulate 
the hot spots really well! The Floral Fantasy 
is a firm duo vibrator with ridges on the 
shaft and soft butterfly antennas on the 
clitoris stimulator. The Magic Bunny is a 
firm rabbit vibrator with soft bunny ears 
and distinct ridges on its shaft. Lovely fresh 
additions with the well know Dream Toys 
quality, in a matching packaging, available 
now at tongabv.com.       

Rotterdam, The Netherlands - New sex toy brand, Biird, launches its first product Obii, a 

‘mood…lamp’, challenging mainstream aversion to advertising and promoting healthy con-

versation around self pleasure, as sex toy sales continue to surge during lockdown.

New sex toy brand Biird launches 
award-winning product called Obii

Purple Vibes of Love

N E W S

Is  i t  a  lamp?
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SHOTS will greatly expand its current loca-
tion in Beneden Leeuwen, the Nether-

lands. Only two years after the construction 
of the last warehouse building – which holds 
a hefty number of 2500 pallets – SHOTS is  
already close to reaching its total capacity 
once again. That’s why SHOTS has decided 
to secure all the available building lots in the 
surrounding area. Plans have begun for an 

expansion of SHOTS European  faci-
lities with three new buildings being 
planned for 2021: two new 5000m2 
warehouses and 2500m2 of new 
office space. With this purchase, 
the land, warehouses, showrooms 

and office space will all be doubled in the near 
future. This is the largest investment and ex-
pansion in the company’s history.                  

Beneden-Leeuwen, The Netherlands - SHOTS proudly announces its most biggest expansion of offices and warehouses to 

date in the Netherlands. 

SHOTS Europe Expansion
Three new bui ld ings are planned for  2021



The launch of a global cohesive 
wholesale strategy will assist in the 

brand’s mission of creating a more sexu-
ally equitable world for all people.
“I could not be more thrilled to have this 
incredible team of talented people wor-
king to help achieve our company’s mis-
sion,” said Lora Haddock DiCarlo, CEO 
and Founder of her namesake brand.  
Succeeding Ian Kulp, beauty industry 
pro, Michelle Harris joins the Lora DiCarlo 
team as the new Global Wholesale Direc-
tor. With over twenty years of experience, 
most recently leading the sales team 
at Davines, a luxury Italian salon brand, 
Harris will bring her innovative approach 
and rich sales background to continue 
elevating and growing the brand across 
the world. Harris is joined by Barcelo-
na-based company Gisele Internatio-
nal. Overseeing global expansion, Lisa 
Sananes, Julie Bonnet, and Anne-Noëlle 
Bertel bring their long-standing industry 
experience and expert regional knowled-

Hanover, Germany - Since no eroFame 
will be held this year due to the Corona 
pandemic, the trade fair organisers are 
using the break to breathe fresh air into 
the homepage www.erofame.eu. 

ge to the team.Director of Trade Marke-
ting, Sarah Brown, a long-standing expert 
and educator in the sexual wellness 
space, brings her seven-year tenure in the 
industry along with her two-years of expe-
rience at Lora DiCarlo guiding marketing 
and product development to the team. 
Brown’s role will refocus on leading the 
global and retail marketing strategy as the 
brand continues to expand internationally. 
Lora DiCarlo brand and product expert, 
Sherry Tran joins the team as a Partner 
Support Specialist. Integral to the team, 
Tran will bring her extensive LDC product 
experience acting as the bridge between 
wholesale partners and the Lora DiCarlo 
team. With a primary 2020 focus on North 
America and Europe the B2B launch will 
be supported with exclusive distribution 
partnerships with the following: Entrenue 
for the US and Canada, Eropartner for 
Europe, and Sugar&Sas for Australia. For 
sales opportunities please contact sales@
loradicarlo.com.       

Not too long from now, the revised 
website will be back online. Then 
new information about when the next 
eroFame is planned should also be
available.        

Bend, USA - Lora DiCarlo Company is pleased to announce global expansion with the launch 

of an all new, women-led B2B sales team. Since its inception in 2017, the brand has continued 

to see explosive growth within its direct-to-consumer channels. 

Lora DiCarlo continues 
global growth with B2B expansion

Redesign for www.erofame.eu

N E W S

New Business Development team ent i re ly  women-led
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Lora Haddock DiCarlo, CEO and 
Founder of the namesake brand





The changeover is a gradual process 
and this could result in mixed stock 

for a short period of time. Both the old 
and the new packaging have numerous 
pictures of the product and a description 
of the product in nine languages as well. 
‚Svenjoyment Underwear‘ is the label for 
attractive male underwear that is made 
out of fashionable material. The underwe-
ar’s sophisticated designs and functions 

Copenhagen, Denmark - Official job ad 
from MaleEdge & Jes-Extender: 
Who are we - We are a supplier to the 
adult industry worldwide, and we have 
been in the business for over 20 years. 
We are looking for an export manager to 
service and develop current customers, as 
well as adding new customers to our list of 
partners. We are based in Denmark,  but 
you could manage the job from most Eu-
ropean countries, since our key customers 
are in central Europe/UK. We also do have 
customers around the world including 
South Africa, Australia and USA. We stand 
for reliability, quality and relentless service. 
Who are you - Preferably you are already 
in the industry, and know your way around 
it, with a good personal relationship to 
the key partners. It would of course be a 

emphasise “a man’s best parts” – attracti-
ve, sporty and extravagant. The high-qua-
lity material fits like a second skin and 
the advantageous fit puts his masculinity 
in the limelight in a provocative way. The 
collection offers a lot of designs for many 
different situations and fun occasions. 
The collection also stands out because 
the underwear is high-quality and at an 
affordable price as well. 

great plus if you know customers we are 
not supplying, that you can convert due to 
your history. Your age and seniority may 
vary, but we want a serious and ‘grown up‘ 
person who like to work as an indepen-
dent, and has the self-discipline and drive, 
necessary to succeed as ‘self-employed‘. 
You like to travel, and be out and about. 
What do we offer - Strong brands who 
have proven their place in the market. A 
strong and vibrant support from ‘home 
office‘, which also listens to the changing 
demands of the market, and adapts quick-
ly. An informal, humoristic atmosphere, but 
performance is of course key. A healthy sa-
lary for the right person, including bonuses. 
You can begin ASAP. Please send resume 
and recommendations to:
email@jesbm.dk        

The men’s lifestyle underwear label, ‚Svenjoyment Underwear‘, will now be delivered in new 

environmentally-friendly packaging that is in a new design.

Svenjoyment Underwear - Male 
lifestyle underwear in new packaging 

MaleEdge & Jes-Extender 
are looking for a Key Account Manager 

N E W S

ORION Wholesale 

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

Rainbow Booty Jewels

medium

large

small

WWW.SCALA-NL.COM



Rainbow Booty Jewels

medium

large

small

WWW.SCALA-NL.COM



The Shegasm Tandem Teaser 10X 
Clitoral Stimulator with Egg Vibe is a 

two-in-one combo that can be used indi-
vidually or together for mind-blowing dual 
stimulation. Rechargeable and made with 
body-safe silicone and ABS, the Shegasm 
Tandem Teaser offers seven levels of pow-
erful suction from the clitoral stimulator and 
three speeds and seven functions of in-
tense buzzing from the egg. The two parts 
can be used independently or together for 
a highly personalized experience, and for 
an especially intense sensation, users can 
tap the diamond button to engage turbo 
mode, increasing the intensity of both 
parts at once. Form meets function with 
the elegant Shegasm 10X Elevate G-Spot 

Tokyo, Japan - TENGA Co., Ltd, is proud 
to announce its newest addition to the 
iroha brand lineup: The iroha ukidama. 
The iroha ukidama is an external-use, 
rechargeable item that combines vibrati-
on with a lighting function. It can be 
used as a floating bath light or a couple’s 
massage item. The designs of the 
casings create different light patterns 
to enjoy. The iroha ukidama is availa-
ble in three design variations: TAKÉ, 

Vibrator. Rechargeable, splash-proof, 
and made with body-safe silicone, this 
cutting-edge vibe simultaneously stimu-
lates the G-spot with three speeds and 
seven patterns of vibration and with five 
frequency cycles of air powered suction. 
The Shegasm 10X Elevate G-Spot Vibrator 
is shaped for peak pleasure and easy 
operation with an accessible, simp-
le-to-use button layout and an ergonomic 
design that keeps the wrist comfortable 
during extended play sessions.“Clitoral 
suction and other air-powered toys have 
taken the industry by storm and we are 
glad to meet the demand for new, exciting 
options“, XR Brands President Rebecca 
Weinberg said.       

HOSHI and HANA. The iroha ukidama 
is recharged by USB and features simple 
two-button controls for vibration and 
light, to turn ON/OFF and cycle through 
its 3 vibration modes and 1 rhythm 
pattern, and 3 light modes and 1 light 
pattern. It can used as a vibrator, a light, 
or with a combination of both func-
tions. Fully waterproof with a dust-repel-
lant coating and an included stand, the 
ukidama is easy to keep clean.            

Huntington Beach, USA - XR Brands is now shipping two exciting additions to their 

popular Shegasm line of air-powered toys: the two-in-one Shegasm Tandem Teaser 10X 

Clitoral Stimulator with Egg Vibe and the innovative dual stimulation Shegasm 10X Elevate 

G-Spot Vibrator.

XR Brands introduces new Luxe Air 
Pulsation & Suction Pleasure Devices 

New iroha product launch: iroha ukidama

N E W S

Popular  a i r-powered l ine takes pleasure to the next  level  with G-spot toy and c l i tora l  egg
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Oscar Heijnen explains the reasons 
for this step: “Well most importantly, 

to show our gratitude and support to our 
loyal customers who, like most, are 
struggling in these tough times. We are 
also a big believer in a contrarian inves-
tment strategy, we like to mix up the 
system and do the opposite of what 
everyone else is doing. Originality and cre-
ativity are crucial components for SHOTS 
success and since we are in unprece-
dented times, we need unprecedented 
strategies.” SHOTS have increased the 
worldwide sales over 150% this year, 
this is allowing the company to purchase 

Wijchen, The Netherlands -  Doc John-
son has added more than a dozen sexy 
designs to its Pocket Pussy Signature 
Strokers line-up. The new arrivals are 
available from SCALA and include sexy 
Instagram superstars, naughty adult mo-
dels, and the biggest online bombshells: 
meaning there’s a Signature Strokers 
Pocket Pussy match for every erotic fan-
tasy! Each new handheld Pocket Pussy 
Signature Strokers design is molded 
directly from the girls’ bodies.  Each Si-
gnature Strokers Pocket Pussy is made 
of lifelike ULTRASKYN that warms to the 

a larger volume of merchandise (dropping 
cost per unit) and giving them an oppor-
tunity to achieve cost advantages through 
economies of scale.“Lower prices do 
not mean we are cutting corners in the 
quality of our products or the world-class 
customer service you’ve come to expect 
from SHOTS. We are determined to offer 
the market place the best product with 
the best quality, design, packaging, and 
above all a guaranteed best price!” Oscar 
continues. These price reductions are ef-
fective immediately, so retailers should 
contact their sales rep today for a full 
list of all the products included.     

touch. The interior canal is textured to 
perfection, offering mind-blowing stimu-
lation that can easily be controlled from 
the palm of the hand…  Names in the Si-
gnature Strokers Pussy Pocket collection 
include @Viking.barbie, @Ana.lorde, and 
@Layna.me. These sexy strokers are part 
of the Girls of Social Media line, and al-
low consumers to get up-close and very 
personal with their favorite Instagram 
stars! Also included in the new Signature 
Series arrivals are premium erotic models 
such as Blair Williams, Honey Gold, Tana 
Lea, and more…        

Beneden-Leeuwen, The Netherlands - During these turbulent times, when most of the in-

dustry is raising prices to offset tariffs, higher labour costs and the effects of Covid-19 shut-

downs, SHOTS  have decided to lower prices on over 600 items from their existing best-sel-

ling catalogue, that’s almost 30% of their own entire product offering.

SHOTS announes a 
massive worldwide price reduction

New Pocket Pussy ‘Girls of Social Media’ strokers

N E W S

Lower pr ices on over  600 i tems

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

4

4

4

4

20
0

7-
0

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

ORION-WHOLESALE.com

0594059

0594040

Whisper quiet RechargeableWaterproof Remote control

GR_Kampagne_EAN_210x260_Belou_2020.indd   1GR_Kampagne_EAN_210x260_Belou_2020.indd   1 14.08.20   13:0114.08.20   13:01



4

4

4

4

20
0

7-
0

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

ORION-WHOLESALE.com

0594059

0594040

Whisper quiet RechargeableWaterproof Remote control

GR_Kampagne_EAN_210x260_Belou_2020.indd   1GR_Kampagne_EAN_210x260_Belou_2020.indd   1 14.08.20   13:0114.08.20   13:01



Oxballs has so much cool gear you 
might not even know about, or have 

even seen – shopping our product for 
your store wasn’t easy…until now! The 
site operates as a virtual showroom for 
you and your buyers to easily browse our 
entire catalog of products. Viewed as a 
buying tool, the site will provide custo-
mer-specific pricing along with history 
and sections to interact with your rep. 
Viewed as a catalog, the site can be sha-
red with anyone without a login, just like 

Horbury, England - Due to the current 
corona epidemic, the wearing of a face 
mask in public is recommended, in some 
countries it is even mandatory. Bathmate 
is now providing face masks to retailers 
to protect the staff in the stores. “We 
ordered the masks around a month ago, 
way before the UK government said we 
should be wearing masks, we thought that 
the wearing of face masks would become 
mandatory at some point so we decided 
to order some so we could give them 
to the adult stores to protect the people 
working in stores,” Tim Brown, Bathmate’s 
Brand Manager, explains. “The masks are 

any print catalog –useful for distributors 
to share with their customers, or retailers 
wanting to train and inform staff on sel-
ling tools and techniques. The site offers 
not only easily accessible ‚new‘ sections, 
but a customized interactive experience 
with your sales rep. We can share pro-
ducts and build offerings for you, which 
you can view all in one place. Our ability 
to help craft a smart offering focused on 
the clientele your business serves is now 
easily available at just one click.      

multiple use and can be washed, they 
are 100% cotton, the elastic tape is 98% 
spandex, and 2% fiber. I have to say that 
for a face mask they are comfortable to 
wear”. The masks are free for Bathmate 
customers. The quantities ordered are not 
subject to any limit, but due to a limited 
stock, Bathmate asks for consideration so 
that as many retail stores as possible can 
be equipped with the masks.  If you are 
interested, please contact: tim@bathmate-
direct.com (for worldwide) / kerri@bathma-
tedirect.com f(or USA and UK) / bruno@
bathmatedirect.con (for Italy) /
igor@bathmatedirect.com (for Russia)     

Los Angeles, USA - Oxballs & hünkyjunk are proud to announce the launch of their highly 

anticipated B2B website www.oxballswholesale.com, offering a new tool for keeping busi-

nesses up to date with the latest products and making it easy to access their entire catalog 

and other selling tools to help  business thrive – all in one place. 

New: 
www.oxballswholesale.com

Bathmate supports 
retail stores with 5000 face masks

N E W S

Oxbal ls  & hünkyjunk

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

MULTITASKING

T H E  N E X T  G E N E R A T I O N  O F

T H E  U L T I M A T E  S U C K I N G  M A C H I N E  2 . 0

WWW.SUCKOMAT.COM

GR_Kampagne_EAN_210x260_Suckomat2_09_2020.indd   1GR_Kampagne_EAN_210x260_Suckomat2_09_2020.indd   1 14.08.20   13:0014.08.20   13:00



MULTITASKING

T H E  N E X T  G E N E R A T I O N  O F

T H E  U L T I M A T E  S U C K I N G  M A C H I N E  2 . 0

WWW.SUCKOMAT.COM

GR_Kampagne_EAN_210x260_Suckomat2_09_2020.indd   1GR_Kampagne_EAN_210x260_Suckomat2_09_2020.indd   1 14.08.20   13:0014.08.20   13:00



“Why this move? In short, my busi-
ness partner and I do not agree 

on strategy and tactics for further growth 
and developing the companies and brands 
in the coming years”, Klaus commented. 
He continues to retain his ownership and 
shares in Danalife, however, this will be in a 
non-executive capacity. “The timing is right 
now, and as such I choose to move on to 
new ventures. The future holds many po-
sitive options for the adult/sensual sector, 

Veendam, The Netherlands - EDC Who-
lesale is pleased to announce to be the 
first to bring OTOUCH masturbators to 
the European market. OTOUCH offers a 
series of 5 luxurious male masturbators 
that will treat the guys to a fantastic 
oral stimulation. This unique masturba-
tor comes in a discreet case and has 
a warming function that simulates hot 
oral sex and goes up to 40-45 degrees, 
depending on the choice of product, and 
can be turned on and off separately. The 
soft silicone interior features studs that 
provide optimal stimulation for the penis. 

with a projected continued annual growth 
rate of +10% reaching an estimated +50 
billion USD in 2026, up from 29 billion in 
2020. This trajectory allows for both exis-
ting adult businesses to grow drastically if 
managed correctly, and for new business 
to enter the Adult space. My focus will be 
to work and scale business with compa-
nies who are set for the aggressive growth 
years ahead”.Klaus can be reached at 
kp@klauspedersen.com       

It’s waterproof, which is perfect if you like 
it a little wet and wild and comes with a 
USB rechargeable battery that runs up to 
60 minutes. The OTOUCH masturbators 
are comfortable to hold and features an 
anti-slip pattern. The motor is extremely 
powerful and yet whisper quiet. The Chi-
ven masturbators feature vibration set-
tings with different patterns and it’s easy 
to switch between the different settings 
with the buttons on the top. The Airturn 
masturbators feature a unique sucking 
function, multiple vibrating patterns, and 
2 warming functions.      

Copenhagen. Denmark - Klaus Lennard Pedersen has decided to move on and pursue new 

venues in the Adult market space, after 14 years as Managing Partner/Co-Founder with 

DanaLife (MaleEdge) and joining DanaMedic (Jes-Extender). 

Klaus Lennard Pedersen resigns 
from MaleEdge and Jes-Extender

EDC Wholesale first 
distributor to launch OTOUCH in the EU

N E W S

A long journey comes to an end
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Located conveniently in Bremen, Ger-
many, the new European headquarters 

will help strengthen customer relations-
hips worldwide while offering a central in-
ternational location for meetings, product 
showcases, events, and more. Pipedre-
am’s new Bremen-based headquarters 
boasts more than 2,500 square feet and 
features a bright showroom for product 
launches and a central space for more 
frequent in-person customer meetings. 
Located in Bremen Airport City, the new 
location is conveniently connected to key 
European cities. “This is the latest move 

Wijchen, The Netherlands - The Mag-
num Opus is ready to order at SCALA in 
two versions: the Opus I and the Opus 
II. What is the difference? The Magnum 
Opus I is controlled via a control unit in 
the base, whilst the Opus II also includes 
a remote control for extra play options… 
Both versions of the Magnum Opus fea-
tures amazing thrusting technology and 
can reach up to 31 centimeters in total 
length! The shaft of this premium vibrator 
extends like a harmonica, meaning it mo-
ves up and down to hit all intimate hot 
spots. The Magnum Opus has multiple 

in Pipedream’s strategic expansion plan 
and I’m so proud of what our team has 
built in Bremen,” Pipedream Products 
CEO Matthew Matsudaira said. “This 
investment gives Pipedream a physical 
presence in Europe, allowing customers 
direct access to our best-selling European 
products with the option of more frequent 
in-person contact. New releases will be 
displayed simultaneously in Europe and 
the U.S. and, coupled with our new stre-
amlined distribution network, we believe 
this international development will be a 
true game-changer in our industry.”     

vibration, pulsation, and trusting func-
tions, and is USB-rechargeable for extra 
convenience. The silhouette is made of 
soft-touch, hypoallergenic silicone; which 
is hygienic, easy-to-clean, and fully 
body-safe. The Magnum Opus I and II by 
TOYJOY Designer Edition come packa-
ged in a luxurious, Slatwall compatible 
box that can also be used as a keepsake 
storage option in-between uses. Sleek, 
stylish, state-of-the-art, and surprisingly 
affordable: the Magnum Opus makes 
premium thrusting action accessible to 
all consumers.        

West Hills, USA Pipedream Products is proud to announce the opening of its brand-new 

European office and showroom, giving the award-winning brand an embedded international 

presence for the first time.

Pipedream expands 
European presence 

Thrust your profits to new 
heights with the Magnum Opus

N E W S

New off ice & showroom in Germany
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ONDA
PREMIUM ROBOTIC G-SPOT 
MASSAGER

Onda uses advanced 
microrobotics to mimic the 
sensations of fingers stroking 
over the G-spot, with the 
added boost of rumbling 
vibrations anytime you want.







Even during the lockdown, initiatives to 
support local retailers were met with 

resounding support. People were looking 
for ways to help the flower or book store 
next door so the owners would make it 
through the lockdown phase without 
having to shut down their store for good. 
Sure, this kind of solidarity has its limits, 
and more often than not, it tends to peter 
out as time goes on. So, it was to be 
expected that support for retailers would 
wane once the lockdown had ended. But 
it seems as though this way of thinking 
has stuck in people’s minds somehow, 
and asking around in the industry, you 
hear that a lot of consumers have decided 
to shop at local retail stores - including 
local erotic stores. Why they do it, you 
ask? Well, as we all know you only learn to 
appreciate what you had when it is gone. 
Consumers were used to open stores, to 
being able shop whenever and wherever 
they wanted to. And then, that freedom 
was suddenly gone! That probably 
opened their eyes to a few things. Also, it 
is quite obvious that the corona pandemic 
is doing something to us, it is changing 
the way we think. In times of crisis such as 
these, people often turn to new or 
previously abandoned values. The virus 
has shown how vulnerable our modern, 

forward-facing society is. I am almost 
tempted to say that corona has made the 
world smaller. Now, the word globalisation 
leaves a bitter taste in people’s mouths, 
and of course, that also has an effect on 
consumer behaviour. Obviously, predicting 
a comeback for Mom and Pop stores 
would be a bit too optimistic, but people’s 
attitude is changing. Do they really want to 
buy everything from a billion-dollar online 
platform, or could they maybe also get 
some of the things the need at a store 
down the street? People also discover 
new things in times such as these, and 
they rediscover old hobbies. For instance, 
did you know that, in Germany, the 
number of people having chickens in their 
backyard has blown up during the 
pandemic. Also, more and more people 
are tackling DIY projects in their garden. A 
new shed, a new flower bed – it is no 
surprise that DIY stores rank among the 
winners of the crisis. Proof of increased 
sex toy use is not as easy to spot, but 
there are strong indications. And if people 
continue to be interested in erotic 
products and continue to shop locally, that 
could be a great sign for the bricks and 
mortar trade in the long run. Of course, at 
the end of the day, we still have to wait 
and see what time will bring.

The lockdown and the 
measures going along with 
it - especially closing down 
bricks and mortar stores 
- was a devastating blow  
to the retail trade. E-com-
merce on the other hand 
reported new sales records, 
and people started wonde-
ring how many consumers 
who had switched to online 
shopping due to the 
epidemic, would be going 
back to bricks and mortar 
retailers once the lockdown 
ended. Now, stores are 
open again and we hear 
stories about consumers 
who actually make it a point 
to support local retailers. Is 
this just a short-lived 
moment or could this be the 
beginning of a renaissance 
for the bricks and mortar 
trade? 

Matthias Johnson, 
editor in chief

Yes
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Mom and Pop stores  
and chickens over globalisation 
Wil l  the  l oca l  r e ta i l  t r ad e  m ake  a  com e back  th a n ks  to  th e  c o ron a  c r i s i s?
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NoNo
Back in March when this pandemic insanity 

began, one of the first mid-corona conver-
sations to occur in my household went a little 
something like this:
Me: “Wow, sex toy shops are already struggling 
with these shutdowns! How will these stores 
survive?”
My partner, confusedly: “What? Don‘t these 
stores have websites?”
I was a little embarrassed to admit that I‘d just 
been outsmarted by a guy who hadn‘t worked 
retail since the early 90‘s, but his reaction 
highlighted a glaring reality for many brick-and-
mortar shops, especially in the US. To my 
surprise, many don‘t actually sell online, and 
now corona virus was showing them why that 
needed to immediately change.
Online sales were, of course, already booming 
prior to Covid for those that did focus on e-tail, 
and I predict things will likely stay that way. 
When folks are still afraid that a trip to the local 
sex shop -  much less a vacation flight to a 
tourist destination - might send them to the 
hospital, they‘re going to stick with web 
shopping.
I‘d previously seen signs of a brick-and-mortar 
decline, like the time a colleague confided that 
his European clients had somewhat “given up” 
on enriching their retailers with in-store product 
trainings to increase sales. Corona just 
hastened the situation. 

Tourism is also turning the tides away 
from physical stores. As several 
colleagues recently pointed out, many 
brick-and-mortars rely heavily on 
tourist traffic. One shop owner in 
Hawaii claimed up to 70% of his sales 
came from tourists, and another store 
owner pointed to a nearby college as 
her major source of consumers. 
Without out-of-town visitors of some 
sort, many retailers saw store sales 
flop, and not just within the pleasure 
industry.
The saving grace for such stores has 
been the advent of curbside pick-up. 
After all, it‘s kind of fun to roll up to your 
local retailer and pick up a vibrator like a 
cheeky McDonald‘s Happy Meal. 
As yet another colleague mentioned, 
though, it‘s the folks who‘ve put time into 
their web stores who have been rewarded 
the most. An eye-catching, easily 
navigable website promoted with great 
marketing content was a smart biz 
decision prior to corona. There‘s never 
been a better time for brick-and-mortars 
to finally build that web shop they‘ve been 
meaning to launch, but were previously 
too busy to open.
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Colleen Godin,  
EAN U.S. Correspondent
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How has sex tech differed over 
the years? 
As genderless movements have sparked 
debate over recent years around 
everything from fashion to children’s toys, 
many sex toy brands have been following 
suite by evoking a renaissance in sex 
toy design that has seen a shift towards 
genderless products. 

Lovehoney began back in 2002 after the 
co-founders Neal Slateford and Richard 
Longhurst found the whole shopping 
experience for sex toys to be quite vulgar 
and the toys designed from a male 
perspective, often possessing phallic 
shapes with masses of veins, when the 
products were clearly for women. 

Nowadays, popular sex toys tend to 
avoid exaggerated gendered shapes 
and instead use a simple, sleek and 
sophisticated design in attractive shades. 

If technological evolution always feels like it is accelerating, that’s because each generation of technology 
improves over the last, making the rate of progress speed up exponentially. 
When it comes to technology, new advances become influential trends which drive change in almost every 
market sector. For instance, when developing a new generation of sex toys, many companies, including 
Lovehoney, survey products from outside of our industry, to see how the materials used and the way they are 
manufactured can be replicated. The Lovehoney tech team often surveys cookware shops, for example. We 
often look specifically towards silicone kitchen tools, to see how we can apply methods used to give the same 
luxuriously, soft feel to sex toys. One of Lovehoney’s newest launches, the Gyr8tor is the brainchild of one of 
our ‘Design A Sex Toy’ competition winners. Satellite and network installation engineer Kevin Clark was inspired 
by the gyroscope, which is a navigational device created by the ancient Greeks. As the name suggests, the 
revolutionary G-spot vibrator cleverly moves in the same rotational movements as a gyroscope, in a way that 
has not been seen in a sex toy before. As these examples suggest, the sex toy industry, which is now worth $30 
billion, has benefited considerably from the development of technology, with high-tech sex toys becoming a 
growing trend and the benchmark for what makes a great product. 

Sex tech - then and now 
Att r i bu te d  to  Pa u l  J a ques ,  Qua l i t y  a n d  Tec h n i c a l  Ma n a g e r  a t  Lov eh on ey

Paul Jaques, Quality 
and Technical Manager 
at Lovehoney
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The idea is really to make sex toys as universal 
and inclusive as possible. 

Other mainstream advances in sex tech 
include the rise of USB rechargeable toys, 
which curb the previous inconvenience of 
inserting batteries, which is commonly seen 
in older or cheaper toys. Similarly to modern 
smartphones, sex toys also have the ability to 
hold power for extensive periods of time. 

Thanks to innovations in silicone casing, more 
electronic toys, such as Lovehoney’s entire 
Happy Rabbit range, are fully submersible, 
allowing them to be used in the bathroom. 
When comparing silicone sex toys, such as the 
Lovehoney Happy Rabbit Realistic Dual Density 
Vibrator, to their previously popular jelly and 
latex counterparts, silicone reigns supreme due 
to its non-porous characteristics and luxurious, 
lifelike feel which has become so sought after 
in a toy. Advances in silicone usage has also 
seen the rise of intricate 3D printing, colours 
and even glow in the dark finishes. We have 
also seen a boom in body sensitive silicone 
toys, such as the Fifty Shades of Grey Inner 
Goddess Colour-Changing Jiggle Balls, which 
changes colour with the application of heat. 

At the higher end of the market, teledildonics 
or ‘smart sex toys’ that can be operated 
remotely by a partner via apps, have seen more 
advancements than any other areas of sex 
tech. As a society, we are familiar with using 
apps to do everything from ordering food  
to dating, so naturally, it makes sense  
that our sexual relationships have also  
followed suit. 

Many app sex toys allow you to create and save 
a series of patterns as you would a playlist and 
manipulate the intensity, so you can treat your 
long-distanced partner to what you know they 
like, or tease them from warm-up into the final 
climax, as you would if you were together. 

This is the main theme with modern sex 
toys, they are commonly now completely 
customisable with easily adjustable pleasure 
settings, speeds and patterns. Whereas with 
older sex toys, you simply had an on and 
off button, as the technology just wasn’t 
advanced enough. 

What impact has this had on the industry? 
We spend on average 3 hours 15 

minutes on our phones per day (https://
blog.rescuetime.com/screen-time-
stats-2018/) and are inundated with 
state-of-the art technology that 
delivers immediate results, whether 
we’re communicating through social 
media or accessing information. The 
creation of a ‘right now’ culture has 
evolved, as consumer expectations for 
immediate satisfaction and the ultimate 
convenience overrides everything. 

This tech-incited impatience is 
reflected in the expectations of sex 
toy users, who have a demand for 
new generation sex toys which offer 
the same satisfaction which their 
Smartphones can, whether it’s 
through the use of apps or absence 
of clunky buttons.

The brand-new 
Gyr8tor was born from 
Lovehoney’s ‘Design 
A Sex Toy’ contest
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Social distancing as a result of the COVID-19 
pandemic has transformed the dynamic of 
countless relationships, as many have been 
forced to quarantine apart without a set 
reunion in sight. The increased sales in app 
sex toys which Lovehoney has seen during the 
lockdown period, has demonstrated societies 
reliance on sex tech, to help long-distance 
relationships be just as sexually fulfilling as 
those living in close proximity. 

The increase in sex tech has also, when 
coupled with the growing mainstream social 
acceptance of sex toy usage, seen larger 
groups of people open to more diverse sexual 
practices as they embrace their stigma-free 
sexuality. More of us are seeing pleasure as a 
necessity, rather than a luxury, and are open to 
experimenting with sex toys that they wouldn’t 
have necessarily used before. 

What can we expect to see in the next 10, 
20 and 50 years? 
The future for sex tech is certainly bright, with 
new inventions and break-through moments 
happening every day, as the industry adopts 
an open-source approach to innovation. This 
is reflected in Lovehoney’s ‘Design A Sex Toy’ 
competition, which was launched to propel the 
use of technology in the industry and get fresh 
eyes thinking about the next big innovation. 
The competition receives thousands of entries 

from all over the world and invites designers, 
students and the general public to submit their 
ideas for a sex toy that people would be using 
in the next 10 years and encourages the use of 
new technology. 

Existing toys will also continue to improve, 
as innovative ways to develop products 
are discovered. Strap-ons, such as the 
Lovehoney Happy Rabbit Rechargeable 
Vibrating Strapless Strap On, for instance, 
are now incorporating strapless designs 
with no harness required. When it comes 
to designing new sex tech, it is not always 
necessarily about ‘reinventing the wheel’ by 
devising completely new inventions, but simply 
examining a product with the analytical eye 
and seeing how it can be improved, similarly 
to how cars and Smartphones have flourished 
over the decades. 

The technology downsizing seen in other 
industries will continue to be mirrored in sex 
toys, as they become more compact. We 
can expect there to be a continued uprising 
in finger vibrators and discreet toys which are 
small enough to be worn, but all the while 
compromising the power seen in traditional, 
larger toys. 

It’s also important to remember that sextech is 
not all about pleasure. Toys marketed towards 
sexual wellbeing are also predicted to boom, 
with products such as penis enlargers offering 
technology-driven solutions for those unable 
to achieve desired pleasures due to physical 
ailments. This technology will be paramount, 
therefore, to improving mental and  
physical health. 

How can retailers prepare/excite customers 
on the next wave of sex tech? 
Apple once spent $1.8 billion on advertising 
in a single year and has a long-rooted history 

The Fifty Shades of Grey Inner Goddess 
Colour-Changing Jiggle Balls change 
colour depending on temperature 
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of getting the most out of marketing new 
products. Getting the word out about new sex 
tech is just as important, as a way to draw 
customers in and communicate its benefits. 

As internet connectivity penetrates the world, it 
is no surprise that one in four people are online 
shoppers (https://www.oberlo.com/statistics/
how-many-people-shop-online). Therefore, 
ensuring your ecommerce site incorporates 
plenty of eye-catching visual content through 
the use of imagery or videos is one of the best 
ways to draw customers in and communicate 
how the product works. It can be just as 
effective as handling the product in person. 

Although online shopping is a prevalent mode 
of shipping, traditional brick-and-mortar stores 
are still just as important for retail. Coordinating 
a pop-up shop if you’re an online business 
will give merchants a chance to successfully 
communicate product features with their 
customers. Using the right point of sale will 
also help to effectively deliver messages on 
the latest tech and create a lasting impression 
when customers visit your shop. 

Summary 
With the COVID-19 pandemic threatening 
further travel restrictions and lockdowns 
stopping many partners being able to see 
each other, it had an immediate effect on our 
sex lives. The sex toy industry stepped up and 
is prevailing in improving intimacy between 
couples and with ourselves. The field of ‘smart 
sex toys’ is easing the absence between 
couples who have literal distance between 
them, and many people now rely on these to 
improve intimacy and a romantic relationship. 
Never before has sex toy tech been more 
important. 

Sex and sexuality is something we can all relate 
to and as conversations around sex positivity 
become the norm, an exhilarating demand for 
new sex tech has been built, as people are 
open to trying the latest products. In the past, 
people may have only owned one vibrator, 
for example, whereas now they are open to 
using many different variations and their sex 
lives have improved significantly. We therefore 
always have to always be looking ahead, 
moving forward with technology advances and 
thinking innovatively. 

Lovehoney‘s Happy Rabbit Rechargeable 
Vibrating Strapless Strap On proves that 
you don’t always have to reinvent the 
wheel to create a brilliant product
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“We want to make a positive contribution 
during this time and provide our customers 
with an attractive, entertaining offering that 
is both informative and a lot of fun,” says 
Alexander Giebel, CEO and Founder of 
pjur, explaining the reasons behind pjur 
Digital Days. “Participants can register 
online to receive access to free content, 
discussions and lots more over a period of 
three days,” continues Giebel. 

Three good reasons to sign up to pjur 
Digital Days: 

1) Expert talks:   
Participants can look forward to fascinating 
insights and discussions. The program 
includes current issues such as online mar-
keting, brand management, sales tips and 
tricks, brand spaces, the important topic of 
‘medical devices’ and much more. 

2) Behind the scenes: 
Unfortunately, we won’t be able to 
welcome guests to the pjur bar this year. 
So for the first time ever, we’re giving 
participants exclusive insights into the 
headquarters of the pjur group. We’re 
putting the spotlight on the people behind 
our success, giving you the chance to 
experience day-to-day working life at our 
global company. 

3) Networking & socializing: 
Of course, guests at our digital event will 
still have the chance to win some great 
gifts in the pjur prize draw. To mark pjur’s 
anniversary, you’ll have the opportunity 
network digitally and toast a further 25 
years of pjur together with us! 

The pjur Digital Days 
event is the company’s 
response to a trade show 
season that was - and 
still is - marked by post-
ponements, cancellations 
and uncertainties. pjur is 
committed to maintaining 
contact with customers 
and partners and has 
therefore organised the 
Digital Days event to 
ensure it continues to 
maintain personal contact, 
provide information on the 
latest products, discuss 
topics and celebrate its 25-
year anniversary together 
with stakeholders.  

Industry
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Information about pjur Digital Days: 

• Live online event 
• Date: 14 –  16 October 2020
• For pjur customers and partners 
• Tips & tricks for ensuring  
   your business success 
• Experience fascinating insights  
   and discussions first-hand 
• 25 years of pjur –  
   Virtual birthday party  
• Easy to access –  
   The access link will be sent by email
• Registration from  
  1 September onwards
• www.pjur.com/digitaldays 

pjur Digital Days: 
Less travel  – Same fun 
p j ur  p l ans  v i r tua l  l i v e  t r a de  sh ow  ev en t  f o r  m id -Oc tobe r 
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I
n amongst the covid crap that’s 
still dominating headlines for what 
feels like an eternity, it’s nice to read 
something that will raise a smile or an 
eyebrow, perhaps both. Enter UK sex 

party company Killing Kittens, who were 
recently awarded £170,000 in the Future 
Fund covid19 business loan scheme, 
which matches the amount raised 
through another funding channel.
 
According to a short article in The Econ-
omist, ‘Kittens Founder Emma Sayle 
was adamant that the money was for 

app development and the building 
of a digital social networking plat-

form. From a PR perspective 
this was vital, otherwise critics 

would have been in uproar 
claiming the government 
was subsidising sex orgies 
in posh mansions some-
where in the Home Counties 

(bemusing image though 
this would have been).

From information avail-
able, KK plans to use 

a significant chunk of the 
money on building brand 

awareness to further increase 
their community numbers. 

An equally big chunk is 
earmarked for product 

innovation from new 
and existing 

community 
mem-

bers. There are also plans to raise 
revenue “through brand alliances, spon-
sorships and retail revenue from brand 
apparel.” It’s also worth noting they’re 
developing a proprietary ad platform so 
suitable brands can be exposed to their 
growing community.  

From a strategic marketing and manage-
ment perspective there are various points 
worthy of comment. 

Firstly, the company’s events have suf-
fered – like everyone else’s – from covid. 
Sayle herself stated that back in Feb-
ruary she saw what was coming in the 
proverbial mail. And think of the possibili-
ty of future Killing Kittens events: to what 
extent will the customer experience and 
perception of the brand change if future 
events have to jump through increased 
covid-related regulatory hoops? How 
keen will customers be to pay for an 
experience which may be a pale and re-
stricted imitation of its previous offerings 
in their entirety? 

While the events were said to contribute 
40% to the company’s total revenue, 
I could well understand if no more are 
run until there is a time when there are 
no covid restrictions in place: in other 
words, life returning back to normal. And 
yes, your guess is as good as mine on 
that particular little detail. With every-
thing still up in the air regarding events in 
general, never mind those of the fruitier 
variety, there’s no real idea when things 

In his monthly column, 
Brian Gray from Glasgow-
based erotic marketing 
agency Lascivious Market-
ing offers his thoughts on 
all things marketing. This 
month he’s considering the 
issues surrounding the UK 
government’s cash injec-
tion into sex party compa-
ny Killing Kittens. 

HAVE THE KITTENS BECOME 
CATS THAT GOT THE CREAM ?
Mar ke t ing  Ma t te r s
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will return to 
normal. There’s 

the possibility things 
never will and sex parties may 

well be driven completely underground, 
beyond the reach of companies striving to 
maintain respectability in the eyes of its 
multiple audiences.

But is that a bad thing, moving away – at 
least temporarily – from events to sex tech? 
Probably not. The company’s events generate 
no shortage of media column inches either 
from those in favour of such things or from the 
outraged blue-rinse brigade. Both of these are 
great for the brand. 

But conversely, like many offline service 
businesses, one’s overall experience can be 
affected by other consumers. The company 
proclaims to put on events for the ‘sexual 
elite’ but this can be highly subjective. As one 
sex blogger wrote after attending one of their 
events, “if this is the elite then the sexual rank 
and file must be pretty, well, rank.” Ouch. 

And back in 2012 the company’s events were 
thrust into the limelight when one of their 
attendees flew off the handle when finding his 
girlfriend in a toilet cubicle with another man, 
and hours later assaulted her. Yes, there’s only 
so many variables that can be controlled with 
live events, but it’s a reminder nonetheless 

of how brand 
perceptions can be 

affected by others.

So as a brand whose awareness levels and 
perception among audiences are considerably 
driven by their events, how warmly will their 
ambitions be received when moving more in 
the way of sex tech? Also how elastic is the 
brand? Brands known for their proficiency 
in one sector may be on a hiding to nothing 
when trying to diversify and enter new sectors. 
Imagine Coca-Cola announcing they’re going 
to start diamond mining. Their existing core 
competences are not transferable, thus ques-
tioning the credibility, and logic, behind such 
a move.

Coca-Cola’s one thing though. In all seri-
ousness, and fairness, how elastic are the 
Kittens? It turns out, quite a bit. KK’s brand 
is very much values driven, rather than 
highlighting technical, engineering or service 
excellence in any specific sector. I’ve men-
tioned Virgin before in previous columns, who 
practically give elasticity a new definition. So 
providing that these values can be conveyed 
across all areas of their operations, then 
there’s no reason why this would be a stum-
bling block per se. 

KK’s values aren’t universally popular, how-
ever. Their ‘future is female’ mantra is divisive 
and I’d personally question the logical and 
financial reasoning abilities of any single man 
who attended an expensive event knowing 
that his options are automatically limited by 
50% from the get-go because of the compa-
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ny’s rule that men must be approached rather 
than also being allowed to approach. 

But for those who do align themselves with 
the KK ethos, new social networking apps and 
branded apparel and the like will be welcomed 
with open…..arms. While the in-person events 
are currently kyboshed, they’re still enabling 
people to connect utilising technology, thus 
upholding their original raison d’être.

As for future merchandise, whether apparel or 
sex toys, there’s the obvious issue of product 
quality. If you’re catering to the so called sex-
ual elite, there are standards to uphold. There 
are a number of artisanal pleasure product 
manufacturers who could really make plea-
sure products as memorable as the events 
themselves. Slapping a name on any old tat 
just won’t cut it. There’s also the safety angle 
to consider. It would be rather embarrassing if 
the efforts made creating their DateSafe app 
were challenged by sex toys that weren’t also 
body safe. 

The planned proprietary ad network could be 
a lucrative revenue stream. The key issue here 
is of selectivity vis-à-vis potential advertisers. 
For a brand whose foundations are built on 
elite exclusivity, it’s essential that the advertis-
ers are similarly exclusive, otherwise trouble 

beckons. And in their ad network mock up, 
they featured brands such as Carlsberg, 
Smirnoff, and Ann Summers. This has my 
marketing alarm bells ringing loudly. I mean, 
Carlsberg. Seriously, is this for real? 

One could be forgiven for thinking that the ad 
network is at risk of being filled with ads from 
brands that have no rightful claim to be up-
market or exclusive in the slightest. Is this due 
to commercial pressure to maximise ad reve-
nue or just a genuine mistake by whoever did 
the mock-up imagery? Put bluntly: someone 
accustomed to getting their food shopping 
delivered from Fortnum and Mason isn’t going 
to be impressed if a promo brochure from Aldi 
plops through their gold-plated letterbox.

There’s a real credibility and positioning issue 
here. Brands are judged by the company they 
keep. There’s no use claiming to be upmarket 
if mass market and cheap brands are also on 
the platform. If so, let the cognitive dissonance 
begin. And let the long-term members and 
attendees question just how ‘exclusive’ the 
brand now is if learning that cheap, mass mar-
ket brands apparently deem the KK communi-
ty a target audience. 

There are genuine luxury pleasure product 
brands competing in adult-land. Equally, there 
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are many erotic industry companies pro-
claiming to be luxury but are less convincing 
for several reasons (I’ve written about this 
previously). But if the Kittens can’t persuade 
the bona fide luxury brands to advertise in 
sufficient numbers or with a large enough ad 
spend, are they going to accept this, or are 
they going to lower standards and allow mass 
market brands to gatecrash the party?  

You’re either exclusive or you’re not. Make 
your mind up. Quickly. Or else there may be a 
mauling from your own litter. 

Anyway, here’s hoping that the investment 
is worthwhile. The industry could do with a 
boost, and carnal consumers could certain-
ly do with one too. Plus, it would spare the 
politicians some blushes if it didn’t work out, 
the money couldn’t be repaid and Her Maj-
esty’s Government de facto found itself partly 

owning a sex party company (even though the 
tabloids would love it).

It may also well act as a catalyst for more 
money entering the sector. We’ve all read 
the horror stories from adult retailers experi-
encing difficulties from hypocritical banking 
institutions. If the UK government has now
 effectively removed moral or ethical 
barriers for a sex party/tech company to 
apply for business loans, then who knows 
what the future may hold for other ambitious, 
professional, customer-focused and 
marketing savvy companies in this industry 
that seek support and investment to help 
them grow further?  

Brian can be contacted at lasciviousmarket-
ing.com, found on Instagram @lasciviousmar-
keting or phoned on +44 (0)141 255 0769.
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Is SUNDAZE the ultimate proof that 
FUN FACTORY can do more than just 
vibrations?

Jordis Meise: One of many! We have 
always been doing more than just 
vibrators. Since the very creation of FUN 
FACTORY, we have been revolutionising 
the sex toy segment with bright colours, 
a great instinct for design, and above all, 
with top-quality materials. Finding new 
forms of stimulation and new stimulation 
technology is the eternal goal of our R&D 
department. This drive has resulted in 
our patented STRONIC technology and 
our BATTERY+ toys, to name but two. 
And now, we are taking the next step 
with SUNDAZE, combining pulsing thrust 
movements with deep vibrations and 
tapping sensations. 

Why did you name the toy SUNDAZE?

Jordis Meise: SUNDAZE describes 
that comfy Sunday feeling: No work, 
just letting your hair down and allowing 
yourself to be open to whatever the day 
has to offer. There is no reason to hurry, 
on Sundays, you can take your sweet 
time - even when you masturbate.
The claim ‚Not your everyday orgasm‘ 
prepares the users for the surprises 
they are in for with SUNDAZE. The 
combination of various types of 
stimulation makes self-gratification a 
journey, hitting every note on the way 
to an intense, fulfilling orgasm. It is an 

FUN FACTORY brings us SUNDAZE, a product that combines pulsing 
thrust movements, deep vibrations, and tapping sensations. Actually, 
it even creates a whole new product category. EAN was curious to 
learn more about the many features of SUNDAZE, and obviously also 
about the new category of ‚Pulse Vibes‘. So, we asked FUN FACTORY 
Marketing Manager Jordis Meise and company co-founder/Electronic 
Manager Michael Pahl for an interview.

We have always been  
doing more than just vibrators
F UN FAC TO RY  p resen ts :  S UND AZ E

Jordis Meise,  
Marketing Manager  
at FUN FACTORY



exciting departure from your familiar (orgasm) 
routine.

The innovative technology of the toy is 
supposed to stimulate women in new ways 
and provide them with all kinds of climaxes. 
When did you get the idea to blaze a new trail 
off the beaten vibration path?

Michael Pahl: The idea was actually born 
a few years ago. However, our STRONICs 
had only just launched, so it wasn’t the right 
time. Right now, pressure wave vibrators are 
in high demand, orgasms within 60 seconds 
guaranteed. But should masturbation really 
be just about reaching an orgasm as quickly 
as possible? Isn’t that a bit too simple? We 
felt that there had to be more! Therefore, I 
started dabbling in nerve physiology, really 
immersing myself in the subject after a while. 
It was basically a personal mini study course. 
My main goal was to understand how nerve 
cells respond to movements and stimulation. 
The whole thing opened my eyes to many 
new concepts and ideas. You could say 
that we were trying to get a feel for 
what we wanted to do - and for 
the users to get some great 
feels out of it as well. Rather 

“USING TECHNOLOGY JUST  FOR THE SAKE OF  IT 

NEVER RESULTED IN  A  GREAT PRODUCT.“ 
M I C H A E L  PA H L

Michael Pahl, co-founder 
and Electronic Manager, 
FUN FACTORY
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than chasing the quickest possible way to 
gratification, we decided to pay attention to 
the subtle sensations. The journey should be 
just as pleasurable as the destination. With 
SUNDAZE, it is. 

What are the differences between SUNDAZE 
and other toys when it comes to stimulation?

Michael Pahl: Regular vibrators have an 
unbalance motor that creates radial oscillation. 
This means the upper shaft of the vibrator is 
moving along its longitudinal axis. The inner 
workings of SUNDAZE, however, are different. 
Similar to our pulsators, there is a weight 
inside the toy that swings in the direction 
of the longitudinal axis. So, SUNDAZE is 
moving back and forth, thus stimulating 

other types of nerve cells, which can be felt 
particularly strongly when the tapping feature 
is activated. But the subtle vibration mode 
is also different from classic vibrators in that 
it targets particularly sensitive nerves. Users 
can really challenge themselves and learn to 
perceive various stimulations. It may take a 
bit of practice in the beginning, but in the long 
term it will result in super-intense orgasms. 
Ordinary vibrators only stimulate one kind 
of nerve ending. SUNDAZE stimulates three 
types: Merkel cells, Pacinian corpuscles, and 
Bulbous corpuscles.

How long did the entire process of product 
development take? What were the biggest 
hurdles you had to clear?

Michael Pahl: It took about two years.  
Every product that goes into mass production 
is thoroughly tested. This is the only way  
to make sure our quality standards are  
met and that the users will have fun for a  
long time. These lifetime tests are obviously 
very time-consuming; that’s not something 
you can do in 6 weeks. During the test  
phase, we usually also come across  
details that we hadn’t been aware of at first. 
As the saying goes, the devil is in the details. 
We are very detail-oriented, and we leave 
nothing to chance! On a technical level,  
the biggest challenge was designing a  
small toy that still packs a punch. We had 
made up our minds about the compact  
design early on, and of course, that 
also factored into things such as energy 
management, making the battery as effective 
as possible, and all that. I definitely lost  
some sleep over these challenges (laughs).  
In the end, the design team was happy,  
I was happy, everybody was happy.  
So, I’d say that we definitely cleared all  
hurdles with flying colours.
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Apart from the novel stimulation technology, 
what are the other features of SUNDAZE?

Jordis Meise: With SUNDAZE, we tried to 
incorporate as many user suggestions as 
possible. Michael already mentioned the 
compact design. The toy is even smaller and 
more stylishly simplistic than our STRONIC G. 
Another feature worth mentioning is that the 
product builds up to the orgasm. Pulsators 
are used in a penetrative way, thrusting away 
from the get-go. Many people love that, but 
not everybody. With SUNDAZE, the journey 
starts a little less aggressively. Treating your 
body to some soft, deepening vibrations can 
be heaven on earth before you add the tapping 
mode for clitoral stimulation. And then, when 
you are ready, you can activate the penetrative 
mode. Of course, that is just one of many ways 
you can use the toy. I’d also like to mention 
another feature, namely the charging system 
of SUNDAZE because you can charge the toy 
30% quicker 
than previous products. And as is the case with 
all our toys, SUNDAZE is made from perfectly 
body-safe materials: 100% medical silicone and 
bio-compatible thermoplastic.

Who is the target audience for SUNDAZE? 
People who are bored with regular vibration 
and want new experiences?

Jordis Meise: I’d say the target audience is 
everybody who has used sex toys – including 
vibrators – and wants to change up their 
masturbation routine a little. As I mentioned, 
the experience provided by SUNDAZE includes 
both new and tried modes of stimulation. If 
you use a vibrator to self-pleasure, your nerve 
cells are used to being stimulated that way. In a 
certain way, they are conditioned to respond to 
vibration. So, when you use the initial vibration 
modes of SUNDAZE, you first get that familiar 
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sensation, but then, other layers are added 
as you experiment with new frequencies and 
modes. So, your nerves don’t have to relearn 
their stimulation response. But you can include 
other nerve cells and sensitise them through 
experimentation. This improves the overall 
feeling and the intensity of the experience in the 
long run.

Will SUNDAZE create a new product category, 
the same way suction or pressure wave toys did?

Jordis Meise: Absolutely. SUNDAZE is not 
just a product, it is also the first of a new 
category: a Pulse Vibe. A vibe is a toy that can 
pulsate AND vibrate. We have big plans for our 
patented STRONIC technology! We could also 
see products in this category that have different 
shapes and stimulate different sensual hot 
spots of the body. So keep an eye out for our 
next projects …

What is the risk/reward ratio for products that 
don’t rely on traditional vibration technology or 
the aforementioned later technologies? Also, 
can we expect to see more new stimulation 
technologies in the future?

Michael Pahl: Why, there are great rewards 
to be reaped! The world of physics still holds 
many a concepts that could be adapted 
to serve this industry, and we will definitely 
continue to experiment and tinker. However, 
you must never lose sight of your goal. Using 
technology just for the sake of it never resulted 
in a great product. Just remember how many 
pointless app-controlled toys we saw in recent 
years. Also, there are still too many good ideas 
that are poorly executed. And one more thing: 
The traditional vibration motor is still one heck 
of a source of stimulation. We will not abandon 
that technology altogether. Rather, we will take 
a close look at it in our workshop and teach 
this old dog new tricks. Alas, it is too early 
to give you any concrete information about 
upcoming projects on that front.

Will there be an ad and PR campaign to 
accompany the launch of SUNDAZE? And 
will you provide retailers with sales-promoting 
materials for the point of sale?

Jordis Meise: Yes and yes. We are working 
on a number of things for the b2c channel. 
Among other things, we will collaborate with 
influencers from Europe and the USA, and 
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we will use native ads and 
advertorials. Moreover, 
there is going to be a variety 
of information materials that 
explain the added value and 
the neurological aspect of 
the toy in a playful way. We 
also have special plans for 
the holiday season, I am 
sure you are going to love 
it! And our b2b partners will 
get a FUN package – similar 
to what we did for the 
LIMBA launch – with all the 
relevant information about 
the product, its creation, 
and its features. On top of 
that, we are also going to 
host webinars to provide 
product-specific sales 
coaching. 

Do you have advice for 
retailers on how present 
your new product? What 
do the trade members need 
to know to boost sales with 
SUNDAZE?

Jordis Meise: The best 
sales argument is the most 
obvious one. Vibrators 
usually only stimulate one type of nerve. 
SUNDAZE stimulates three types, namely 
Merkel cells, Pacinian corpuscles, and Bulbous 
corpuscles. That makes this toy utterly unique. 
There is nothing like it on the market! Switching 
between the various sensations stimulates 

previously neglected or 
completely unstimulated 
nerve endings, which 
prevents the user from 
getting used to the sensation 
or being overstimulated.
SUNDAZE is also a great 
product for consumers who 
don’t really know if they 
prefer vibrating or pulsating 
toys. With SUNDAZE, 
they don’t have to pick 
one form of stimulation. 
Instead, they get them 
all in one toy: vibrations, 
pulses, tapping. The novel 
technology of this toy sticks 
out from the mass of other 
products on the market, 
vibrators in particular. So 
our advice to retailers is to 
convey this difference to the 
consumers. Just let them 
hold a SUNDAZE in one 
hand and a vibrator in the 
other hand. Making people 
understand this difference 
is obviously more difficult 
for online retailers, but it is 
equally important - especially 
now, during the corona 
pandemic. Therefore, the 
resources we are providing 

to online shop owners should prove particularly 
useful in explaining the technology. And, last 
but not least, SUNDAZE is incredibly quiet. The 
quietest toy we ever created! With SUNDAZE, 
you can just relax, lean back and let the toy do 
its work, without distracting background noise.
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When did you come up with the idea to 
have your own Bathmate face masks? 
Was the recently introduced obligation in 
Great Britain to wear a mask the reason? 

Tim Brown: We ordered the masks 
around a month ago, way before the UK 
government said we should be wearing 
masks. We thought that the wearing of 
face masks would become mandatory at 
some point so we decided to order some 
so we could give them to the adult stores 
to protect the people working in stores.

What can you tell us about your face 
masks? Are they suitable for single or 

multiple use? What material are they 
made of? 

Tim: The masks are multiple use and can 
be washed, they are 100% cotton for the 
mask; the elastic tape is 98% spandex, 
and 2% fiber. I have to say that, for a face 
mask, they are comfortable to wear. 

Now you offer your Bathmate face masks 
to retail stores - a sign of support in diffi-
cult times? 

Tim: Yes, that’s the idea, they are free 
to the stores, we want to help everyone 
working in adult stores stay safe. 

In many European coun-
tries, wearing mouth and 
nose protection in public 
is mandatory to help stem 
the tide of coronavirus. To 
make sure the sales staff 
of erotic retail stores are 
also adequately protected, 
Bathmate has decided to 
provide stores with free 
masks. In our EAN inter-
view, Brand Manager Tim 
Brown tells us more about 
this project and how Bath-
mate has fared throughout 
the corona crisis.

We want to help everyone 
working in adult stores stay safe
Bathm ate  p rov ides  5000  f ree  ma sks  to  th e  re ta i l  t r a de

Safety first - Bathmate 
offers free masks to 
support the retail trade
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Should the retail trade pass the face 
masks on to consumers or are they in-
tended to protect the staff in the shops? 

Tim: We are happy if the masks are 
passed on to customers should the stores 
wish to do so, but our main goal was to 
protect the people working in stores. 

Who should interested retailers contact? What 
quantities can they order? 

Tim: We haven’t set a limit on order quantities, 
but we would ask people to be sensible as we 
don’t have an unlimited supply. 
tim@bathmatedirect.com for worldwide 
kerri@bathmatedirect.com for USA and UK
Bruno@bathmatedirect.con for Italy
Igor@bathmatedirect.com for Russia

How much do the face masks cost? 

Tim: They are free to our customers while 
stocks last…yes, that is right: free! We will add 
them to the customer’s next order and even 
ship them for free. 

Let’s talk about the past months: How has 
Bathmate experienced the Corona crisis? What 
strategy did you follow to get through this 
difficult time? 

Tim: We were quite lucky with the crisis, really. 
We had an abundance of stock ready due to 
preparations for Brexit. Leaving Europe was 

unproblematic, so this meant that 
as we changed our manufacturing 
operation to make sure everyone was 
safe, we had enough ready built stock 
to fulfill every order. 

Several companies in our market (and also 
the mainstream media) reported a strong 
increase in demand for sex toys during the 
quarantine and lockdown period. Was it 
the same for you?

Tim: Yes, very much so - we are on target for 
our biggest ever year. 

Will the Corona crisis change our market in the 
long term?

Tim: Yes, I think so. I think the high street 
will never be the same, which is a very sad 
situation, there are a lot of good people going 
out of business. I hope the governments 
around the world continue to provide the help 
people need. 

There is a lot of uncertainty everywhere and talk 
of a recession is making the rounds.  Are you 
worried that consumers will spend less money 
on sex toys in the future? 

Tim: Yes and no, people always have choices 
where to spend their income; as a generali-
sation, adult toys aren’t expensive and most 
people love sex, so something that makes sex 
even better will always sell.

The masks are wash-
able, meaning the can 
be used multiple times
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Fashion and lifestyle brand 

Kiki De Montparnasse is 

best-known for their luxury 

lingerie products and now, 

the brand has set out to  

conquer the premium  

segment of the sex toy  

market as well. At present, 

there are already 18 SKUs  

in their ‘Instruments of  

Pleasure’ line, marketed 

through various sales  

channels. And as Molly 

Murphy, the co-founder and 

Managing Director of Kiki 

De Montparnasse’s Pleasure 

Product Division explains in 

this interview, the brand is 

very much interested in  

finding new distribution  

partners in the erotic market.

Kiki De Montparnasse represents  
empowerment, confidence, and sexual freedom
‚ I n s t ruments  o f  P le as u r e ‘  -  K ik i  De  Montp a r na sse  en te r s  th e  sex  toy  ma rket

Molly Murphy, co-founder & 
Managing Director, Pleasure 
Product Division, Kiki De 
Montparnasse
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Before we talk about 
your new product line 
‘Instruments of Pleasure’, we 
have to talk about the brand Kiki De 
Montparnasse. When was it founded and what 
exactly does it stand for?
 
Molly Murphy: Kiki De Montparnasse is a lux-
ury lingerie and lifestyle brand founded in 2005 
in New York. The brand has become coveted 
for its beautiful laces and lingerie pieces. They 
do an amazing job of mixing classic pieces with 
provocative pieces that really push the bound-
aries. The line is named after the singer, ac-
tress, and artist muse, Kiki De Montparnasse, 
who was a beloved figure in Paris in the roaring 
’20s. Not only beautiful, Kiki was also known 
for her self-confidence as a sexually liberated 
woman, especially at a time when so many 
women faced societal sexual repression. 
 

When did Kiki De Montparnasse decide to 
release its own sex toy line? What were the 
reasons for this step? 
 
Molly Murphy: Since 2007, Kiki has been one 
of the first fashion brands to embrace this cat-
egory by curating a selection of pleasure items 
to sell in-store. When I met with the owner 
2018 it was clear this was a category that they 
really wanted to invest in, in a meaningful way. 
We both agreed that there was room for a new 
luxury brand in the space and decided to build 
a new line from scratch that really represented 
Kiki’s ethos in a new pleasure product line.  

 How long did you work on the line? Which 
hurdles did you have to overcome during the 
development process? 
 
Molly Murphy: It was nearly two years of de-
velopment on the line. In my past, I had worked 
very closely with product development teams 
and industrial designers, but this was my first 
time really spearheading development myself, 
so there were a lot of learnings for me! I think it 
was a challenge to really build something that 
had both mass appeal and fit into Kiki’s stan-
dards and aesthetic. We spent a lot of time on 
the packaging and ensuring every touchpoint 
with the consumer really represented the brand 
and served a purpose.  
 

You know a lot about sex toys, because you 
have been active in our industry for a very long 
time. How much of that experience has gone 
into the line?
 
Molly Murphy: Prior to starting this job, I spent 
a little over 10 years working in sex toys. I have 
learned so much from the brands and teams at 
both Jimmyjane and Pipedream. From Jim-
myjane, I worked very closely with industrial 
designers in a complete start-up environment, 
where you wear many hats. After the acquisi-
tion with Pipedream, I learned about working at 
a large company, with a big team, and moving 
products on a totally different scale. Both expe-
riences gave me a strong foundation for how to 
approach the business. In terms of product, my 
experience was everything. I really knew what 
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features I wanted and how I wanted this line to 
be different than anything else on the market.
  

How does the ‘Instruments of Pleasure’ line 
reflect the brand message of Kiki De Montpar-
nasse? 
 
Molly Murphy: As a muse and character, Kiki 
De Montparnasse represents empowerment, 
confidence, and sexual freedom. When it 
comes to the products, we really wanted them 
to have broad appeal, but to still uphold Kiki De 
Montparnasse’s seductive and modern sensual 
aesthetic. A great deal of attention went into 
each piece and the packaging.
 

What target group are you addressing with 
your new line? 
 
Molly Murphy: The line is competitive in the 
premium end of the category, with the vibes 
ranging from $135 to $160. We have some 

new ones slated for later this year that will be 
under $100. We are a luxury brand, but the 
items are what I call ‘attainable luxury.’ They 
are meant to be aspirational yet within range 
so anyone can enjoy them. There are definite-
ly fashion and style-minded consumers who 
might recognise the brand and purchase based 
on their love for Kiki. We have also noticed dif-
ferent items appealing to different markets. For 
example, Kiki’s retailers and boutiques really 
gravitate towards the bondage jewellery and 
natural massage oil candles. Yet the vibrators 
have been much more well-received in pleasure 
boutiques.
 

Are there any special demands or requirements 
this target group makes on products, brands, 
etc.? 
 
Molly Murphy: The packaging and presenta-
tion for these items were important. The items 
are made with top of the line materials and they 
feel less ‘wellness’ and more seductive and 
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sensual.  This was intentional in order to 
represent the brand to all the existing Kiki 
lovers. 
 

Instruments of Pleasure consists of 18 
SKUs - which types of products does the 
consumer find in the line? 
 
Molly Murphy: We covered a lot of expe-
riences in this first launch! We have three 
electronic items, a stainless-steel dildo 
and plug, massage oil candles produced 
in France, and a collection of bondage 
jewellery which is meant to be as wear-
able as it is functional. I really wanted to 
launch with a robust line that shows Kiki 
is invested in making an impact on this 
category. 
 

What unique selling points do the individ-
ual products have? 

 Molly Murphy: The vibrators are the hero 
of the line. I knew from my experience 
what I wanted to create: organic shapes 
and simplicity in the design while putting 
the customer experience first. I think the 
type of vibration is really important. A 
deep, rumbly vibration resonates deeper 
into the body. The Flexi Vibe is really thin 
and flexible for how powerful it is. It can 
easily slide between two bodies during 
sex and is meant to be an approachable 
solo or couples item. The Dual Warming 
Wand is our ultimate all-around vibe. With 
a super, rumbling flexible end on one side, 
and the other end is rigid, and vibrates 
as well as warms with use. So, you can 
enjoy multiple experiences in one item. 
 

What immediately catches the eye is the 
branded packaging. What can you tell us 
about your packaging concept? 
 
Molly Murphy: I’m so excited about 
how the packaging turned out! One 
thing I noticed in this category is you end 
up throwing away so many boxes and 
inserts. I wanted to create something 
that the customer could keep. Under 
each discreetly branded sleeve is a really 
beautiful, leather type box that can easily 
turn into a storage box for each item. And 
every item also comes with a beautiful 
travel pouch, so there is a lot of added 
value in the packaging of each item.  
 

What about the pricing? 
 
Molly Murphy: We are on the premium 
end of the spectrum with vibes ranging 
from $135 to $160 for a dual motor wand. 
The massage oil candles range from $45-
$75.  These are priced to be competitive 
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with the high-end candle market. Our bondage 
jewellery is what is called demi-fine, and it is 
stainless steel for strength and plated in 14k 
gold.  Those items range from $250-$550.  
 

How do you market your ‘Instruments of Plea-
sure’ line? Are you limited to direct-to-consum-
er channels or are you also interested in the 
global B2B market? 
 
Molly Murphy: We sell through our own  
website, but we also are very interested in the 
B2B and the global market. We developed 
these items with the global market in mind  
and meet all CE & RoHs certification  
standards. Our massage oil candles,  
classified as a cosmetic, also are tested and 
registered for sale in the EU. We have a few 
customers, such as Selfridges in the UK,  
who are already selling some of these items. 
 

Which criteria are imperative for you when 
looking for distribution partners? 
 
Molly Murphy: We are looking for distribution 
partners who understand the brand and know 
retailers who align with our products. We hope 
to work with distributors who can help the 
company grow and succeed, without diluting 
the brand.   

 

Which markets are of interest to you when 
marketing the line? What about the erotic/
adult market, for example? 
 
Molly Murphy: We are selling to Kiki’s existing 
customer base, the Selfridges and Saks of 
the world, where the customer recognises 
Kiki’s name. But we also have huge plans for 
the pleasure product market and are already 
selling in some key retail chains in the US. 
The adult market is so important because the 
staff plays a huge role in the purchasing, as 
I believe a lot of consumers are looking for 
guidance in this category. While not all items 
will be a fit for the adult market, for example, a 
$550 Collar and Lead gold bondage set might 
be too expensive for an adult chain, those 
items could be a fit for a lingerie or boutique 
retailer. I believe people from all walks of life 
turn to sex shops as ‘the experts’ in their area 
and there is definitely room to grow in the 
luxury sector.  
 

What other plans do you have for  
‘Instruments of Pleasure’? Will the line  
be further expanded? 
 
Molly Murphy: Yes!  We have items in  
3 categories launching later this year,  
and already have some other items in  
development for 2021.
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US company Adam & Eve 
have asked more than 2000 
customers of their online shop 
about their sexual behaviour 
during the corona-related 
lockdown period to compile 
a survey on this fascinating 
matter. Katy Zvolerin, 
Director of Public Relations 

at Adam & Eve, 
tells EAN about 
the results.

Quarantining has been the catalyst for sexual 
exploration in positions, location, and products
Adam & Ev e  cond ucte d  a  s u r ve y  about  s e xua l  beh a v iou r  du r in g  th e  c o ron a  pa n demic

Katy Zvolerin, Adam 
& Eve’s Director of 
Public Relations 

What motivated you to find out how 
the sexual behaviour of your customers 
changed during the corona pandemic?

Katy Zvolerin: As a company that special-
izes in intimacy and sexual health, we felt 
compelled to get a better understanding 
of our visitors and how their intimacy has 
changed during these stressful times. 
Adam & Eve wanted to create content that 
was timely, insightful and helpful as well.

Who did you interview? And what exactly 
did you ask?

Katy: We surveyed visitors to the 
adameve.com site, specifically, users that 
landed on our sex toy category homepage, 
for approximately three weeks with +2k 
participants. We crafted questions based 
on what we felt were the most relevant 
topics for people quarantining. See info-
graphic for questions and results. https://
www.adameve.com/t-pleasure_in_place_
infographic.aspx

What were the results of the survey? And 
what were the most surprising answers?

Katy: See the article for results and 
surprising insights: https://www.adameve.
com/t-pleasure_in_place.aspx

What conclusions can be drawn from the 
results? How have corona, quarantine, 
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and lockdown affected our sex life? 
Did corona perhaps rekindle our sexual 
curiosity?

Katy: Couples and individuals are 
seeking variety in all aspects of their 
intimacy, from what they use for sexual 
pleasure to where and how they engage 
in sensual acts. According to the results, 
quarantining has been the catalyst for 
sexual exploration in positions, location 
and products.

Is this all just a snapshot? Will we sooner 
or later return to our old patterns? Or 
has corona brought about a long-term 
change in regards to sexual activities?

Katy: Current Covid trends in America 
would suggest that the lifestyle changes 
our survey revealed might become the 
long-term norm for the foreseeable future.

A large part of the mainstream media 
reported that the demand for sex toys 

in e-commerce has shot up significantly 
due to the Corona crisis. Was it similar for 
you? Does this correlate with the results 
of your ‘Pleasure in Place’ survey?

Katy: Demand for sex toys has 
skyrocketed for adameve.com since 
March. While this content was created 
purely to capture how our visitors are 
dealing with pleasuring in place during 
these challenging times, the boost in 
sex toy sales certainly shows adults are 
making the most of their time in isolation.

How do you use these market research 
results for your own business and 
activities?

Katy: The results influence aspects of our 
marketing and merchandising decisions, 
from what categories and products we 
choose to emphasize on the site to why 
we chose those particular categories in 
the first place. We find receiving direct 
feedback from our visitors to be crucial in 
how we craft our site.

Read the results of the survey at 
https://www.adameve.com/t-pleasure_in_place.aspx
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Williams Trading has fo-
cused a lot on expanding 

the Cloud 9 Novelties 
brand over the last 
year or so. How 
has your consumer 
feedback fueled 
the direction of the 
brand?

Rachel McCarthy: 
After doing a lot of 

research, we decided to 
focus on expanding our 
Health & Wellness line of 
products. Studies show that 
the U.S. sexual wellness 
market is expected to reach USD 8.8 bil-
lion by 2025, so we knew it was the right 
time. Our Health & Wellness line focuses 
on sexual well-being, has non-explicit 
packaging, and is value-priced.

How are you planning on 
increasing your presence in 
Europe? What target mar-
kets should retailers focus 
on reaching with Cloud 9 
products?

Rachel: Honestly, we carry 
a wide range of products 
that appeals to most age 
groups. But our Health & 
Wellness line is definitely 
going to appeal to Millen-
nials, and anyone con-
cerned with sexual health & 
wellness. Our demographic 
skew heavily toward cou-

ples between the ages of 21 and 40, but 
with the range of products we currently 
carry, we really cater to everyone. Last 
fall, Cloud 9 Novelties signed an exclu-
sive distribution deal with EDC Wholesale 

The Williams Trading team is putting plenty of steam behind their signature brand, Cloud 9 Novelties, as they 
work toward tapping the European market. Since signing with EDC Wholesale last year, Sales and Marketing 
Executive Rachel McCarthy says the popular American distributor is leveraging their decades of pleasure 
industry knowledge to bring customers a brand that fits the times. According to McCarthy, that means quality 
products that are easy-to-use, approachable, and fun to use at an easily affordable price point. Throughout 
2020, Cloud 9 has debuted a big handful of new toys that span every desire, including several with today’s 
latest customer favorites: multi-use vibes with interchangeable heads. More bang for your buck is the name of 
the game this year. Cloud 9 has re-vamped their brand into an affordable luxury line, complete with 10-speed 
vibes (like the Pro Sensual Series Power Touch Plus 2), oral sex simulators (like the Health & Wellness Flutter 
Stimulator) and dual-stim toys that caress the G-spot while enticing the clitoris with pressure wave, air pulse 
tech (like the Pro Sensual Series Air Touch).  If you haven’t heard much of Cloud 9 just yet, McCarthy says it 

won’t be long until the brand makes a big European impression via the EDC distribution team. Until 
you can get a first-hand peek at Cloud 9’s trade show booth, McCarthy helped the EAN 

crowd to an introduction to Williams Trading’s most proud production.

We’re always striving to 
take our products to the next level
Rache l  McCa r thy  fo r e s e e s  E u r op e an  e xp ans io n  f o r  C loud  9  Nov e l t i e s  a m id  n ew  p roduc t  re lea ses

Rachel McCarthy, Sales and 
Marketing Executive at Williams Trading 
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in the Netherlands, 
bringing our products 
into the European 
market for the first 
time. They’re doing 
well so far, especially 
the Power Touch 
Plus bullets. It will be 
interesting to see how 
the Health & Wellness 
line does between the two 
markets, and whether or not 
the demographics line up 
or diverge. 

Cloud 9 carries a lot of unconventional colors 
for sex toys. How did your team choose which 
new hues to feature?

Rachel: Moving away from the standard pinks 
and purples so prevalent in the market is 
always a risk; color is so subjective, and 
trends come and go. We seem to have 
found the sweet spot with plum and teal, 
though. Yeah, we did a lot of research and 
analysis first. We took into consideration what 
was popular in the industry already, then 
looked at what was popular in mainstream 
fashion trends. There’s a lot to take into 
consideration before making a final decision! 
But sales for our teal shades have been really 
great, and we’re testing some other unique 
colors before we do a full market roll out.

Which products have been the best stand-out 
sellers for your customers?

Rachel: The Air Touch and Power Touch 
Bullet lines have been best sellers in 
the US for awhile now. 
We recently added a new model to 
the Air Touch line - the Air Touch VI. 
We’re always striving to take our 
products to the next level. The Air 

Touch VI does exactly that - we added 
a ‘come-hither’ feature to the suction 

and vibration. The Power Touch Plus is 
doing extremely well in Europe as well as the 

US. Our newest Health & Wellness products 
are also doing really, really well. Everyone 
especially loves the Flutter Vibe. Tongues 
and licking are very popular! 

Which new toys will your team be highlighting 
as having awesome potential with customers?

Rachel: The new Flexi-Wands in the Health 
& Wellness line are great. Very compact and 
discrete, yet really powerful despite its size. I 
think we do wands really well, honestly. Our 
classic 30-function wand, which is one of the 
original products in this line, is superlight, but 
is a full-sized wand with a lot of power. The 
Power Touch Plus II bullet is also a really good 
seller for us. We made the bullet a little longer 
and attached a bonus flutter attachment; 
remote controlled toys are really hot right now, 
and couples love them. 

Though trade show season has been 
halted by Covid, what was the response 
Cloud 9 garnered at the last show where 
you exhibited?



This interview is contributed 
by Colleen Godin, EAN U.S. 
Correspondent
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Rachel: So, I was at ANME with our products, 
and everyone really seemed excited about 
the Flutter Vibe - and my personal fave, the 
Anal-Clitoral-Nipple Massager that has (3) 
attachment tips. But all of the new products 
went over really well. Like our new Power 
Thruster Sex Machine. (our Sex Machine 
line is also very popular - because who 
doesn’t love a good sex machine?!) It’s 
smaller, quieter, and lighter than any of our 

previous sex machines, and the price point 
is really good. I think that’s going to be 
another one of our best sellers. Overall, 
the response at ANME was really good. 
It was my first trade show, so I learned a 

lot; the customers who stopped by the 
booth are all very experienced in the 

industry, and some of them are 
tough nuts to crack. They know 

what will sell and what won’t, so 
getting positive feedback really 
lets us know that we’re on the 
right track. 

How do Cloud 9’s latest 
designs reflect the industry 

as a whole? How has 
the brand responded 

to innovations and 
trends, and what 
does the next year 
hold for your next 

new releases?

Rachel: Consumers are increasingly more 
conscious of sexual health & wellness, which 
is great! I think that this will be less of a ‘trend’ 
and more the new norm when it comes to 
the demand for products, and I think a lot of 
companies will start focusing on developing 
products with that in mind. We’re going to see 
a lot more smaller and more discreet vibes; 

insertables that are slimmer and softer; 
ergonomic handles and grips that are 
comfortable in the hand. As the demand 
for sexual health & wellness products 
grows, manufacturers will respond with 
products that fit consumer demand. 
Consumers who buy Cloud 9 want good 
quality products that are easy-to-use, 
approachable, and are fun to use - without 
a massive price tag attached. I think we 
give them that, and we are dedicated to 
continuing on in that vein. 

“CONSUMERS WHO BUY CLOUD 9  WANT GOOD 

QUALITY  PRODUCTS THAT ARE EASY-TO-USE, 

APPROACHABLE,  AND ARE FUN TO USE -  

WITHOUT A  MASSIVE  PRICE  TAG ATTACHED.” 
R A C H E L  M C C A R TH Y
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‚Sex Ed September‘ - that‘s the name of 
your next campaign. What is its aim?

Alicia Sinclair: Sex Ed September 
aims to bring education and attention 
to the reality that sexual pleasure is 
sexual health.  How we use our sex 
toys, the intimacy and satisfaction of our 
relationships, consent, solo sex - and so 
much more - is typically left out of sex 
education. This September, in partnership 
with some of the most qualified sex 
educators in our community, we’re giving 
folks the sex ed they deserve. In doing 
so, our aim is to help create a more sex-
positive world.  

Who are the people you 
want to reach with this 
campaign?

Alicia: We’re always excited to reach 
people that are seeking more education 
about sex toys and want to learn more 
about how sexual pleasure is a part of 
an overall healthy lifestyle. People tend to 
have a lot of stigma and misinformation - 
specifically around pleasure... We wish to 
encourage people to challenge this notion 
and to feel good about their bodies and 
sexual experiences.  

How long did you work on developing this 
campaign and how many people have 
been involved?

Alicia: The creative development of the 
visual assets began in November of 
2019.  It’s been a collaboration with many 
creators and if we include all the models, 
cast, crew, design, and marketing teams, 
there have been over 30 contributors.  

What do you consider to be the pillars of 
a successful campaign? How high do you 
set the bar when it comes to content?

Many people still have 
questions about sex and 
sexuality, ranging from the 
selection of the right sex 
toy to maintaining sexual 
health. However way too 
often, the way to gaining 
meaningful insight is 
obscured by preconcep-
tions and false information. 
Clearing this path is one of 
the main goals of the ‚Sex 
Ed September‘ campaign, 
a passion project initiated 
by Alicia Sinclair, the head 
and founder of COTR. EAN 
spoke with Alicia to learn 
more about the cam-
paign and everything 
it entails.

Our aim is to help create  
a more sex-positive world
Al ic i a  S inc l a i r  u sh e r s  i n  ‚ S ex  Ed  S eptember ‘

Alicia Sinclair, founder and 
CEO of COTR and initiator 
of the 'Sex Ed September‘ 
campaign
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Alicia: The pillars of a successful campaign 
are purpose, content, collaboration, reach, 
and reception. When we have a purpose that 
is larger than marketing, the content makes us 
proud. We’ve collaborated with creators whose 
values and vision are in line with ours, we 
reached brand fans and new folks alike -  
and it was all well received. That’s a success  
in our view.  

What channels do you use to get as many 
people interested as possible? What kind of 
reach do you expect?

Alicia: With all of the hurdles we have to face 
as a company that talks openly about sex, 
we’ve become very creative with how we gain 
visibility.  Beyond our newsletters, web, and 
social media presence, our partnerships with 
retailers, distribution partners, and educators 
allow us to create the most visible campaigns. 
The reach of our campaigns extends quite far, 
and they touch more folks than I believe we 
ever imagined. I still regularly receive messages 
from people who loved the Every Body 
campaign from b-Vibe.  

Part of your campaign will be the Sex Toy 
Fashion Week. Can you give us some details?

Alicia: If you value pleasure, you most likely 
value some type of sex toy or tool.  These 
sex toys and tools speak to each person’s 
individual style, in the same way that the 
clothing we chose is a reflection of our 
individuality and can even be a political 
statement.  Fashion and sexuality are incredible 
forms of expression and one can even influence 
the other. With the New York Fashion Week 
taking place in mid-September - and our Sex 
Toy Fashion Week launching simultaneously 
- we believe that this presents us with the 
ability to change and shape people’s personal 
sexual relationships through showing the ways 
that sex toys and sexual expression can be 

Bildunterschrift 
Bildunterschrift 
 Bildunterschrift 
Bildunterschrift 
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celebrated.  We should feel joyful about the 
incredible capacity of our body to experience 
pleasure and revel in the incredible sexual 
tools and innovations that humans created to 
empower each other.  

Furthermore, you aim to support and promote 
the work of various sex educators as part of the 
campaign. How will you achieve this goal?

Alicia: We’re working to partner with BIPOC, 
Trans, and Disabled Sex Educators to help 
amplify their work and to provide more diversity 
in our educational resources. We’ve asked sex 
educators to share their best tips and/ or most 
important messages about sex education. 
We’ll be resharing their messages through our 
newsletters, on our website, and on our social 
media platforms.  

Is the work of sex educators not 
sufficiently appreciated? Why is it 
necessary to support them?

Alicia: Having worked in the adult industry 
for almost 20 years, it’s hard to ignore how 
little sex education people (including myself) 
received during childhood. Most of us learn 
from friends, television, pornography, and 
often from adult retail store associates. There’s 
such a lack of pleasure-based, sex-positive, 
and comprehensive sexuality education. I 
truly believe that education is power and if we 
properly educate people, it will empower them 
to feel more comfortable using sex toys and 
talking openly about their sexuality and needs/ 
wants. That’s a world we should all collectively, 
as an industry, be working towards. It’s with 
purpose and intent that all the COTR brands 
contribute and support this movement. 
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Roughly three years after the launch 
of the brand, Lora DiCarlo sets foot on 
the international b2b scene, starting 
with the northern American and the 
European markets this year. This 
expansion goes hand in hand with 
exclusive distribution partners-
hips – in the case of the European 
market, this partnership is with 
Eropartner. As a result, European 
trade members will be able to 
get their hands on the brand’s 
award-winning flagship product 
Osé as well as five other innova-

tive products. Obviously, EAN 
had a lot of questions, and 
Lora DiCarlo (founder and 
CEO of the brand), Michelle 
Harris (Director of Global 
Wholesale) and the team of 
Gisele International provi-
ded the answers.

Sexual Health and Wellness should be normalised 
and - yes, celebrated within mainstream society
Lora  D iCa r l o  s e t s  s i gh ts  on  E u r op e

Lora DiCarlo, founder a
nd CEO of the company 
by the same name
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How long have you been planning to enter the 
global B2B market? Why is now the right time 
to take that step? 

Lora DiCarlo: Since I founded the brand, we 
had visions of scaling our distribution globally, 
however, our team understands how important 
it is to enter any market, particularly Europe, 
both thoughtfully and strategically. By launching 
our direct-to-consumer channels first, we were 
able to gather market specific feedback and 
understand the needs of existing and future 
consumers. The second, very crucial step 
was assembling the right team to find the right 
partners to help tell the Lora DiCarlo story and 
further our brand mission. I’m thrilled to have 
Michelle Harris and the exceptionally talented 
team at Gisele onboard and am very excited 
to see our brand and the larger category grow 
across Europe. 

Many brands are known to focus solely on B2C 
channels, and Lora DiCarlo also dedicated 
the first three years of its history to consumer 
business alone... what are the reasons for this 
step into the B2B market? 

Lora DiCarlo: While the company was officially 
founded in 2017, our flagship product, Osé, 
has only been available on LoraDiCarlo.
com since January of this year. While we’re 
dedicated to maintaining a strong direct-to-
consumer presence, we feel like the brand is 
ready to partner with key wholesale accounts 
who are experts and trusted within their 
communities. As of October 5th, we’ll have a 
capsule collection of five revolutionary products 

to tell a comprehensive story around sexual 
wellness and pleasure, which will enable us 
to bring the Lora DiCarlo innovation story to 
premium retailers across Europe. 

For this big and important step, you have 
created a new B2B team. Can you tell us a little 
bit about the new people and their areas of 
responsibility?

Lora DiCarlo: I’m very proud of the incredible 
women-led team we’ve assembled to help 
our business grow and expand throughout 
the world. Michelle Harris, our new Global 
Wholesale Director is brilliant and comes with 
over twenty years of experience in the beauty 
industry and I couldn’t be happier that she’s 
joined by the exceptional minds at Gisele 
International. Lisa Sananes, Julie Bonnet, and 
Anne-Noëlle Bertel bring long-standing industry 
experience coupled with an expert, regional 
understanding that will give us a fantastic 
foundation for growth. 

For your global B2B expansion, you also 
secured the services of Gisele International, 
a new company that operates as a strategic 
sales and marketing force. What do you expect 
from this cooperation? 

Michelle Harris: A lot of brands move forward 
with a one-size fits all European market 
strategy. Just like we don’t create products 
based on that mentality, we wanted to take a 
different approach to our European expansion. 
By working with the incredible women at Gisele 
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WHO ARE EXPERTS AND 
TRUSTED WITHIN THEIR 
COMMUNITIES” 

LO R A  D I C A R LO 

I N T E R V I E W

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

International we’re able to create tailor made 
strategies unique to not only each country, 
but to each partner. With over thirteen years 
of industry experience, my team along with the 
team at Gisele International will ensure we’re 
offering industry-leading support not only to 
our distributor, Eropartner, but to all Lora 
DiCarlo retailers. 

Gisele International: We are truly honoured 
and so excited to launch the brand Lora 
DiCarlo in Europe. With such 
a strong and driven team, 
amazing innovative products 
and the company’s full 
support, we are convinced 
our European partners will be 
thrilled to discover this line. 

Why do you seek exclusive 
distribution partnerships? What 
are the advantages of this 
strategy? 

Michelle Harris/Gisele 
International: Since Lora 
DiCarlo is a premium 
product, by partnering 
with exclusive distribution 
partners we can uphold 
the brand identity and 
ensure uniform Lora 
DiCarlo experiences 
across the world. While 
Eropartner is our 
exclusive distributor, 
we have an 

established list of criteria that can be accessed 
by retailers across Europe, such that all store-
owners can apply to become an authorized 
seller of Lora DiCarlo products. 

In Europe you work together with Eropartner. 
Why are you sure to have found the most 
suitable partner? 

Michelle Harris: Eropartner is known for being 
an incredible partner, they’re professional, 
transparent, and efficient - everything 

you’d want out of a good partner. 
Additionally, they specialise in 

introducing premium brands 
into the market and 

protecting that same 
premium positioning, 
which is crucial for 
a brand like ours. 
Our team has 
already built great 
relationships with the 

team at Eropartner 
and their clients love 

working with them. 
We’re so excited to hit the 

ground running and watch our 
partnership grow and flourish. 

What are the criteria you go by when looking 
for distribution partners? 

Michelle Harris: Whether you’re a distributor 
or retail partner we’re first and foremost looking 
for a long-term partnership. We’re not looking 
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again, wanted to ensure we’re one of the best 
partners in the industry, so I’m very excited 
to share that all retailers will have access to 
the following: extensive sales training, POS 
materials available free of charge for any 
brick and mortar stores, samples granted in 
exchange for product minimums, an extensive 
list of assets, including both product and 
lifestyle imagery, product videos, and product 
banners. Additionally, we’re aware of how 
challenging this time has been for retailers, 
so we wanted to ensure we limit the financial 
barriers associated with taking on a new 
product line, which is why in addition to the 
resources mentioned above, there is no MOQ 
to get started, and all retailers will have access 
to marketing assets to help ensure sell-through. 

What are your plans for the upcoming months?

Lora DiCarlo: Sexual Health and Wellness 
should be normalised and — yes, celebrated 
within mainstream society. One of our primary 
goals is to grow the category and invite those 
who may have never considered sextech as 
part of their regular self-care and wellness 
routines to start including products like Osé or 
Baci in their daily regimens. With this goal in 
mind, we’ve invested heavily in engineering and 
industrial design teams to utilise our proprietary 
technologies to invent cutting-edge products 
that offer genuine solutions within the space. 
In addition to hiring some of the most brilliant 
minds in robotics and engineering, we’re 
strategically working with key partners to help 
further our brand’s mission. Over the next few 
months you’ll continue to see leading sexual 
education experts foster conversations around 
health and wellness as well as renowned 
influencers and celebrities that will not only 
drive people into our partners’ stores, but will 
help accelerate our mission of normalising 
conversations within the space. 

for short-term sales 
opportunities, but 
rather someone 
who we can 
collaborate with 
to build authentic 
relationships with 

consumers around 
the world. Secondly, 

we’re looking for a 
partner who is eager 

to work closely with 
our team, we truly view all 

relationships as partnerships 
and are always looking for honest 

conversation, so we can learn how to 
be the best partners in the industry. Finally, 
we’re seeking those who are in-control of their 
supply chains, can maintain appropriate stock 
levels, and anticipate any seasonal milestones 
or needs. 

What kind of support can your wholesale and 
retail distributors expect? Do you offer product 
training or POS materials? 

Michelle Harris: We’ve spent a lot of time 
planning for our European B2B launch and 



FleshlightDo you need Fleshlight testers for 
your store

2020
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service and build customer relationships. 
I am very excited to begin working with a 
company with strong family ties, cutting 
edge e-learning platforms and strong 
client relationships.

Tell us about your new position. What res-
ponsibilities will be placed in your care?

Paul: As a Sales Ambassador for Wil-
liams Trading Co., my primary role is to 

Paul Reutershan is something of an international sales sleuth; the James Bond of sex toys, in a way. He‘s a 
face everyone knows, whether home or abroad, and after 20 years of slinging dongs and lubes for the likes 
of East Coast News, Kama Sutra Co. and Pipedream Products, Reutershan is still adding to his bucket list 
of people to meet and places to travel. Just prior to COVID lock downs in the USA, Reutershan took up 
residence with the team of distribution experts at Williams Trading Co in Pennsauken, New Jersey. From his 
remote office in Tamarac, Florida, Reutershan has patiently awaited his new company‘s soft opening, which 
took place on May 5th, so he could finally get back down to the business that enriches his life. Reutershan 
is one of the pleasure industry‘s biggest cheerleaders; a major selling point that caught the attention of 
Williams Trading and owner-founders the Pyne family, who‘ve operated their East Coast warehouse for over 
40 years. In addition to sales, Reutershan‘s known calling card for the majority of his career, he‘ll also be 
doling out sex toy knowledge as a core member of the development team on the distributor‘s new e-learning 

platform, Williams Trading University. Whether due to COVID travel issues or simply 
owning a retail shop that‘s too far off the beaten path to garner a visit from 

a product trainer, Williams Trading U brings all the sex-pertise of a 
manufacturer presentation to this user-friendly online resource. 

Reutershan will also be making the rounds in search of new 
business, so if your European pleasure biz has been eyeing 

Williams Trading‘s newest Cloud 9 Novelties toy releases, 
Paul is your new go-to guy. Until he can return to the 
skies, Reutershan asks EAN readers to drop him a line 
via email (which he‘s of course listed below) or on 
Facebook. If you know Paul – and who doesn‘t at this 
point in industry history? - you know he‘s on hand at 
all hours to take your business inquiry, or just shoot the 
breeze over industry banter.

I am excited for the opportunity to work 
in so many different areas of the business
Pau l  Reute r s han  e xp and s  on  h i s  20+  y e a r  p lea su re  i n dus t r y  c a ree r

Congratulations 
on your new 

position with 
Williams Trading! 

How did you make the 
connection that brought 

you onto this growing team?

Paul Reutershan: Thank you, I am 
excited about my new role with Williams 
Trading. The company was seeking an 
experienced brand ambassador to build 

Paul Reutershan, 
Brand Amassador 
for Williams Trading
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support our sales team, client relations and 
grow new business. I will be traveling extensi-
vely throughout the United States to provide 
in store training, merchandising/consultation 
and new product placement. I will also be 
selling Cloud Nine, a value priced product 
line of adult novelties. In addition, I am on 
the team that is enhancing our e-learning 
platforms to educate our clients on new 
products, merchandising and sexual health 
and wellness.

What’s new about your position with 
Williams in comparison to your past sales 
career? Will you be in charge of any new 
accounts, have additional job duties or new 
territories, and more or less travel?

Paul: In comparison with previous positions 
I have held, the role of Sales Ambassador is 
more multifaceted and will utilize my experien-
ce in retail management, distribution and ma-
nufacturing. This role was created by Williams 
Trading specifically to maximize my skill set. I 
am excited for the opportunity to work in so 
many different areas of the business. Another 
aspect of my new position is to cultivate new 
business for the team, and therefore will be 
traveling more than with previous positions.

Which of your strengths and skills did the 
Williams team find to be a particularly good 
match for the company’s goals and mission?

Paul: The main strength that Williams Trading 
found the most value in, is my strong twenty 

year relationship with many clients and indus-
try peers. In addition, they appreciated that I 
am well versed in providing in store training, 
merchandising advice and incremental selling.

What are you personally excited to bring to the 
Williams team? How do you plan to build upon 
their strong industry foundation?

Paul: On a personal note, I could not be more 
thrilled that Williams Trading Co. created the 
Sales Ambassador position which is a perfect 
match for my skill set and career goals. 
Williams Trading has a forty-five year history 
of providing top notch customer service and 
innovative ideas to assist our clients sales 
growth. It is my desire to impact our clients in 
this same light, but also bring new ideas and a 
fresh perspective with my industry experience.

What are your immediate plans upon taking 
up your new post? Do you have anything on 

“OUR MAIN FOCUS WILL  BE  TO ASSIST  OUR 

CUSTOMERS WITH STARTING UP AGAIN AND GROW 

OUR CUSTOMER BASE AS  WE RETURN BACK FROM 

THIS  UNPRECEDENTED EVENT WITH COVID  19. ”
PA U L  R E U T E R S H A N



136

I N T E R V I E W

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

the horizon right away – once COVID restric-
tions lift, of course - like customer visits, a new 
project, or a training or event?

Paul: My immediate plans, once COVID-19 is 
under control, is to schedule visits to key  
accounts, to nurture relationships with our 
current client base and bring in new custo-
mers. In addition to travel I am on the team 
that is focusing on creating a new e-learning 
platform that will launch this summer. Our 
main focus will be to assist our customers 
with starting up again and grow our customer 
base as we return back from this unprece- 
dented event with COVID 19.

Where can your industry friends expect to 
find you this year? How can we keep in 
touch and stay up-to-date on the latest 
from Williams?

Paul: I am available at preutershan@ 
williams-trading.com and 305-904-0771.  
To get the latest news about Williams  
TradingCo. clients can go to  
www.williamstradingco.com and our  
e-learning platform www.wtulearn.com

Does Williams have any awesome news 
coming down the pipeline that you‘re excited 
to announce or take part in?

Paul: The biggest news that is coming down 
the pipeline at Williams Trading Co. is our 
expansion of our e-learning platform this 
summer. The platform will not be product 
driven but purely educational to improve retail 
associates knowledge of sexual wellness.    

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

“ IN  COMPARISON WITH PREVIOUS POSITIONS I  HAVE HELD, 

THE ROLE OF  SALES AMBASSADOR IS  MORE MULTIFACETED 

AND WILL  UTIL IZE  MY EXPERIENCE IN  RETAIL  MANAGEMENT, 

DISTRIBUTION AND MANUFACTURING.”
PA U L  R E U T E R S H A N
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Congratulations on your appointment as 
one of Pipedream‘s Elite Distribution  
Partners! What does this step mean  
for your company?

Zoltan Body: Thank you. We consider this 
step proof that Debra Net Ltd. is a serious 
player in the European market and is able 
to steadily improve its business perfor-
mance in the long term. Moreover, this 
is an excellent opportunity to strengthen 
the co-operation between Pipedream and 
Debra Net. 

How long has Debra Net been distributing 
Pipedream products? How important has 
the brand been in your product range  
so far?

Zoltan: We don’t have bookkeeping data 
that goes back this far, so I guess for a 
long, long time. 
Pipedream has always played a significant 
role in our product selection and sales for 
these products have grown year by year. 
We truly hope that we can keep this trend 
going.

Pipedream has restruc-
tured its presence and 
distribution network in the 
European marketplace. 
Apart from a new logistics 
centre in the Netherlands 
and a newly opened 
showroom in Germany, 
that also included the 
appointment of three 
elite distribution partners, 
which now handle distri-
bution for the US brand in 
Europe. Debra Net is one 
of these elite partners, and 
Zoltan Body, founder and 
President of the company, 
tells us more about this 
new stage in their collabo-
ration with Pipedream and 
the expectations that are 
tied to it.

We consider this  
the beginning of a new era
De br a  Ne t  i s  on e  o f  P iped rea m’s  e l i t e  d i s t r i bu t ion  pa r tn e r s  i n  Eu rope

Debra Net‘s founder and 
President: Erika Melega Bodyne 

and Zoltán Bődy
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What was the decisive factor in Pipedream 
choosing your company for this partnership?

Zoltan: I think you should ask Pipedream first 
about the exact selection criteria they applied. 
In my opinion, the decisive factors could  
have been our long-term stability, business 
philosophy, and our dominant market position 
in Central & Eastern Europe, as well as our 
growth potential.

What role will the Pipedream brand play for you 
from now on?

Zoltan: I am sure that the situation will change. 
We are committed to finding the most effective 
way to foster our co-operations - not only with 
Pipedream but also with our new and existing 
clients - in this new market situation. On our 
side, we will pay special attention to new forms 
of joint work to make things more effective.

When it comes to the strengths and unique 
selling points of the Pipedream brand, which 
are the most important ones in your opinion?

Zoltan: Pipedream has always had a  
stable, strong, and creative team. Furthermore, 
they offer good design and great marketing. 
Sales and client support are also exceptional. 
By opening a warehouse in Europe, we now 
expect better product availability and faster 
shipping.

What does this special partnership mean for 
your customers and all other retailers who want 
to buy Pipedream products? What do you offer 
apart from the full range of products? 

Zoltan: Partners can now enjoy the support of 
a whole distribution network. From a well- 

established parent company and a superb 
team in Europe all the way to a distribution 
network with decades of experience. Now, 
everything is set up with a well-prepared team 
so clients can effectively boost their sales.

Pipedream has a very large assortment. Is 
Debra Net well positioned to handle the coming 
logistical challenges? 

Zoltan: Thanks to continuous development,  
for instance a new warehouse, new ERP  
system etc., we are ready to fulfil logistical 
tasks without any problem. Apart from that,  
we also decided to expand our Pipedream 
selection. Currently, the offer of Pipedream in 
Europe consists of hundreds of bestseller  
products. However, many of our clients look  
for products that are only available on the US 
market. So, we constantly monitor customer 
needs and add such items to our selection  
as well.

Apart from making you Elite Distribution  
Partners, Pipedream has also just opened a 
new distribution centre in the Netherlands and 
a new office and showroom in Germany.  
What are your expectations regarding these 
steps? Do you see growth opportunities for  
you and Pipedream in Europe? 

Zoltan: Debra Net and Pipedream made  
big changes in the past few years. Lately, we 
have also had to face the COVID pandemic 
which made things more complicated. We 
consider this the beginning of a new era as 
participants need to find their place and roles. 
Consequently, the success of the new system 
depends on all of us. We trust the whole  
team working in the supply chain and hope  
that the new concept works so everyone will  
be satisfied.
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Step, how did you get involved with 
sex toys? 

Step: For a long time, I was almost living 
a double life, working on electronics 
during the day and running sex positive 
events at night. When I became victim 
to health issues that forced me to leave 
my career at the end of 2018, my future 
was open and uncertain. I decided to 
fill that void with the natural blend of 
these two seemingly disparate lives: 
sex toys!  

Cute Little Fuckers is your own sex 
toy brand, founded in 2019, and now, 
the first products are on the market. 
Can you tell us about the development 
process?

Step: We prototype all of our toys in-
house with 3-D printing and DIY injection 
moulding. Through customer interviews 
and beta testers, we made sure to 
include perspectives from as many 
gender identities, sexualities, ethnicities, 
and body types as possible to make 
toys that are loved by many, many types 
of people.         

Reducing Cute Little Fuckers to sex toys and cute monsters 
would be doing the up-and-coming brand a disservice, 

even though both of these elements play an import-
ant role in the brand philosophy. But there is much 

more to Cute Little Fuckers, as we learn in our inter-
view with the creator of the brand, Step Tranovich.

We are fighting for gender inclusivity, not with fists 
and force, but with little friends everyone can love
Cute  L i t t l e  F ucke r s  e m p has i s e s  d i ve r s i t y  i n  th e  w or ld  o f  sex  toys

Step Tranovich, the 
creator of Cute 
Little Fuckers 
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What is the philosophy of Cute Little Fuckers? 
What do you want to bring to the world with 
your brand? 

Step: At Cute Little Fuckers, we believe sexual 
expression should be accessible, inclusive, 
and most of all, fun! Our toys are made to be 
as approachable as possible for first-time toy 
buyers, while also being interesting for long-
time toy users. We include many different 
perspectives into our design process to make 
toys that feel welcoming to as many genders, 
as many sexualities, as many people as 
possible! And an oft-forgotten fact about the 
adult toy industry is that people want sex to be 
fun. We make fun toys!

Your first three products are Trinity, Starsi, and 
Princette Puppypus. Could you please tell us 
more about them and present their unique 
selling points? 

Step: All of our toys are characters in their own 
right, so I will introduce them for who they are 
and then get into their design strengths. All of 
our toys are designed to be used 
in multiple ways (even more 
ways than I will list here), 
and on each box, there 
is a comic outlining 
some of our favourite 
ways to use each toy.         
Princette Puppypus uses 
the pronouns they/them or 
the royal We, and their favourite 
things are pizza and butts. Princette 
makes for an incredible butt plug but is 

praised even more highly as a clitoral stimulator 
because of the way their head nestles into 
the clitoral hood. Their tentacles all vibrate 
for added stimulation. And the shape slips 
between fingers so easily, making this one of 
the most ergonomic toys on the market.         
Starsi prefers to just be called Starsi and loves 
napping and hiding things. The placement of 
Starsi’s motor causes each tip of the star to 
vibrate at a slightly different intensity; paired 
with the settings on the vibrator, you can hone 

in on exactly the vibration level you 
love. Pinpoint sensation on the 

tips or smoother large-area 
sensations across the 

back are available. Easy 
to hold or sit on for 
hands-free orgasms, 
this toy is loved by 
many different body 
types.      
Trinity (she) hangs 
out with their 
polyamorous 

partners 

Step with the Cute Little 
Fuckers products that 
are available right now
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Tripp (he) and Trine (xe), and together they 
love hugging, dancing, and cave exploring. 
Trinity makes for a great internal toy! Her flared 
base makes her anal safe and also allows 
her to be fastened to a strap-on holster. The 
features on her sides (her partners) provide 
added stimulation to sensitive G spot and 
prostate areas. All of our toys are 100% high-
quality silicone and are some of the strongest 
handheld vibrators on the market. The rumbly 
power of the 10-setting vibrators is always the 
first thing people celebrate when they hold our 
toys for the first time.                                   

Do you have plans to launch more products? 

Step: Yes! We just launched our first three 
toys, and we are already working on designs 
for more toys to come. As far as what and 
when - we are keeping that under wraps for 
the moment.       

Who is the target group for your products? 

Step: It’s hard to pin down, our customers 
& community are deeply intersectional. But I 

would say that we are for people who feel like 
the standard society script of what sexuality 
should look like isn’t for them. For some 
people, that is about queerness or gender. For 
others it’s about their fetishes. And for many, 
it’s just about growing up in a society where 
women are told they shouldn’t be sexual. We 
are like the most adorable and innocuous 
band of rebels. And some people don’t care 
about all that and just like really cute things. 
And that’s OK too!      

How has the response to your brand been 
so far? 

Step: Incredible! Our kickstarter campaign 
was funded on its first day and raised three 
times its goal overall. The level of success and 
positive feedback was totally unexpected. We 
only publicly launched our toys in July, and 
several major adult toy retailers in the US have 
already picked up our toys. Our online reviews 
have been incredible, and the personal emails 
people have sent me have been the sweetest; 
a few have even made me tear up. I am 
so grateful and blown away by the positive 
reception!                 

For more information 
about Cute Little 
Fuckers, go to 
www.clftoys.com
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How do you explain the media interest in you 
and your story? 

Step: What we are doing is different, but what 
we are doing is also honest and endearing. 
Rarely does someone look at our toys and not 
find a smile on their face. We are fighting for 
gender inclusivity, not with fists and force, but 
with little friends everyone can love. And the 
gender binary isn’t the only binary we are taking 
on. In the adult toy industry, until now you’ve 
had to choose between realistic veiny dildos or 
stoic space probe vibrators. Cute Little Fuckers 
shows people there’s another way to relate to 
your sex toys. And people are loving it. 
         

You have defined Cute Little Fuckers as not just 
a sex toy brand, but rather as a community. 
Why this approach? 

Step: People who engage with us aren’t just 
customers and prospects, they are my people. 
We share interests and values and culture. 
We care about a world where people can 
approach sex in a healthy way, in their own 
unique way, a way that makes each of us feel 

included. Yes, I am at the centre of the Cute 
Little Fuckers company, but to say Cute 
Little Fuckers is just me, or even just the 

staff, feels ridiculous. There are plenty of 
people outside of our legal structure 
who participate in various ways, 
from making fan art to volunteering 
at events to simply engaging with 
us online. Even at the most basic 
level of purchasing a toy, they are 

supporting us in achieving our shared 
interests, and we are supporting them in 

the same way. That sounds like a community 
to me.                      

                      
How is this community idea reflected in your 
activities? 

Step: At the most basic level, it really shows 
in the way we engage with the people around 
us. We don’t treat our customers as a means 
to a paycheck, we treat them like you would a 
friend. Because, well, they are my community 
members, they are my friends. 
Before Covid, we had a lot of physical 
community gatherings in California. We would 
host or sponsor or attend a ton of events, from 

 “WHEN A  RETAILER TELLS US 

THAT CUTE L ITTLE  FUCKERS IS 

TOO WEIRD OR QUEER TO ADD 

TO THEIR  INVENTORY,  I  DON’T 

EXPECT TO SEE THAT COMPANY 

AROUND IN  10 YEARS.”                    
S T E P  T R A N O V I C H
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workshops to parties to discussion groups, all 
sorts of things. I loved giving people tours of 
our prototyping facilities, and teaching aspiring 
creators how to use our techniques to build 
their own things.
Now that physical gatherings are not possible 
for the foreseeable future, we are exploring 
more ways of connecting with our community 
online. We are already creating a bunch of fun 
and helpful content for free for our community, 

including a webcomic series about all the toy 
characters, videos where we answer peoples 
questions, and soon, there will be a podcast 
where we interview incredible people in our 
community.         

In 2019, you started a Kickstarter campaign 
that ended up being extremely successful in a 
very short timeframe. Why did you choose to 
take the crowdfunding route? 

Step: I am not independently wealthy and 
raising money in the adult toy world is 
notoriously challenging, especially in the United 
States, and especially if you are a queer gender 
non-binary person. I didn’t have money or the 
support of an institution on my side. What I 
had was an idea that people loved, the skills to 
make it happen, and a community that believed 
in me. Crowdfunding was the right tool to 
pull all of that together into an economically 
successful venture.    

“WE INCLUDE MANY DIFFERENT PERSPECTIVES 

INTO OUR DESIGN PROCESS TO MAKE TOYS 

THAT FEEL  WELCOMING TO AS  MANY GENDERS, 

AS  MANY SEXUALITIES ,  AS  MANY PEOPLE AS 

POSSIBLE!”
S T E P  T R A N O V I C H
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How do you market Cute Little Fuckers? 
Which distribution channels do you use to 
reach the consumers? 

Step: We sell Cute Little Fuckers 
through our online store, but our 
main focus is retailers. We are 
already working with a number 
of value-aligned retailers in the 
United States, including Good 
Vibrations, Babeland, and SheVibe 
to name a few. Our marketing involves 
making tons of engaging content, 
working with queer and sex positive 
influencers, and some ad budgeting as 
well. And, as you mentioned, the media 
has been really interested in us, so that’s 
great marketing in itself.                 

Is there any interest in expanding 
your distribution network in 
Europe with distributors or 
retailers? 

Step: YES! We already 
get a ton of online sales 
from Europe! We are looking to 
expand into European distributors and retailers 
in the near future. If you are a European 
retailer or distributor interested in working with 
us, please email me at step@cutelittlefuckers.
com. We would love to consider having you as 
part of our European launch!      

When you look at the market for sex toys 
today, what positive developments do you 
see, and what are the things you dislike? 

Step: I notice that the world is changing. The 
way people relate to gender, sexuality, and 
especially sex is becoming more comfortable 
and open. In a recent study among young 
Americans, only 48% of Gen Zs identified as 

purely heterosexual. 
[Study conducted by the 

J Walter Thompson innovation 
group.] And I believe it. I see this 

in the people I meet, the stories I 
read online, and most clearly in the 

rapidly growing Cute Little Fuckers 
community. The demand for sex toys is going 
up, but the types of sex toys young people 
are looking for are not the hot-selling items 
of the past few decades. They want toys that 
are as weird and queer and open as they are. 
Some sex toy companies are noticing this 
and adapt to blast off with the market growth 
this sexual renaissance will bring. But too 
many companies are just oblivious. And those 
companies are going to be left in the dust 
for it. When a retailer tells us that Cute Little 
Fuckers is too weird or queer to add to their 
inventory, I don’t expect to see that company 
around in 10 years.            

“THE DEMAND FOR SEX TOYS IS  GOING UP,  BUT 

THE TYPES OF  SEX TOYS YOUNG PEOPLE ARE 

LOOKING FOR ARE NOT THE HOT-SELLING 

ITEMS OF  THE PAST FEW DECADES.”             
S T E P  T R A N O V I C H
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Erectile dysfunction is still largely a taboo 
subject today, although many men are 
affected by it. Why is this problem still 
hushed up?

Team MaleExtra: We think the problem 
largely stems from the stigma surrounding 
impotence that has been embedded in 
people’s minds. In general, men tend to 
be more closed off to talking about their 
problems, and when the problem is linked 
to sexual performance, it is even harder to 
open up about it.

This tabooing also means that the topic is 
still surrounded by many myths. Is there 
a prejudice that you encounter again and 
again and which you would like to refute?

Team MaleExtra: The biggest myth that 
comes up the most is that it makes a 
man less masculine. This is absolutely not 
the case. Erectile dysfunction can affect 
any man for any number of reasons. At 
MaleExtra, we really want people to re-
think ED as a common issue that has no 

reflection on you as a person. If someone 
had a cold, you wouldn’t think of them 
as being less manly, so why can’t this 
be the same? Another myth we regularly 
encounter is that this is just a problem 
older men have, which definitely isn’t the 
case. Nearly 50% of our sales come from 
18 to 34-year olds. This problem can 
affect men of any age, at any time in their 
life. We are seeing an increase in young-
er customers, partly because they are 
more willing to seek a solution, and partly 
because they are being more affected 
as mental health issues become more 
common.

The causes of ED can also be connected 
to the personal situation of the person 
concerned. Has the problem been aggra-
vated by the corona lockdown?

Team MaleExtra: We would definitely 
say it has. We have seen website activity 
on MaleExtra increase by 400% since 
lockdown began. Sexual performance is 
very much linked to mental health, and 

The corona crisis is 
affecting us all, and each 
in our own way. The team 
of MaleExtra, who have 
specialised in food supple-
ments with positive sexual 
effects, report that sales 
on their website have gone 
through the roof since the 
lockdown period began. 
And considering that sex-
ual performance is closely 
linked to mental health, 
that is not really surpris-
ing. To learn more, EAN 
asked the food supplement 
experts of MaleExtra for an 
interview.

Erectile dysfunction can affect 
any man for any number of reasons

Male E x t r a  b a n ks  on  n a tu ra l  i n g red ien ts
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the pandemic has definitely put a lot of strain 
on people’s mental wellbeing. We’re just very 
pleased people are looking to do something 
about it.

What advice would you give to 
affected men who are par-
ticularly suffering from the 
current corona situation?

Team MaleExtra: The 
current situation has 
been extremely tough for 
a lot of people, whether 
they feel trapped inside, 
isolated, stressed or generally 
overwhelmed by the situation. I 
think it’s really important to remem-
ber that it’s okay to feel like this; it has 
hit everyone in different ways. I would en-
courage people to try and be open about how 
they are feeling and not to overthink things too 
much if sexual performance starts to become 
a problem. Things will get better, and there is 
always help available when you need it.    
Let’s talk a little about Male Extra’s products. 
What exactly do you offer to your customers?
Team MaleExtra: We offer one of the leading 
male enhancement supplements on the mar-
ket. The blend of natural ingredients increases 
blood flow to the penis to give men a bigger, 
harder, and longer-lasting erection, as well 
helping them achieve more intense orgasms.

What makes your products stand out from 
the competition?
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Team MaleExtra: What sets us apart from 
the typical male enhancement products that 
people usually think of is that we’re a natural 
supplement. There is also a ‘special’ ingredient. 
Pomegranate 70% ellagic is the single most 
important ingredient contained in MaleExtra. 
Like Viagra, this natural ingredient can help with 
blood flow by increasing the size of the blood 
vessels which helps men achieve longer-lasting 
and harder erections. Exceeding all rival en-
hancement products, MaleExtra includes 500 
mg of this in a single dose. We have a unique 
formula that you will not find in any other prod-
uct, with a powerful blend of natural ingredients 
that increase blood flow to the penis, giving 
users bigger, harder, longer-lasting erections 
and more intense orgasms”. 

How would you narrow down the target group 
of your supplements?

Team MaleExtra: As I mentioned above, many 
people think that erectile dysfunction is just a 
problem affecting older men, but it can affect 
men of all ages. Our main demographic would 
be men aged from 25 upwards.  

Are MaleExtra supplements available every-
where in Europe without restrictions?

Team MaleExtra: Yes, absolutely! 

Who can retailers contact if they would like to 
offer your products?

Team MaleExtra: We are influencer and affili-
ate-led, so I would direct you to the 
MaleExtra website to find out more! 
https://maleextra.com

For more information 
about MaleExtra, go to 
www.maleextra.com
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Sex-tech is in full swing, and its’ female founders think 
good engineering needs to become top priority for today’s 
discerning consumer. Raven Faber, a structural engineer 
from Colorado, USA, found that selling sex toys fit her 
personality much better than a corporate job. When she 
decided to take a leap and launch her own brand, Faber 
already knew that selling any old lube or vibrator simply 
wouldn’t do for a seasoned scientist. Faber set out to  
create a brand around the idea that science can fuel sex 
toy sales. Consumers needn’t be engineers to feel drawn to 
expertly engineered lubricants - like Faber’s own CBD lube 
line, including the Oh!Nectar Massage Oil -  and pleasure 
products - like the EngErotics DimiVibe. Pleasure enthusiasts 
have been seeking sex-tech for years, thanks to mainstream-
praised brands like MysteryVibe and Fun Factory. Faber’s 
goal is to refine the public’s interest in sex and technology 
with a curated collection of EngErotics-labeled toys and CBD 
lubes along with a small selection of other manufacturers’ 
brands that fit Faber’s ethics and quality standards. The idea, 
Faber says, is for consumers to skip the endless scrolling 
through page after page of standard sex toys. The EngErotics 
consumer – and the majority of the market, according to 
Faber – wants to only be presented with the best.
As EngErotics clarifies on their website, the brand’s mission 
is to bring high-quality, well-engineered intimacy devices 
along with expertly formulated CBD infused intimate body 
care products to market. Faber holds strong to the idea 
that the chemistry behind a CBD infused intimate body 
care product is paramount in ensuring that its efficacy and 
performance exceed expectations. In Faber’s first interview 
for the European pleasure trade, she explains why all of the 
components that go into making intimacy products and 
devices should be of the highest standard. 

It’s of the utmost importance for 
scientific minds and minorities to step up
EngEro t i c s  found e r  Rave n  Fabe r  b le nd s  s e x  a n d  sc i en c e  f o r  a  c u ra ted  re ta i l  e xpe r i en c e

Raven Faber founded 
EngErotics.com in 2016 
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What initially drew you to work in this industry, 
and how did your career eventually lead up to 
launching your own retail brand?   

Raven Faber: My journey in this industry 
started while I was in graduate school studying 
engineering. I ended an unhealthy relationship 
so that I could pursue my own interests and 
one of those interests happened to be selling 
pleasure products in the direct sales industry. 
I was raised in a sex positive home, so I was 
already comfortable discussing sex. Selling 
vibrators to rooms full of women seemed 
to be a natural fit, so I decided to give it a 
try, not knowing that I’d become very good 
at it. I ended up being in direct sales for 
nearly a decade and it was such a valuable 
learning experience for me. During that time, 
I learned a tremendous amount about sales, 
networking, vendor events, product materials, 
and where the market could use improvement. 
It was a pretty good side gig as it gave me the 
flexibility to work in the corporate world as a 
structural engineer during the week and then 
do pleasure product parties on the weekends. 
As I became more knowledgeable about 
pleasure products and the industry, I began to 
outgrow what the direct sales industry could 
offer me. I began thinking about all the things 
I could achieve by founding my very own 
company. After sitting on the idea for two or 
three years, I finally decided to leave direct 
sales, put a rough business plan together, and 
give it a shot. 

What was the original concept behind 
EngErotics? Did you feel the market was 

lacking in products that you could fulfill with 
your retail offerings?   

Raven Faber: EngErotics is short for 
‘Engineered Erotics’ and it was founded in 
response to the lack of design guidelines 
for quality and safety in the sexual wellness 
industry. While the market has always been full 
of pleasure product companies, I didn’t see any 
Black-owned engineering companies that just 
so happened to specialize in sexual wellness. 
I saw a great need for the presence of more 
engineers and scientists in the sexual wellness 
industry. More importantly, I saw a great need 
for minority representation within sex-tech 

and the pleasure product industry as a whole. 
When I created EngErotics in 2016, the way 
pleasure products were designed, marketed, 
and sold was very much in favor of the status 
quo. The same is true even now in 2020 and 
there still isn’t anything holding manufacturers 
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accountable for the quality and safety of their 
products. That’s not to say that there hasn’t 
been any progress because there absolutely 
has been. There are lots of companies that are 
doing great work for the purpose of making 
the pleasure product industry better in all sorts 
of ways and many of those companies were 
doing this work long before EngErotics was 
ever on my mind’s radar. 
We’ve still got a long way to go, though. 
There’s still so much work to be done within 
the industry and that’s why it’s of the utmost 
importance for scientific minds and minorities 
to step up and take their seat at the table. 

What kind of consumer do you think will be 
most drawn to the EngErotics brand based on 
your ethics and quality standards?

Raven Faber: Our ideal consumer has 
discerning taste. They want a pleasure product 
that is carefully thought out and well-made and 
they are willing to pay a bit more for it. They are 
well past the ‘tee-hee, giggle giggle’ stage of 
shopping for pleasure products, meaning it’s no 
longer a mildly embarrassing adventure. Rather, 
it’s just another part of self-care and is as 
normal as indulging in a fancy manicure. They 

have a very good idea of what feels good to 
them and what they think they might enjoy. It’s 
all about quality over quantity for this consumer. 
In other words, they’d much rather deal with a 
small, curated collection that showcases the 
best of the best instead of page upon page of 
products. They value company transparency 
and education on the product they are buying, 
and they expect the company they are 
shopping with to provide them with both.

Tell our trade readers how we can collaborate 
and work with your business. Are you seeking 
distributors and other retailers for wholesale,  
as well as selling direct on your website? Will 
you be featuring other manufacturer’s products 
on your website, or only your own? 

Raven Faber: All of these, actually! We sell 
direct to consumer through our own website 
and we also offer wholesale. We have had the 
pleasure of wholesaling for several independent 
projects in the health and sexual wellness 
spaces and it’s been a pure joy working with 
people who are as excited about sexual 
wellness as we are. We’d absolutely love to 
work with retailers and distributors so that more 
people can get to know EngErotics! 
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I think it’s important to support well-designed, 
well-engineered pleasure products in all of their 
forms, so we do feature a selection of products 
from manufacturers that meet our standards 
on our website. We switch this selection up 
quarterly to keep things fresh and interesting 
while maintaining the small boutique feel of our 
website. There are so many wonderful products 
out there and I believe that including a curated 
selection of these helps us shine as a company. 
Working and collaborating with us is easy. Just 
shoot us an email or DM us on social. We’re on 
Instagram, Twitter, and Facebook. 
Questions@engerotics.com is our email 
address for inquiries.

What product offerings would you particularly 
like to highlight and shout out to the industry? 

Raven Faber: The team and I are extremely 
proud of our CBD infused intimate body care 
line, especially our award winning Oh!Nectar 
Massage Oil. It won Best CBD Topical at USA 
CBD Expo earlier this year and I am still so 
proud of this accomplishment! As more people 
begin to discover all the ways in which CBD 
can enhance the sexual experience, it is of the 
utmost importance that CBD infused sexual 

wellness products be formulated to be safe 
and effective. 
The CBD industry suffers from the same lack 
of design and manufacturing standards for 
product safety and quality that the pleasure 
product industry does, so this is just one more 
area in which engineering and science have an 
opportunity to shine. 

What are your business plans for EngErotics 
throughout the remainder of 2020? 

Raven Faber: We’re going to focus on growing 
and scaling for the remainder of 2020. We’re 
currently working on getting into retail stores 
and establishing relationships with distributors. 
COVID has created a packaging shortage and 
delays in getting raw materials, so it’s been 
taking a bit longer to get things done. 
Despite this, business has continued to 
increase, and manufacturing has continued 
to move forward, albeit at a slower pace. 
It’s exciting and surreal at the same time as 
EngErotics comes from humble beginnings. 
We’ve been bootstrapping for four years now 
without taking outside capital. It’s nice because 
going this route has allowed me to maintain 
control of my company while keeping all facets 
of its mission, values, and vision intact. On 
the other hand, it’s much more difficult to hit 
our company milestones. Needless to say, I’m 
incredibly thankful for all of the success and 
good fortune we’ve enjoyed even while in the 
midst of a global pandemic.

This interview is con-
tributed by Colleen 
Godin, EAN U.S. 
Correspondent
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communication company for over 8 years, 
called Dizuna Communications.
Parag Gupta is the co-founder and CTO 
at Tickle.Life. He is an amalgamation of 
engineering, design, and product know-
how. He has 8+ years of experience in 
start-ups, with a focus on growth, design, 
technology, and product development. He 
focuses on using technology and design 
to grow products that provide value, 
and he has experience creating network 
products in spaces including business-
to-business, sales/inside sales, dating & 
relationships, technology, and information 
design. He is also a co-inventor in the 
field of interaction design (Honeywell 
International) and is a visiting speaker in 
the field of information design and value 
at one of the best design schools in India. 
He joined Tickle.Life because he believed 
that there are many facets to relationships 
and that exploring the unexplored 
is imperative. With his multifaceted 
capabilities, Tickle.Life is lucky to have 
him. As attitudes towards sex and sexual 
health have started to shift, we need 
proper channels of information, experts, 
and basic conversations in this transition 
period to normalise everything about 
sex and sexuality. Through Tickle.life, 
we want to create an ecosystem where 
all sex positive people across the world 
are supported on their journey of sexual 
self-discovery. Like we say in our team 
meetings and our interactions with over 
350 sex positive collaborators and over 
1000 podcast owners: It is time to  
create magic!

Tickle.Life is the new 
epicentre in the sexu-
al wellness universe. 
Founded only last year by 
Shakun Sethi and Parag 
Gupta, Tickle.Life is a safe, 
sex positive, inclusive, 
uncensored space for all 
who want to know more 
about sexuality and sexual 
wellness, free of biases 
and prejudice. EAN had 
the opportunity to talk to 
co-founder Shakun Sethi 
about the creation and the 
goals of Tickle.Life.

Our mission is to make sexual 
wellbeing discoverable by all
www.Ti ck le . L i f e  i s  b r i n g in g  th e  en t i r e  sexua l  w e l l be in g  ec osys tem tog eth e r 

Tell us about yourself and your co-
founder. What led you to the sexual health 
space? 

Shakun Sethi: My name is Shakun Sethi 
and I am the founder and CEO of Tickle.
Life. I have over a decade of experience 
in community management, international 
communications, brand management, 
and digital media. Inclusivity is paramount 
for me and I hope this is evident in 
my work. I am also the founder of 
organisations like ‘Jammu and Kashmir 
Future Talks’ and ‘Indian Students in The 
Netherlands’. This is my second start-
up after successfully running a crisis 

Shakun Sethi, CEO 
and co-founder of 
Tickle.Life 



165

When did you start Tickle.Life and what made 
you decide to create a platform that is all about 
sexual wellbeing?  

Shakun Sethi: Tickle.Life is based in San 
Francisco and was founded in 2019. While 
growing up in a small Indian city, Jammu, I 
thought it was perfectly acceptable to make fun 
of puberty, sexuality, sexual reproduction, and 
other important topics of growing up. Conversa-
tions about sex and sexuality felt and uncomfort-
able, and they were limited and biased. Howev-
er, things changed quickly, and while pursuing 
my Masters in the Netherlands, there was a sex 
toy shop located next to my dorm. It took me 6 
months to acknowledge the desire to enter the 
shop and just explore. Everything I had come to 
believe over three decades of my life was about 
to be unravelled! I was so scared of the judg-
ment and all the preconceived notions around 
sex that I ended up lying, saying that I was 
visiting this sex toy shop to buy something for 
my aunt. My education abroad not only opened 
a plethora of professional and cultural opportuni-
ties but also awakened the deep-seated 
inquisitiveness that I had about sexuality. There 
is a lot of confusion and prejudice against 
different sexual orientations and the LGBTQ+ 
community prevalent everywhere, not just in 
India. That is one of the major reasons why, 
when I decided to take the plunge, it was not for 
a specific gender or sexuality but to create a 
discovery platform where everybody can come 
and discover our needs.

What is your philosophy? What is your mission 
with Tickle.Life?  

Shakun Sethi: We believe in promoting a sex-
positive environment that is safe, inclusive, free 
of judgement, and which respects everyone’s 
privacy. Our mission is to make sexual 
wellbeing discoverable by all. 
 

There are countless blogs and websites on 
the internet dedicated to sexual wellness and 
sexual health. How is Tickle.Life different from 
these?  

Shakun Sethi: Tickle.Life’s goal is to provide 
life to the countless blogs and websites that 
you see by making them discoverable. Tickle.

Parag Gupta, CTO 
and co-founder of 
Tickle.Life 
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Life was conceived with the understanding 
that people from various sexualities are living in 
silos which is hampering one’s own discovery. 
We aim to bring the community together and 
start the dialogue on a larger scale which can 
help in normalising the discussion about sexual 
wellbeing. Therefore, we are bringing all the 
resources together at a single platform. This has 
made Tickle the world’s first community-based 
sex and sexuality discovery platform. It is the 
epicentre of all the information and products and 
services you may need for your sexual wellbeing.

What can you tell us about your content? What 
standards do you follow here?  

Shakun Sethi: We have more than 350 
collaborators adding content every day in the 
form of blog posts, poetry, graphics, stories, 
videos, and any other time format feasible. 
Our collaborators are educators, mental health 
experts, gender experts, lawyers, microbiologist, 
sex workers, academicians, doctors, etc. 
who are dedicated to bringing the need for 
normalising sex and sexuality to the fore. We 
have an in-house team of editors who vet any 
and every resource that is posted and follow 
very strict rules. Our products and services listed 
in our shop section are also usually scrutinised 
by our collaborators or via external references to 
maintain high quality.

What sexual health topics are popular with your 
customers /users right now? 

Shakun Sethi: We noticed that many people 
are inquisitive about basic questions such 
as what is BDSM, how to use sex toys, how 
to discuss sexuality with my kids. So such 
information makes it interesting. In fact, we 
have decided to make September our month of 
‘Back to School’ because of this, as we believe 
sex education should be a mandatory subject 
in school for all.
 

How great is the demand for information as 
offered on your platform? Or put differently: Are 
we still not sufficiently sexually educated even 
in the 21st century?
  
Shakun Sethi: OF COURSE NOT! How 
could we be? We are evolving sexually every 
minute. Sexuality comes to us naturally and the 
interesting part is it chooses us and it can’t be 
the other way around. Sexual behaviours can 
start to occur long before puberty and if we 
aren’t well informed or educated about them, 
it can lead to making wrong choices. Hence, it 
is vital to get a holistic sex education. Also, we 
have doubts and sometimes specific questions 
about our intimate lives which we are afraid to 
ask. Tickle.Life is the space where you can ask 
them - discreet, safe, non-judgmental, and full 
of resources, a place to find the answers you 
seek. It was created to bridge the gap between 
the sexual wellbeing industry and the people.

You recently added an online shop to your 
platform. What can you tell us about this 
feature? Why did you take the step from 
information platform to marketplace?  

Shakun Sethi: The global sexual wellness 
market is projected to grow to $37.19 bn by 
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2022. As attitudes towards sex and sexual 
health shift, personal and intimate care 
products are shaping up to be the next big 
opportunity. Our marketplace is an inclusive 
step as there is still so much misinformation 
and stigma attached to products, and exploring 
one’s sexuality plays an integral part in finding 
answers to our questions. We also received 
multiple requests from our users who, once 
they had read, heard, or watched content 
on our platform, wanted to know where or 
how they should take the next step. Most of 
the sites out there provide either products or 
services but here, our sellers have already 
created relations with their buyers, making the 
shop an integral part of the user journey.

What criteria do you go by when selecting 
products for your online shop? 

Shakun Sethi: We are very particular about 
the products and services that we showcase 
because what we are creating is not just an 
e-commerce platform but a discovery platform. 
Keeping this in mind, the first preference is 
always given to our collaborators and sex-
positive people/organisations whose resources 
we have had the privilege of sharing on an 
ongoing basis. Also, another important criterion 
is to be sure that what we showcase is be 
of the right quality and we ascertain that by 

having our inhouse reviewers or our partner 
network test the products.
 

How satisfied are you with the sex toys  
and similar products currently available on  
the market? 

Shakun Sethi: In terms of products (sex toys, 
condoms, exotic lingerie, sexual lubricants, 
and others) we think the world and industry 
is changing every day and every day, there is 
a new product for any group. What we need 
is for them to reach their buyers which can 
sometimes become a problem because of 
dearth of information about what they can do. 
If I am a new user and a toy description talks 
about motor power rather than how it will make 
me feel or why i need it for my pleasure, that a 
great bump. With our individual descriptions, 
we want to convey information about the  
real experience. 
 

How do you rate the market for sex toys in 
terms of inclusion. Is the market heading in the 
right direction?  

Shakun Sethi: Yes and no. It is inclusive 
because of all the new technologies and 
changes that are taking shape. And no because 
I think that, unless they reach a wider audience, 
they can never be inclusive in the right sense.
 

Where is Tickle.Life heading?  

Shakun Sethi: Tickle.Life wants to remain true 
to its ideology to be the bridge between the 
industry and end users and with this goal, we 
want to be the platform where, within the next 
five years, any and every individual will go to 
find all the resources about sexual wellness 
which are created by the industry as a whole.
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Silicone-based lubricant for the most 
extreme demands, especially for anal 
intercourse. Containing extracts of  
St. Johns wort oil and evening primrose oil 
to relax the muscles. This combination of 
special, cosmetic silicone oils of the highest 
quality produces incredibly pleasurable 
lubrication. Extremely long-lasting gliding 
film, unscented and tasteless, results in a 
very smooth and silky feeling. 
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Special oil combinations 
help to relax skin and 
muscles. Elasticity increases 
and a light anaesthetizing 
effect is reached.
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Anal Exxtreme Spray is particularly suitable 
for lustful anal intercourse. 

ANAL EXXTREME SPRAY
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Blush Novelties is brightening up the summer with new reasons for 
consumers to delight in their corona stay-cations. Denise Young, a Blush 
account executive who handles the company’s European clients, says 

these several new additions to Blush’s most popular brand lines were all 
inspired by direct consumer feedback: the Gaia Eco collection, a line 

of basic, smooth vibrators made of biodegradable plastic, has been 
updated with the Eco G-Spot Vibe. With 10 vibrating functions – 

an upgrade from the brand’s former simple speed dial controls 
- the Eco G-Spot was developed after the Gaia Eco brand saw 

massive success with European retailers via distributor Tonga.  
The Avant silicone dildo collection similarly made waves when 
the brand debuted beachy, sunset-esque colors in gender-
neutral dong shapes at the July ANME show a handful of 
years back. Now one of Blush’s best-selling dildo lines, 
the design team has gotten artsy all over again with three 
new dongs. Team Blush was also pleasantly surprised 
by the overall popularity of The Collection, a small line 

of smooth vibrators decked out in trendy, youthful 
graphics. Young says The Collection was aimed 
at 20-somethings, but apparently Millennials and 

even some middle-aged folks also enjoy their 
vibrators adorned with adorable cats, cartoon-

ish coffee mugs and doughnuts, and smiling 
candy treats. Young additionally emphasizes 

the Wellness and Nöje brand lines, which 
are both designed for consumers who feel 
more comfortable with a toned-down, 
less in-your-face approach to sexual 
exploration. Whatever your customers 
have to say about Blush Novelties, 
Denise Young wants to hear it! 
She constantly emphasizes 
the company’s dedication to 
making consumers’ affordable 

luxury dreams come true. In short, if 
Blush produced it, a customer must

 have asked for it, or demanded it be 
made better. 

We love listening to consumer feedback 
and making their dreams come true!
Den ise  Young  ta lks  the  l a te s t  cons um e r - fue led  des ig n s  f rom B lush  Nov e l t i e s

Denise Young, Blush 
Account Executive



How did the Blush 
team decide on 
the new designs 
you’ve added 
to your brand 
collections?

Denise Young: 
We have many 
collections here at 
Blush. There is a lot of thought put into 
the end user and truly helping them find 
new levels of joy. 
For example, we have two new items that 
have been in development for years as we go 
from concept to sketch to physical prototypes. 
Once we have the prototypes we go back 
to the concept for evaluation and pass them 
from hand to hand. We have prototype testers 
experience them and give us feedback. It’s a 
long and time-consuming process but in the 
end, we need to know the retailer who sells 
each item can feel confident that the individual 
who buys Wellness by Blush will find pleasure.
Ultimately, the Wellness is a collection about 
healing and ergonomic ease, along with warm 
acceptance of the sexual self.
Nöje is the Swedish word for pleasure and 
these items are all lovely, powerful self care 
tools. Most recently we released the Nöje 
Nocturnal Bullets with silicone sleeves. The 
vibe is so powerful that some users asked is 
we would do silicone attachments. We love 
listening to consumer feedback and making 
their dreams come true!
There is nothing we do that does not getting 
treated with thoughtfulness around the 
consumer experience.

When creating new products or brand lines, 
do you have a certain type of end consumer 
in mind?

Denise Young: We make no assumptions 
about who will ultimately find pleasure with 
Blush products, but the Wellness line is 
designed for healing and accessibility. These 
toys are ergonomically shaped and great for 
customers that might have mobility issues.
The long handle and shape of G Wave, for 
example, allows the toy to maintain connectivity 
of the clitoris and the G-spot during thrusting. 
We know from prototype feedback that this 
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item is ideal for those with back issues, 
shoulder issues, bigger bodies, or even 
pregnant bodies.

Who does Blush credit the most for inspiring 
your product shapes, colors and overall 
designs?

Denise Young: All of this is drawn from two 
sources, retailer and consumer feedback. Part 
of my job as a salesperson is to draw that 
feedback out of store owners, buyers, and 
staff. I then relay it directly to our designers 

and they are super proactive with what I  
can bring them. 

Which brand lines have been the most 
successful thus far with your customers?

Denise Young: Tonga BV, our exclusive 
distributor in Europe, has had exceptional 
success with the Gaia collection. The plant-
based, earth friendly material and clean shapes 
really resonate with customers. They have been 
requesting new shapes in this collection and we 
are delivering this in 2020.
Consumers are more educated than ever 
about the products they purchase and love 
Blush products because they have the perfect 
combination of high-quality toys and accessible 
price points.

Were there any sales successes that surprised 
your team this year?

Denise Young: In the last couple years, we have 
had a lot of fun expanding our The Collection 
series. These toys are made of body safe, ABS 
plastic and feature super cute patterns and 
designs. We originally thought they would be 
for 20-something buyers, but it turns out they 

“THERE IS  NOTHING 

WE DO THAT DOES NOT 

GETTING TREATED WITH 

THOUGHTFULNESS 

AROUND THE CONSUMER 

EXPERIENCE.” 
D E N I S E  YO U N G
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are far more universally loved. People of all ages 
gravitate toward The Collection! 

Before Covid shut down industry trade shows, 
which new products became quick customer 
favorites at trade shows earlier this year?

Denise Young: At ANME January 2020, 
customers were very excited about our 
upcoming Hop Oh Bunny, a dual action toy that 
features both rumbly internal vibrations and a 
uniquely targeted air pulse for the clitoris. There 
is nothing like it on the market!
Also, our latest Avant releases, dildos with 
asymmetrically stacked colors in platinum 
cured silicone and the new dual density  

Avants in solid colors, were very well loved. 
They are beautiful toys, but retailers also like 
them because the packaging allows many 
ways to merchandise.

Do you have any predictions you’d like to 
share on the current and future pleasure 
market trends? 

Denise Young: I’m in sales, and spend my 
time focused on the needs of my customers. 
I try to be an attentive listener and meet the 
needs of the individual in front of me. For this 
reason, I have a hard time making sweeping 
predictions. I just try to bring more pleasure into 
the world, one relationship at a time. 

This interview is 
contributed by Colleen 
Godin, EAN U.S. 
Correspondent
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If you want to stick out from the 
crowd as a retailer, you need 

the right products, and to get 
those, you need the right 
distributor – which is where 

Playharda Wholesale comes 
in. Offering a refreshingly 
different range of products 
is one of the main goals of 
the distribution company, 

which was founded in 2016 
by Danny Miller and Dave 
Powley. In keeping with 

this philosophy, they carry 
products and brands that you 

don’t get everywhere. 
Company Director 
Danny Miller gives 
an overview of 

Playharda’s activities 
and strategies in our 

EAN interview.

We like to bring 
something new to the table
Play ha r d a  Wh o lesa le 

Playharda‘s Company 
Director Danny Miller 
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Danny, what made you decide to enter the 
highly competitive wholesale and distribution 
business in 2016? 

Danny Miller: In 2016, my partner and I were 
developing a new product for the adult industry 
called Slube, a sexy powder that turns a bathtub 
of water into a slippery, sensual, coloured and 
scented body lubricant. We actually didn’t have 
a company to distribute the product from at the 
time, and we therefore set up our wholesale 
company Playharda Wholesale. Over the first 
year, we added some of our own branded 
products to our wholesale offering such as 
handcuffs, restraints and cockrings, and it has 
grown ever since. 

The sex toy business wasn‘t new to you, was 
it? Since when have you been active in the 
industry? 

Danny: I’ve been in the sex toy industry for 
over 10 years now, and I absolutely love it! I 
started out retailing online and I launched a 
hardcore fetish store called The Kinksters with 
my husband. The growth our store experienced 
in such a short time inspired us to launch a 
separate online boutique called Eva Amour, 
which focuses on mid-range and high-end 
sex toys. Where The Kinksters is more about 
serious BDSM gear, Eva Amour focuses on 
elegance, class and style. These stores cross 
over two different customer bases although we 
do get crossovers with products sometimes. 
In 2016, we launched Slube and our wholesale 
company Playharda Wholesale. We invested a 
lot to get the project off the ground, but it was 

certainly worth it and Slube has proved to be a 
great seller, not just in the UK and Europe, but 
also in the USA and Australia! 
I’ve recently stated blogging within the industry 
too (when I manage to find time!) and I now 
have a regular column with XBIZ Premiere 
as well as my own blog. I know a lot about 
the toys I sell and the industry in general, so 
I felt I wanted to share my experiences and 
knowledge. I used to write for a magazine 
when I was in my teens, so this helped to 
reignite my passion for writing again. 

 “SERVICE IS A VITAL PART OF RUNNING A 

BUSINESS IN THIS DAY AND AGE.”
D A N N Y  M I L L E R

The founding fathers of 
Playharda Wholesale: Dave 
Powley and Danny Miller 
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How would you describe 
the Playharda corporate 
philosophy? How does 
your company differ from 
the other players in the 
wholesale and distribution 
business?

Danny: Playharda 
specialises in supplying 

independent stores with stand-out products. We 
do, of course, also supply to chains and larger 
companies too, so we try to work closely with 
our retailers as much as we can. We focus on 
supplying brands that not every other store will 
have so that customers will enter the retailer’s 
store and think ‚Wow! I’ve never seen that 
before!‘. We are a small, close knit, friendly team, 
so we try to be personal with our customers 
and we’re always happy to chat through things, 
whether it be about new brands coming in or 
just a general catch up. Our Accounts Manager, 
Violet Fenn, is incredibly knowledgeable and she 
is a great asset to our team!

Who buys from Playharda? Who are your 
customers?

Danny: Our customers tend to be smaller 
retailers who are looking to find something to 
inspire and excite their customer base. We don’t 
supply run-of-the-mill products that are available 
in every store up and down the country. We 
target individual brands that stand out and that 
may not have a presence in the UK. We like to 
bring something new to the table. 

What services do you offer your customers? 

Danny: Our website has recently been through 
a revamp, and we’ve made it easier than ever 
to order from Playharda Wholesale. You can 
now completely order online without the need 
to get in touch, streamlining the process for our 
customers. 

In the lingerie segment, 
Playharda are distributing 
products of the TET 
Lingerie brand

Evolved Novelties 
was only added to the 
Playharda portfolio a 
few weeks ago

“WE DON’T SUPPLY RUN-OF-

THE-MILL PRODUCTS THAT ARE 

AVAILABLE IN EVERY STORE UP AND 

DOWN THE COUNTRY.”
D A N N Y  M I L L E R
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If you don’t already have an account with us, 
we have given visitors to our site a Preview 
View, allowing you to see the brands and 
products we carry without needing to create an 
account.Playharda Wholesale does not have a 
minimum order value, and customers can get 
free shipping on orders over £500 (UK) or  
€750 (Europe). 
We have just started our video training call 
programme and retailers are welcome to get 

in touch with us if they feel they need more 
information about product ranges or the best 
ways to demonstrate them.

How important is service today? What are the 
pillars of a successful wholesale company? 
Service? Logistics? Assortment? Pricing?

Danny: Service is a vital part of running a 
business in this day and age. Customers are 

always looking for the smoothest, easiest and 
most efficient way of ordering and we aim 
to provide this (our new website makes this 
process easier than ever for our customers  
to order).
Another major issue that we are aware of 
is supply chain. Although we have never 
experienced it within Playharda Wholesale, 
we know of customers that have had to wait 
months for certain products or brands to come 
back into stock from other suppliers. We do 
everything we can to prevent this because we 
understand how frustrating this can be. We 
work closely with our brands and we rush to 
restock when levels are down. Product offering 
is a major influence of where retailers will spend 
money. We offer brands not necessarily seen 
before to help retailers stand out from the crowd. 
Although it is great to offer as many as possible, 
sometimes offering a slightly smaller but more 
unique range will give retailers a clearer idea of 
what they are looking for.  

Let‘s talk about your product range: How would 
you describe your product and brand range in a 
few words? 

Danny: I’d certainly say unique, exciting and 
stand out.

Which brands do you carry at present?

Danny: Currently, we have a number of 
brands such as Evolved, Orgie, TET Lingerie, 
Gangbangster and Sheets Of San Francisco, 
as well as several in-house brands including 
Obedience, Dark & Twisted, Enhance and Slube. 
We have seen a massive growth over the last 
12 months, adding more exciting brands to 
our offerings like BananaPants, Godemiche 
and Zero Tolerance. We’re expecting to add 
several more new brands within the next 6 

Playharda also carries 
the extraordinary dildos 
created by Godemiche





Lubricant gel Slube 
was Danny Miller 
and Dave Powley’s 
inspiration to launch 
Playharda Wholesale
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months. Things are very 
exciting in the offices at 
Playharda Wholesale at 
the minute! 

What expectations 
do you have when 
adding suppliers and 
producers? What are 
the prerequisites third 
parties have to meet to 
make it into the Playharda range?

Danny: As we want to stand out with our 
offerings, we look for brands that are new to the 
market or ones that don’t have a presence in the 
UK. If it makes us go ‚wow‘, we’re in! We often 
get approached by brands wanting to launch 
with us, and providing we feel it fits in with our 
philosophies, we look to how we can put the 
wheels into motion. 
We aim to sell product of high standards. Of 
course, products must be phthalate-free, but we 
also evaluate price point (if we think the RRP is 
too high, generally retailers would think the same 
too, so we would question whether it was right 
for Playharda Wholesale), quality and standards 
of manufacture (the product must be something 
that a customer would be pleased with when 
they open the box) and availability (obviously we 
don’t want retailers waiting months for a product 
to be available again). This all comes from our 
retailer mindset and we put ourselves in their 
shoes when we decide on a new brand. 

What do we need to know about your in-
house brands? What were your reasons to 
enter the market with in-house brands? What 
requirements do you set for those brands?

Danny: Our in-house brands tend to be more 
BDSM focused and bring great quality at prices 

customers will love. Dark & 
Twisted is our biggest in-house 
brand and features products 
on the harder end of the fetish 
scale. These are the products 
that customers may have seen 
in hardcore kink videos and are 
aimed at advanced kinksters. 
Enhance focuses on enhancing 
your time in the bedroom and 
features a range of cockrings 
and anal plugs to spice up your 

sex life. Obedience is a Master/ Slave brand, 
designed to get your partner to submit and obey 
your every command. From gags to collars, 
Obedience has everything your slave will need!
Slube is a slightly different brand for us. It’s our 
famous bathtub lube, coming in coloured and 
scented formulas, and is perfect for sensual 
massages and grinding up against your partner 
in the silky-smooth sensations of this lubricant! 
Our best seller is Black Leather (imagine getting 
into a bathtub of black lubricant, scented with 
powerful leather!)
We are introducing some exciting new versions 
in the coming months too! It’s a much crisper 
and cleaner brand which brings a touch of class 
(and fun!) to foreplay.

Do you agree that in-house brands and private 
label products have become considerably more 
important in recent years? 

Danny: I think there is certainly an appeal for 
both the wholesaler and the retailer to have 
in-house branding. It helps wholesalers to target 
different audiences based on interest or locality 
(depending on how the product is branded) 
and it allows retailers to carry similar products 
under different brands. However, there are still 
customers who live by brand loyalty and stick 
to their favourites. I think there is room in the 
market for both styles of branding.
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The traditional supply chain (manufacturer-
wholesale-retail) has been under pressure 
from many sides for years. Will it nevertheless 
continue to exist in the future?

Danny: Sadly, manufacturers seem to be directly 
wholesaling to retailers more and more often 
these days. I do believe it puts a strain on the 
supply chain, however we try to avoid brands 
that do this, as we want to bring products to 
retailers that would struggle to source them 
elsewhere. 

The Corona crisis has turned our world upside 
down. How much has this affected your 
business? 

Danny: We had to introduce a lot of new 
procedures for the Covid-19 outbreak including 
fogging our deliveries with antiviral spray to 
kill the virus, wearing masks and installing 
sanitising units around the warehouse. The virus 
has impacted the industry harder for physical 
retailers as shops were forced to close for 
months on end. Obviously, this had an impact 

on sales to these retailers. But online stores 
have seen sales soar because of lockdown, 
and therefore the actual damage to the industry 
hasn’t been as devastating as we first thought it 
would be.

How will the distribution business in the erotic 
market evolve in the future? What are the big 
changes you expect to see in this segment, and 
how would you respond to them as a company?

Danny: After the recent Covid-19 outbreak, 
wholesalers have been doing less traveling and 
focusing more on online training and meetings. 
I believe that this will continue and will become 
the future of the industry. It is still nice to see a 
friendly face and physically hold and touch the 
products though, so I’m sure the industry will still 
be meeting with each other, although maybe just 
sticking to trade fairs and industry shows. Who 
knows? Bring it on!

Unique, exciting, stand-out products - 
this is how Danny Miller describes the 
Playharda range, which also includes 
the popular Orgie brand

 “WE’RE EXPECTING TO ADD 

SEVERAL MORE NEW BRANDS 

WITHIN THE NEXT 6 MONTHS. 

THINGS ARE VERY EXCITING IN THE 

OFFICES AT PLAYHARDA WHOLESALE 

AT THE MINUTE!” 
D A N N Y  M I L L E R
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How did you get the idea to ‚cross‘ a sex 
toy with a bedside lamp? 

Andrea: Collectively as a group, we have 
over 20 years of experience in the sex 
toy world, so it’s safe to say we know 
the industry pretty well and sadly that 
also includes knowing all the barriers 
that the industry has had to face. We 
wanted to create a product that was first 
and foremost about delivering pleasure, 
something beautiful and powerful, but we 
also wanted to address restrictions that 
are placed on the industry and have some 
fun with it. 

Evi: I grew up in Indonesia where the 
culture frowns upon sex toys, so I know 
intimately the extreme side of sex toy 
repression. I moved away when I was 20 
and when I first started working in the 
industry, I knew I wanted to do something 
to challenge the way many view sex and 
pleasure. 
Our product needed to bring pleasure 
(obviously) but also, we wanted it to 
catch your eye, but maybe not catch the 
attention of unwanted eyes... So, after 
years of research, thinking, and exploring 
our options, we had our ‚lightbulb‘ 
moment. Combining a toy with an ‘every 
day’ object would give us the exact angle 
we needed to shake up the system. 
So how did the lamp come about? Well, 
it’s nice to set the mood and that’s how 
the idea sparked. Whether you look at it 
and think of it as a stress light or mood 
lamp, it’s certainly intriguing and can be 

displayed proudly on any nightstand, 
living room side table, or wherever your 
heart desires! 

How difficult was it to realise this idea? 

Andrea: Despite working in the industry 
for so long and knowing the restrictions 
placed on the industry, it still surprised 
us how difficult it was to actually bring 
Obii to life. We always knew we wanted 
to combat the restrictions placed on 
the industry, however, it was these very 
restrictions that made bringing Obii to 
market difficult. 
From shipping partners pulling out 
from our deals to general advertising 
restrictions, to even our newswire being 
incredibly censored to the point that we 
dropped it, we’ve had hurdles to overcome 
at every step. Definitely ironic, however it 
was the very issue we wanted to address, 
and we knew if we got it right, Obii would 
be a force to be reckoned with.  

Before you founded your company or 
developed your first product, did you 
consider the current range of sex toys? 
What did you notice? What was missing? 

Evi: We always have our eye on the 
market and new product developments, 
it really is a love for us! Like every person, 
we each have our own preferences 
and therefore noticed different gaps in 
the market or things that we thought 

The design and gene-
ral look of sex toys has 
changed quite a bit over 
the course of the past few 
years, but when you think 
of a vibrator, you still have 
a very specific shape in 
mind, and the same is true 
for many other toy cate-
gories. Obii challenges 
these design conventions 
in fascinating ways, which 
can already be gleaned 
from the fact that the sex 
toy can do double duty as 
a bedside lamp. Andrea 
and Evi, the founders of  
Biird (www.biird.com)  
outline their inspiration  
and their expectations for 
Obii in our EAN interview.

We want to challenge the world
Bi i r d  p r e s e nts  Ob i i ,  a  sex  toy  th a t  de f i e s  th e  t r a d i t i on a l  des ig n  c onv en t ion s
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were missing. For example, there aren’t many 
‘squishy’ toys out there that are beautiful and 
powerful, so I wanted to incorporate this into 
Obii’s design. Similarly, we noticed a lot of toys 
only have ‘one area’ that is for pleasure use. 
We think that’s a total waste! Obii’s entire body 
can be flipped, squeezed, squashed and used 
entirely in addition to clitoral suction.

Andrea: We also know a common complaint 
with the industry is a lot of toys only come 
in black, purple or hot pink with not much 
deviation between this. We wanted to offer 
something a little different with Obii and have 
had great feedback so far on the range. 

What vision or mission are you following with 
Obii, your first product? Why this special 
design? 

Andrea: We want to challenge the world. 
We know the sex toy industry has grown at 
a phenomenal rate over the last decade and 
more people are now willing to own a toy 
in comparison to a few decades ago. The 
appetite for toys is there. But why still the 
restrictions? Why can’t we advertise pleasure 
objects on Facebook or Twitter? Why do 
countries still ban the import of toys? We know 
there are many issues that are intertwined with 
this and feed into each other, but we think with 
Obii we are making one small step in the right 
direction. Free the sex toy! 

We live in the 21st century and the 
acceptance of sex toys has been growing  
for years - why do you think it is important  
that a sex toy is not immediately  
recognisable as such? 

The founders of  
Biird: Andrea and Evi 
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Evi: We don’t believe that sex toys shouldn’t 
be recognisable because they’re sex toys. 
We think it’s more that tastes and interests 
have changed in recent years. As the industry 
becomes more mainstream, and more people 
are discovering that it isn’t ‘scary’ to buy a toy 
online or walk into a shop, it’s given sex 
toy manufacturers the opportunity 
to be more creative and cater to 
all those different tastes. It’s 
important to cater to those 
who are totally unapologetic 
for their sex lives, but 
likewise, it’s also important 
to have toys out there 
that suit people who 
prefer to be a bit more 
discreet. Different strokes 
for different folks is what 
we say!

In 2019, you won a Red Dot 
Design Award. What does this 
award mean to you? Is it a confirmation 
of your mission to dissolve the taboo 
surrounding sex toys? 

Andrea: Winning a Red Dot Design Award 
was a very proud moment for us. It shows that 
thinking outside of the box works. It’s certainly 
a step in the right direction towards dissolving 
taboos, however we believe our journey is far 
from over and we have some exciting plans for 
the future.  

Obii is multifunctional. What functions does Obii 
have in a) its use as a bedside lamp and b) as 
a sex toy?

Andrea: As the lamp, Obii can either help set 
the mood if you’re looking to get down with 
yourself or a partner, it can be used to help 

alleviate stress or simply it can be used to 
create ambiance and be aesthetically pleasing. 
The lamp also acts as Obii’s wireless  
charging base.

Evi: On the other hand, or in your best hand... 
ahem... Obii is a clitoral massager and 

vibrator - it is essentially two toys 
in one. It uses pressure wave 

technology to create suction 
on the clitoris without 

coming into contact with 
your skin. Instead of 
conventional vibrations 
that focus stimulation 
on the external nerve 
endings, Obii’s suction 
pad generates pressure 

waves that resonate deep 
into the internal structure 

of the clitoris. As a vibrator, 
Obii’s entire textured body 

can be used to fully stimulate 
the clitoris. It has three vibration 

settings ranging from a teasing murmur 
to a satisfying pulse. It also has a handy travel 

lock feature so not to buzz when you’re least 
expecting it. 

What other advantages does Obii have apart 
from its functionality? 

Evi: Probably the best advantage that we 
haven’t touched on yet is Obii’s squishy 
material. The best way to describe the 
‘squishiness’ would be a marshmallow. This 
adds yet another dimension to Obii which 
makes it so incredibly fun to play with.

Andrea: It’s made from silicone, an ideal 
body-safe material for sex toys that’s free 
of phthalates and BPA meaning you can 
masturbate with peace of mind! It’s also IPx6 

To learn more about 
Obii, visit www.biird.co
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waterproof so you can get it wet and wash it 
with soapy water or toy cleaner without any 
worries. And all that squish just adds to its 
appeal...it is a very cute looking toy. 

What can you tell us about Obii‘s pricing? 

Andrea: Currently, we’re offering a special 
summer launch price of $89/€78 via biird.co.  

Who is the target group for Obii? 

Andrea: Obii is for anyone with a clitoris who 
likes pulse and vibration stimulation. Couples, 
singles, partners looking to buy a present, 
and really anyone in-between. We don’t 
discriminate at Biird and would never turn  
away a willing customer! 

What does this target group demand from your 
product? Which are the factors that determine 
if a product thrives or bombs in today’s 
marketplace? Design? Functionality? Materials? 
Shape? Technology? Target audience & 
demand? Pricing?

Evi: Sex toy consumers are savvy, they expect 
and demand safe products, so the material has 
to be obviously body-safe and top quality. Long 

gone (thankfully) are the days of limited choice, 
phallic-shaped dildos made of questionable 
materials. Consumers are more open, they 
talk to friends, they research online and they 
expect a good price to quality ratio. They are 
not afraid to pay money for a product that is 
going to deliver. So, it’s important to make sure 
consumers can find out information about the 
product. It’s not like buying a pair of shoes, 
you can’t just try it on for size, so it’s important 
to develop a product that factors in the many 
different shapes the clitoris can be, and try and 
help people understand what exactly they are 
buying to try and help them visualise the type 
of feel the product will have. Will it be soft to 
touch? Will it be deep and rumbly? The more 
information the consumer can have, the more 
informed their purchase can be. 

How has your product been received by the 
industry, retail, and consumers so far?

Andrea: We’ve received really positive 
feedback from customers so far. People are 
really engaging with us and having fun - they 
understand what we’re trying to achieve. 
Officially, they’ve joined the club. We had one 
woman joke with us that she wasn’t sure 
exactly what she bought and however would 
her husband cope, only to quickly follow up 
with a winking face. It sent hearts racing in Biird 
headquarters but interactions like this make us 
realise that we’ve got it right. People like the 
joke and the tongue in cheek message. 

What can you tell us about your distribution 
channels? Where can the consumers buy Obii? 

Andrea: At the moment, Obii is available on 
biird.co. We’re looking into other options and 
will be exploring these in the future so stay 
tuned. 

When used as a sex toy, 
Obii vibrates and stimu-
lates the clitoris due to its 
suction effect



Stylish satisfaction with the 
exclusive Elite vibes by Dream Toys
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Be treated like royalty with 
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of high grade black silicone 
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Powered by strong motors.
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Can you see Obii being sold via mainstream 
channels as well as the traditional erotic 
market? 

Evi: We don’t want to keep this Biird caged so 
we’re open to all opportunities. 

Are you interested in talking to wholesalers, 
distributors and/or retailers? 

Evi: Absolutely. We can be contacted via 
sales@biird.co. 

What are your plans going forward with Biird? 
Will Obii remain the only product for the time 
being? 

Andrea: This is only the beginning of the 
journey for Biird. We have plans for other 
products in the pipeline and think people 
are going to be very excited. We’ve officially 
released Obii from it’s Biird cage and can’t wait 
to see what heights we can soar to.

“LONG GONE (THANKFULLY)  ARE 

THE DAYS OF  L IMITED CHOICE , 

PHALLIC-SHAPED DILDOS MADE 

OF QUESTIONABLE MATERIALS.”
E V I

Obii being can be 
used as a mood lamp 





You will always be associated with the 
success story of the unique product 
‚The Cone‘. Has ‚ The Cone‘ opened the 
doors to the market as we know it today? 

Nina Saini: I’m biased, so obviously 
I’m going to say yes! As an industry, we 
are more aware of the importance of 
brand identity and how this is presented 
in the mainstream market. At the time 
of The Cone, our focus was how we 
as a brand were communicating to the 
consumer and understanding how this 
would convert to sales. Its mainstream 
appeal led to product placements on 
terrestrial television, woman’s magazines, 
newspapers, and online. This was 
unusual as there weren’t that many sex 
toys featured in the media at that time. 

What was your childhood ambition? 

Nina Saini: I wanted to be an astronaut 
and I still love learning about space. 
If only I had paid attention to physics 
at school, I might have had a chance! 
Looking back, I must have been 

interested in media as I remember typing 
stories on a typewriter, writing for the 
school paper, and making radio shows.  

How did you get into the industry? 

Nina Saini: I was introduced to a sex 
toy designer and over a glass of wine, 
I was offered the opportunity to do the 
marketing for The Cone…and the rest is 
history!

If you weren’t in this industry, what would 
you be doing now? 

Nina Saini: I probably would have 
been working in the media industry. 
Before working in the adult industry, I 
was working in television production 
and I loved it. I’ve been lucky to be 
able to still dip in and out of the media 
industry through writing and television 
opportunities. Or I would like to be 
working in the art industry, I used to work 
with contemporary artists and I really 
enjoyed it. 

Nina Saini, the founder and head of MediaBitch, was always drawn to the me-
dia - even though her first big passion was outer space. In this edition of Monthly 
Mayhem, she tells us why, instead of becoming an astronaut, she decided to get 
into the erotic industry and why her career is, and will always be, inextricably lin-
ked to the legendary ‚The Cone‘. Her mother, her brother, Elon Musk, and Father 
Christmas also play important roles in our conversation.

M O N T H L Y  M A Y H E M
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What was the biggest step in your career? 

Nina Saini: This is a tough one! I think that 
is yet to come. I’ve loved working in the adult 
industry and each experience has brought a 
sense of achievement in different ways. I’ve 
been lucky to work with brilliant brands and 
fantastic people over the years, that work has 
not felt like work per se. 

Where do you see yourself in 10 years’ time? 

Nina Saini: I would like to be more involved in 
the operations side of business. I’ve had a few 
opportunities to be involved in the day to day 
running of businesses over the last few years 
and I have really loved this! 

How do you envision the future of the love  
toy industry? 

Nina Saini: Our industry will continue to  
grow and adapt to the opportunities that  
tech will inevitably bring. We are already 
adjusting to online shopping and we are 
seeing more competition amongst retailers  
to compete for customers. We will have to 
focus on our marketing and be creative to 
stand out in a crowded marketplace and 
connect with the consumer. With more 
manufacturers and retailers consolidating  
or selling in mainstream online stores,  
smaller companies are being squeezed  
and it is becoming harder to compete  

or make a mark. However, our industry IS 
resilient and adaptable. We are known for  
our innovation and creativity and I do know it 
will be this that will see us through into  
the future. 

What is your idea of a perfect working day? 

Nina Saini: A good cup of coffee, completing 
my daily job list without distractions, and 
finishing work at a decent time!

How do you relax after work? 

Nina Saini: I either go to the gym or do yoga 
at home.  

Who would you consider your role model  
and why? 

Nina Saini: My mum because she has 
survived a lot of tough times. She’s got 
through it all with a sense of humour and a 
smile on her face.

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

Nina Saini: My mum! 

Which personal success are you proud of? 
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Nina Saini: I’m most proud of getting through 
and surviving unexpected difficult times.

What do you particularly like about yourself?  

Nina Saini: My sarcasm, my sense of humour, 
and my ability to be silly. 

Which vice could you never forgive? 

Nina Saini: Lying. Life is so much easier 
without it…and it’s so much easier to tell the 
truth even if when its bad!

What song do you sing in the shower? 

Nina Saini: Zip-a-Dee-Doo-Dah. It’s honestly 
the best way to start the day. Or I sing songs 
that I’ve just made up. 

Who would you never ever like to see naked? 

Nina Saini: Father Christmas.

With whom would you like to go to the cinema 
and what film would you watch? 

Nina Saini: I love art cinema and would love 
to watch this kind of genre of film on the big 
screen. I would take my partner.  

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

Nina Saini: I would travel across Asia and see 
as much of it as I can.

M O N T H L Y  M A Y H E M

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

Nina Saini: My partner, wi-fi connection, and 
an iPad that had endless battery life. 

If you could swap lives with somebody for a 
day, who would it be? 

Nina Saini: Elon Musk.

Is there anything you would never do again? 

Nina Saini: I would go back to when I was 
a child and I wouldn’t listen to my younger 
brother, who told me to stick my thumb on the 
car cigarette lighter while its hot. 

Do you have some good advice you want to 
share with our readers? 

Nina Saini: Don’t judge a book by its cover. 
Books are always more interesting when you 
delve deeper.

 “DON’T  JUDGE A  

BOOK BY ITS  COVER.”
N I N A  S A I N I
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Take your success to the next level. Be part of  XBIZ Retreat, the adult retail industry’s 
premier all-inclusive event that brings together top buyers and product manufacturers 

for three days of  private one-on-one meetings and networking special events.

xbizretreat.com

Business + Pleasure
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