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C O N T E N T

Uncertainty and political instability 
can kill consumers’ willingness  
to buy – as Italian retailer  
Diego Polloni can attest to

10 years of eroFame – A big 
anniversary that was celebrated  
in style, as can be gleaned from  
our EAN picture gallery

Zoltán Bődy, manager of Debra Net, 
and Karol Macherzyński, Regional Sales 
Director (Europe) of OBSESSIVE, talk 
about their distribution partnership

The motto of Slagwerk Atelier is 
'quality over quantity‘, but how 
is that reflected in their whips? 
Founder Ed Eustatia has  
the answer

Rosie Rees is the founder of Yoni 
Pleasure Palace, an online shop 
full of everything a woman needs – 
unless it requires batteries

Kristin Calzada, Chief Revenue Officer 
at Pipedream, tells us about the latest 
additions to the brand and about the 
team’s upcoming projects

Teatiamo is arguably the northernmost 
dildo manufacture in the world.  
Company founder Tea Latvala tells  
us what makes the products from 
Rovaniemi, Finland, special.

Brodie Meyer, head 
of Desir.co.za, has 
made it her mission 
to introduce more 
passion, sensuality, 
and intimacy in 
the South African 
market
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Changeover at Amorelie:  
Lea-Sophie Cramer hands over the  
baton – and the position as CEO of  
AMORELIE – to Claire Midwood

The debut of Orgie 
Bio was one of  
the highlights of 
eroFame; EAN was 
curious to find out 
more about the 
collection and asked 
for an interview
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The new products 
are all part of four 

different collections 
and include new, 
updated packaging.  
Based on four best-
selling, hero products 
from the existing 
ranges, the all new 
sub collections offer a 
different kind of pleasure 
for the user. The Greedy Girl collection 
offers sublime clitoral satisfaction, whilst 
the Inner Goddess delivers discreet internal 
stimulation through a variety of sleek 
Kegel toys. Relentless Vibrations takes 
couples’ play to a new level and Pleasure 
Overload is a collection of luxurious kits 

providing couples with 
everything they desire 
to create their own 
play room. As well as 
offering customers an 
exciting new range of 
products to explore, 
the toys also come 
with an updated look 

and stylish packaging, 
as well as a luxurious, 

silky feel storage bag that helps keep toys 
in great condition. Lovehoney B2B is also 
excited to launch all new Fifty Shades of 
Grey POS, giving retailers a fresh display 
to feature in their stores. This includes 
new cube designs, header graphics, 
wobblers and wall space graphics. 

Bath, England – Lovehoney B2B has launched all new Fifty Shades of Grey toys, with 20 
exciting new products inspired by four existing bestsellers.

New Fifty Shades  
of Grey toys hit the shelves
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As we look back at the latest 
edition of eroFame - which 
took place from October 9 
to 11, once again bringing 
together the members of the 
international erotic industry 
in Hanover - we also look 
back at a whole decade of 
eroFame. The show premiered 
in Potsdam in 2010, and in 
spite of the fact that this was 
uncharted territory for everyone 
involved, plus some other 
challenges, the response to 
the event was highly positive. 
Consequently, eroFame 
returned the next year, but this 
time, the event took place in 
Hanover, where it has stayed 
ever since. The rest is history, 
as they say. Today, eroFame 
ranks as one of the must- 
attend events of the interna- 
tional erotic industry. Given its 
success story, it is no surprise 
that the trade convention has 
lived to celebrate its decennial 
this October. There is definitely 
a special place reserved 
for the anniversary show in 
the annals of eroFame, and 
not just because of all the 
celebrating – which naturally 
also included the traditional 
Oktoberfest party. Reportedly, 
there were more visitors than 
ever before, many of whom 
stated that this was the best 
eroFame of all times, and 
the organisers are extremely 
happy with the results as 
well. Naturally, they are very 
confident about the future of 
the event. And that future has 
already begun, after all, after 
the show is before the show. 
The date of the next eroFame 
has already been announced: 
It will take place on October 
14-16, 2020, in hall 5 of the 
Hanover fairgrounds.

That‘s it for this month!
Matthias Poehl 

letter from the editor
20 new products Dear Ladies and Gentlemen

The new products are all part of four different  
collections – this picture shows the Pleasure 
Overload collection 

Berlin, Germany – Five years 
ago, the first sex toy of its 
kind, the Womanizer, was 
released and went on to 
revolutionize the entire market. 
Today, Womanizer’s full range 
offers much more than the 
original product with ergonomic 
shapes, elegant design, and 
top-quality materials. What do all models 
have in common? The revolutionary and 
patented Pleasure Air Technology, which 
is only found in Womanizer products. 
Womanizer has created a entirely new 

category of sex toys. Since 
its launch, over 3 million 
Womanizers have been 
purchased by women and 
men in more than 60  
countries. In celebration  
of the fifth anniversary,  
Womanizer offers the  
popular Womanizer Liberty 
in a limited edition. The  
limited-edition Liberty comes 
in pearl white. The new look 
makes the Liberty even 

more discrete and thus a perfect travel 
companion. Customers also receive an  
‚I Masturbate‘ banner with each product 
as part of Womanizer’s campaign to 
destigmatize female masturbation.  

Womanizer celebrates 5th birthday

The limited-edition Liberty 
comes in pearl white
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Clinically Proven Male Enhancement Pills For 
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“Hi, I am Yasmine, a glamorous and 
exotic femme fatale. I love passionate 

adventures and can’t wait to explore the 
world of erotic fun with a man that knows 
how to turn me on! You can be my naughty 
tour-guide to new destinations of intimate 
satisfaction! I’ll follow your lead, any kinky 
direction you want to go. Let’s start our 
sexy, thrilling journey today!” Yasmine ‘says’. 
This luxury doll comes with a wide range of 
accessories to keep the lady looking, and 

feeling, her best at all times! Inclu-
ded in the Banger Babes Yasmine 
package are a naughty lingerie set, 
S8 Quality toy cleaner, S8 Silky lu-
bricant, S8 Renewal powder, white 
cotton gloves for moving/hand-
ling the doll, a set of replacement 
fingernails, a USB-heating wand, 2 
wigs for roleplaying fun, a cleansing 
irrigator, a hairbrush, and extensive 
care instructions. 

Wijchen, The Netherlands – The new Banger Babes Yasmine is a large, life-sized love doll made of premium materials such as 
smooth TPE. The design features a sturdy steel skeleton for maximum durability and freestanding usage, and flexibility to pose 
the doll into a position of choice.

Yasmine is the newest Banger Babe
SCALA



The company’s inaugural collection, 
Inspired by Love, recently launched in 

Europe and was reportedly ‚welcomed‘ in 
France, England, Italy, Lithuania, Estonia, 
The Netherlands and Czech Republic, 
amongst others. In addition, there was 
some interesting turns in Australian, USA 
and South Africa markets. Companies 
like ‘Fundistri France, Intimate Distribution 
Netherlands, Brastop UK and Cherryba-
nana Australia have reported that TET 
lingerie did a good job. According to 
CEO and co-founder of TET Lingerie, 
Tadas Baliutavicius, premium fabrics and 
flattering silhouettes are the cornerstones 
of the brand’s approach to design. “We 
choose only very high-end materials and 
uses the finest Turkish lace for all produc-

North Hollywood, USA - Doc Johnson 
is grateful and honored to have won two 
awards at eroFame 2019, which was held 
in Hannover, Germany from October 9th 
through 11th. At the EAN Erotix Awards, 
Doc Johnson won ‚Best Sales Team‘. 
The team is comprised of Scott Wat-
kins, Kerin DeFrancis, Kristen Denton, 
Steven Guarino, Gabe Segura, Shirley 
Lowy, Yesenia Perez, Krystal Silva, and 
Jerri Hurwitz. “Our sales team is always 
working hard, so it means a lot to have 
their dedication to their jobs - and the in-
dustry - recognized,” said Scott Watkins, 
VP of Sales and Marketing. “I would like 
to thank EAN for their continued reco-
gnition and support.” The win for ‚Best 

tion,” he explained. “TET embodies luxury 
and opulence, which is especially import-
ant in one’s love life. You have to be able 
to say ‘we care what we wear.‘” Following 
the initial launch, TET announced plans to 
roll out another collection designed speci-
fically for men, and a ‚super-sexy Ultimate 
Loving‘ line, slated to be released in the 
coming months. Baliutavicius shared that 
he will continue growing the business and 
to ‚start business partnerships with more 
companies from around the globe.‘ “To 
sum everything up,” he concluded, “we 
care about what we do and we value our 
customers – when we see happy women 
wearing our products, we are also super 
happy.” Sales inquiries can be directed to 
sales@tet-lingerie.com. 

Sales Team‘ continues Doc Johnson’s 
recognition at the EAN Erotix Awards. In 
2018, the company won ‚Best US Manu-
facturer‘ and ‚Businessman of the Year‘ 
for COO Chad Braverman. In addition 
to the EAN Erotix Award, Doc Johnson 
also won ‚Pleasure Product Company of 
the Year‘ at the Sign Magazine Awards. 
This is a huge honor, one that follows 
its 2018 Sign Magazine Award for ‚Best 
Manufacturer‘. “Being named the Sign 
Magazine Pleasure Product Company 
of the Year is quite an honor,” said Chad 
Braverman, COO of Doc Johnson. “I am 
so grateful for our continued success and 
relationship with them in Germany and 
throughout Europe.”  

Vecsés, Hungary – TET Lingerie has launched as a new player in the intimate apparel game, 
touting itself as a brand designed to ‚make every woman look and feel amazing‘ by offering 
luxury-quality lingerie at affordable prices. 

TET Lingerie reports rising  
interest in their business and products

Doc Johnson wins two Awards at eroFame 2019

N E W S

Making every woman look and feel  amazing
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Happy winners 



The design 
features a 

watermill-style 
wheel with soft 
fan-shaped 
attachments. 
When rotated, 

the unique stimulator creates a ‘licking’ motion, 
teasing her clitoris with mind-blowing pleasure.
The Diva is made of premium materials such 
as smooth silicone and ABS plastic. The vibe 
offers 3 vibration speeds and 4 pulsating func-
tions. It is also USB-rechargeable, easy-to-use 
with one-touch button controls, and comes in a 
sleek, luxurious gift-style packaging. 

Los Angeles, USA – 
With robust vibrations 
and seven settings, the 
completely redesigned 
Bnaughty Premium 
Unleashed by B Swish 
is a wireless remote 
massager that wants 
to combine the pow-
erful and the practical. 
It has a MAP price of 
$79.99. Its redesign 

includes an upgrade to effortless magnetic USB 
charging for both the remote and the egg. Full 
body-safe silicone coverage on the egg means 
that it’s waterproof for wetter play and easy cle-
aning. New compact packaging keeps shipping 
costs low, and also offers ease of display.  

Wijchen, The Netherlands – The Diva Mini Tongue 
by TOYJOY Designer Edition is an innovative 
stimulator that mimics the sensation of a soft 
tongue teasing her hot spots. 

The Diva Mini Tongue by 
TOYJOY Designer Edition

B Swish presents Bnaughty 
Premium Unleashed

New at  SCALA
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Discover the new kind of
external stimulation!
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rechargeable

soft touch
silicone

extra
quiet
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vibrations
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water
proof

2 motors • 7 vibration modes • 49 stimulation compositions
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Bnaughty Premium Unleashed 
is available in two shades of 
Dusk and Noir



“We are really proud of our progress 
and hope fans of the original Eu-

pho Trident love its latest incarnation.” In-
troduced in 2013, the Eupho was quickly 
recognized by experienced users as the 
‚Ultimate Aneros‘ for its ability to produce 
complex sensations with maximum res-
ponsiveness and comfort. Now integrated 
with the newest Trident innovations and a 

Caldas da Rainha, Portugal – eroFame 
2019 was doubly special for Orgie Com-
pany: the debut of the new line Orgie Bio 
and the EAN Erotix Award for ‘Best As-
sortment of Sensual Cosmetics’. Orgie Bio 
required about a year of challenging R&D 
in connection to all the aspects needed to 

Wadgassen, Germany – ST RUBBER 
has been awarded two EAN Awards 
at eroFame. Doppio Move by Beau-
ments won the ‘Most Innovative New 
Toy 2019’ award, while the STEAMY 
SHADES brand was named ‘BDSM 
Brand of the Year’. “Thank you for 
the awards. We are very happy. The 
entire ST RUBBER team would like to 

luxurious velvet touch silicone, the Eupho 
Syn Trident’s specially balanced curves 
provide even more precise control and 
increased mobility for experienced solo 
users. Its smaller profile is also perfect 
for those new to prostate play combi-
ning the utmost comfort with freedom of 
movement during sexual intercourse for 
longer, more powerful orgasms. 

create a line of high quality, effective and 
fully certified natural and vegan products. 
Along with Orgie line, Bio was celebrated 
with positive comments by traders and the 
press what means a lot to the company’s 
goal to deliver the best Brazilian experience 
manufactured in Europe.  

thank all our dear and loyal customers, 
suppliers and the jury. Many thanks for 
everything! We look forward to the next 
successful, exciting and creative year,” 
the company stated. If you have any 
further questions please do not hesitate 
to contact the ST RUBBER customer 
service at +49 6834 4006-0 or visit the 
online shop: www.strubbi.com 

Houston, USA – Aneros has released Eupho Syn Trident, an innovative new prostate mas-
sager that joins the award winning Trident series. “Joining our recently released Helix Syn 
Trident, this new device is a remarkable addition to our collection of innovative prostate 
massagers that work with the body’s natural contractions for an immensely pleasurable 
experience,” said Brent Aldon, director of sales and marketing for Aneros. 

Aneros is shipping Eupho Syn Trident

Successful eroFame for Orgie

ST RUBBER wins two EAN Awards

N E W S

‚The New Standards ‘
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The Eupho Syn Trident is part of   
'The New Standards‘ line of prostate 

massagers by Aneros, 

Orgie Bio starts with four products 



“We know 
that 

videos increase 
sales online”, 
says Monique 
Carty, Nexus Di-
rector, “and mo-
vement always 
attracts people 

in store or at shows, so it was important for us 
to create something that was both attractive and 
informative.” The Revo range of rotating prostate 
massagers from Nexus has recently been upgra-
ded to offer more functions at the same price and 
CGI videos are part of the new package available 
to retailers to demonstrate these improvements.  

Zwaagdijk, The 
Netherlands 
– Eropartner 
Distribution 
received three 
awards in 
three different 
categories this 

year at eroFame. ‘Outstanding Services to the 
Industry’ and ‘Best Brand Assortment’ were 
given by EAN and ‘Best European Distributor’ 
was given by SIGN magazine. “We are very 
proud to win these awards and thank our 
customers and suppliers for a great cooperation” 
says Chris Bakker, CEO of Eropartner. 

London, England – Nexus has created CGI pro-
duct videos for its entire Revo range of rotating 
prostate massagers. The videos have been 
designed for retailers to use online, in store or 
at shows to demonstrate the toy’s USPs and to 
create interest through animation.

Nexus creates  
videos for its Revo range

Eropartner Distribution 
wins three awards

Support ing the reta i l

www.orion-wholesale.com
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SECURA condoms

Special Price
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Customers can request Nexus Revo 
videos through their local Nexus 
distributor

The Eropartner team at eroFame 
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They can attract the attention of custo-
mers with experience, who are looking 

for specific functions or toys that stand 
out from the crowd. Each of these Vibes 
of Love toys is waterproof at IPX7 level, 
comes with a magnetic USB charger and 
has a noise level of less than 40 decibel.
Tonga has also designed new packages 
for the new and existing Dream Toys 

Wijchen, The Netherlands – New at 
SCALA: the Hydro Power Blower by 
TOYJOY. This new, automated mastur-
bator in the TOYJOY assortment does 
all the ‘hard’ work for men, and can be 
used both dry and deliciously wet. Men 
can be prepared to have their mind 
blown by the sensational new Hydro 
Power Blower. They simply insert their 
manhood and let it work its stroking 

Ringwood, England – Brand new Baci pro-
ducts have arrived at ABS. The new range 
features a wide variety of styles, from 
matching sets to mini dresses. “We’ve 
picked up pieces in plus sizes too for our 
curvy customers,” ABS said in a press 
release, “and each piece flatters your figure 
for maximum body confidence. Our popu-
lar keyhole mini dress features a keyhole 
cut-out to the front, with a halter neckline 
for a classic finish. This dress also comes 

products. The goal was to give new and 
existing toys a similar look, matching with 
the new toy designs. All new packages 
got a fresh new look, more stylish and 
modern. The end result will be that the 
Dream Toys collection will attract  
customers’ attention in shops with its 
sleek new appearance and can be  
presented nicely. 

magic, taking users to new heights of 
ecstasy. The innovative Hydro Power 
Blower has a state-of-the-art silhouette 
that enables users to use it dry, or deli-
ciously moist. The double-ended design 
enables water to run through the tunnel. 
This creates a whole new dimension 
of stimulation and makes it suitable for 
some wet and wild pleasure-sessions in 
the bathroom.  

in purple and in a plus sized version.” Also 
available is the criss-cross mini dress that 
has a statement neckline with cut-out de-
tail, and each of these dresses is designed 
for a flattering bodycon fit. The lace garter 
set is one of the sexiest sets in the range 
according to ABS, and comes with a gar-
ter, a lace bra and matching lace panties 
with cut-outs on the sides. It is available in 
a queen version too for plus-sized needs. 
This set comes in purple, red and black. 

Axel, The Netherlands – Nine bright fuchsia coloured toys were recently added to the Vibes 
of Love collection by Dream Toys. Most have a pretty quirky design and particular functions. 

Nine new toys in Vibes of  
Love collection now available at Tonga

The Hydro Power Blower is here

New Baci Lingerie has arrived at ABS

N E W S

Dream Toys updates packaging
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Fluttering Tulip is part of the newest 
extension to Vibes of Love

ABS is expanding its  
lingerie assortment 



Featuring 
realistic mu-

scle definition, 
shruggable 
shoulders, 
sun-kissed 
freckles, and 
flexible hips, 
Mandy is the 
most lifelike 
and lightweight 
doll ever to join 
the Ultimate 
Fantasy Doll 
Collection. In 
addition to her 
one-of-a-kind 
features, Mandy 

comes dolled up with flowing honey-blonde 
hair, full lips that open into a tight mouth, po-
sable manicured fingers, perky C-cup breasts, 
tight anal and vaginal openings, and perfectly 
pedicured toes made for foot lovers. Like 
the rest of the Ultimate Fantasy Dolls – Kitty, 
Carmen, Bianca and Mia – Mandy is supported 
by a super-strong stainless-steel skeleton with 
moveable and bendable joints and comes with 
a USB warming wand, instruction manual and 
prep kit, and a sexy lingerie set for the ultimate 
fantasy experience.  

Chatsworth, USA - Pipedream Products has 
unveiled the newest addition to their Ultimate 
Fantasy Doll line: Mandy, the most petite and 
lifelike Ultimate Fantasy Doll to date. Standing 
5’4” (166 cm) and weighing 72 pounds (33 kg), 
Mandy is the lightest love doll ever made by the 
award-winning company and comes adorned 
with features never before seen in the Ultimate 
Fantasy Doll Collection. 

Pipedream debuts most  
detailed Ultimate Fantasy Doll
Mandy

DrLifestyle_banner_tiskovadata.indd   1 21.03.2019   9:01:49
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Mandy is the lightest love doll ever 
made by Pipedream 
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Main Squeeze has improved on stan-
dard hard-case designs by adding a 

squeeze plate, which allows users to control 
the tightness of each stroke. Additionally, 
Main Squeeze has an end cap that users 
can twist to their preferred level of suction. 
Porn stars Sasha Grey, Dani Daniels, Mia 
Malkova, Lela Star, and more have already 
been made into Main Squeeze toys. Cory 
Chase broke into the adult industry about 
15 years ago by posting videos featuring 
herself and her husband. Since then, she’s 
gone full time, appearing on and partne-

Wasserbillig, Luxembourg - This year‘s 
eroFame was a success in many res-
pects for pjur: The company picked up 
three awards for its performance in the 
past year, the busy exhibition booth was 
frequented by lots of visitors and the 
group successfully presented new pro-
ducts that are already certified as Class 
IIa medical devices. Alexander Giebel, 
CEO and Founder of pjur, accepted 
three awards at this year‘s event: A SIGN 
Award for ‚Marketing Campaign of the 
Year 2019‘ and two EAN EROTIX Awards 
for ‚Brand of the Year‘ and ‚Best Retail 
Support‘. „It‘s a great vote of confiden-
ce for us to see our diverse initiatives 
related to the Brand Space concept, the 
POS kits and the ‚pjur gives you more‘ 
campaign recognised in this way. We 
firmly believe that in-store presentations 
will continue to become increasingly 
important. We are delighted that so 

ring with many adult websites, usually for 
MILF-themed content. “I am excited that 
my fans will be able to enjoy a personal 
experience with me while watching my 
videos,” Chase said. “Having each of my 
holes available is going to be an amazing, 
interactive experience for my fans.” “We’re 
very proud to be molding Cory for her own 
Doc Johnson toys,” said Scott Watkins, VP 
of Sales and Marketing at Doc Johnson. 
“She has a large and passionate fanbase, 
and we know they are going to be very 
happy with her Main Squeeze.” 

many customers have already joined 
us on this journey and want to actively 
help shape the future of the pjur brand,“ 
explains Alexander Giebel. The traditional 
competition at the pjur booth is already a 
firm favourite with many customers. This 
year‘s draw took place on Wednesday 
and Thursday evening. The pjur Brand 
Space concept was an integral part of 
the pjur exhibition booth. The concept 
bundles all existing POS initiatives and 
aims to strengthen and harmonise the 
visibility of the brand in on- and offline 
media. At the tester station, demand 
was strongest for the new products pjur 
BACK DOOR Regenerating and pjur 
AQUA Panthenol. The two innovative 
products already comply with the new 
international quality standard for medi-
cal devices, ISO 13485:2016, and can 
therefore already be marketed as Class 
IIa medical devices.  

North Hollywood, USA – Doc Johnson announced that it has signed Cory Chase as the 
latest star to be molded for the Main Squeeze line of toys. Main Squeeze is Doc Johnson’s 
line of hard-case strokers molded from porn, cam, and social-media stars. 

Doc Johnson signs Cory Chase

pjur love – gives you more awards

N E W S

Main Squeeze
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Cory Chase is the latest star to be 
molded for the Main Squeeze line
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The new King Cock arrivals feature a  
realistic silhouette and lifelike details such 

as pulsing veins but come in an exciting 
transparent/translucent version. Instead of 
being skin-toned, these translucent beau-
ties offer a sexy voyeuristic and futuristic 
appeal, yet still have the ‘natural’ shapes and 
silhouette your consumers love. Choose  
between a version with balls, or without 
balls, and various sizings, including  
moderate 5-inch, but also big and bold 

8-inch designs. Pipedream descri-
bes the new King Cock arrivals 
as: “Clearly the best! Created to 
heighten your pleasure experience, 
this specially crafted formula is 
virtually odorless, non-sticky, and 
easy to clean. The luminous clarity 

and lifelike form will fulfill all your fantasies! 
With its flexible shaft, detailed veins, and 
defined head, King Cock Clear will engage 
your senses visually and physically.” 

Wijchen, The Netherlands – Great news for fans of the King Cock collection by Pipedream: SCALA now stocks 6 new King 
Cock Clear arrivals in this popular collection of lifelike dildos and dongs. 

New translucent King Cock arrivals at SCALA
King Cock Clear



The 3-day event saw the SCALA sales 
team and account managers cons-

tantly engaged in conversation, greeting 
existing customers and establishing new 
relationships with new prospects. Guests 
enjoyed SCALA’s hospitality, including 
delicious drinks during a special cocktail 
hour. Instead of overloading guests with 
options, they decided to bring a carefully 
curated assortment of new products, 
brands, and stand-out novelties. The-
se included the new Silk by TOYJOY 
collection (available in November), new 
arrivals in TOYJOY Designer Edition such 
as the Infinity Double Dong, Diva Mini 
Tongue, and Magnum Opus Supreme, 
and CalExotics’ newest Red Hot pleasure 
providers; which are exclusive to SCALA. 
They’re also thrilled at the enthusiasm 
guests showed for the new Banger Ba-

Ringwood, England – ABS haven taken 
stock of the Revo Extreme, the Max 
20 and the SIMUL8, along with Nexus 
Wash for squeaky clean pleasure and 
Nexus Slide for extra hydration and 
sensation while you play. The Revo Ex-
treme has 6 stimulation modes, 2 shaft 
rotation speeds and a bi-rotational shaft. 
It is waterproof and USB rechargeable 
for varied pleasure. The shapely design 
of this toy is even girthier for maximum 
sensation. This toy massages the prost-
ate and the perineum at once for double 
the sensation. The Nexus SIMUL8 has 2 

bes. These life-sized love dolls were the 
center of attention and posed for many 
sexy selfies with admirers. A real highlight 
was the introduction of Private. This qua-
lity collection of masturbators is setting a 
new, golden standard in male masturba-
tion pleasure. And the best part? Its sales 
margins are equally sensational. The new 
collection, exclusive to SCALA in Europe, 
was received by rave reviews, and excited 
crowds about its profitable retail potential. 
The cherry on top of the cake was SCALA 
scoring 4 industry awards. They received 
2 EAN Awards for ‘Distributor of the Year’, 
and ‘Product Line of the Year’, which was 
awarded to the Banger Babes collecti-
on. SCALA was also awarded for ‘Best 
Product Line’ in the drugstore category 
for S8, and ‘Best Adult Toy Brand’ for 
Bangers by Hidden Desire’ by SIGN.  

motors, 6 shaft stimulation settings and 
6 perineum settings. It has an ergonomi-
cally designed shaft that complements 
the natural curves of the body. With 
48 combinations of pleasure, this is an 
exciting toy for those who love variety. 
The Revo Extreme has a bi-rotational 
shaft and 34 pleasure combinations for 
satisying exploration. It targets the peri-
neum and the prostate and comes with 
a slimline remote control. This toy has 
a waterproof design and is made from 
silicone that is compatible with a water 
based lubricant.  

Wijchen, The Netherlands – SCALA had a fantastic eroFame 2019, and they couldn’t be 
more thrilled at the positive response from the audience on their stand, collections, and new 
brands in the SCALA line-up.

SCALA celebrates  
successful eroFame 2019

More Nexus at ABS

N E W S

Scor ing two EAN Awards
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New at ABS: the Revo Extreme 
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Part of the outdoor advertisement 
features Womanizer’s new eye-

catching imagery that appeals to a broad 
consumer base. The billboards located 
in prime Melbourne Metro areas and 
prominent locations in Auckland (New 
Zealand) ensuring Womanizer receives 
premium brand exposure and a far-rea-
ching presence for their new campaign. 
Together with the impressive billboard 
campaign, Calvista launched the visibility 
project with new visual merchandise 
(VM) concepts inside and outside key 
retail locations. “The VM concepts have 
been positively received by all partici-
pating retail partners and has led to a 

London, England – Hot Octopuss has 
launched two new upgrades to its PULSE 
SOLO range: PULSE SOLO ESSENTIAL 
and PULSE SOLO LUX. Hot Octopuss 
has positioned the new PULSE SOLO 
ESSENTIAL at a price point below that of 
its predecessor, PULSE III SOLO. Despite 
this competitive price point, users will 
benefit from a lighter, more powerful and 
technologically advanced version of the 
toy. For the more discerning consumer, 
PULSE SOLO LUX offers a high-tech al-
ternative, featuring a wearable remote and 
an independent turbo function, as well as 
a number of luxury features such as sta-
te-of-the-art magnetic charging. Both mo-
dels feature an upgrade of the renowned 
PulsePlate, which enables users to reach 

significant increase in Womanizer sales” 
says Calvista General Manager Roger 
Sheldon-Collins. “Womanizer continues 
to impress with the launch of the Starlet 
2.0. The latest release changes the game 
with its ergonomic design, new intensity 
levels and stunning packaging”. Roger 
Sheldon-Collins continues to say, “The 
Visibility Project has definitely set new 
standards for consumer advertising and 
merchandising within our industry. We 
are extremely excited about the future for 
Womanizer as they are about to celebra-
te Five Years of Pleasure Air Technology 
in November with a special anniversary 
Liberty release”.  

orgasm hands-free and without the need 
for stroking. Adam Lewis, Hot Octopuss’s 
CEO said: “PULSE SOLO ESSENTIAL 
and PULSE SOLO LUX are the most 
powerful and advanced penis vibrators 
we have ever made. They are packed 
with sophisticated technology that can 
lead to hands-free orgasms whether used 
flaccid or erect. For years consumers 
have asked for access to our PulsePlate 
Technology at a lower price point and we 
are proud to have been able to achieve 
this without compromise with PULSE 
SOLO ESSENTIAL. Meanwhile, PULSE 
SOLO LUX presents a huge leap forward 
for the range, being the first PULSE toy to 
feature remote control of the PulsePlate 
via a versatile, wearable remote.”  

Melbourne, Australia – Calvista, the exclusive partner for Womanizer in Australia and New 
Zealand, have collaborated with key retailers and WOW Tech to launch the new Starlet 2.0 
with a series of Womanizer billboards across Australia and New Zealand. 

Womanizer WOW’s it  
in Australia and New Zealand

Hot Octopuss unveils two upgrades  
to PULSE SOLO Guybrator line

N E W S

Bi l lboards & Visual  Merchandise
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The billboards are located in prime 
Melbourne Metro areas and prominent 

locations in Auckland (New Zealand)

Hot Octopuss has launched two new 
upgrades to its PULSE SOLO range
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Providing stimulation power (99 levels) 
and a broad spread of play modes, 

the dual output Flux combines some of 
the most popular and innovative modes 
from ElectraStim’s stimulator offerings and 
wraps them in a high-end package with a 
competitive price point. Retailing at €309, 
Flux is designed to sit at an intermediate to 
advanced user level while offering improved 
versions of all the modes found within the 
best-selling SensaVox (with a more attracti-
ve price to consumers). Simple to use, with 
a monochrome aesthetic that will appeal to 
harder players and look at home in BDSM 
displays, Flux combines power and tech in 
one package. Flux enhances the two audio 
control modes (Microphone & Line-In) with 
stereo digital processing and also includes 
two new motion controlled modes pionee-
red by ElectraStim- Flick & Tilt. Utilising an 
internal accelerometer, these modes allow 
for dynamic play where a flick of the wrist 

Hanover, Germany – Years of trust in the 
high-turnover mega-seller such as BIO-
glide (for over 20 years), Soft-Tampons 
(for over 20 years), AQUAglide (for over 
15 years) are rewarded with stable prices. 
One might think that in view of constantly 
rising energy and raw material prices and 
exclusive production in Germany, the 
increased costs are reflected in purcha-
se prices. But there is reason for joy for 
all commercial trade partners, because 
JOYDIVISION international AG, lifestyle 

will produce unique stimulation patterns. 
Of course, over 20 pre-programmed Wave 
& Pulse patterns are also available wit-
hin Flux for a varied range of sensations 
straight from the box. Based on the warm 
reception received to the high-tech look 
and operation of AXIS, Flux also includes a 
bright OLED display that is viewable from all 
angles and provides vital information about 
intensity, mode, battery levels and technical 
information. Flux also includes a brand new 
configuration option requested by many of 
our most experienced users- Zero Overri-
de. Once activated, the stimulation will no 
longer reset to zero when the user changes 
mode and instead will remain consistent 
throughout. Packaged in a cardboard outer 
carton, Flux comes in a hard shell carry 
case and also includes 4 conductive pads, 
2x output cables, USB charging cable, 
Line-In aux cable, warranty card and Quick 
Start Guide.  

brand manufacturer for sexual wellness 
and intimate care articles, will not increase 
the price of its products, which consist 
of a range of more than 250 articles. 
Through increased sales and organizatio-
nal optimizations, the general inflation can 
be absorbed. The premium quality of the 
JOYDIVISION branded articles produced 
in Germany naturally remains at the usual 
high level. JOYDIVISION will continue to 
focus on the highest quality in develop-
ment and raw materials in the future. 

Hoddesdon, England – Building on their recent product releases the team at ElectraStim 
continue to innovate and update their product line with a brand new high performance 
stimulator unit called Flux. 

ElectraStim released new  
mid-range stimulator Flux at eroFame

JOYDIVISION: Prices remain stable

N E W S

Hard play for  hard players
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Flux combines power and 
tech in one package



YASMINE

Material: TPE
Weight: 37kg 
Height: 168cm
Bust:93   
Waist:56   
Hip:89cm
Vaginal depth: 18cm
Anal depth: 18cm
Oral depth: 15cm

WWW.SCALA-NL.COM



The retailers who come up with the 
most unique, interesting, beautiful and 

eye-catching displays will win a prize at 
the end of December. “Christmas is the 
busiest season of the year, so why not 
show customers we take their shopping 
seriously – with some really fun displays!” 
says Brian Woolard, Global Sales Director at 
United Consortium. “We had phenomenal 
response to our ‘15 Years of JO Anni-
versary Display Contest’ last year, so this 
year we wanted to do it again, but with a 
holiday theme. Let’s face it, decorating gets 
everyone in the mood to celebrate, so we’re 
sending along pre-pack decoration kits to 
kick-start the season.” Retailers who want 
to jump on board are eligible with a €250 
order or more from System JO or DONA 
products, which qualifies them to receive 
the festive pre-pack that has items to get 

Veendam, The Netherlands - EDC Who-
lesale launched Rosy Gold at the 2019 
eroFame Trade Convention and is now 
shipping the collection of 9 Rose Golden 
nouveau toys, including 4 massagers, 2 
vibrators, a G-spot vibrator, a vibrating 
egg, and Ben Wa balls.
The luxurious packaging is designed in 
black and rose gold art deco style. Each 
item comes with a special ‘do not disturb’ 
door hanger with slang from the 1920s. 
The creative team took the theme from 
the 1920s to the next level and created a 
commercial, to promote the toys, which 
was filmed in a 1920’s bar in Groningen, 

started on a stunning, unique display. Con-
test entry forms are available at systemjo.
com/xmascontest19 and the display must 
be photographed and posted to Instagram 
with the hashtag #JOxmas2019. Sign up 
right away to get your pre-pack delivered, 
which includes 50 mini Santa hats – these 
are to give away FREE to consumers with 
any JO purchase and sit nicely on top the 
bottles! 4 adult JO Santa hats for staff, 
shelf tent cards and a 1 pager explaining 
competition entry details.  Getting started is 
so easy that System JO hopes all retailers 
will get into the holiday spirit and enter to 
win! Winning stores will receive a gift basket 
worth €150 to share with team members 
– and of course big shout-outs on social 
media to fans and customers. This is an 
international contest, and the winners will 
be announced at the end of December.  

close to the EDC Wholesale headquar-
ters. The commercial brings the confident 
Rosy Gold to life and shows in a suggesti-
ve way how she’s playing with herself and 
the toys. 
The promo video and other promotional 
material is available for customers to 
download from the EDC Wholesale web-
site. Contact your account manager for 
more information to download all media 
packs from the EDC Wholesale house 
brands.The luxurious collection, includes 
7 USB rechargeable vibrating toys with 
ten vibrating settings, the vibrating egg is 
powered with a battery.  

Valencia, USA – System JO is warming the hot cocoa and loading up the sleigh to spread 
Christmas cheer to all their loyal retailers with a super-festive display contest that awards 
creativity and talent for showcasing JO products!

JO-JO-JO Merry Christmas!

EDC Wholesale is now shipping Rosy Gold

N E W S

System JO Hol iday Display Contest  announced

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

The Rosy Gold collection consists 
of 4 massagers, 2 vibrators, a 

G-spot vibrator, a vibrating egg, 
and Ben Wa balls





ORION Wholesale, with its friendly and 
competent team, has been a fair 

international and national trade partner for 
over 30 years now – with high availability, 
speed, promotional packaging, neutral 
promotional material and a quality tested 
assortment with market-leading labels and 
innovative products. The Flensburg erotic 
specialists presented lots of bestsellers 
and new products at their ORION stand in 
Hanover. The focus was on the new col-
lections from the best-selling labels Cottelli 
Collection Lingerie and Bondage, Abierta 
Fina by Cottelli Collection as well as Sven-
joyment Underwear and NEK. The sex 
toy range was represented by best-selling 
products from You2Toys and Sweet Smile, 
but there were also some brand-new sex 

Berlin, Germany – WOW Tech hosted an 
exclusive partner event called VISI-
ON WOW at the beautiful Peppermint 
Pavilion on the eve of eroFame, October 
8. The event brought more than 350 
guests from over 50 countries together, 
including partners, distributors and 
retailers, as well as press, key opinion 
leaders and bloggers. Guests received 
insights into new technologies, pro-
ducts and brands, in advance of their 
official launch. Well-known German 
host Kerstin Linnartz led the audien-
ce through the program, while WOW 
Tech Chief Commercial Officer, Thuve 
Bremen, and Director of Marketing, Jan 
Greuter, presented the latest products 

toy lines such as Cuties and GoGasm. 
The presentation was completed by the 
condoms from Secura and lubricants from 
Just Glide and Lick-it. ORION Wholesale 
also introduced a new product line to the 
market. It is called Sedory and focuses on 
intimate care products. One highlight was 
the new, sensational Vibe Pad – a remo-
te-controlled love cushion that perfectly 
adapts to the female anatomy and looks 
like a mouse pad. Another big eye-catcher 
was the new Suck-O-Mat 2.0 – it is more 
precise, more powerful and quieter thanks 
to the piston drive. This machine surely 
packs a punch – and it also received the 
EAN Award for ‚Best New Male Product‘. 
The team of ORION Wholesale can look 
back on a very successful tenth eroFame. 

and brands. „As one of the leading SX 
Tech companies, WOW Tech focuses 
on quality, innovation and science. This 
evening, we were again able to prove 
that we are the leading innovation driver 
in the industry. We are delighted that 
so many of our partners arrived earlier 
to eroFame to be part of VISION WOW. 
I am proud of our strong team that is 
committed to meeting the needs of our 
partners and customers every day,“ said 
Thuve Bremen at the end of the evening. 
The audience loved the event, the new 
product offerings and the new brands 
that the company presented. The WOW 
Tech Team also received praise from the 
eroFame expo organizers.  

Flensburg, Germany – Once again, ORION Wholesale received the sought-after EAN Erotix 
Award for ‚Wholesale Company of the Year‘ at this year’s eroFame. The Flensburg company 
also received the Sign Award again for ‚Best German Wholesaler‘.

ORION Wholesale  
is ‚Wholesale Company of the Year‘ again

VISION WOW

N E W S

eroFame 2019
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The team of ORION Wholesale 
at eroFame 2019 

Jan Greuter (Director of Marketing, 
WOW Tech), Kerstin Linnartz (Host) 

and Thuve Bremen (Chief Commercial 
Officer, WOW Tech) 
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The exclusive range, including a rabbit 
vibrator and cock ring, are aimed at 

users of all levels, including those who are 
brand new to the sex toy market. They 
are available in a pastel colour, exclusive 
to Boots, to make them enticing to all. 
Customers will be able to purchase three 
products from in-store at Boots: Lovehoney 
Frolic Silicone G-Spot Vibrator, Lovehoney 
Ripple Silicone Wavy Vibrator and Loveho-
ney Frisky Silicone Rabbit Vibrator. There 
will also be a further four products available 
online, including: Lovehoney Thrill Bullet 

Alcalá de Guadaira. Spain – International 
Dreamlove launched the new, colorful 
G-SPOT product range at eroFame 2019. 
All products are rechargeable made of high 
quality silicone approved by the FDA and 
ergonomic. G-SPOT is a range designed 

Vibrator, Lovehoney Tease Finger Vibrator, 
Lovehoney Buzz Vibrating Love Ring and 
Lovehoney Glow Classic Vibrator. Kate 
Hodgson-Egan, International Sales Mana-
ger at Lovehoney, comments; ‘Entering the 
mainstream retail market is a huge move for 
Lovehoney and we’re excited to reach more 
customers thanks to Boots great reputation 
and trusted name. Not only does it give us 
the opportunity to introduce more custo-
mers to the sex toy market but we’re also 
giving them the chance to easily purchase 
instore and through a popular site’.  

by women for the stimulation of the g-spot. 
G-SPOT vibrators feature hypoallergenic sili-
cone with a silky matte surface. They have 
a waterproof finish (IPX6) and can easily be 
cleaned. The flexible material glides easily 
and quickly adopts body temperature.  

Bath, England – Lovehoney B2B is excited to announce that it will be entering into the 
mainstream retail market and stocking a range of exclusive toys in Boots. Launching instore 
at 11 selected outlets and online from 16th September 2019, the company hopes that the 
move will introduce a fresh audience to sex toys. 

Lovehoney B2B  
launches exclusive line in Boots

Dreamlove launched new g-spot products at eroFame

N E W S

Enter ing the mainstream reta i l  market
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The exclusive range are aimed at users 
of all levels, including those who are 

brand new to the sex toy market

Wijchen, The Netherlands – New at SCALA: 
the Fury, and Sizzle, two new stimula-
tors in the popular Red Hot collection by 
CalExotics. The Red Hot Fury and Red 
Hot Sizzle are exclusively ready to order at 
SCALA. The new arrivals in the Red Hot 
collection by CalExotics boast high-end 
pleasure, packed in a compact, travel-fri-
endly silhouette. Non-intimidating and 
uniquely contoured, they are a feminine 
choice in naughty pleasure that will light up 

the hot spots with delightful satisfaction. 
Each stimulator offers 10 powerful modes 
of vibration, passionate pulsation, and sexy 
escalation. Both vibes also have dual-cur-
ved teasers at the tip that will indulge the 
erogenous zones with fluttering, flickering 
stimulation. The new Red Hot Fury and Red 
Hot Sizzle are made of silky, hypoallergenic 
silicone These new Red Hot arrivals are 
USB-rechargeable and come packaged in 
a contemporary, eye-catching box. 

New Red Hot CalExotics arrivals





There is a space at the back of the 
catalogue for a company stamp 

– this means that every retailer has 
the opportunity to give its customers 
its “own” promotional material. The 
latest edition is available for Wholesale 
customers in German and English. The 
catalogues are delivered in packs of 30. 
ORION Wholesale offers the best pos-

Wijchen, The Netherlands – SCALA is 
thrilled about the success of Private, which 
has been selling rapidly since its official 
product presentation at the eroFame. Due 
to the immense demand for this masturba-
tor collection with fantastic sales margins, 
some SKUs have already sold out of initial 
stock. This means that certain Private Tubes 
and Private To Go items are not currently 
available for order. However, these items are 
still available for pre-order via the website. 
So, if you see a product that’s currently sold 

Axel, The Netherllands - The new addi-
tions to the Vibes of Love collection of 
Dream Toys in stylish pink each have their 
own special features, to please and excite 
customers that want more than the usual 
vibrations. The Heating Thruster, Benda-
ble Heating Brush Bunny and Bendable 
Heating Snail Trail have been released early 
September 2019. These new Vibes of Love 

sible range of products with its complete 
erotic assortment. It’s also constantly 
working on increasing and optimising its 
assortment at fair and stable prices. The 
focus is on quality, modern innovation 
and of course on customer satisfaction. 
Retailers can download both versions of 
the catalogue and the price lists here: 
www.orion-wholesale.com. 

out, simply add it to your cart and profit 
from when its restocked mid-November. 
You don’t need to contact your Account 
Manager. Simply add the pre-order item to 
your basket, and wait for the new batch to 
arrive. Fortunately, there are some Private 
releases still available online, such as the 
Private Original Tube, and the Tarra White 
Legend Ass. That said, the remaining stock 
is selling quickly, so SCALA advises to place 
orders soon, in order not to miss out on 
favorite Private arrivals. 

toys are all 100% waterproof, have that silky 
touch of body safe silicone, and they all 
offer seven different vibration patterns. On 
each of the three vibrators the functions are 
controlled with three buttons at the base. 
Additionally, Tonga also released the Happy 
Egg, which has one button at the bottom. 
The little tongue of this product is perfect for 
spot-on clitoral or nipple stimulation. 

Flensburg, Germany – A new version of the neutral ‚Erotic Highlights‘ catalogue for retail 
customers is now available – just in time for the Christmas period. The A5 catalogue 
has 164 pages and presents novelties and selected bestsellers from ORION Wholesale’s 
extensive assortment.

The new ‚Erotic Highlights‘  
catalogue is finally here

Private stock-availability update

New Vibes of Love vibrators with heating function

N E W S

Chr istmas trade can begin
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The new A5 catalogue has 164 pages 
and presents novelties and selected 
bestsellers from ORION Wholesale’s 

extensive assortment

Heating Thruster, Bendable Heating 
Snail Trail, Bendable Heating Brush 

Bunny and Happy Egg





“All three of our European debut laun-
ches were received very well with 

lots of positive feedback and orders being 
placed.” The NEW JO flavored Arousal Gel 
duo Mint Chip Chill (for tingling) and Sweet 
Berry Heat (for warming) were so popular 
that most customers immediately wanted 
to add them to their range of JO pro-
ducts. The combination of great taste and 
arousing sensation proved to be a top seller, 
along with Bucked, the much-lauded gay 
male line designed specifically by and for 
gay men. “Bucked is such a unique brand, 
so bringing it to a huge new market really  
stirred up a lot of excitement. It’s not every 
day you find a line that’s created by gay 
men for gay men with such care and 
attention to detail,” says Wright. “People 

Kettering, England – “It’s been an excep-
tional year for us,” says Rocks-Off Sales 
Manager Sham Galoria. “We’ve launched 
some amazing products which have 
become some of the best sellers of all time 
for the company. The motor technology, 
style and price points have aensured that 
these have remained industry inventory 
must haves. It’s always fantastic to win 
awards and without doubt to be given 
‚Manufacturer of the Year‘ in very strong 
company its further testament not only 
to our team but also the loyal supporters 
worldwide of the Rocks-Off Brand and for 
this we are truly grateful. eroFame saw us 
add further to ranges with our pleasure 

loved the story of its creation from start to 
finish and the ethos behind the brand.” With 
products like the leather-scented ‚Smokey 
Wrangler‘ solo lube and ‚Phantom,‘ the 
‘realistic cum play’ liquid, the Bucked line 
is packed with truly breakthrough products 
that draw people in for their originality, not 
to mention the stylish equestrian-themed 
packaging. Completing the trifecta of firsts 
for JO in Europe was DONA essential oils. 
Their visual elegance, hard-working ingre-
dients and new aromas pleased eroFame 
delegates, many of whom were in the mar-
ket for long-lasting vegan massage oils with 
aromatherapy properties. DONA not only 
uplifts and relaxes in five different fragran-
ces, but it also moisturizes and rejuvenates 
the look of skin.   

wand Oriel, the A spot Rabbit Regala and 
Falex the male anal wand all of which we 
have applied the same powerful motor 
technology and stunning finishes too. We 
are always complimented on our creatives 
and packaging; as a company we firmly 
believe that presentation is all important as 
this draws the eye. After all we are in the 
business of sensual pleasure, so it makes 
sense that we inspire all of the senses 
when we present our products to buyers 
and consumers alike. We were equally and 
truly delighted to be awarded with the Sign 
Magazine ‚Product Packing of the Year 
2019‘ for our Touch of Velvet range which 
outsells across our customer base.”  

Valencia, USA – System JO is pleased to announce their success at eroFame, the biggest 
industry trade show in Europe, which took place in Hannover, Germany October 9 – 11, 
2019.  “Our new products were a big hit at the show with both established clients and new 
faces,” says Matthew Wright, United Consortium and System JO Brand Ambassador. 

A trifecta of eroFame  
success for System JO

Rocks-Off scoops ‚Manufacturer of the Year‘ Award

N E W S

Successful  product re leases
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Matthew Wright, System JO 
Brand Ambassador



MASSAGEKERZE mit eroti-
schem Duft. Das geschmol-
zene Kerzenwachs kann 
direkt auf die Haut aufge-
bracht werden. Es erzeugt 
ein wärmendes, erotisches 
Gefühl bei der Partner-
massage. Das Aroma wird bei 
der Massage noch intensiver. 
 
MASSAGE CANDLE with 
sensual fragrance. The 
melted candle wax can 
be applied directly to the 
skin. It creates a war-
ming, erotic feeling during 
the partner massage. The 
aroma becomes even more 
intense during the massage.  

Patchouli 
Art.No. 67122

Sandalwood
Art.No. 67120

SHIATSU
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Versatile, and aesthetically pleasing, 
the Kiss and Mustache Wedge are 

intended to blend seamlessly into any 
bedroom decor scheme. “Our fans have 
been asking us for playful products that 
can be left out in the open,” explains CEO 
and founder Louis Friedman. “So we went 
ahead and created a more approachable 
version of the classic Liberator wedge 
but with a contoured twist.” The Decor 
Kiss Wedge is a flirty and compact sex 
positioning wedge that is shaped like 
a pair of lips and comes in a variety of 
bright and playful colors. The Decor 
Mustache Wedge is a frisky alternative 
to the Liberator classic sex positioning 
wedge and is uniquely contours to offer 

Ontario, USA - CalExotics created quite the 
buzz at the 10th eroFame tradeshow with 
their exciting display of intimate products. 
The female-founded company spent the 
three-day affair unveiling their spectacu-
lar selection of sex toys, including new 
additions and popular favorites like Slay, 
In Touch, Jack Rabbit, Pave by JOPEN, 
She-ology etc. “eroFame is an amazing 
show, and we’re so happy to be here. We 
love showcasing our newest collections 
to our international partners,” says Susan 
Colvin, Founder and CEO of CalExotics. 
Along with taking the tradeshow by storm, 
CalExotics also took home an EAN Erotix 
Award for She-ology, a 5-piece wearable di-
lator set endorsed by Ob/Gyn and women’s 

greater functionality and traction during 
sex. A trendy, glamorous twist to the 
original label Liberator Wedge, these two 
decors-friendly positioning Shapes are 
perfect for those who want to experien-
ce better sex but don’t have the space 
to accommodate the company’s larger 
products like the Liberator Wedge/Ramp 
Combo. Ultra-durable, ultra-plush, the 
Kiss and Mustache Wedge are available 
with removable and machine-washable 
micro-velvet covers to come in a variety of 
on-trend colors. Both shapes are vacuum 
compressed and come in the company‘s 
innovative flip-door box that includes 
full-color photography, illustrated position 
guides, and product design features. 

health expert Dr. Sherry, as well as Sign 
Magazine’s Best Toy Brand Award for Callie, 
JOPEN’s most popular collection. The lavish 
Callie collection offers wands and massa-
gers that feature luxurious designer style 
with extreme power. CalExotics was also 
presented with a surprise EAN award for its 
25th anniversary. As the first female-foun-
ded sex toy company, CalExotics has made 
an incredible impact in the sex toy world by 
bringing more inclusive toys to the market 
for women and couples. “It is an honor to 
be recognized for our 25th anniversary. My 
team works hard to deliver quality products 
and services, and we thank each and every 
person who has supported us along the 
way!” says Colvin. 

Atlanta, USA – Liberator Bedroom Adventure Gear announced the release of two new 
products – the Kiss Decor Wedge and the Mustache Decor Wedge. The launch of these 
two sexual positioning products will be added to the company’s growing decor-friendly, 
incognito product line.

Liberator launches  
decor-friendly Sex Wedges

CalExotics and JOPEN scores at eroFame

N E W S

Decor Kiss  Wedge & Decor  Mustache Wedge
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New from Liberator:  
The Decor Kiss Wedge and 

the Decor Mustache Wedge
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The new lingerie stands out because of 
the seductive designs and materials that 

put sexy feminine assets in the limelight. 
The outfits were designed at ORION’s 
headquarters with great attention to 
detail and are real eyecatchers that  
inspire erotic fantasies. The new collection 
from Cottelli Collection Lingerie is available 
from ORION Wholesale – high-quality 
at reasonable prices. The lingerie is 
delivered in a high-quality cardboard box 

Hanover, Germany – Since the middle of 
the 20th century, the global increase in 
carbon dioxide has more than tripled. The 
increase in CO2 particles means that less 
and less of the heat emitted by the earth 
can escape into space. The consequences: 
The Earth‘s climate is warming, the polar 
caps and glaciers are melting and the water 
level of the oceans is rising. To love with 
BIOglide means to make a small contributi-
on to climate protection, because consci-
ous consumer culture can also be lived in 
the most beautiful trivial matter of the world. 
JOYDIVISION international AG therefore 
consciously focuses on climate-friendly 
production in Germany. Sustainable action 
and voluntary commitment in the field of cli-
mate protection are not always a matter of 
course! For JOYDIVISION already! BIOglide 
gives nature back a piece of living space! 
Unfortunately, CO2 emissions cannot be 
completely avoided during the production of 
the natural lubricating gel, but the released 

that can also be used as a gift box. This 
cardboard box is covered in an additional 
slipcase with a detailed image of the  
respective product on it and a description 
of the product in several languages on it 
as well. The packaging can be stood up 
or hung up with the hanger in the middle. 
More products will now fit in the sales 
space because they are more compact. 
They also take up less space when  
in storage. 

carbon dioxide emission is compensated 
by the high-quality CO2 climate protection 
project „SODDO REFORESTATION“ in 
Ethiopia. Unavoidable CO2 emissions for 
production and transport are offset by the 
climate protection project. Village commu-
nities renature severely degraded forests 
there and contribute to the long-term 
regeneration of the ecosystem in the region. 
The reforestation of mixed forests, cocoa 
cultivation and sustainable timber produc-
tion ensures the protection of biodiversity 
and the restoration of the forest ecosys-
tem. In love as well as in organic products, 
the highest standards apply. The natural 
and vegan BIOglide offers gentle support 
for vaginal moisture and relieves intimate 
complaints. Nothing stands in the way of a 
carefree and naturally supported sexuality. 
The independent assessments of external 
institutions also prove this. The very good 
skin compatibility was confirmed in a clinical 
application test by the Dermatest GmbH. 

Flensburg, Germany – Six new, breathtaking lingerie items from Cottelli Collection Lingerie 
are now available from ORION Wholesale. Black is the predominant colour of the seductive 
mix of materials that was used: figure-flattering powernet combined with delicate lace 
and stylish details.

Cottelli Collection Lingerie

JOYDIVISION invests in climate protection

N E W S

New Linger ie  Col lect ion with Sty l ish Deta i ls
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Six new lingerie items from Cottelli 
Collection Lingerie are now available 

from ORION Wholesale



MASTURBATOR WITH 2 FUNCTIONS: 
VIBRATING 
JERK OFF SIMULATION

0594814 0000

19
09

-1
10 + 49 461 5040-210 or -114 

wholesale@orion.de

www.orion-wholesale.com

GR_EAN_210x260_11_19_Rebel.indd   1 15.10.19   11:09



“There is currently no regulation in 
Europe concerning the safety of sex 

toys and there is a real security problem 
for users. A Greenpeace study a few years 
ago revealed the presence of phthalates 
in 7 out of 8 products tested at 24% and 
even up to 51%! Phthalates were banned 
in 2005 in children’s toys, but not for sex 
toys. As a European manufacturer, we 

Barcelona, Spain – Bijoux Indiscrets has an-
nounced the release of their latest sensual 
cosmetics collection, SLOW SEX. The 
10-piece line features massage products, 
intimate gels and lubricants, and an assort-
ment of playful body products that enhan-
ce all 5 senses. Co-founder Elsa Viegas 
launched the Spanish company‘s new line 
in the USA at the 2019 ANME show in Los 
Angeles and in Europe at the recent eroFa-
me trade show. The SLOW SEX collection 
takes a cue from the modern holistic sex 
movement, encouraging couples and 
singles to delight in foreplay and mindful 
pleasure as the main bedroom events. The 
line‘s erotic yet subdued packaging design 
features hazy, shimmery artistic nudes 
and dripping-wet close-ups of plump lips 
and soft skin; the perfect amount of tease 
for mainstream and adult retail shelves 
alike. “We strongly believe that sex is to 
be enjoyed. It‘s about having pleasure and 
giving pleasure,” says Viegas. “SLOW SEX 
is a name inspired by the concept of slow 

have decided to act by publishing regularly 
on our website www.gangbangster.com 
analyzes performed on our products by 
an independent laboratory guaranteeing 
the non-presence of phthalates. We 
encourage all manufacturers to follow 
this process so that regulations evolve 
and guarantee our customers pleasure in 
complete safety.”  

food. We eat because we need food, but 
not all food is the same. Sometimes fast 
food is fine, but the more you know about 
the ingredients and about your body, and 
the more you train your sense of taste, 
the more you enjoy good food, better 
food! And SLOW SEX works just like that. 
It‘s not only about good sex, it‘s about 
creating better sex!” Viegas and the Bijoux 
Indiscrets team partnered with local labo-
ratories in Barcelona to develop exclusive 
formulas that fit the brand‘s strict ethical 
standards. Each product in the line is veg-
an and all-natural with no sugar, parabens, 
gluten or artificial colors.  The SLOW SEX 
collection includes two massage products, 
two oral sex enhancers, two pampering 
cosmetics, two sensual play gels and two 
sensation enhancing gels. “SLOW SEX 
is not only a cosmetics line of products,” 
says Viegas. “It reflects our brand values. 
It is such a ‘political‘ collection, focused on 
changing behaviors and way of thinking, 
that it has its own manifesto.” 

Soulaines sur Aubance, France – “For 15 years, our brand HardToys has offered more 
than 450 sex toys with generous shapes and at affordable prices. Made in France since 
its creation, we have always been attentive to the safety of our customers by offering 
studied forms and using only quality raw materials”, Benoit Cauet (General Manager) and 
Vincent Renou (Sales Manager) say.

GangBangster takes  
consumer safety seriously

Bijoux Indiscrets releases SLOW SEX Collection

N E W S

The French d i ldo company is  publ ish ing test  results  on www.gangbangster.com
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Using her twenty years of experien-
ce working with pleasure product 

manufacturers, Sunny crafted Sunsplash 
Media Group (SMG) to offer everything 
a new business or service needs to get 
their idea from conception to completion. 
SMG can provide all facets of product 
development and creation services, 
handle sales and territory expansion, 
and introduce businesses to partnership 
opportunities to grow their products into 
global brands. “I truly feel that everything 
happens for a reason and when I had 
multiple people approach me asking for 
assistance getting their products and 
ideas into the hands of consumers, I felt 
like that time had come for me to create 

Veendam, The Netherlands – The EDC 
Wholesale team reported successful days 
at the eroFame in Hanover from 9 – 11 
October and returned with 4 awards. At the 
EAN Erotix award, the company received 
an award for ‚Best Product Design‘ for the 
Naughty & Nice Advent Calendar, ‚Fas-
test Growing Company‘ and ‚Marketing 
Manager of the Year‘ (Evertine Visser). “We 
are proud and honored to have received 
awards,” said Eric Idema, Founder, and 
CEO at EDC Wholesale. “Our team has 
worked hard year-round to prepare another 
great show and looking back on the 3 show 
days, I can say that we have succeeded 
in our goals. The award for ‚Best Product 
Design‘ motivates us to create yet another 

a business that can help people make 
their dreams a reality,” said SMG founder, 
Sunny Rodgers. “I’ve worked for some of 
the biggest and best manufacturers since 
2000 and have learned a lot about the 
product development process, sales and 
marketing, and using data and analysis to 
support the direction of products. I want 
to put my experience and expertise to use 
helping create solid revenue streams for 
people who may not know what their next 
step should be.” SMG is not only geared 
to help those new to business create their 
first product, they also offer creative ways 
to expand monetary opportunities, create 
unique content and a brand voice, and 
even offer a ‘Rent-An-Expert’ service.  

outstanding design for the 2020 edition of 
the Naughty & Nice Advent Calendar.”
“Our company grew rapidly in the past 
years, and our team is working hard to 
become one of the largest wholesalers in 
Europe. We are grateful to EAN that this did 
not go unnoticed, by awarding us with the 
award ‘Fastest growing company,” Idema 
added. Evertine Visser received the award 
for Marketing Manager of the year: “I get to 
work with an amazing and dedicated team 
on a daily base and Eric gives us the free-
dom to bring our creative ideas to life. I am 
so proud to work with this competent team, 
I could not have done this without them and 
I’m also very honored that EAN recognized 
our marketing efforts with an award.”  

Los Angeles, USA – Sunny Rodgers has announced she is stepping down from her position 
with Pipedream Products to head her own consultant firm and work on the completion of 
The Institute of Intimate Health. 

Sunny Rodgers  
launches Sunsplash Media Group

EDC Wholesale returns with 4 awards

N E W S

www.sunsplashmediagroup.com
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Sunny Rodgers 

The EDC team was more 
than satisfied with the way 

the show went



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

GR_EAN_210x260_Suckomat2_11-2019.indd   1 21.10.19   14:22



The hybrid sliding gel based on water-si-
licone is the perfect sliding gel compo-

sition and ensures extra-long fun. venus 
glide – is the water-based lubricant which 
is wrapped in an erotic corset. The name, 
combined with the VENUS Berlin logo, 
ensures a high level of awareness among 
end consumers, thus guaranteeing high 
sales. BIOglide Lubricating and Massage 
Oil – is the world‘s first 100% biological 
combination of lubricating and massage oil. 
FREE from synthetic preservatives (such 
as parabens) and FREE from fragrances. 
EROpharm bright‘n‘white Intimate Whi-
tening Cream – is the whitening cream for 

Axel, The Netherlands - Dream Toys’ 
Cheeky Love collection has five new ad-
ditions to be used ‘between the cheeks’. 
Four of those anal toys come with a 
wireless remote controller with a 10 meter 
reach which is ideal for couple play. The 
device can be paused and reactivated 
directly within 20 minutes with the remote 
control, adding an element of surprise 
and ease of use. 
Cheeky Love  Remote P-Pleaser and 
Remote Swirling P-Pleaser toys are 
suitable for prostate stimulation, which is 
good news for users who don’t only love 
anal stimulation but also know the bliss of 
P-orgasms. 
Also newly available is the Remote Anal 
Turrid, an anal plug with a removable 
vibrating bullet, offering nine powerful 

the sensitive genital area. In addition to the 
whitening effect, the bright‘n‘white Intimate 
Whitening Cream also has an anti-aging 
effect and the contained organic aloe vera 
has skin caring and moisturising properties. 
Panthenol protects against irritations and 
has a soothing effect. Macadamia oil and 
shea butter protect the skin from drying out 
and make it smooth and supple. PENISEX 
XXL extreme – men want XXL. The unique, 
supportive penis massage cream XXL is the 
solution. The cream guarantees a flaming 
effect and with high-quality blood circula-
tion-promoting active substances it was 
developed for particularly strong men. 

vibration speeds. The Remote Graduated 
Beads and Anal Flexi Beads are two flexi-
ble unisex toys specialize in anal stimulati-
on with beads and vibrations.
They are IPX7 waterproof, come with a 
magnetic USB charger and have a noise 
level of less than 40 decibel.
In addition to new toys in the Dream Toys 
ranges, there are also new packages. 
Tonga has designed a whole new line of 
boxes for the current and the new Dream 
Toys they offer. Doing so, they succee-
ded in giving the complete Dream Toys 
assortment a new look, all in sync with 
the appearance of the latest toy designs. 
Eventually, the Dream Toys products 
presentation in shops will look fresh and 
attractive, as a great eye catcher for 
customers.  

Hanover, Germany – After a successful anniversary year, JOYDIVISION is still offering 
various products with a 25% discount until the end of the year. Twinglide – the silky smooth 
gliding Twinglide convinces with a unique combined formula. 

Final spurt of the  
25 years JOYDIVISION discount campaign

Cheeky Love collection by Tonga  
adds new anal toys to the Dream Toys brand

N E W S

Avai lable at  Joydiv is ion
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The offer is valid from 1st November to 
16th December 2019

The Remote Swirling P-Pleaser, 
Remote Anal Turrid and Anal Flexi 

Beads are all part of the Cheeky 
Love collection
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AWARD WINNER
BEST NEW MALE 
PRODUCT 2019

THE NEW SUCK-O-MAT® 2.0:

100% STRONGER* [60 WATT]
9 SUCTION GEARS 
1 MANUAL AND 8 AUTOMATIC BLOWJOB PROGRAMS

DOTTED SLEEVE 
WITH OPTIONAL TIGHT FIT SILICONE COVER

ALMOST SILENT*

REMOTE CONTROLLED 
WITH 12V CAR ADAPTER * 
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Year after year, the three days of eroFame prove one of 

the biggest highlights for many producers, wholesalers, 

and retailers in the erotic market. October 9 to 11 of  

this year was no different as the latest trends and  

innovations in the industry were showcased on the 

Hanover fairgrounds. Embedded in a relaxed business 

atmosphere, the visitors had the opportunity to gather 

first-hand information about new products and top- 

sellers, exchange ideas, and compare notes with the 

exhibitors and other trade members. eroFame always 

achieves a nice balance of business and fun, and this 

being the 10-year anniversary, there was definitely a lot 

to celebrate. Of course, there was also the traditional 

eroFame Oktoberfest on Thursday evening, and many 

industry members seized that opportunity to relax 

and party with business partners and industry friends. 

“This was the best eroFame we’ve had thus far: a new 

attendance record, lots of amazing stands spread out 

over 15,000 m², and a 10-year celebration to remember! 

Thanks to all eroFamers! I am looking forward to the 

next ten years in this wonderful industry!”, gushed 

Wieland Hofmeister, head of Mediatainment Productions 

GmbH. Our EAN picture gallery includes many of the 

highlights of eroFame 2019, such as special events 

hosted by the exhibitors and the winners of the EAN 

Awards, but we also take a look at b2b event infa as 

eroFame and a number of companies from the erotic 

industry joined forces to showcase modern erotic 

products at this consumer show.

10  y e a r s  o f  e roFa meexclusive

Wieland Hofmeister (eroFame) seized the opportunity  
to thank the visitors and exhibitors of eroFame

– a worthy anniversary show
eroFame 2019
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It’s raining confetti, courtesy of EXSENS

Full house: The Oktoberfest party  
has become an integral part of eroFame

Alicia Sinclair was named 'Businesswoman of the Year‘

Satisfyer’s innovative marketing campaigns  
proved just as awards-worthy as their Satisfyer Men

Naturally, LELO also ranked among the award winners – here:  
Miroslav Slavic (CEO) and Cameron Long-Tel (Sales Manager UK & Ireland) 
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In proper style: dirndl-clad Oktoberfest visitors

QIMA offers quality control for all aspects of production

Adam Lewis and his sales team – April Lampert and Ringo Baginda – 
were thrilled to receive the award for 'Most Progressive Company‘ 

Hauke Christiansen (ORION Großhandel) talking shop 
with Michael Schnelle and Lothar Schwier (NOVUM) 

Fleshlight was named 'Male Brand of the Year‘ – here:  
Miguel Capilla, Laura Cosano, Juan Ziena, and Alfonso Cala 

Gülten Klawitter and Oliver Redschlag (JOYDIVISION) 



TO ALL MY 
BUSINESS PARTNERS

AND FRIENDS

THANK YOU
FOR ALL

YOUR SUPPORT

www.erodeals.eu

NEWCOMER

OF

THE YEAR
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Like in previous years, the pjur sweepstakes drew a big crowd

Kama Sutra are celebrating their 50th anniversary this year

Magic at the ORION stand 

JOYDIVISION gave the visitors wings – well, virtual wings

Winning big: WOW Tech Group’s Womanizer line received  
'Best Luxury Product Line‘ and 'Highest Mainstream Appeal‘

Dirk Bauer (FUN FACTORY) accepting the award  
for 'Highest Potential Product‘ for BE-ONE



For three successful  
days at the  
trade fair and the valuable awards!

We say 

THANK YOU!

19
09

-1
07

www.orion-wholesale.com

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

AWARDS 2019 
•  WHOLESALE 
COMPANY 
OF THE YEAR

•  BEST NEW MALE 
PRODUCT 
SUCK-O-MAT

•  BEST GERMAN 
WHOLESALER

YOUR STRONG 
WHOLESALE PARTNER!

GR_EAN_ThankYouAnz_2019_210x260.indd   1 21.10.19   12:01
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The eroFame Oktoberfest was influenced by the 10-year anniversary

Fireworks: JOYDIVISION had a 25-anniversary to celebrate

In search of the G-spot

HighOnLove from Canada 

Tonga founder and CEO Joop de Jonge accepted  
the award for 'Most Iconic Wholesale Company‘

The Lovehoney trade team has another reason the celebrate:  
the 'Toy Brand of the Year‘ award for the Happy Rabbit line



 For any enquiries please contact our European SYSTEM JO® Regional Manager
Becky Buffham | rebecca@systemjo.com | +44 7813 847756

AVAILABLE AT

www.eropartner.com | info@eropartner.com | +31 (0)228 8200 00

JO Christmas Decoration Kit
Includes: 50 x Mini Santa Hats to give away to 
customers with any JO purchase! - 4 x Santa 
Hats for Staff to wear! - In store POS material

Available through 11th November
Kits are limited - first come first served basis

FOR MORE INFO AND TO ENTER VISIT:  
SYSTEMJO.COM/XMASCONTEST19

SANTA HAT PROMOTION

CHRISTMAS CONTEST
AND

CHRISTMAS IN-STORE CONTEST:
Using your creativity and the JO decorations, 
create a unique JO Christmas display in your 

stores for the chance to win a Gift Basket worth 
$150 to share between staff.

Post on Instagram with #JOxmas2019 and enter 
online to be in with a chance to WIN!

spend $250 on jo products & receive a

free
jo christmas decoration kit
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Dancing lights at the Satisfyer stand 

Manon Vallée, Kim Chanel Vallée Séguin, and Sylvain Séguin had reason to 
celebrate as Shunga was named 'Sexual Wellness Company of the Year‘ 

25 years of JOYDIVISION – Oliver Redschlag and 
Gülten Klawitter celebrated the anniversary with many 
international guests

Sharon Lakomy and Huda Lutz (eroFame) The XR Brands dungeon 

A musical highlight at the Oktoberfest party
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MARKETING CAMPAIGN  
OF THE YEAR 2019

WINNER
BEST RETAIL SUPPORTBRAND OF THE YEAR

WINNER

THANKS!

0482

CERTIFIED
MEDICAL DEVICE

MEDICAL DEVICE
CLASS IIA

The perfect  
addition – 

Regenerates  
and additionally  

soothes with  
camomile

PE
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NEW pjur Lubricants  
with Panthenol

Order NOW! 

The new  
addition with a  
fresh design –  

Provides  
lasting care  
to your skin

PERFECT FOR ALL TOYS
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Big smiles at Rimba  

The OIVITA team: Carrie Li, Liz Tan, and Ami Lin Matthias Poehl (EAN) with Patrick Pruvot (Passage du Désir) 

Great atmosphere at the 

Happy winners: Christoph and Jessica Hofmann (Mystim)

Two people 
who clearly 
enjoy their job





Obviously, dildos and other, similar products 
that don’t vibrate or suck (in the literal 

sense of the word) have been around since 
forever. But this new trend is about brands that 
bring a different understanding of sex toys to 
the market. While their goal is still to provide 
people with sexual stimulation and enabling 
them to experience awesome orgasms, they 
are taking a different path to arrive at that goal. 
‚Slow Sex‘ is probably a good way to describe 
this philosophy as their approach clearly 
contrasts with the ‚orgasm within seconds‘ 
promise of many modern, tech-driven toys. 
Brands such as Désirables, Yoni Pleasure 
Palace, Chakrubs, and others pursue a holistic 
approach, combining masturbation with 
healing, self-care, and health aspects. The goal 
is to use or release certain energies, to 
introduce women to new forms of stimulation, 
and to move the focus of said stimulation from 
the outer areas of the vagina – i.e. clitoral stimu-
lation – to the inside. They focus on intimacy 
and deceleration instead of instant pleasure, 
and their goal is for women to discover and 
love themselves. Some of you may dismiss this 
as esoteric nonsense, as mumbo jumbo, but 

the success of these brands proves beyond 
any doubt that there is demand for such types 
of products, and this demand is increasing at a 
rapid pace.
It should go without saying that these products 
are not presented and marketed the same way 
as your traditional non-vibrating toys. A 
sex-positive message, large-scale information 
campaign, and committed communication 
strategy are just as important as the product 
itself. The core message is that sexuality and 
intimacy are not just about the orgasm itself. 
The journey to getting there should be just as 
pleasurable, and that philosophy automatically 
captures the attention of consumers interested 
in a more conscious lifestyle, i.e. consumers 
who want more than run-of-the-mill products 
and a ‚quick fix‘, people who regard sexuality, 
intimacy, etc. in a more holistic way. And there 
is nothing wrong with that - unless you are a 
producer of traditional vibrators, maybe. New 
modes of stimulation have been eating away at 
the dominant position this technology used to 
hold in the market, and now, with this ‚silent 
revolution‘, the good old vibrator may be facing 
peril on another flank.

If you take a closer look at today’s 
erotic market, you will find that a 
growing number of producers and 
brands are bringing us products that 
don’t use technology to help with 
stimulation. No vibration, no suction, 
no pressure waves. Instead, they 
explore other avenues to please 
their customers, avenues which 
often emphasise sensuality. At this 
point, it is still hard to gauge the 
impact this development is going to 
have in the long run, but could it be 
that we are seeing the first wave of 
a silent revolution in the market?

Yes

Randolph Heil, editor

The silent revolution
Sup p ly  unch a in ed exclusive
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Matthias Poehl, 
editor in chief

No
The silent revolution

We live in a fast-moving world and the  
emergence of a counter movement to the 

hectic pace of modern life is not surprising at all. 
More and more people turn to meditation and yoga, 
they furnish their apartments in line with Hygge and 
try to lead more conscious lives - all of which is 
lumped together under the term Slow Living. It was 
only a question of time before this trend reached the 
erotic market, and now it has: Erotic products that 
emphasise the sensual aspects of sex are becoming 
more popular.
But does this mean that such products will be the 
backbone of the erotic market going forward?  
That all the vibrators, masturbators, and other 
‚modern‘ sex toys will be gathering dust on the 
shelves? Definitely not. These toys are just too good 
in terms of quality, functionality, and most importantly, 
achieving the results the consumers expect. Not 
everybody wants peace and relaxation and reflexion; 
some people want sex to be filled with passion, 
pleasure, lust. Of course, it can’t hurt to be in 
harmony with yourself, but it is not a requirement to 
have satisfying sexual experiences. Also, there are 
enough consumers out there who can’t really warm 
up to esotericism, and who prefer eye-catching 
design, great functionality, and products that can be 

used in many exciting ways. And I 
would argue that those qualities shine 
the brightest in modern – or are they 
classic in this context? – product 
types. And let’s be honest, it is 
definitely possible to have peaceful, 
relaxing experiences with a vibrator.  
At the end of the day, this is not about 
one product type usurping the other, 
it’s about the consumers having more 
options to choose from. If the holistic 
aspect of a sex toy is important to you, 
the industry has the right products for 
you. And if you prefer modern stimulation 
technology, there are products for you as well. 
Or why not get both? After all, each day is  
different, our desires and needs vary, and 
maybe you don’t want the same experience 
every day. Long story short, it is great that 
many companies are exploring a more holistic 
side of sex and sexuality. Their products and 
concepts add another facet to the market. 
They enable the consumers to pick toys that 
match their lifestyles or complement their 
personal collection. But they will not replace 
modern technology.
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After seven years, Lea-Sophie Cramer, founder of AMORELIE, has decided to step aside from her role as CEO at the end 
of 2019. She will continue as a Member of the Advisory Board and keep her shares in the company. Lea-Sophie Cramer 
will be succeeded by Claire Midwood, Apple Managing Director and longtime adidas Brand Manager. Claire Midwood joins 
AMORELIE with over 20 years of retail experience. For the last two years she has worked as Managing Director Channel at the 
Apple Headquarters and spent her energy devising how the world’s most valuable and recognizable brand turns up globally 
in its non-owned channels. She also oversaw the Apple customer journey globally within the indirect retail channel in both the 
digital and in-store environments. Prior to joining Apple, Claire Midwood committed herself to promoting and protecting the 
adidas brand for 20 years. One of her career highlights was conceptualizing, launching and building the adidas NEO brand 
from zero into a USD 1.2 Billion brand within seven years. 

Lea-Sophie Cramer steps aside as CEO of AMORELIE 
C la i r e  M id wood  ta kes  ov e r  a s  CEO exclusive

Lea-Sophie Cramer, founder of AMORELIE, has decided to step aside 
from her role as CEO at the end of 2019

Claire Midwood, Apple Managing Director Channel, joins AMORELIE as 
Managing Director in November and takes over as CEO as of January 2020 
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A 
t the end of 2019, Lia Grünhage, 
CMO and Managing Director will leave 
AMORELIE after 5 years, starting her 
own company to destigmatize and 
facilitate access to fertility treatments, 

such as social freezing. Uwe Glander, former NuCom 
Group Director and interim CCO at AMORELIE 
since April 2019, will take on a permanent position 
within the company as CCO and Managing Director. 
Talip Yenal stays on as CFO and Managing Director. 
Claire Midwood and Uwe Glander will commence 
as Managing Directors on November 1st, 2019. 
Lea-Sophie Cramer hands over the CEO position 
as of January 1st, 2020. Lea-Sophie Cramer, 
CEO of AMORELIE: “After seven years of building 
AMORELIE, I am most proud of the outstanding 
team, our unique culture and the dynamic and diverse 
company we built. With AMORELIE’s mission to grow 
great relationships we disrupted an entire industry 
and repositioned your love life as a natural part of 
everyone’s lifestyle. My decision to leave the executive 
ranks is neither rash nor recent. I always wanted to 
leave, when everything in me actually tells me to stay! 
But bold decisions made me into who I am today 
and will continue to be my driving force in the future. 
I have decided to take a year to invest in myself, 
broaden my horizons and learn. I am convinced 
that the AMORELIE team and company will thrive 
under the experience and leadership of Claire. She 
is an outstanding cultural fit and a true bar-raiser for 
AMORELIE. We are already communicating constantly, 
and I am thrilled to work with her in my new role to 
expand our mission globally.  Furthermore, I want to 
thank Florian, Co-CEO of our investor NuCom Group, 
for his continuous, rock-solid support and the good 
times we had developing AMORELIE. Our company 
benefitted a lot from the trustful partnership with 
NuCom Group who provide a great environment for 
their portfolio assets to grow.  I congratulate Lia on her 
exciting opportunity. I will forever cherish working  
side-by-side with her for the past five years and 
continue to be impressed by her iconic marketing 

campaigns, gritty work attitude and exceptional 
analytical and visionary skills. She will go far and I will 
be cheering her on from the sidelines. I am proud that 
AMORELIE itself has become an incubator for future 
founders, which shows the quality of people and 
entrepreneurial spirit we have until this day.  I am also 
very happy that Uwe stays on as AMORELIE’s CCO 
and Managing Director. I have the utmost confidence 
in my fellow partners-in-crime to continue the exciting 
growth story of AMORELIE.” 
Claire Midwood, designated CEO of AMORELIE: “I 
am beyond excited to join the AMORELIE team and 
lead the company. There is tremendous opportunity 
to evolve the love making industry and I am hungry 
to stretch the boundaries, expand our global mission 
and continue to positively shape the conversation 
around the topic of the whole body health. 
Lea and her team have built an outstanding culture 
and company with a shared goal to put the human 
at the center of everything the company does. When 
I experienced the vibe and culture of the team for 
the first time, it was a case of love at first sight. 
With two decades of experience in retail as well 
as brand building, I look forward to contributing to 
AMORELIE‘s next chapter.” 
Florian Tappeiner, CO-CEO of NUCOM GROUP: 
“Lea’s vision and vigor in building AMORELIE  
has been exceptional. As founder and CEO,  
wshe has overseen the creation of an international  
multi-channel market leader that is operating in 15 
markets and has grown tremendously. We are very 
glad that she will remain on board on this exciting 
journey in a strategic advisory role. Furthermore, 
we are very grateful to Lia who always went the 
extra mile for AMORELIE and we wish her the 
very best for her new endeavor. With her vast 
expertise in successfully developing and running 
globally renowned brands, Claire Midwood is 
an outstanding fit to take AMORELIE’s dynamic 
growth to the next level and tackle important  
topics including internationalization, consolidation 
and scaling.” 
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T
he political uncertainty can be  
felt across all markets,  
explains Diego, who started RED 
PARADISE in 1990 in the larger 
Milan area. “The erotic market is 

affected just as much as the other markets. 
It’s the same thing everywhere: 
The consumers are hesitant to spend  
money.” But in the case of the erotic market, 
the businessman adds, there is another 
aggravating factor that the trade has been 
struggling with for a long time, namely the 
hesitance of many Italian consumers to set 
foot inside erotic shops. Lucky for Diego,  
he decided to veer away from the  
traditional target audience early on, and  
RED PARADISE has been catering to  
women, couples, and younger people for the 
past 15 years. This strategy helped soften 
the blow, as he explains. “It is those groups 
of consumers who drive sales.” Naturally, 
the government also wants its share of 

these sales in the form of taxes. And while 
Diego is not opposed to taxes at all, he does 
feel that Italy has the worst tax system of any 
country in Europe, and that it is small  
companies such as RED PARADISE that  
suffer the most. Unfortunately, he doesn’t 
see any reason to believe that this will  
change with this new administration. “Every 
day, things are getting worse. Smaller  
companies are crushed by the tax load.”  
On top of that, there are global developments 
such as the growing popularity of e-commerce 
that affect brick-and-mortar retailers in Italy. 
“No doubt, retail stores in Italy are having a 
rough time.” To stand their ground against 
the competition from the online sphere, 
Diego and the RED PARADISE team bank 
on professional customer service and sales 
advice. “It is hard to compete with online 
shops, but we know how to convey the 
strengths of our stores to the customers,  
and I am extremely proud of how professional 

After a new political  
coalition took over the reins of 
government, Italian seems to 
have returned to a semblance 
of normality. However, one 
can’t ignore the fact that this 
is the 66th administration 
since the end of World War 
II, so speaking of political 
stability would probably be an 
overstatement. Naturally, this 
situation is not conducive to 
carefree consumers spending. 
Diego Polloni can attest to this 
as his RED PARADISE stores 
in the northern part of Italy 
have clearly been affected by 
the political developments of 
the past years. There are also 
structural problems such as 
tax burdens for smaller  
companies which further  
complicate things. And as if 

that weren’t enough, 
the Italian erotic 

retail trade also 
faces com-
petition from 

the biggest 
e-commerce 
company in 
the world.

The consumers are  
hesitant to spend money
Ins id e  the  I t a l i a n  e ro t i c  r e ta i l  t r a de  w i th  D ieg o  Po l l on iexclusive

Diego Polloni,  
head of  
RED PARADISE

The four RED PARADISE stores can be found in the greater Milan area
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CHEEKY LOVE

info@tongabv.com

+31 (0) 115 566 322

NEW 

ITEMS

ANAL FLEXI BEADSREMOTE ANAL TURRID

10 MTR

wireless
remote

controller

REMOTE SWIRLING P-PLEASER

CHEEKY LOVE
Dream Toys’ Cheeky Love collection has 5 new additions to be used 
‘between the cheeks’. Four of those anal toys come with a wireless remote 
controller with a 10 meter reach which is ideal for couple play. The device can 
be paused and reactivated directly within 20 minutes with the remote control, 
adding an element of surprise and ease of use.
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we go about our business.” When asked about  
the key elements that factor into the modern 
consumer’s purchasing decision, Diego says that, 
in his experience, there are two types of  
consumers in today’s market. One group always 
looks at the price first and foremost, while the 
other is willing to invest a little more money and 
focuses on the quality and features of any given 
product. “Of course, we want to cater to them all, 
so we take care to have the right products for both 
groups.” RED PARADISE also has a website, which 
was recently overhauled, but the focus is firmly on 
the brick and mortar stores in Lissone, Busnago, 
Liscate, and Vermezzo – www.redparadise.it is not 
on an online shop, merely a source of information 
about the product range. “Our four stores are the 
full extent of our business activities. I mentioned 
it in our last EAN interview, and I’ll say it again: I 
don’t like the price structures in the e-commerce 
segment.”
In spite of all the challenges, Diego has never lost 
his optimism, and he keeps looking for ways to 
make the best of the current situation in the  

market. Right now, this means developing  
strategies for the fast-approaching Christmas  
season. “We are busy at work in our stores –  
and on the outside of our stores – to create a 
magical experience for the customers, with new 
features and new products. Let’s hope this will  
be a successful holiday shopping season.” 

Santa baby!
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Start to feel festive with Mixgliss Candy. With 
its smooth texture and kissable Barley Sugar 
flavor be ready to slide down to pleasure.

They are formulated under pharmaceutical control to 
avoid allergic reactions.

    MIXGLISS CANDY

2-in-1 silicone fluid
Massage & Lubricant

BARLEY SUGAR

MADE IN FRANCE

L U B R I C A N T

www.mixgliss.com

Lovely-planet-distribution.com - contact@lovely-planet.fr - Tel +33 4 86 26 06 40 

Discover the whole silicone based line

Roughly 15 years ago, the RED PARADISE stores were completely  
overhauled to make them appealing to a new target audience made up  
of women and couples
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A
nother month has come and gone 
and many of you reading my 
column will have made the yearly 
trek to eroFame which I hope was 
everything you hoped it would 

be. For some this will be the first time reading 
my column (together with previous columns 
available on the EAN website). I hope you find 
them not only interesting but they get you 
actively thinking about how they relate to your 
own erotic retailing enterprise: whether you’re 
already operating or approaching launch in the 
not too distant future.

Back in the comfort of your home, your mind 
might be racing. The people you met, the new 
products you saw up close. They may be the 
catalyst for some seriously inspiring thoughts 
concerning your business in the coming 
months. And that’s a jolly good thing.

But a word to the wise: don’t be too hasty in 
your desire to get all sorts of creative initiatives 
and promotions launched, worked on and 
completed in record time. While this could be 
misconstrued as trying to quash your creativity 
the opposite is true. I’m trying to give you the 
best chance possible to profit from it.

And it calls for percolation. 

I’m a big fan of percolation, and if you’re a 
time-starved marketer, solopreneur or new 
business owner you should be too. We’re 
living in a world which now apparently runs on 
immediate gratification and immediate results. 
There’s so much pressure to be fast, responsi-
ve, mobile and delivering things at breakneck 
speed that in turn can quickly make you feel 
inadequate, overburdened and stressed. 
Thinking and creative time become inevitable 
casualties, if not outright forgotten. And this 

is bad. Because just like makin’ sweet love all 
night long, there are some things that require 
you to s-l-o-w the heck down. Such as your 
marketing.

You could be at the very beginning of your 
erotic retailing adventure, and still to think of a 
name, a logo, and an overall brand identity. Or 
perhaps you’ve been in the industry for a while 
now but circumstances dictate that the brand 
needs revitalised or even repositioned. Or, 
looking more tactically, maybe you’re about to 
start work on a major new print or digital cam-
paign. Whatever the exact case, ask yourself: 
just how likely is it that you’re going to be able 
to produce the goods in just one energy drink- 
and chocolate biscuit-fuelled session with each 
task being started and duly completed with 
little to no breaks between them?  Not only is 
it completely unrealistic, but the results would 
be woefully below par – and that’s being polite. 
Also, think of the inevitable pressure to perform 
(pun intended, naturally).

There’s the old saying in marketing circles: ‘get 
given sh*t and all you can do is produce sh*t’. 
Imposing an unrealistic timeline comprising of 
a block of time for something requiring your 
creative best equates to giving yourself the pro-
verbial poop to deal with. Not pleasant, is it? 

Of course, I’m not suddenly advocating drop-
ping everything you’ve got and now deciding 
to take things easy and take your foot off the 
pedal. Perish the thought. Obviously that would 
be quite insane. But you can’t just block off 
one piece of time and expect miracles from it, 
never mind produce decent creative.

When I’m writing my column for this here fine 
publication how many of you think I write it 
all in one afternoon, typing furiously to get 

In his monthly column, Brian 
Gray from Glasgow-based 
erotic marketing agency  
Lascivious Marketing offers 
his thoughts on all things 
marketing. This month he’s 
strongly urging you to think 
about how you work on your 
next creative marketing  
activities.

The Power of Percolation
Mar ke t ing  Ma t te r sexclusive
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everything done in one fell swoop? If you did, you 
couldn’t be more wrong. In fact, if we’re talking total 
elapsed time, it’s probably closer to five days. But 
then that’s the thing about elapsed time versus actual 
time: there could be – and in my case definitely is – a 
noticeable difference between the time I’m actively 
involved (scribbling my initial thoughts on paper, 
refining the idea, perhaps carrying out some research 
or supporting examples, typing my first draft, printing 
and reviewing it with my dreaded red pen, making the 
necessary amends then sending it over to Randolph) 
and the total time from start to finish.  

In between these things, I’m taking breaks. I’m 
percolating, Baby. The breaks are just as valuable as 
the time dedicated to it bashing the keyboard. I’m 
letting my mind and subconscious carry on working 
on this while my conscious mind is already working 
on something else. Or sleeping. 

The breaks away from the task are as important as 
the ‘active time’ spent hunched over your computer. 
While you’re walking the dog, sitting in front of the 
television, or even doing other work tasks, your brain 
is still whirring away in the background on the task at 
hand. How many times have you had the ‘lightbulb 
moment’ while taking your morning shower?
 
If you’ve read enough of my columns you’ll know 
how important time and balance are to me, and this 
is a textbook example of it in action. Time is our 
most precious commodity, and it should be treasured 
accordingly and used most effectively. If you’ve got 
a to-do list as long as your arm, and one of those 
tasks is to conceive a new ad campaign or piece of 
content marketing, the worst thing you can do is to 
block off a single chunk of time to produce it. Even if 
the total completion time is accurate, the end product 
will suck. 

Sure, you’ll get through the stages of some of the 
basic elements – creating a (very) rudimentary logo, 

or deciding on some corporate colours. But do not 
for one moment think that you’re going to create 
marvellous work without breaks. The different trains 
of thought need time to get to their rightful destina-
tions. And if it’s a brand or campaign that’s to really 
stand for something and make a lasting impression 
and create an emotional impact, believe you me, 
that’s NOT something that can be rushed and done 
in one fell swoop.

So, assuming you don’t want your creative efforts to 
suck, get the process started in good time and take 
breaks, damnit. If you’ve got a deadline for a task 
involving a fair bit of creativity, don’t leave it until the 
last minute: get started on it now. Brainstorm and 
go crazy on your big office whiteboard. Spew out 
everything and anything that initially comes to mind 
without judgement or fear of reproach. But get that 
ball rolling, and be organised enough to schedule 
time within the available days. This way you can work 
on it regularly but without the pressure of having to 
come up with everything there and then.

It’s funny that while there’s no shortage of products in 
our industry designed to prolong pleasure, eliminate 
dysfunction or help eliminate performance anxiety, 
I’d be willing to wager that more than a fair few of 
you are perversely working under conditions in which 
pressure to perform is at its worst. That can’t be 
right, can it?

So, get percolating. It’s good for you, and your busi-
ness. And you won’t go blind either!

Brian can be contacted at lasciviousmarketing.com 
or phoned on +44 (0)141 255 0769. 
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Elevate your love life 
Toys like the We-Vibe Melt have been 
specifically designed for couples looking 
to invest in their love lives to ensure 
they have amazing orgasms – regularly. 
According to studies and surveys, over 
80 % of women need clitoral stimulation 
to climax. A little technological support 
can go a long way. The We-Vibe’s clitoral 
stimulator uses the unique Pleasure Air 
technology which massages the clitoris 
with pulsating air waves – orgasms are 
guaranteed. But it’s not just women 
who get to enjoy the intensive air waves. 
Because the toy can be worn during 
sex, many men may feel a sensation 
that’s similar to oral pleasuring. Its small, 
ergonomic design makes the We-Vibe Melt 
comfortable to wear and easy to change 
position with whenever you feel like it. 

Let go of control with We-Connect 
The Melt can be connected to the We-
Connect app, available for free on iOS 
and Android. The app lets users remote-
control the Melt. Now, your partner can 
take charge of your pleasure. Just hand 
over control – no matter how far apart. 
That’s a real bonus for long-distance 
relationships. Lose yourself and savour 
the moment. The Melt is the perfect toy 
to break a boring sex routine and explore 
new adventures together. 

How to persuade your partner to use 
couple sex toys 
Convincing your partner to incorporate 
sex toys into your love routine may take a 
little time and some sensitivity. It’s worth 
testing a few different toys by yourself 
to find out more about your preferences. 
Speak to your partner(s) open and 
honestly about including toys, the 
prospect of a more intensive orgasm,  
and that special kind of intimacy. 

The We-Vibe Melt at a glance
Stormy or gentle: The 12 intensity levels 
of the We-Vibe Melt fit to each individual 
mood and indulge the clitoris with 
changing  waves in air pressure. Thereby 
control the toy via We-Connect App. Also 
from a different room, a different city, or 
from a different continent. We-Vibe Melt 
is also waterproof and  rechargeable. And 
because the toy is made out of medical 
silicone, it is easy to clean with warm and 
antibacterial soap after using it.  We-Vibe 
Melt costs 149 Euro.

Only women use sex 
toys and men have to 
watch from the sidelines 
whilst she has the best 
orgasm of her life – or 
so the cliché goes. But 
it’s an outdated belief 
because there are plenty 
of toys available for both 
women and men and 
a myriad of products 
couples can have fun 
with together. Men 
needn’t be jealous. On 
the contrary, couple toys 
are the perfect erotic 
support for intensive  
sex and a special kind  
of intimacy. 

Sex toys for couples –  
The foundation for erotic teamwork

In the  s p ot l i g h t :  We-V ibe  Me l texclusive
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eroFame 2019 part 2
Dance performance at the Oktoberfest party

Brian Dunham presenting OhMiBod  
at the Eropartner stand 
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XR Brands defended their title  
as 'Fetish Company of the Year‘

Monique Carty and Chloe Pearce with the award for 'Rebranding of the Year‘ 

The Get2ether on the evening before the show

Orgie won 'Best Assortment: Sensual Cosmetics‘ - Marcello Hespanhol,  
Massimo Artioli, Raquel Shaw Hespanhol, and Fabiano Ligeiro accepted the award

Aad de Klerk (Morning Star BV) 
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Matthias Poehl (EAN) and Tapio Ruppa (AntiShop)

Jan Greuter (Director of Marketing, WOW Tech), Kerstin 
Linnartz (host), and Thuve Bremen (Chief Commercial Officer, 
WOW Tech) guided the visitors through the programme of the 
VISION WOW events

Great atmosphere at the Oktoberfest party The “Spitzenjungs“

Jose Manuel Martinez, Sergi Martinez Reig, Roberte Conejero Selva (Grutinet) 

After being absent from the show for the past few years, 
LELO had their eroFame comeback
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Never at a loss for a humorous remark:  
award presenter Peter Heimerdinger

'Newcomer of the Year‘ - Jeroen Rosier (Erodeals) celebrates with business partners and friends

Jürgen Ohneberg and Stephane Lies (SJ Trade) 

The Oktoberfest dance floor 

There was great interest in Arcwave,  
WOW Tech’s new brand for men

Matthew Wright (System JO)
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The team of Import Master had travelled to Hanover from Israel Tim Faber (Intimate Distribution)

'Dingeling Disco‘ with Thomas Hahn (MY.SIZE) Matthias Poehl (EAN) having a chat with Jan Larsson (Bioconcept) 

Jade Leon (Clandestine Devices) presented MIMIC The dynamic duo of Rianne S
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Ten years in, and eroFame is  
as successful as ever

The welcoming speech for  
JOYDIVISION’s 25-year anniversary party

Their diverse range of private labels garnered  
International Dreamlove an EAN Award

GangBangster’s Donald Trump  
display got many laughs

Having a blast: Christoph Hofmann (Mystim)  
and Jens Seipp (Orion Fachgeschäfte GmbH) 
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Bull riding at the Oktoberfest

Stylish and welcoming – the Satisfyer stand 

Valentina Michailova sang at  
JOYDIVISION’s anniversary party

Adrian Schneider and Werner Tiburtius (ST RUBBER)  
had two awards to celebrate Argus Toys was an eroFame first-timer, here: Sales Manager Suzana Kozic 

Lavi Yedid (NS Novelties) had a great time at the eroFame Oktoberfest

Ludmila Taalman (Wet)
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During eroFame the EAN and eLINE team awarded the Erotix Awards 2019. The prestigious trophy for excellence  
and innovation in the adult industry was handed over a total of 67 times.

Overview of all the winners
Best Sales Team

Doc Johnson

Product Line of the Year: Sex Dolls

Banger Babes 
SCALA

Marketing Manager of the Year

Evertine Visser 

Outstanding Services to the Industry 

For pioneering erotic wellness products
Kama Sutra

Best Lubricant 

SLICK‘n‘SLIDE
JOYDIVISION

Best Private Label Services

Amor Gummiwaren

Outstanding Services to the Industry

For pioneering sophisticated design 
LELO

Best Product Design Concept

hünkyjunk
Blue Ox Designs 

Best New Product Line: Masturbators

Opus E
Mystim 

Best Overall Collection

Debra

Congratulations for 40 Years in Business

Marc Dorcel 

Best Assortment: House Brands

International Dreamlove 

Sexual Wellness Company of the Year

Shunga

Congratulations for 25 Years in Business

Mister B

Homeparty Company of the Year

Ladies Night Homeparties

Lingerie Company of the Year

Leg Avenue 

Best Marketing Campaign

Satisyfer 

Congratulations for 50 Years in Business 

Kama Sutra 

Lubricant Company of the Year

Cobeco 

Newcomer of the Year

Erodeals 

Congratulations for 20 Years in Business 

XR Brands 

Most Progressive Company 

Hot Octopuss

Male Brand of the Year

Fleshlight 

Congratulations for 25 Years in Business 

CalExotics 

Brand Representative of the Year

Randall Withers

Newcomer Brand of the Year

HighOnLove 

Congratulations for 25 Years in Business 

JOYDIVISION 
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Best Lubricant 

Fastest Growing Company

Highest Mainstream Appeal

EDC Wholesale 

Womanizer

Newcomer Brand of the Year

Best Retail Support

pjur 

Best Assortments: Sensual Cosmetics

Most Iconic Wholesale Company 

Orgie

Tonga 

BDSM Brand of the Year

Steamy Shades
ST RUBBER

Product Line of the Year: Fetish 

Rimba Bondage Play
Rimba 

Most Innovative New Toy

Doppio move 
ST RUBBER

Best Brands Assortment

Eropartner 

Company of the Year

SHOTS

Best Assortment: Sexual Health Supplements

RCC Wholesale 

Rebranding of the Year

Revo
Nexus 

Best Luxury Product Line

Womanizer 
WOW Tech 

Most Innovative Product Line

strap-on-me
Lovely Planet

Distributor of the Year

SCALA

Fetish Company of the Year

XR Brands

Wholesale Company of the Year

ORION

Sex Toy Manufacturer of the Year

Rocks-Off 

Retailer of the Year: Bricks & Mortar 

FETCH  

Retailer of the Year: E-Commerce

Amorelie 

Product Line of the Year: Consumables

Garden of Love / shiatsu 
HOT 

Businesswoman of the Year

Alicia Sinclair
COTR

Best Male Product

Satisyfer Men
Satisfyer

Brand of the Year

pjur 

Best Branding

Bijoux Indiscrets 

Best Selling Brand 

Bathmate 

Product of the Year

Her Ultimate Pleasure
Pipedream 

Best New Male Product

SUCK-O-MAT
ORION 

Highest Potential Product

BE-ONE
FUN FACTORY

Best 2-in-1 Product

AQUAglide Massage & Glide
JOYDIVISION

Lifetime Achievement Award

Steven Bannister
BMS Factory

Best Product Design 

Naughty & Nice Advent Calendar
EDC Wholesale 

Outstanding Services to the Industry

For excellent customer care 
SHOTS

Best Longtime Seller

Best New Product Line: Lingerie

PRORINO
HOT 

Barely Bare
Evolved 

Outstanding Services to the Industry

For excellent brand support
Eropartner 

Sexual Health Product of the Year

Businessman of the Year

She-ology 5-piece Wearable Vaginal Dilator Set 
CalExotics

Klaus Pedersen
DanaLife & DanaMedic

Best Couples Toy

Toy Brand of the Year

Wonderlove
Lovely Planet 

Happy Rabbit 
Lovehoney 
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HOT Productions & Vertriebs GmbH /// Wagrainer Str. 35 /// 4840 Vöcklabruck  /// AUSTRIA 
email: office@hot-dl.com /// fon +43 (0)7672 72009 /// fax +43 (0)7672 72009-9
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Thank you
for this 4AWARDS

         2019
Product Line of the Year:

Consumables 
Garden of Love / 
SHIATSU by HOT

BEST  
Nature Care 

Product

BEST  
Longtime Seller: 

PRORINO
 by HOT

Congratulations
for 20 Years
of Business:

HOT

SHIATSU
newrange

FOR YOUR RECOGNITION
THANK YOU

Vielen Dank für Ihren Besuch bei HOT auf der eroFame
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Thank you
for this 4AWARDS

         2019
Product Line of the Year:

Consumables 
Garden of Love / 
SHIATSU by HOT

BEST  
Nature Care 

Product

BEST  
Longtime Seller: 

PRORINO
 by HOT

Congratulations
for 20 Years
of Business:

HOT

SHIATSU
newrange

FOR YOUR RECOGNITION
THANK YOU

Vielen Dank für Ihren Besuch bei HOT auf der eroFame
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„You have entered into a distribution  
partnership with Debra Net. Can you tell 

us the reasons for this decision?
Karol Macherzyński: When I 

search for potential B2B partners, 
it has to be a company with the 
same values. When it comes 
to the rules of our partnership, 
both parties need to focus on 
building a fair, long-term, fruitful 
cooperation based on mutual 
benefit. Debra Net is the best 
partner in the region we want 
to develop, with expert market 
knowledge, many years of  
experience growing their activities, 
and a wide range of customers 
with strong purchasing power. 

At the same time, both parties 
have the opportunity to grow 

with OBSESSIVE and 
complement their 

product range 
with 

As of recently, the entire OBSESSIVE collection is available from distributor Debra Net. 
Karol Macherzyński, Regional Sales Director (Europe) for the OBSESSIVE brand, and 
Zoltán Bődy, co-founder and President of Debra Net, tell us about this new distribution 
agreement between their companies. 

It is definitely a win-win  
collaboration for both parties
De br a  Ne t  sea l s  d i s t r i bu t ion  dea l  w i th  OB S ES S I VEexclusive

Karol Macherzyński, 
Regional Sales Director 
(Europe) for the  
OBSESSIVE brand

high-quality lingerie from a brand with a great 
track record and a dedication to constant 
improvement. It is definitely a win-win  
collaboration for both parties.

What made you confident that you had found 
the right partner in Debra Net? What are the 
strong points of the company?
Karol Macherzyński: There is a reason why 
Debra Net has become a leader in Central 
and Eastern Europe in the years since 2002. 
Debra Net is a reliable company with great 
experience in building and expanding their 
distribution network within the erotic market. 
The company places great emphasis on  
continuous improvements in all areas because 
they believe this is the only way to provide  
international quality services, and on that 
basis they sync up nicely with the  
OBSESSIVE values.

There are a great many distributors and  
wholesalers in this market. How do you pick 
your partners?
Karol Macherzyński: There are basic  
determinants which are the basis for talks 
about potential collaborations. Things like a 
dedication to continuous improvement and 
development and respect for values and 
human work.

What are your expectations regarding your 
partnership with Debra Net? 
Karol Macherzyński: A long-term, fruitful  
cooperation based on mutual respect, trust, 
and support for continuous growth.  
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Developing the product portfolio and supporting 
the expansion of the OBSESSIVE brand on a large 
scale. Building brand awareness and brand value in 
several markets with the full support of OBSESSIVE.

How do you support Debra Net to ensure that your 
brand and your products become a success for 
them and their customers?
Karol Macherzyński: Supporting our regular and new 
partners is one of the most important prerequisites  
for a successful cooperation. The OBSESSIVE 
marketing team offers a number of tools to support 
the introduction of the brand in new markets as well 
as maintaining and developing the product portfolio. 
Our partners have at their disposal three online  
platforms that allow them to place orders quickly  
and efficiently, and at the same time provide 
top-quality content dedicated to both brick-and-
mortar stores and online shops, not to mention B2B 
sales platforms. Our proven logistics system speeds 
up and improves delivery to our customers. 

What will this partnership look like in the future, 
especially with regard to growing the brand in Europe 
and supporting the retailers to maximise sales?
Karol Macherzyński: In the future, we strive to 
develop a business relationship based on expert 
advice and full marketing and logistics support. We 
want to achieve global growth by building value  
together. This direction of development is coherent  
with the OBSESSIVE motto –  
TOGETHER IS BETTER!

There is a discussion about the pros and cons of 
exclusive distribution agreements. What is your  
opinion on this topic? Why do you prefer working 
with several distributors?
Karol Macherzyński: Working with several  
distributors makes the whole business more exciting 
and gives everyone involved the opportunity for 
broad development and ‚healthy‘ competition. In 
addition, all partners must respect each others‘ 
interests and support the promotion and building of 
the brand in which they believe.

Debra Net has added a new lingerie collection to  
its portfolio, more precisely the world-famous  
OBSESSIVE brand. Why did you choose this brand? 
Zoltán Bődy: This story began more than 10 years 
ago. Our customers have been asking for OBSESSIVE 
since then. Up until now, there never was an  
opportunity to become one of their distributors. 

Luckily, their business policy changed a couple 
of months ago, so they contacted us and asked if 
we were interested in working together. Since our 
customers had been waiting to finally get OBSESSIVE 
lingerie in their shops, everybody was happy to hear 
the good news.

What does OBSESSIVE bring to your assortment 
that you had been missing until now? 
Zoltán Bődy: As you mentioned, OBSESSIVE is 
a well-known brand with a great reputation in the 
market. Debra Net simply couldn’t miss out on an 
opportunity to add a world-famous brand to our 

Erika Melega Bodyne 
and Zoltán Bődy,  
founder and President 
of Debra Net, at  
eroFame 2019



assortment, especially if our partners are also looking 
for it. So, this co-operation creates a win-win 
situation for everyone. We added an excellent 
brand, and OBSESSIVE can work with a  
professional distributor. As a result, sales 
figures were exceeding our expectations 
even in the first week.

The brand is also distributed by your  
competitors. Hasn‘t this fact put you off? 
Zoltán Bődy: Yes, that is correct. Many players 
sell this brand and competition is fierce in the 
erotic industry. However, the new management 
behind this brand has a proven long-term 
strategy which is in compliance with our 
business policy. So we did not hesitate to 
enter into this co-operation.
Now, our customers are also happy because 
they can purchase all their favourite brands 
in one place.

Which criteria are most important 
for you when you are looking for new 
brands? 
Zoltán Bődy: It is very important to 
have common business goals with 
the brand owner in the long term. The 
products should be good quality, offer 
value for money, and be a good fit for our 
assortment.

Do you offer the complete product range of 
OBSESSIVE products? And when will they be 
available? 
Zoltán Bődy: Yes, we carry the whole  
assortment of OBSESSIVE products. Although 

we still need to optimise stock levels due to the 
increasing demand from our clients …

What expectations do you have for this new brand? 
Your assortment doesn‘t necessarily lack in lingerie 
products ... 
Zoltán Bődy: It is always a pleasure to work with 
professional partners, especially if we have a lot 
in common. Of course, we already have several 
lingerie lines but – as mentioned before – we could 
not resist the opportunity to have OBSESSIVE in 
our range, and we expect the co-operation to be 
successful and joyful.   

With so many first-party and third-party brands in 
your range, aren‘t you running the risk of having these 
brands steal away customers from one another, 
basically cannibalising each other? 
Zoltán Bődy: Well, that is a very good question. To 
understand this, first we should look at our special 
situation and the needs of our customers. If we  
consider the European erotic market, we are in a 
unique position. Central and Eastern Europe  

consists of several small countries with  
different cultures and consumer needs. That 
is why we keep as many brands as we need 
to fulfil these needs. 
In addition, we truly believe in exclusive 
deals which worked well for us in past 
decades. I see no reason why you’d need 2 
or 3 or more distributors to serve a certain 
market. According to our philosophy, a sole 
distributor with effective logistics can take 
care of any brand. They can develop brand 
awareness instead of constantly having to 

fight with competitors and loosing focus.
And last but not least, due to our consistent strategy 
and focus on exclusive deals, we are in a position 
where we carry most of the important brands in this 
region. That is the reason why no other competitor 
has managed to gain bigger shares in the market 
or offer a wider range of bestsellers. We often see 
companies trying to carry lines what we do not 
sell exclusively, but they cannot offer the complete 
package.

How do you ensure that all the brands in your range 
receive the same attention? 
Zoltán Bődy: It is a tough job and requires a lot of 
work and time. We constantly measure and monitor 
results and demand in order to quickly react in case 
of changes or difficulties. We have a very effective 

“DEBRA NET S IMPLY COULDN’T 

MISS OUT ON AN OPPORTUNITY  TO 

ADD A  WORLD-FAMOUS BRAND TO 

OUR ASSORTMENT,  ESPECIALLY 

IF  OUR PARTNERS ARE ALSO 

LOOKING FOR IT. “
Z O LTÁ N  B Ő DY
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method of carrying out this job. We constantly keep 
in touch with the manufacturers to find solutions 
if problems occur, and we brainstorm together to 
optimise success together with them.

Would you agree with the statement that the who-
lesale market is more and more becoming a market 
of private distributor and wholesaler labels? What 
role does the distribution of third-party brands still 
play in today’s market? 

Zoltán Bődy: As mentioned above, our situation is 
special and unique in Europe. Therefore, we do not 
need full ranges of private labels as exclusive deals 
work very well for us. Other than that, the creation, 
production and development of a brand is an activity 
that consumes lot of energy and money as you can 
easily lose your main focus which should still be 
distribution.
Of course, the strong competition in Western 
Europe requires many private labels with complete 
lines to make a difference. Luckily, brand producers 
start to realize it is better to have one distributor per 
logistics area only. Otherwise, price wars begin, 
then private labels come along, and they generate a 
strong competition for themselves. We are already 
seeing brands which decide to work with just one 
serious distributor in a certain geographical area. 
What seems to work the best is a maximum of 2–3 
distributors in the EU, each with dedicated areas.

Debra Net now 
carries the entire 
range of OBSESSIVE 
products

“DEBRA NET IS  A  RELIABLE 

COMPANY WITH GREAT 

EXPERIENCE IN  BUILDING AND 

EXPANDING THEIR  DISTRIBUTION 

NETWORK WITHIN THE EROTIC 

MARKET.“
K A R O L  M A C H E R Z Y Ń S K I
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„The final quarter of 2019 has begun. How 
satisfied is Pipedream with the results of this year 
so far?
Kristin Calzada: Pipedream has had one of its 
best years yet! We see this continuing through 
the end of 2019 and definitely into 2020.  We 
release products every quarter, which allows us 
to be strategic and intentional with product  
innovation and development. We continue to 
listen to reviews and comments from our end 
consumers, making updates and improvements 
when needed, and our marketing team has 
introduced marketing suites, POPs, and tester 
units to give customers even more support on 
the sales floor.

How has the market evolved this past year  
from your point of view? What were the most 
noticeable changes? 
Kristin Calzada: The market for sex toys and 
pleasure products has grown exponentially and 
we have noticed people are more aware and 
conscious of adult toys not only as a concept, 
but also a part of health and happiness.  
This has expanded opportunity for people of  
all experience levels to explore what kinds of  
products and services could become a part of 
their self-care routines without the shame or  
embarrassment that these products once carried. 
It’s been a beautiful shift to witness!

A lot has happened at Pipedream in the past 
twelve months as well. What were the most 
important developments?
Kristin Calzada: There have been a lot of 
exciting highlights this year for Pipedream. Most 
notably was the release of Her Ultimate Pleasure 
from Fantasy for Her – after influencers around 
the globe posted rave reviews of this unique  
oral sex simulator, the product became a viral 
sensation and the item continues to fly off  
shelves! We are airfreighting Her Ultimate  

Pleasure to keep up with demand, which we 
know will build even more as we get closer to the 
holiday season and Valentine’s Day 2020. 
Another highlight was the announcement of 
King Cock’s new upgraded Real Deal formula, 
giving customers an even better version of the 
best-selling realistic dildos, along with the grand 
opening of our state-of-the-art manufacturing 
facility in Mexico. We’re able to keep up with 
demand while maintaining the pricing and quality 
that Pipedream customers expect.
We’re also quite excited about the success of the 
Never Out Top Sellers (NOTS) program, launched 
earlier this year. This allows customers access 
to our Top 250 best sellers with confidence that 
they’ll always be available and ready to ship, 
since we guarantee to be 100% in-stock on all 
NOTS items.
Ultimate Fantasy Dolls continue to be a huge hit 
with media and customers (our Kitty doll was  
featured in the recent Seth Rogan comedy 
smash “Good Boys”) and 2019 saw two new 
dolls launched to market. Earlier this year 
we introduced Mia, our curviest doll to-date 
(123 lbs/56 kg with large breasts) and we are 
launching Mandy now at eroFame.  Mandy is 
our most petite doll — weighing just 72 lbs (33 
kg) with an athletic build, lightweight frame, and 
perky C-cup breast size. An important element  
of the Ultimate Fantasy Doll design process 
is that these are not “off the shelf” dolls. Our 
development team works for months to get the 
sculpts just right, which is why consumers will 
always see unique faces and body shapes on 
our dolls. This also allows us to capture important 
details, like the sun-kissed freckles on  
Mandy’s face.  

How are these changes reflected in your  
product releases?
Kristin Calzada: Pipedream has built more 
marketing into each product release, giving 

Pipedream has been very 
busy these past months.  
For one, the US company 
launched a number of pro-
ducts, such as Her Ultimate 
Pleasure from Fantasy for 
Her, new dolls in the Ultimate 
Fantasy Dolls collection, and a 
new version of the King Cock 
Dildos made from superior 
materials. Moreover, they 
introduced support strate-
gies such as the “Never Out 
Top Sellers” programme and 
additional customer support 
for trade members. In our 
interview with Kristin Calzada, 
the company’s Chief Revenue 
Officer, we learn more about 
these latest activities, and  
we also talk about the next  
steps that will guide the  
Pipedream brand on its way 
into the future.

There have been a lot of exciting  
highlights this year for Pipedream

Chief Revenue Off icer  Kr ist in  Calzada br ings us the latest  news from Pipedreamexclusive

Kristin Calzada, 
Pipedream’s Chief 
Revenue Officer
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customers access to signage and promotional materials 
to help communicate our messaging while boosting 
sales. For instance, our King Cock relaunch including 
a marketing suite filled with interactive materials that 
incentivised store staff to participate in a way that felt 
fun and easy, and we made sure there were testers and 
a POP display available right away.
And as with the rest of our product releases, our 
attention to consumer demand, customer request, and 
trend-forecasting impacts the products we develop and 
how we choose to launch them to market.

It seems that we are witnessing a small comeback of 
exclusive distribution deals. What is Pipedream’s view 
on exclusive deals? How would you describe your  
distribution strategy for the European market?
Kristin Calzada: The decision to do (or not do)  
exclusive contracts is up to the manufacturer and  
distributor as they determine what’s right for their  
individual businesses. Pipedream’s distribution strategy 
is global – we work to support our international  
distribution partners to sell and market our products 
in the best way possible, and we’ve been successful 
through consistently strong sales numbers, robust  
marketing support, and friendly customer support.

Following up on the previous question: How important 
is the European market for Pipedream at present?
Kristin Calzada: Pipedream is a global company, so 
the European market is an essential part of our success! 
We love working with our European customers and 
having opportunities to meet with them every year 
in-person at trade events like eroFame. 

Being a global company, where do you currently see 
the biggest growth opportunities for your company and 
the erotic market?
Kristin Calzada: We look at the adult market from a 
global perspective and maximise each region’s sales 
and marketing according to what we know our  
audience responds to. This, of course, always includes 
offering strong sales support, strategic marketing  
initiatives, and innovative products that people love! 

What challenges do you see for the erotic market and 
how is Pipedream preparing for them?
Kristin Calzada: Our main challenge is finding new 
successful ways to educate the end-user on product 
usage. We have been successful with increased in-store 
trainings, adding and updating instruction manuals, 
offering dedicated customer support, and providing 
testers and POPs that allow shoppers to touch, feel, 
and experience the product before they buy.

What can you tell us about plans and projects  
Pipedream wants to realise in the upcoming months?
Kristin Calzada: Our plan for the next year is to  
continue improving all aspects of our business, which 
means more product innovation, developing strong  
go-to-market strategies and support campaigns, 
making data-driven decisions, and providing in-store 
education tools to help store staff while helping  
consumers make informed buying decisions.

“P IPEDREAM HAS  BU ILT 

MORE  MARKETING  INTO 

EACH  PRODUCT  RELEASE , 

G IV ING  CUSTOMERS 

ACCESS  TO  S IGNAGE  AND 

PROMOTIONAL  MATER IALS 

TO  HELP  COMMUNICATE 

OUR  MESSAG ING  WHILE 

BOOSTING  SALES . ”
K R I S T I N  C A L Z A D A

K R I S T I N  C A L Z A D A
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„Tea, on your website you tell the story 
of how you got into the business of making 
dildos, and it sounds like a spiritual journey. 
Was it like that and could you sum up what 
happened?
Tea Latvala: Back in 2015, I found out that 
my boyfriend was cheating on me and I told 
him to pack his bags and leave. At that time, 
we were staying in Miami, and I told him that 
I would stay there for a while on my own. I 
instantly downloaded Tinder and started my 
recovery. My main healing source however 
was a psychic whom I met a few blocks away 
from our apartment. We talked a lot and used 
meditation as a tool for healing. During one 
of those meditations, she literally stood up, 
started laughing and said, “I see dildos in 
beautiful boxes.” Back then, I thought that 
wtf! But when, at the end of that year, I was 
packing my products into beautiful boxes, I 
remembered her words.

How would you describe the philosophy of 
your company, Teatiamo? 
Tea Latvala: Teatiamo is the happiest 
company in the world, seeing how Finland is 
the happiest country in the world. We want to 
design timeless and beautiful pieces that will 
make you smile, and you can leave them on a 
dinner table.

How big is your portfolio right now and what 
kind of toys are you selling?
Tea Latvala: We have variations of wooden 
dildos and anal plugs in different colour 
themes. The main collection normally includes 

birch, walnut, cherry, and acacia. Then we 
have rainbow coloured wood and different 
country colours. At the moment, I would say 
we have 10 different dildos and 10 different 
plug colours. Plugs come in two different sizes.

Why did you decide on wood as the material 
of your choice? What makes it well-suited for 
being turned into sex toys?
Tea Latvala: Wood is natural, durable, and a 
safe choice. When taken care of, it can last  
a lifetime.

Did the ecological aspect play a role in the 
choice of materials?
Tea Latvala: Yes. We mostly use wood 
that has been cut down for other purposes. 
Compared to many plastic toys out there, our 
products are the better choice environmentally, 
and in many cases, they are also safer to use 
because they don’t contain any toxins.

Your colourful toys have a very interesting look. 
Can you tell us more about the manufacturing 
process that leads to this result?
Tea Latvala: Each product is unique and 
handmade. The process starts with designing 
the blank. Every blank is layered, ecologically 
died birch, made and produced in Finland. So, 
when you see the stripes, you understand that 
every stripe is a layer of died birch. The blank 
itself is very expensive and we have made 
calculations about how many products we can 
get from each blank. When we have the blank, 
we then use CNC machines for carving the 
shapes, and the rest is done by hand. 

Personal crises can often become a catalyst for creativity, ultimately leading to a positive 
result. The story of Tea Latvala is a great example of this. She is a designer and the founder 
of Teatiamo, a Finnish company situated just a few kilometres away from the Northern 
Polar Circle that has specialised in wooden dildos. Tea tells us more about the creation of 
Teatiamo and the special characteristics of her hand-crafted dildos in our EAN interview.

We want to design timeless and 
beautiful pieces that will make you smile
Te a  L a tva l a  on  w ooden  d i l dos  f rom th e  No r th e rn  Po la r  C i r c l eexclusive

Before launching Teatiamo, 
Tea Latvala worked as 

an Art Director for 
several years
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How would you describe your customers?  
Who buys a dildo or plug from Teatiamo?
Tea Latvala: I never would have thought that my 
audience would be so broad. I have customers from 
different age groups, starting from people in their 20’s 
up until their 70’s. Actually, senior citizens are a big 
customer group. Also, as far as gender is concerned, 
it is pretty much divided equally; however, that can 
vary depending on the source or reseller whom 
customers buy it from. Teatiamo products are also 
bought as gifts.

Are you planning on releasing more sex toy designs 
in the future, perhaps made out of other materials  
as well? 
Tea Latvala: When I started this business, I had 
materials such as PVC, glass, wood, and crystal 
stones etc. But quite soon, I realised that I should 
focus on wood. Currently, I am in the process of 
developing a wooden dildo with a wireless loading 
system. I am hoping to get this product on the 
market before Christmas.

Where can your products be bought right now?  
Are you working with any distributors or are planning 
on doing so in the future?
Tea Latvala: In the States, you can find my products 
at tomoffinlandstore.com, and also in the Los 
Angeles Pleasure Chest boutique. Of course, you 
can order my products from my own website www.
teatiamo.com - we deliver all over the world. In 
Britain, you can find my products at the Coco De Mer 
boutique. In Finland, we have four types of resellers: 
sexton stores, design stores, lifestyle and wellness 
stores, and just recently, we started working with a 
hotel (Klaus K.) in the centre of Helsinki.
                

“EACH PRODUCT IS  UNIQUE 

AND HANDMADE.”
T E A  L AT VA L A

Apart from dildos, the 
Teatiamo collection also 

includes butt plugs

All Teatiamo products are 
made from ecologically 

sourced wood
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The vibrator revolution carved 
an incredible path for women‘s 
pleasure, but now a new generation 
of female orgasm pioneers are 
diverging from the crowd. Some 
might say they‘re leading us right 
back to where we began, though 
with a new angle on digging 
deep into the heart of women‘s 
sensuality. Rosie Rees is the 
founder of Yoni Pleasure Palace, 
an online shop full of everything a 
babe needs to unleash her sexual 
potential – unless it requires 
batteries. Rees is part of a growing 
movement in the sexual health 
community that‘s moving away 
from buzzing vibes and pulsing 
oral sex simulators to embrace a 
more gentle route to reach intense, 
full body climaxes. Rees‘ product 
line is an undeniably stunning 
collection of body-safe crystals 
and glass. Insertable wands in 
every conceivable shape, material 
and curve and kegel-style yoni 
eggs stand out from even the 
fanciest of luxury vibrators in 
green jade, shimmery moonstone, 
royal purple amethyst, and baby 
pink rose quartz. After perusing 
the company‘s myriad blogs on 
holistic sexuality and finding out 
YoniPleasurePalace.com even 
offers crystal sex toy home parties, 
I invited Rees to her debut interview 
with the pleasure trade to enlighten 
EAN on the latest trends in  
motor-less sexual healing.

The sex industry is in the midst 
of an empowering, exciting revamp
Rosie Rees of Yoni Pleasure Palace is spreading the gospel of al l-natural ,  motor-less sex toysexclusive

Rosie Rees, founder of  
www.YoniPleasurePalace.com



141

R O S I E  R E E S

„How did you discover yourself as a  
pleasure coach and bring Yoni Pleasure  
Palace to the masses?
Rosie Rees: In 2014 I had a ‚sexual awakening‘ 
in a Jade Egg workshop in Bali; it was the first 
time I connected to my Yoni (vagina) in a way that 
wasn‘t needing to give someone (pleasure) or get 
something for myself (validation). I loved that it was 
a simple yet sacred self care practice purely for 
myself. When I started using the crystal yoni egg 
consistently, I also started having deeper orgasms, 
internal orgasms, squirting orgasms and full body 
orgasms! Considering I had only ever had clitoral 
orgasms from a vibrator, I couldn’t believe how 
this small stone egg was helping me experience 
so more sensation internally! So when I came back 
to Australia, I decided to spread the message 
and start an online shop selling jade eggs. I have 
always been very connected to my sexuality and 
comfortable talking about sex and masturbation 
and as a Sex & Relationship Coach, I wanted to 
share a product that I whole-heartedly believed in - 
so it felt incredibly natural to create my own line of 
sex toys (that don’t vibrate). We now stock over 67 
different products!!

What do you hope to foster within the pleasure 
products space and for your customers?
Rosie: My mission is to normalise female self 
pleasure and promote non-vibratory masturbation 
by empowering women to experience more internal 
sexual pleasure rather than just external genital 
stimulation. The reality is fingers and penises don’t 
vibrate, so using a glass or stone dildo actually 
makes you more receptive to having full bodied 
orgasms with a partner, whereas using a vibrator 
usually makes you more reliant on harsh vibrations 
to reach orgasm, which ultimately disconnects you 
to your partner. Don’t get me wrong, we are not anti 
clitoral stimulation! We are simply pro slowing down 
self pleasure and awakening pleasure receptors 
inside the vagina!

sales@wowtech.com
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What are your feelings toward the Australian sex toy 
market at the moment? How has this market evolved 
to provide a place where a holistic, natural, motor-less 
brand like Yoni Pleasure Palace can thrive?
Rosie: The Australian sex toy industry is still heavily 
geared towards clit-focused vibrators and dildos 
made out of silicon and rubber. However, over the 
past 12 months we have noticed a shift to a ‘greener’ 
sex toy industry with crystal yoni eggs and pleasure 
wands receiving more and more attention. With a 
growing amount of intriguing new products to explore 
-- from crystal sex toys to vegan condoms and natural 
lubricants -- the sex industry is in the midst of an 
empowering, exciting revamp. It makes sense that if we 
pay attention to the toxins and chemicals in our beauty 
products and food, there would come a time where we 
would become concerned with the products we use in/
on one of the most precious parts of our body.
With the current climate of sexual empowerment, 
consent, and gender equality, conscious sex presents 
a clear, realistic framework to help ensure that both 
partners can safely explore their desires. It is all about 
embracing curiosity, ending the shame that typically 
surrounds sex, fantasies, and masturbation, and 
exploring sexuality in a safe way. Websites like Yoni 
Pleasure Palace are now offering interactive videos 
that explain specific techniques, re-educate individuals 
on consent and pleasure, and offer education sans 
judgment. By breaking the cycle of disempowerment, 
we can do away with the guilt and shame that have 
surrounded sexual exploration for generations.

Tell our readers all about your all-natural pleasure 
product line. What makes Yoni Pleasure Palace  
truly unique? What are your favorite or most  
popular products?
Rosie: We sell the highest quality semi-precious 
gemstone yoni eggs and pleasure wands as well 
as glass dildos to assist with both squirting and de-
armouring. Our best selling product is The Sacred 
Squirter, which is a ribbed glass dildo that helps 
women ejaculate. Another popular product is The 
Cervix Serpent, which is a tool that helps women de-
armour their vagina and release tension from inside 
the pelvis by gently massaging the vaginal walls. So 
many women experience pelvic tension, so by using 
a glass or crystal pleasure wand it helps to soften 
and stretch the pelvic floor muscles, which creates 
more blood flow and hence more pleasure! Our other 
best sellers are the Nephrite Jade Egg and the Rose 
Quartz Pleasure Wand, which comes in a pack called 
‘The Goddess Kit’. 

“DON’T  GET  ME WRONG,  WE ARE 

NOT ANTI  CL ITORAL STIMULATION! 

WE ARE S IMPLY PRO SLOWING 

DOWN SELF  PLEASURE AND 

AWAKENING PLEASURE 

RECEPTORS INSIDE THE VAGINA!”
R O S I E  R E E S
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their best-suited yoni egg or pleasure wand. Our newest 
e-book breaks down all the different orgasms we can 
experience and which wands help to activate those 
sexual erogenous zones inside the vagina. This is a 
great place to start: https://www.yonipleasurepalace.
com/shop/pleasure-wand-orgasm-eguide

Where do you think the pleasure industry is headed as a 
whole in the future?
Rosie: I think more and more people are wanting to 
align to the company they choose to buy from - it’s 
ethics, it’s values, it’s inclusivity and it’s authenticity. We 
pride ourselves on globally leading the way in terms of 
variety, diversity and range. We stock dildos and eggs 
for all shapes and sizes, which is so important because 
‚one size doesn‘t fit all‘.               

What is your market - both wholesale/retailers and 
consumers - currently demanding from a brand like Yoni 
Pleasure Palace? How can businesses in the pleasure 
trade get involved?
Rosie: We have three arms to our business - retail, 
wholesale and affiliate. More and more women are 
becoming sexually empowered and thus wanting to 
share sex toy products they love, use and believe in. 
We offer two options for these small businesses. Our 
wholesale arm is for women wanting to order our 
products in bulk and stock them physically in their shop/
studio. If they can, buyers like to personally choose their 
crystal, so having the option to have them in your shop 
is beneficial. Our affiliate program is best if you don’t 
want to physically stock the products but you would like 
to share them on your online platforms or with friends 
and family and receive 20% commissions. Women want 
to align themselves with businesses they resonate with 
and who are authentic in their messaging.

Tell us about the supplemental sex-ed content on your 
website and Instagram. How do you help to guide 
buyers into the best experience with their pleasure 
products from your shop?
Rosie: We have loads of free blogs & podcasts and 
informative e-books available on our websites for 
women to effectively educate themselves and choose 

This interview is contributed 
by Colleen Godin, EAN U.S. 
Correspondent
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„This November, the world’s first Vagina 
Museum will open its doors for the public. 
Why should everybody who visits London’s 
Camden Market also stop by your museum?
Zoe Williams: The Vagina Museum is a world 
first – the very first bricks and mortar museum 
dedicated to vaginas, vulvas, and the  
gynaecological anatomy. To visit us in our  early 
stages, you‘ll be participating in a little slice of 
history! As well as our Muff Busters exhibition, 
you‘ll be able to buy a souvenir like no other 
at our gift shop and attend empowering and 
educational events.

How did you come up with the idea of creating 
a museum dedicated to vaginas?
Zoe Williams: First of all, there‘s a penis 
museum in Iceland, but there is no equivalent 
for vaginas anywhere in the world. The only 
solution to this is to make one! There‘s a lot 
of silence and shame around the vagina, and 
we want to open our doors to show the world 
there‘s nothing to be ashamed of.

If you want to learn more 
about the penis, there is a 
whole museum in Iceland 
dedicated to the subject. 
If you want to learn more 
about the vagina, there  
really hasn’t been anything 
comparable – until now. 
Or, to be more precise, 
until November 16. On that 
day, the Vagina Museum 
will open its doors in the 
London Borough of  
Camden. We interviewed 
the Development and 
Marketing Manager of the 
museum, Zoe Williams, 
to learn more about the 
genesis of this project and 
the team’s plans for the 
future of the museum.

Everyone is going to take something  
different home from the Vagina Museum
Zoe Wi l l i ams te l l s  us  about  the  wor ld ’s  f i r s t  museum ded icated  exc lus ive ly  to  the  vag inaexclusive

The Vagina Museum  

in Camden opens in  

mid-November  

© Nicole Rixon

Even though the museum will open this 
fall, the project actually started in 2017 with 
pop ups around the UK at exhibitions and 
events. How did you get from there to actually 
opening a brick and mortar museum and what 
were the biggest challenges along the way?
Zoe Williams: In March this year, we decided 
to crowdfund to get a home for the Vagina 
Museum. Through this, we raised an incredible 
£50,000. We were overwhelmed by the  
support and positivity we received from all 
around the world, and even though we fell 
short of our target, we raised enough for our 
first home. But this is just a beginning: our 
goal is to find our permanent home with the 
world‘s largest collection by 2030!

Collection, preservation, displaying, education: 
Museums have many functions. What are the 
main goals you have for the Vagina Museum 
and why are they important to you?
Zoe Williams: Our biggest goal is to raise 
and spread awareness of the gynaecological 
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anatomy and health. Too many people with vaginas 
don‘t know enough about their own anatomy, and 
this silence can literally kill. We want to act as a  
space where we can have these conversations 
and act as a forum for feminism, women’s rights, 
the LGBT+ community and the intersex community. 
We‘re here to challenge the climate which makes 
people ashamed of vaginas and the gynaecological 
anatomy!

You state a number of goals for this project. How 
do you want to achieve them within the means of a 
museum?
Zoe Williams: A museum is a physical space where 
we can bring people together. It‘s a tangible place 
where anyone can discover something new. 

The first exhibition will be titled “Muff Busters: 
Vagina Myths and How To Fight Them”. What will be 
shown in this exhibition?
Zoe Williams: Muff Busters: Vagina Myths and 
How to Fight Them will look at pervasive myths 
and misconceptions about vaginas, vulvas and the 
gynaecological anatomy. We‘ll be looking at myths 
about cleanliness, sex, pregnancy and childbirth, 
displaying objects relating to those myths, and 
educating to debunk them!

Besides the exhibition, which other kinds of events 
will draw visitors into the museum?
Zoe Williams: As well as the exhibition, we have a 
wide range of diverse events including educational 
talks, lectures, comedy, plays, and even crafting 
workshops to create vulva art.

What are your plans for the next exhibitions in the 
Vagina Museum and the project in general?
Zoe Williams: Our lips are sealed about our next 
exhibitions, but we‘ll reveal all soon: they‘re going to 
be very exciting! Our plan over the next few years is 
to grow and expand: We‘re starting out small, but 
this is just the start.

After somebody visited the Vagina Museum, what 
should be the most important lesson they have 
learned or experienced there?
Zoe Williams: Everyone is going to take something 
different home from the Vagina Museum. Some 
people might feel challenged, some feel really 
positive, and some enlightened. What we want is 
for everyone to come out of our museum feeling 
something new and different.

The Vagina Museum is 
primarily dedicated to 
spreading awareness 
of the gynaecological 

anatomy and health  
© Charlotte Willcox
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eroFame 2019 part 3
Adam Lewis (Hot Octopuss), Ringo Baginda (Hot Octopuss),  
and Klaus Pedersen (MaleEdge & Jes-Extender) 

New from Eropartner: La Gemmes,  
as presented by Jelle Plantenga
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'Lubricant Company of the Year‘: Cobeco Pharma 
Randolph Heil (EAN) handing Susan Colvin an  
award in celebration of CalExotics’ 25-year anniversary

Who could resist the Penthouse stand?

Pavel Zalevskiy, the new Head  
of Sales at International Dreamlove

50 years of Kama Sutra:  
Marla Lee was touched by the acknowledgment

Ashton Egner with Maleen Maki Sugimura (Kiiroo) 
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Kristian Broms, Pipedream Chief Design Officer,  
and top-seller Her Ultimate Pleasure

According to WOW Tech, more than 350 guests from various countries  
attended the VISION WOW on the evening before the first eroFame day

Great atmosphere at the Oktoberfest

Miguel Capilla (Fleshlight International), Tim Brown (Bathmate),  
and Samir Saraiya (ThatsPersonal.com)

Thumbs up at Amor Gummiwaren: Arno Doll (Amor),  
Matthias Poehl (EAN), and Benno Lackmann (Amor)
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The coveted 'Best Sales‘ award will end up in Doc Johnson’s trophy case
'Marketing Manager  
of the Year‘: Evertine Visser 

The team of International Dreamlove enjoyed the Oktoberfest party

Nigel Glenn and Mark Lawrence (FETCH) are the  
proud EAN Award winners in the 'Retailer of the Year‘ category 10 years of eroFame – the anniversary was celebrated in adequate fashion
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Well-deserved: EDC Wholesale won awards for their Advent 
calendar and for being the 'Fastest Growing Company‘

Award winners Alexander Klopf and Christian Huber (HOT)

The award for 'Newcomer Brand of the Year‘ went to HighOnLove - undoubtedly just the first 
of many accolades this unusual line is bound to amass

WOW Tech’s product presentations met with great interest 

Lavi Yedid and Charlette Lopez (NS Novelties) 

The Award for 'Best Overall Collection‘  
went to Debra Net 
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'Best Selling Brand‘: Sam Key, Ian Orange,  
Tim Brown celebrate a big win for Bathmate

Unfortunately, Randy Withers (Swiss Navy) couldn’t be at eroFame,  
so his colleagues accepted the EAN Award on his behalf

Lots of visitors at the Creative Conceptions stand

Two awards for Eropartner: Sjerk Wieffering and Chris Bakker took home  
'Best Brands Assortment‘ and 'Outstanding Services to the Industry:  
For excellent brand support‘

Natalie Schulze Henning presented the Satisfyer Pro 2

Samir and Monali Saraiya, Alexander Giebel 
and Patrick Giebel at JOYDIVISION´s anniversary party
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The organisers had come up with several surprises for  
the Oktoberfest party to celebrate the 10-year anniversary

Cameron Long-Tel of LELO with the magicians

Product presentation a la TENGAAmor Gummiwaren – here: Bild Michael Dills 
with his daughter Diandra and Arno Doll – 
reap the rewards of their private labelling 

Oscar Heijnen (SHOTS) and his team were 
awarded for their exceptional customers 
service, and they also took home the award 
for 'Company of the Year‘

Apart from receiving the award for 'Distributor of the Year‘,  
SCALA also won the trophy for 'Product Line of the Year: Sex Dolls‘



ʻRosy Gold embraces the sexual
revolution of the roaring twenties

and takes self-love to this eraʼ
A new collection of 9 pleasure products for her, 
with a beautiful rose gold color in a deluxe box. 

AVAILABLE NOW 

W W W . E D C W H O L E S A L E . C O M
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„Before we talk about your new line, a few 
words of explanation: What is the difference 
between natural cosmetics and organic 
cosmetics? 
Raquel Shaw Hespanhol: Natural cosmetics 
are made from ingredients that come from 
natural raw materials or are derived from natural 
raw materials. Organic cosmetics must have 
in its composition organically grown natural 
ingredients produced free of pesticides, growth 
hormones, chemical fertilizers or antibiotics.

So, is it true that all organic products are natural, 
but not all natural products are organic? 
Raquel: Yes, absolutely true. The regulations 
and specifications for the classification of an 

organic product are stricter than those required 
for natural products. Natural ingredients 
depend on how they were grown to determine 
if they are organic or not, being its origin 
subjected to the proper organic certification 
as well.

How did the idea for Orgie BIO come about? 
Is this collection a response to the growing 
demands of consumers? 
Raquel: Orgie Bio has been in our to-do list 
since Orgie was born. It is definitely a response 
to the ever-growing number of consumers, 
with purchase decision centred on the 
environmental sustainability and ecological 
awareness allied to well-being.

The product range of the  
Orgie brand wasn’t exactly 
small before eroFame and it 
has only become bigger since 
the event as a whole new 
product line was introduced 
at the trade show: Orgie Bio. 
This collection of products is 
geared towards the ever- 
growing number of people 
who want to live and love more 
consciously. Raquel Shaw 
Hespanhol, who is in charge of 
Orgie’s international business 
relations, tells us more about 
Orgie Bio in our EAN interview.

Orgie Bio has been in our 
to-do list since Orgie was born
e r oFam e  2019 :  S uc c ess f u l  p remie re  f o r  O rg ie  B ioexclusive

The Orgie team at eroFame 
2019: Marcello Hespanhol, 

Massimo Artioli,  
Raquel Shaw Hespanhol, 

Fabiano Ligeiro 
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What kind of products can be found in the line? 
Raquel: Orgie Bio starts with four products: two 
massage oils with glossy effect, Grapefruit and Rose 
Mary; and two water-based, long-lasting lubricants, 
Aloe Vera and Chamomile.

There are already numerous lines consisting of 
natural and/or organic products. How does Orgie 
BIO stand out from the crowd? 
Raquel: At this point of Orgie Bio’s debut, we can 
honestly say that it does stand out from the crowd of 
other good brands, offering excellent, effective, and 
high-quality products properly certified as natural and 
organic. 
Our upcoming Orgie Bio new products being 
developed as we speak will match our Brazilian roots 
philosophy:  formulas with active ingredients from 
the incredibly rich Brazilian flora. This philosophy is 
the reason why Orgie Bio stands out from the crowd, 
same as Orgie does.

Which target groups will Orgie BIO appeal to?
Raquel: Orgie Bio is a new option of good sensual 
cosmetics for consumers whose purchase decisions 
are driven by conscientious consumption and 
environmental sustainability, but not at the expense 
of product effectivity. Not long ago, this market niche 
was limited to consumers actually adept in the natural 
and/or vegan life style but such ‚boundaries‘ are 
no longer there because of the growing awareness 
related to healthier well-being and environmental 
protection.

In the past, it was often said that natural and/
or organic products are more expensive than 
conventional ones. Is that still true today? What can 
you tell us about the pricing of Orgie BIO?
Raquel: Yes, that’s still true for all sorts of natural, 
organic, recycled, and environment-friendly products 
due to the certified ingredients and raw materials, 
proper packaging, and certifications for the final 
product although it is not as expensive as it used to 

be - perhaps because things are getting a little easier 
in terms of availability as the market evolves with its 
growth.
We apply the same pricing structure to both Orgie 
and Orgie Bio: excellent wholesale discounts and 
suggested retail price between x2.5 and 3. 

How do you ensure product quality? How are 
the ingredients controlled? Do you work with 
independent laboratories? Who certifies the 
products? 
Raquel: The quality of Orgie Bio is ensured by 
ingredients from trustworthy sources and impeccable 
manufacturing processes. Ingredients are controlled 
by their own rigorous certifications. Our manufacturer 
has a fully capable in-house laboratory – meaning 
equipment and engineer team - to develop Orgie 
Bio formulas with the same excellency applied to 
Orgie. Our Bio line is certified by Eco Control, a 
reputable German certifying agency. And last but not 
least, Orgie Bio products are also submitted to the 
mandatory CPNP certification which is corroborated 
by Stability and Challenging tests.

Will the trend towards natural ingredients, 
sustainability, fair trade etc. continue to gain 
momentum in the erotic market in the future? 
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Raquel: Definitely, yes. We are not talking about a 
market trend; this is all about a market reality finally 
getting the attention and demand required. 

Do you offer POS material for the new line? And how 
can the trade achieve the highest possible turnover 
with Orgie Bio? Do you have any advice for retailers?  
Raquel: We will start POS materials for Orgie Bio 
with posters and sample sachets, both available 
within 30 days. The trade can achieve higher 
turnover with Orgie Bio by promoting it to the target 
consumers, being sure to highlight the Eco Control 
certification seals printed on the labels, the profile and 
features of the products described in the catalogue, 
and by providing the consumers with sample sachet. 
This would be our advice in connection with Orgie 
Bio as retailers are pretty aware of what to look for in 
good natural and/or organic products. And we would 
be glad to clear any further question, we are just and 
email or a phone call away!

Are there any plans to expand the BIO line in  
the future?
Raquel: Surely, yes! Orgie Bio is just a newborn, 
eager to grow, and the launch at eroFame 2019 was 
amazing and quite celebrated by new customers and 
all those embracing our brand. Expect more of Orgie 
Bio and Orgie coming soon! 
              

“THE  QUAL ITY  OF  ORG IE 

B IO  IS  ENSURED  BY 

INGREDIENTS  FROM 

TRUSTWORTHY  SOURCES 

AND  IMPECCABLE 

MANUFACTURING 

PROCESSES . ”
R A Q U E L  S H AW  H E S PA N H O L

The launch line-up of the Orgie Bio collection includes  
two massage oils and two lubricants
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„Who is behind Desir, and what was the 
founder‘s intentions for the unique South 
African market?
Brodie Meyer: Desir Intimate Collection 
was started in 2014 purely, at that time, as 
an e-commerce opportunity in an emerging 
South African market within the adult sex toy 
commodity. Founded by me, Brodie Meyer, 
a Business Analyst and Retail Planner with 
over 15 years in the retail market, the focus 
was largely on offering the South African 
consumer access to luxury adult intimate 
products that rose above the stereo-typically 
cheap and low grade products that South 

Africa had become accustomed to, whilst 
capitalizing on the booming e-commerce 
and technology markets at the same time. I, 
being a woman, quickly realized however, 
that there was a fundamental need to offer 
consumers a far more holistic approach 
to Sexual Health, wellness and education 
around intimacy. It was herein that the 

brand strategy evolved from that of a more  
puristic adult toy retail model, to that of 
becoming South Africa’s Sexual Health and 
Wellness Experts.

What mission and philosophy does Desir 
embody for its customers?
Brodie: The philosophy at Desir is based on 
the tag line of ‚Honouring Yourself‘. This means 
being able to honour yourself or your partner 

by adopting a positive and respectful approach 
to sexuality, intimacy, and relationships, and 
to become empowered in the process. Desir 
has made it their mission to offer consumers 
access to a safe and discreet shopping  
environment that helps them do this, by  
providing access to only 100% body safe  
products; sourcing luxurious products from 
around the world ethically and responsibly; 
offering high quality engineered and  
ergonomically designed intimate products;  
providing consumers access to education 
portals and a client concierge service to assist 
them during this process; and to create a 
platform that celebrates sexuality, health, and 
intimacy regardless of colour, race, gender,  
or sexual preference without fear, judgement 
or guilt. 

Tell us about the South African attitude towards 
sexual health and the business market for sex 
toys. Can one speak about sexuality without 
shame or embarrassment? How easy or 
difficult is it to open a sex toy business? Do 
your consumers have much understanding or 
education about sex and sex toys?
Brodie: The South African consumer is still 
largely conservative with regards to their  
approach to the purchasing and owning of 
sex toys. With many cultural taboos still highly 
prevalent within the South African society, a 
lot of client transactions require the necessary 

It‘s rare to hear pleasure brands seeking to expand into South Africa. As a market still plagued by stigmas and ancient  
stereotypes, this comes as little surprise. But one woman is challenging the idea that sex toys have no place in South African 
bedrooms except as an insult to the patriarchy. Desir Intimate Collection was created by veteran retail planner Brodie Meyer 
as an antidote to sexual tradition. Headquartered in Camps Bay, Cape Town, Desir.co.za claims one main goal on the  
company‘s website - to help customers find stronger intimacy, form closer relationships and build passionate love lives by 

dispelling the myths and social stigmas that prevent people from sensual exploration and expression. The  
Desir brand presents South Africans with a first: a classy, luxurious online shopping experience with the  
power to change minds and lives.  Meyer chats with the pleasure trade for the first time, telling EAN why  
her corner of the globe is set to become the next point of revolution for sexual health.

With a strong focus on maximizing our digital footprint in South  
Africa, we will continue to rise as advocates on sexual health 

Desir  Int imate Col lect ion breaks barr iers  to pleasure as South Afr icans progress toward sex posit iv i tyexclusive

Brodie Meyer, 
founder and CEO 
of  Desir Intimate 

Collection
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With a strong focus on maximizing our digital footprint in South  
Africa, we will continue to rise as advocates on sexual health 
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support, education, and empowerment to start 
them on their intimate journey.  Sex toys and the 
use thereof during intimacy is still seen by many 
as ‘problematic’ and not necessarily an add-on or 
enhancement. In some cultures, a women using a 
sex toy means that she is unsatisfied and is a direct 
insult on her partner’s abilities and a complete no-no. 
Women are too scared to speak up during sex, as it’s 
been largely indoctrinated that penetrative sex should 
be sufficient to sate your pleasure. But with almost 
75% of women unable to orgasm during penetrative 
sex alone, you’re left wondering how many of these 
women are feeling empowered and satisfied with 
their sex lives. With so many taboos and no-go- 
zones related to sex, opening up a business that 
purely promotes pleasure and sexual health has been 
no small feat. Banks and vendors will still decline your 
business based on your commodity of trade, and 
it takes a lot of fight and persistence to open doors 
that ordinarily are open to the majority of businesses 
in South Africa. Sexuality as a topic on its own is still 
very much a ‘cloak and dagger’ subject in South 
Africa when compared to Europe, but we’ve found 
the minute you couple sexuality with medically  
based research and statistics, you create a more 
permissive environment for consumers to experiment 
and open the door to intimacy. Ironic that weapons 
and violence are so freely accessible in the world, 
but sex and intimacy are still seen as taboo or is still 
largely stigmatized – even in 2019. 

What are your consumers buying right now? Tell us 
about some of your top-selling products and why 
people love them.
Brodie: A large majority of products moving are 
geared for couples. From couple vibrators, to couple 
penis rings and even our light bondage products – 
anything that offers added excitement and another 

dimension to the bedroom. For women, the  
traditional dual stimulating rabbit vibrator continues 
to sell incredibly well and then more recently clitoral 
vibrators that can be used during penetrative sex – 
which tells us that women are taking charge in the 
bedroom! With technology moving as fast as it is, 
we’ve also seen an increase in remote control play. 
Vibrators that are app controlled regardless of the 
distance are a favourite – allowing long distance play 
and even play whilst you are out on date night. 

Are there any niche aspects of sexuality - like BDSM, 
LGBTQ, etc - that have become more popular and 
acceptable in South Africa over time? Or are such 
things still very taboo?
Brodie: BDSM saw a massive increase in awareness 
post Fifty Shades of Grey. This certainly piqued a lot 
of interest and companies like Lovehoney have  
capitalized on this well by offering a range of  

“THE  SOUTH  AFR ICAN 

CONSUMER  IS  ST ILL 

LARGELY  CONSERVATIVE 

WITH  REGARDS  TO 

THE IR  APPROACH  TO 

THE  PURCHAS ING  AND 

OWNING  OF  SEX  TOYS . “
B R O D I E  M E Y E R
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products that vary from the more introductory 
products for beginners to full leather and  
buckle offerings. BDSM in South Africa is alive 
and well with serious BDSM users purchasing 
more authentic products that are kept away 
from mainstream consumerism and retail 
channels. These players are incredibly discreet 
and value their privacy. An even larger taboo 
subject than that of the use of sex toys, BDSM 
is kept firmly under wraps, with private clubs, 
memberships, and venues that are certainly 
not privy to the more mainstream customer.  
LGBTQ however, is loud and proud in South 
Africa. Even if there are still taboos linked to 
the LGBTQ community, naysayers don’t stand 
a chance in voicing their dismay – or doing so 
publicly. Desir Intimate Collection is incredibly 
proud to support both of the above and we 
work feverishly to ensure that we continue to 
offer a wide platform of products that satisfy 
both the LGBTQ and BDSM communities. 

What are consumers saying about Desir? How 
do you supplement their buying experience?
Brodie: Desir was one of the first e-commerce 
adult stores to treat your purchase as a gift. 
Each order is meticulously wrapped in the 
most luxurious gift wrapping and delivered  
discreetly to your door. We believe that 
intimacy is a gift – whether for yourself or for 
your loved one and so the journey from simply 
browsing our products to eventually receiving 
your gift at your door is indicative of this. With 
a personal note thanking you for honouring 
yourself and a dedicated client concierge 
service to assist you on every step of the way, 
our consumers have reported that not only is 

Desir South Africa’s most trusted online adult 
shop, but that they have felt empowered, and 
truly honoured during their shopping process. 
It’s more than e-commerce. 

How will you strategize to keep Desir growing 
and moving with your customers?
Brodie: Desir’s strategy continuously evolves 
as we learn more about what our consumer’s 
need. Proudly positioned as South Africa’s 
Sexual Health and Wellness experts, our  
inventory constantly changes to offer  
products and supplements that offer a holistic 
approach to your intimacy and well-being. 
With a strong focus on maximizing our digital 
footprint in South Africa, we will continue to 
rise as advocates on Sexual health, challenging 
damaging societal norms and misconceptions, 
removing negative stigmas and dogmas, and 
promoting the use of intimate products, and 
more importantly being vocal in this regard. 
                

This interview is contributed 
by Colleen Godin, 

EAN U.S. Correspondent
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The debut of the Private Masturbators at the SCALA stand was definitely one of the big 
attractions at this year’s eroFame. Obviously, that isn’t really surprising seeing how this 
is a team-up of two renowned, long-standing companies that have joined forces to bring 
their unique sensibilities to the market for male-oriented sex toys. EAN was curious to 
learn more about this collaboration and the product line, so we asked SCALA for an  
interview. Our questions were answered by members of all the involved departments, 
from product development to sales to marketing. 

The long-term goal is to establish Private as  
a go-to brand – a gold standard in male pleasure

SC AL A  ad d s  a  n ew  f l a v ou r  to  th e  ma s tu rba to r  ma rketexclusive

„How did the cooperation with Private  
come about?
SCALA Team: SCALA and Private have shared 
a long working relationship dating back to the 
time when we still sold erotic DVDs. Private 
had always been one of our top-selling brands 
in adult content, and even though SCALA 
ceased selling DVDs, we’ve always continued 
to stay in touch. We realised that both parties 
saw great potential in re-establishing this  
partnership in a new, exciting form: a quality 
line of masturbators. Private’s expertise in 
male satisfaction and SCALA’s experience in 
adult wholesale make for a solid combination, 
enabling us to join forces and launch a collection 
that draws on the strength of both parties. 

What was more appealing to SCALA: The 
‚Private‘ brand or the product line itself?
SCALA Team: Both. A quality line of male 
masturbators, combined with the popular 
and well-known Private name is simply a 
winning formula. 

SCALA has secured the exclusive distribution 
rights to ‚Private Masturbators‘. What are the 
advantages of exclusive distribution? 
SCALA Team: Exclusive distribution allows 
us to keep margins as profitable as possible, 
whilst also monitoring quality control and 
developing the necessary resources to provide 
retailers with outstanding sales support. 

Exclusive distribution enables our marketing 
team to fully focus on the branding of  
Private, both for B2B and B2C purposes.  
By developing POS materials, user guides, 
and promoting the brand on an international 
level, we’re able to establish a firm brand  
identity for Private Masturbators on a  
world-wide level.

What expectations does SCALA have for 
the cooperation? What is the potential of the 
Private masturbators?
SCALA Team: There’s no limit to the potential 
of Private! We expect that end-consumers will 
love the high-quality, realistic textures, and 
contemporary packaging. But even more  
importantly: We also expect retailers to  
love the brand’s margins and potential. 
The long-term goal is to establish Private 
as a go-to brand – a gold standard in male 
pleasure. We’re introducing a brand that isn’t 
just thrilling for the consumer but also comes 
with thrilling margins for the trade members. 
Thanks to Private, the time of having to  
compromise is over.
 
Can you tell us more about the individual  
products and their unique selling points?
SCALA Team: Private is a leader in premium- 
quality adult entertainment, having produced 
erotic movies and sexy videos since 1965. By 
introducing a collection of masturbation toys, 
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you can now watch your favourite stars in Private 
and also enjoy them in the flesh at the same time! 
The new Private collection includes various Private 
Girls strokers, modelled after your favourite adult 
stars such as Tarra White and Shona River. The  
range also offers multiple compact handheld strokers, 
a trainer masturbator, and even an automated 
realistic masturbator. There’s something for every 
consumer to enjoy in the Private collection.
 
There are already countless masturbators vying  
for the consumers’ attention. How many new  
masturbators does this market still need?
SCALA Team: Yes, we agree that there are many 
masturbators on the market, 
however, this doesn‘t mean that 
all of them tick all the boxes when 
it comes to quality, branding, and 
sales margins. We’ve noticed 
that well-established masturbator 
brands sometimes lack the margins 
to make a collection attractive 
to retailers, whereas low-grade 
masturbators often lack the 
excitement and brand identity 

needed to seduce male consumers. Private 
is the complete picture. Besides quality and 
sales margins, the collection also strikes gold 
when it comes to branding. When buying a 
Private masturbator, you’re not just buying a 
toy: You’re buying the fantasy. For example, 
our Private Girls masturbators come with 
enticing images of the girls, taken during a 
luxury photo shoot in Ibiza. Instead of using 

standard pictures, Private goes the extra mile to 
convey a more sensual, attractive image – attracting 
male consumers in a new, profitable way. 
 
Is demand for male-oriented products still growing 
as rapidly as it did in recent years or is the market 
nearing saturation?
SCALA Team: Any product that manages to  
combine a high quality standard with excellent 
margins and strong brand identity will do very well 
on the market, now and in the long-term. 

Some of the masturbators in the line are modelled 
after the anatomy of ‚Private‘ stars. These so-called 
signature products have never been quite as  
successful in Europe as they are in the USA.  
What is the reason for this difference in popularity?
SCALA Team: We don’t think there is one particular 
reason, it’s more a combination of factors. In the US, 

The new Private 
collection includes 
multiple compact 
handheld strokers, a 
trainer masturbator, 
an automated  
realistic masturbator, 
and various Private 
Girls strokers
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masturbators are often commissioned based on the 
reputation a performer has built in the industry. And 
the portrayed image is often generic and unoriginal: 
the glamorous bombshell. Private and SCALA have 
chosen to approach the Private Girls products 
slightly differently. Instead of merely considering 
girls based on their movies’ viewing figures, we’re 
also paying close attention to the girls’ popularity on 
social media and their involvement with the fans. For 
example, if a star is very active on Instagram and  
often interacts with male admirers, it’s more likely 
that her fans will get their hands on her masturbator. 
A strong social media presence adds a more  
personal touch to the attraction! 
We’ve also made sure to portray the Private Girls 
based on their personalities and characters. Instead 
of marketing them all as glamorous bombshells, we 
have the perfect blend of characters, including a 
girl-next-door who may not be as experienced on film 
but does have a social media following and rapidly 
growing fanbase. During the official presentation of 
Private at eroFame 2019, visitors had lots of praise 
for our current selection of models. Plus, with four 
new Private Girls tubes arriving in February, we’re 
confident that this line will quickly prove itself a 
success on the European market. 

SCALA has emphasised the products offer very 
good margins for the retail trade. Can you elaborate 
on this aspect?
SCALA Team: As a distributor of adult novelties, 
we’ve always kept a close eye on sales margins 
because if our customers are not profitable, neither 
are we. In recent years, we noticed that there are 
brands that seemingly disregard the importance of 
profit margins for retailers. For example, a brand that 
assumes a retailer will stock their brand due to its 
popularity, regardless of bad margins. Retailers are 
the ones that help a brand grow, so keeping their 
needs part of the equation is crucial to long-term 
success. It’s all about balance. If a collection has 
great margins, that makes it more enticing for retailers 
to stock. Retailers will then be extra motivated to 
market and promote the brand to their consumers. 
Once the brand gains popularity and demand 
increases, both the brand and the retailer reap the 
rewards. However, if you lower the margins once 
a brand is established, you take away the reward 
retailers receive for their effort in helping a brand 
flourish. Private gets this delicate balance just right, 
making this brand a rewarding choice in male  
pleasure for all parties involved: end-consumer, 
retailers, distributor, and producer. We can all profit! 
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“WE’RE  INTRODUCING A  BRAND 

THAT ISN ’T  JUST  THRILLING FOR 

THE CONSUMER BUT ALSO COMES 

WITH THRILLING MARGINS FOR 

THE TRADE MEMBERS.“
S C A L A  T E A M
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„Hedonism II is a “clothing optional” resort in 
Jamaica. Could you give us a short description 
of the resort?
Kevin Levee: Hedonism II is the world’s most 
iconic adult playground. Located in Negril, 
Jamaica, it is a place where individuals can 
turn their fantasies into reality, and it attracts 
people from all corners of the world to escape 
their inhibitions. It is a place which encourages 
you to live your fantasies to the fullest, in a safe 
sex-positive environment. 

When was Hedonism II opened, and how did 
the resort develop?
Kevin Levee: Hedonism first opened in 1976 
as Negril Beach Village which held the tagline 
‘Jamaica‘s Hedonism’. It was in 1981 that it 
came under new management that it evolved 
into Hedonism II. 

I guess that it’s not the usual tourists who visit 
your resort. Which words would best describe 
your guests? 
Kevin Levee: There is not one type of tourist 
who comes to Hedonism II as we get 
individuals from all walks of life with many 
young professionals including business 
owners, doctors, and lawyers. Hedonism II is 
however a resort which welcomes individuals 
from all demographics and sexual orientations 
and is a place which is free from judgment and 
guests are respectful whilst being free to be as 
wild or mild as they like. 80% of our guests are 
couples and 20% are single men and women. 
The words I would use to best describe them 
are open-minded, liberated and curious.

What exactly do you offer to your visitors? How 
should I imagine a typical day with you in 
Jamaica?
Kevin Levee: Ultimately, guests can expect all 
the usual things that you would see in an 

Sun, beaches, just enjoying the day, not having to worry about anything. That 
is the basic concept of Hedonism II in Jamaica. However, there’s a twist: In 
this resort, the guests are free to live out their hedonistic fantasies. In our EAN 
interview, Managing Director Kevin Levee takes us behind the curtains, and we 
learn about the experience that awaits visitors at Hedonism II.

Hedonism II is the world’s 
most iconic adult playground
Ke v in  L e ve e  te l l s  us  a bout  th e  c lo th in g -opt ion a l  r eso r t  Hedon i sm I I  i n  J a ma ic aexclusive

Clothing is optional 
in the resort – guests 
can move about any 

way they like

Most guests who 
visit Hedonism II 
are couples
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all-inclusive resort, with gourmet meals crafted by our 
award-winning chefs and unlimited premium alcohol. 
Visitors can explore and enjoy all their hedonistic 
desires or choose to lie in a hammock under a palm 
tree. You don’t have to be nude to have a good time 
and at least 50% of our guests aren’t swingers and 
come to Hedonism II simply to relax with their 
significant others. During the day, we have countless 
amenities like volleyball, scuba diving, snorkelling, 
and tennis. We have a nude and clothing-optional 
beach and our renowned playroom is a designated 
place where visitors can experience their deepest 
desires in a decadent, exotic setting.

How many guests come to you every year, and how 
much does a weekend or a whole week cost?
Kevin Levee: We received over 27,000 worldwide 
visitors in 2018, with 70% of those being repeat 
guests. Pricing is always dependent on the time of 
year and the room category, but a 7-night say 
including direct flights from the UK can cost from 
£1,119 per person. 

How can one book a holiday with you? Is there a 
partner programme from which the erotic trade could 
also benefit?
Kevin Levee: You can book a holiday by going to 
www.hedonism.com or Kenwood Travel on  
www.kenwoodtravel.com. We don’t have an actual 
partner programme, but we do work closely with the 
erotic trade and offer benefits tailored to their needs 
and what they want to do with the resort. 
                

“ IT  IS  A PLACE WHICH 

ENCOURAGES YOU TO LIVE YOUR 

FANTASIES TO THE FULLEST, 

IN A SAFE SEX-POSITIVE 

ENVIRONMENT.”
K E V I N  L E V E E

The nude pool 
promises relaxation 
under palm trees
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„How did you come up with the idea for such 
a unique work of functional sex furniture?
Bob Kaczmarek: I was laid up for six months 
recovering from a table saw accident. Lisa was 
on her fourth or fifth different treatment attempt 
for her pelvic floor disorder. She was doing her 
prescribed daily stretches on the living room 
floor while I was confined to the couch and 
starting to go a little stir crazy. 
During one of the stretching poses, she noticed 
a significant reduction in the tension of her 

pelvic floor and wanted to try having sex that 
way. The pose she was in (very similar to 

the reciprocal sight of the posteriors 
in our position guide) wasn’t very 

conducive to much motion, 
and what was generated 

came from Lisa  

having to strain to lift her body upwards, nega-
ting the relief she felt in her tense pelvic floor. 
Flashing back to times we had sex on an exer-
cise ball, my wheels started turning for a way 
to combine that bounce with a stable platform 
that could hold two bodies comfortably in many 
different positions. 
I completed all the design, engineering, and 
fabrication details during the rest of my recovery 
and got started building the prototype once I 
could handle power tools again. The original 
prototype went through a few modifications 
to get something that really worked as we 
envisioned, however it wasn’t easy on the eyes. 
That wasn’t acceptable for 
Lisa, and she then 
tasked me 

Not many pleasure companies can boast of 100% handmade, craftsman-designed products with every order, especially when 
they‘re in the sex furniture market. But the Archer Bowchair isn‘t your average, mass-produced position pillow or cheap-o, 
blow-up sex couch. Bob and Lisa Kaczmarek started their brand with a soulful mission: to outdo even the worst cases of sexu-
al dysfunction and medical trauma with the world‘s first bouncing lounge chair made just for sex. They debuted the Bowchair 
to rave reviews at the 2018 AVN Expo, where the likes of transgender activist Buck Angel and pop-sex education queen Zoe 
Ligon of Spectrum Boutique became fast fans. In a nutshell, the Archer Bowchair is a handcrafted, luxury lounge chair that 
doubles as a rebounding sexual enhancement tool, thanks to a flexible frame and twin carbon fiber springs. Couples can use 
the chair as a positioning aid to explore new sensual possibilities while the leaf springs take the annoyance of gravity out of 
the equation. Company co-founder Lisa Kaczmarek was the inspiration behind her husband Bob‘s invention. Plagued with a 
seemingly un-treatable pelvic floor disorder, Bob put his woodworking and fabrication skills to work and created the Archer 
Bowchair. The Bowchair would become the Kaczmareks‘ full-time business and ultimate passion until tragedy struck in late 
2018. Just as sales were taking off, Lisa suddenly passed away of heart failure at only 47 years of age. Though utterly devasta-
ted, Bob was determined to continue the Bowchair mission in Lisa‘s memory. Before her untimely passing, Lisa enthusiastical-
ly promoted the Bowchair to anyone with two ears. It was truly her calling, and her gift to other couples struggling to create a 
healthy sex life.  “We believe the Bowchair gives users a tool that will better their sexual health and improve communication, 
therefore building trust and increasing intimacy - a connection that naturally leads to a more fulfilling relationship and/or sex 
life,” said Lisa in an earlier interview from the Spring of 2018. “The Bowchair is meant to be a beautiful addition to your décor,” 

she gushed. “It’s elegant and comfortable, but when company leaves, you’ll be beckoned 
by it’s sleek curves and thoughtful design.” With a heavy but hopeful heart, Bob Kaczmarek 
tells his story publicly for the first time. While Lisa may be physically gone from this plane, 
her passion for helping couples lives on through Bob and his memorial Bowchair collection, 
called Moaning Lisa. 

The Archer  Bowcha i r  i s  a  handmade work  of  sex  fu rn i ture  a r t  w i th  a  hear twarming  h is toryexclusive

To have the opportunity 
to improve the sex lives of more couples

Lisa and Bob Kaczmarek, the inventors of 
the Archer Bowchair, on a trade show  in 2018 
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with making a version that “belonged” with the rest of 
our high-end furniture. 
The same thing that always held us back from buying 
some other sex chair over the years, a block of foam 
and/or particle board wrapped in ‚pleather‘ is as just 
as classy as college dorm room furnishings. Being a 
manufacturer now and hearing customer stories, I’m 
doubly glad we never made that purchase, about half 
our sales are to frustrated owners of other products. 

How was your late wife, Lisa, the inspiration and 
driving force behind the Bowchair as a business and 
life mission?
Bob Kaczmarek: Lisa’s struggle with a hypertensive 
pelvic floor plus arthritic knees, and the frustration 
it brought her to not be able to ‚perform‘ like she 
used to on top of me. For me, it started as personal 
project to give my wife the freedom to have pain-free 
sex again in the manner she wanted. For Lisa, once 
the chair ‚worked‘, there was no stopping her from 

sharing it with the world. She had such frustration 
with all the treatments and therapies she tried 

over the years, and hated knowing other wo-
men were suffering the same way.

What were some of Lisa’s final contribu-
tions to the Bowchair brand before her 

passing?
Bob Kaczmarek: Pushing me to 

‚enhance‘ the wood version 
of the Bowchair. There 

were several improvements and luxury upgrades 
that evolved as I designed our lower-cost aluminum 
version, and I had toyed with for our personal wood 
chairs. Designing and building the molds and jigs 
necessary to reliably reproduce it cost effectively 
was a big task, and let’s say her ‚encouragement‘ 

motivated me to get it done. I completed the first 
prototype about three months before she passed. 
The lower webbing strap (Lisa’s most disliked aspect 
of the chair) was replaced with a much more elegant 
and stable twin stainless steel cable design, standard 
on all wood Bowchairs now. The seat surface pad-
ding was doubled in thickness and replaced with an 
aerospace/medical grade memory foam, with a real 
leather cover. Well actually, Lisa picked suede for this 

The Archer Bowchair is a handcrafted, luxury lounge chair that 
doubles as a rebounding sexual enhancement tool, thanks to a 
flexible frame and twin carbon fiber springs

More info about the company 
can be found at www.bestsexchair.com 

“THE  BOWCHAIR 

IS  ELEGANT  AND 

COMFORTABLE ,  BUT 

WHEN COMPANY  LEAVES , 

YOU ’LL  BE  BECKONED  BY 

I T ’S  SLEEK  CURVES  AND 

THOUGHTFUL  DES IGN . “
B O B  K A C Z M A R E K
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chair, she just couldn’t think of something 
more decadent for a sex chair.  These luxury 
upgrades are available for an extra cost on 
any Bowchair you choose, wood or alu-
minum.

Since taking over the business on your own, 
how have you evolved the Bowchair as a 
product and brand in Lisa’s memory?
Bob Kaczmarek: Lisa had a sketchbook of 
designs and concepts for chairs she wanted 
me to make. One was her “dream” waterproof 
chair to put in our roman shower, another, 
the ‚avochairdo‘ was purely for the humorous 
name, but in reality is a really sweet addition 
to mid-century décor in walnut or mahogany. 
Others were for experiences we shared, like 
a cherry chair with turquoise upholstery, to 
remind her of the red sandstone, the sky, and 
the gems we bought during a convertible ride 
trough the desert that we treated ourselves 
to from Phoenix to Vegas, on the way to the 
AVN Expo in 2017.

As customer orders allow, I’ve been building 
her designs as a way to get our online store 
updated with our new luxury upgrades. All 
upgraded chairs receive a special branding 
as part of ‚The Moaning Lisa‘ Collection, 
and for any of Lisa’s exact designs that are 
purchased, 10% of the revenue is donated 
to help prevent female heart failure deaths, 
being it’s what took her from us.
She was also gathering experiences and 
reviews of the Bowchair. I took her work, 
added to it, and launched bestsexchair.com 
to feature what real people think about their 
time on a Bowchair.

Where do you hope to take the Bowchair 
brand in the future?
Bob Kaczmarek: To have the opportunity to 
improve the sex lives of more couples. 
I’m still on more of a ‚take it day by day‘ 
recovery right now, so honestly, I don’t have 
much of a game-plan right now on how to 
accomplish it.   
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This interview is 
contributed by Colleen 
Godin, EAN U.S. 
Correspondent
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„How would you describe your corporate 
philosophy, and how is it reflected in 
your activities?
Mario Romero: We think that we have a very 
strict work philosophy that makes us more 
competitive and also more transparent with 
the client. Our philosophy is to work very hard 
to be able to transmit the dream reality to the 
client. As a company, we are very committed 
to the client and our priority is the interests of 
customers before our own interests. Today, only 
global benefits matter, regardless of the essence 
of a distribution company - which is none other 
than having a pricing policy that protects our 
customers and guarantees their future.

In your opinion, what are 
the strong points of your 
company? What sets it apart 
from the competition, of 
which there is a lot in the 
market?
Mario Romero: We are 
very sure that Dreamlove 
brings added value to our 
customers. We offer 
products with a large 
profit margin, we protect 
our products in the internet 
market, we have ISO 9001 
installed with great quality 
controls, we provide 
technological tools that allow 
total business control, and 
most importantly, we have 
stock valued at more than 
10 million Euros.

What is the key to success in 
the distribution business right 
now? Customer service? 
Logistics? Product range?

Mario Romero: Success is born from the 
continuous work of many years; nothing 
is achieved in two days, all the value of 
success is based on the work achieved 
over the years: persistence, transparency 
and above all, working for the client instead 
of focusing on your own interests. Ever-
ything is a series of circumstances that add 
up, but even if you had the best logistics, 
the best products, you wouldn’t achieve 
anything if the team of people that were not 
the ideal.

What can you tell us about your clients? Is it 
mostly adult retailers, or do you also supply 
sales channels outside the erotic market?
Mario Romero: We cannot provide 
confidential company data, but we can say 
that we work primarily in the erotic products 
sector and sell to other specific sectors, like 
lingerie boutiques and pharmacies. 

Your range includes both, third-party brands 
and private brands. How are these two 
segments balanced? Has the emphasis on 
private brands increased?
Mario Romero: We have been placing 
greater emphasis our own brands and will 
continue to do so. During the last years, we 
did a great cleaning in our stores of brands 
that were not relevant. Our goal is to 
maintain the brands that we currently have, 
but we do not want to work with thousands 
of brands. We are going to focus only with 
the brands that we consider important. We 
are doing projects with each brand and 
establish dedicated work teams. This allows 
us to increase sales with all brands, be they 
ours or brands that we distribute.

Could you provide us with an overview of 
the third-party brands you carry?

How do you maintain success 
in a segment of the industry 
that never ceases to change 
and constantly places 
new challenges in your 
path - a segment such as 
the distribution business? 
Well, International Dreamlove 
have been successful since 
2007, so EAN turned to Mario 
Romero, General Manager 
of the distribution company, 
to find an answer to this big 
question.

As a company, we are 
very committed to the client
Mar io  R om ero  exp la in s  th e  c o rpo ra te  ph i l osoph y  o f  I n te rn a t ion a l  D rea mlov eexclusive

Miguel (CEO), 
Cristina (Design 
Department) 
and Mario (CEO)
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Mario Romero: We have more than 40 first-party 
brands and work with more than 50 third-party 
brands, but mainly we are distributors of Flesh-
light, Bijoux indiscrets, Pipedreams, and Lelo. We 
work with many brands, but the global business 
level focuses on these aforementioned brands.

What expectations do you have when adding 
suppliers and producers? What are the 
prerequisites third-parties have to meet to 
make it into the Dreamlove range?
Mario Romero: Today, we focus on suppliers 
that meet a series of technical and technological 
prerequisites. In addition, there must be a mutual 
trust that allows us to develop future projects. We 
don’t want any manufacturer or brand to not have 
control of their products anymore; for us, this is 
more essential, and it is the foundation on which 
we do all negotiations.

Do you have exclusive distribution agreements 
for certain brands?
Mario Romero: The most important deal this year 
has been OBSESSIVE. We closed an exclusivity 
agreement with them. We recommend this brand 
to any business that wants to present a great 
addition to their range of erotic toys. OBSESSIVE 
boosts the turnover of any store and can play 
an essential role in increasing the success of 
e-commerce and physical stores.

There is a lot of debate about the pros and cons 
of exclusive distribution. What is your stance on 
this topic?
Mario Romero: We believe that if a brand wants 
to develop business in a country, it is important 
to work exclusively with a distributor. Sometimes 
a brand doubles their turnover, and sometimes 
it doesn’t, it all depends on the product and the 
professionalism of the brand. We are ready to 
consider any brand under an exclusive contract.

Now let’s talk about your private brands: What 
products do you offer in this segment?
Mario Romero: Our main focus is on erotic 
toys, but we have also launched a lingerie 
brand this year, as well as exclusive products 
for pharmacies.

What makes your private brands special? 
What makes them different from similar 
products in the market? 

Mario Romero: Mainly, it is the design of the 
products. But the colour, the box that surrounds 
the product, and all the other aspects also add 
to the attractiveness. An erotic toy should offer 
a great experience to the consumer and we take 
care of every detail, regardless of the cost, but 
the curious thing is that our products still offer the 
most competitive prices. We have performed many 
tests in physical stores and the price set and the 
boxes make our products best sellers in any sales 
environment. So I’d say that is what mainly sets us 
apart from the rest.

Many members of the industry are critical of private 
labels because they take shelf space away from 
brand products while also eroding the traditional 
supply chain of producer-wholesaler-retailer. 
How do you respond to these criticisms?
Mario Romero: Those who criticise this business 
model basically do so because they have private 
interests and really consider it a threat. The 
important thing is to understand each business 
model and the importance of visibility within the 
entire market and the rest of the world.

What are your plans for the upcoming months?
Mario Romero: Continue working without slowing 
down and presenting more new products. 
Currently, our focus is on ensuring that we can 
supply all businesses at Christmas because that is 
the time of the year when sales increase the most.

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?
Mario Romero: Distribution has been changing 
in all industries. In the erotic sector, it will change 
radically because you have to protect physical 
stores on one hand, but on the other hand, it is 
also necessary to increase the volume of business 
online. The challenge in the nearest future will be 
to protect the distribution chain and control the 
channels. You cannot sell the same product in two 
equal channels; you have to differentiate between 
channels and adapt your product range to do 
justice to all products and all customers. And you 
have to protect the network of entrepreneurs who 
work with, and depend on distribution companies 
such as Dreamlove.               
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Olivia and Gene 
Allen, founders of 

Desire Technologies 
and inventors of the 

G-Spot Rx

„After half a decade of development, you 
are about to launch the G-Spot Rx. What kind 
of product can customers look forward to and 
which aspect makes it so special?
Gene Allen: Yes, it has been a long but 
rewarding journey. G-Spot Rx is a high-quality 
sexual aid unlike any other. The key is the  
Come-Hither Motion of the “fingertip”  
positioned at just the right place to mimic the 
human hand. There are also vibrators  
strategically placed to enhance the experience.
Most know the motion required for proper 
G-Spot stimulation, but until now, no one had 
created a vibrator to properly address the 
obvious issue.

What were the biggest challenges you faced 
during development?
Gene Allen: The biggest challenge by far  
was to engineer the proper balance between  
power, speed, and torque in such a small 
package. What was lacking in everything 
previously invented was the correct motion 
coupled with speed, endurance, and torque.

This October,  
supporters of the 
G-Spot RX crowdfunding 
campaign will receive 
their toys, and  
shortly after, Desire 
Technologies is also 
going start supplying 
retailers. Olivia and 
Gene Allen, the two 
masterminds behind 
the project, worked  
on the G-Spot RX for 
several years, and as 
they explain, their hard 
work has resulted in the 
best G spot stimulator 
on the market right 
now. Those are bold 
statements, but Gene 
Allen backs them up in 
our EAN interview.

G-Spot Rx is  
a high-quality sexual aid unlike any other
G-Sp ot  R x  V ib ra to r  h a s  rea c h ed  ma rket  ma tu r i t yexclusive

After 6 prototypes and much testing, we 
achieved this goal. The original idea of  
interchangeable attachments was not  
achievable at this time, but our testers  
uniformly said they liked the “finger” under  
the silicone far more. The current challenge  
is to get the word out far and wide!

The technology behind the G-Spot Rx  
has been patented. What exactly did you 
patent and how important is this patent to 
your business?
Gene Allen: Intellectual property is of course 
a great value to any business model. We have 
one allowed patent concerning the Come- 
Hither motion and strategic placement of the 
vibratory motors and numerous individual 
patents pending for each individual aspect.

Can you tell us a bit more about the other 
technical details that make G-Spot Rx  
stand out?
Gene Allen: I think the previous questions 
cover the technical aspects well. The  
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come-hither motion, uniquely placed vibrators, the 
speed, and endurance. Beyond that, what really 
stands out are the phenomenal results. My favourite 
example is one tester who had suffered from  
Anorgasmia (inability to reach orgasm) due to  
anti-depressants she has been taking for years.
She agreed to test G-Spot Rx even though she 
assured us that it, like all other methods, would fail 
unless she discontinued her meds, and that wasn’t 
an option. She enjoyed sex but had come to peace 
with the knowledge that orgasms were simply not 
achievable. She relayed to us that after a romantic 
evening with her partner, and some foreplay, they 
introduced G-Spot Rx Plus to the mix. She reached 
orgasm in about 7–10 minutes.
She attributed this amazing result to the steady 
rhythmic come -hither motion that was uninterrupted 
by the frailty of the human hand. And THAT is why 
I’ve spent the time and effort on this venture. Our 
vision is to truly make people’s lives better.

Besides the technical aspects, the design of a sex 
toy is obviously also very important. Why did you 
choose the materials and the design we can see in 
the final product?
Gene Allen: The materials were chosen with quality 
and safety in mind, Medical grade silicone, etc. The 
largest challenge of the design was to achieve the 
desired effects in a shape and package not only in 
a usable size, but also a familiar layout. In our case, 
form had to follow function, so I was very happy to 
achieve an exceptional performing product that is 
also ergonomic. 

You are offering two versions of the G-Spot Rx. How 
do they differ from each other?
Gene Allen: The difference is the added clitoral  
stimulator in the G-Spot Rx Plus. All other aspects 
are the same. We identified the desire by some to 
have the come hither-motion separate from the 
clitoral stimulation.

Some of our testers en-
joyed using their already 
owned clitoral vibrators in 
conjunction with G-Spot 
Rx. They liked being able 
to control the different 
sensations completely 
independent of one 
another.

When will the G-Spot 
Rx be available for your 
crowdfunding backers, 
and when will it arrive in 
retail stores?
Gene Allen: The first 
mass production run, I 
am VERY happy to report 
is now underway. We 

will be shipping the pre-orders next month, October 
2019. We are testing the retail market slowly with 
some local stores here in the New Orleans area  
with the first production run. We are also open to  
wholesale distribution under the right circumstances.

You are currently looking for a distribution partner 
in Europe. What requirements do you have for such 
collaborations?
Gene Allen: Those items would of course come 
with negotiation, but the main points would be 
respect of the intellectual property, price, and the 
way they would plan to present G-Spot Rx to their 
customers. Any interested parties may reach me at 
information@gspotrx.com

What will be the next step for G-Spot Rx?
Gene Allen: The immediate next step is to fulfil 
the pre-orders. We are also going to be launching 
a second Indiegogo campaign in the next couple 
of weeks to raise additional capital. We also have 
another product on the drawing board that I think 
everyone will love!

“MOST KNOW THE MOTION 

REQUIRED FOR PROPER 

G-SPOT STIMULATION, 

BUT UNTIL  NOW,  NO ONE 

HAD CREATED A  V IBRATOR 

TO PROPERLY ADDRESS 

THE OBVIOUS ISSUE.“
G E N E  A L L E N

Supporters of  
the crowdfunding 
campaign will be  
the first to get  
their hands on  
the G-Spot Rx
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Industry veteran Luzoralia Corvera lives up to her name with every second of, as she often 
calls it, ‚mi vida loca.‘ Luz, which fittingly translates to ‚light‘ in Spanish, is a bright, vi-
brant personality who‘s quickly climbed the ranks of the pleasure trade ever since kicking 
off from the mainstream beauty and make-up industry in 2015. A few moments with Luz 
are enough to showcase her seasoned marketing skills, constant creativity, and ability to 
charm customers and colleagues. Like most sex toy sales reps, Corvera was introduced to 
the industry by a high-ranking former manager who cherry-picked her for a position with 
a well-known luxury vibrator brand. Corvera built a reputable name for herself during her 
first pleasure gig, and then she was off and running each time a new opportunity came 
calling. Corvera‘s proficiency in Spanish coupled with a love of travel have given her a 
competitive edge. Major brands seeking a stronger foothold in the Latin American mar-
kets know they can count on Corvera to to mesh well with the local culture and provide 

expert product trainings in perfect Spanish. When Corvera isn‘t world traveling 
for work, you‘re still unlikely to find her in her Los Angeles home. It‘s hard to 

keep Corvera from hopping on a plane to knock off another country from 
her travel bucket list. The only thing that‘ll drag Corvera off her globe trot-
ting agenda is the chance to spend time with family, namely her 2 teen-
agers, a son and daughter, and an adorably chubby Dachshund named 
Lulu. Ever since setting foot in the sexual wellness business almost 5 
years ago, Corvera has proven her dedication to ethics and quality 
through the high-end brands she‘s chosen to represent. You‘ll never 
find Corvera behind the trade show booth of any manufacturer that 
doesn‘t share her sex-positive core values and promise superi-
or products and customer service every step of the way. In her 
latest career jump to the newly re-branded WOW Tech, Corvera 
has truly met her match in a well-rounded role that promises to 
bring out her best. Corvera is excited to announce her new po-
sition, which she officially began in September, and greet custo-
mer friends new and old as trade show season rolls on. Corvera 
gave EAN the privilege of nabbing her first interview since taking 

up office with the WOW Tech team. 

WOW Tech was the next 
best step in my career
L uz  C o r ve r a  j o in s  WOW Tec h  a s  Te r r i to r y  Ma n a g e r  o f  S outh  Amer i c a  a n d  th e  Wes te rn  U .S .exclusive

Luz Corvera, WOW 
Tech‘s new Territory 

Manager of South 
America and the 

Western U.S. 
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L U Z  C O R V E R A

„Give us a brief peek into your 
career history in the pleasure space; a 
little timeline, if you will, of your climb 
through your various jobs and 
positions.
Luz Corvera: 2015 - 2017~ Was my 
first job in the industry as Director of Sales for 
Jimmyjane (North America). I came from the Beauty 
world. I spent 15 years of my career in that world prior 
to landing at JimmyJane. At JimmyJane my main 
responsibilities were brand placement, trainings, 
events, and account management.
2017-2019 ~ Was my 2nd job in the industry as 
Director of Sales for Fun Factory USA (North & South 
America). I oversaw the North American team, helped 
the team open direct accounts, and focused on 
growing existing business and entering emerging 
markets in South America.
Present ~ WOW Tech Group as Territory Manager 
(South America & West America). At WOW Tech I will 
be focusing on building new accounts in the South 
American market and help out locally in West America. 
My goal is to grow South America to a point where it 
breaks off as whole freestanding territory and to work 
with store owners & distributors in helping them build 
our brands and be the #1 brand in that market as well.

What is your new, current role with WOW Tech and 
how did you land there after Fun Factory?
Luz Corvera: My new/ current role with WOW Tech is 
Territory Manager for South America & West America. I 
landed here through a customer of ours whom 
thought I would be a good fit for the role. The role sort 
of fell on my lap soon after that.

Why was WOW Tech the next best step for your 
career, and how are they a match with your goals, 
personal ethics and ideas about pleasure products?
Luz Corvera: WOW Tech was the next best step in 
my career as I wanted to use my communication skills, 
my attention to detail and my creativity combined with 
WOW Tech‘s unmatched technology, its innovation 

and consistency of introducing newness into the 
marketplace made it the perfect match. 

What unique skills will you be utilizing in this new 
position?
Luz Corvera: I will be using my Spanish to train, 
motivate and inspire accounts in South America like I 
have in the past few years in North America. I will be 
using my existing relationships to help grow our 
brands even more in the States and I will use my 
creative ideas for promos, spiffs and contests at the 
store level to help boost sales and keeping it exciting 
on the sales floors.

Tell us about the specific territory/countries you’ll be 
serving. What is the pleasure market like in these 
places? How are pleasure products received by the 
public?
Luz Corvera: I will be covering all of South America 
and West America. In South America I will be starting 
with: Argentina, Peru, Chile, Panama, Colombia, 
Brazil, Mexico. The pleasure market in these places is 
a little more reserved. Products require more 
explanation and getting product into this part of the 
world requires a lot more follow up.

What exciting new direction is Wow Tech 
taking in the next year or so? Are there any 
upcoming products or events you’d like to 
share?
Luz Corvera: WOW Tech is introducing a 
lot of new products and a new update to 
We-Connect, the app for We-Vibe. We will 
also be launching many new products in 
the We-Vibe and Womanizer lines. Stay 
tuned for new brands from WOW Tech.

This interview is 
contributed by 
Colleen Godin, 
EAN U.S. 
Correspondent
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„Would you mind introducing your company 
ES Doll and its products to our readers?
David Ge: Sure. ES Doll was started in 2008 
and is located in the US, with sale offices in 
the US and Europe. Our factory is located in 
China.  ES Doll is an international professional 
manufacturer specialised in the research, 
development, production, and sales of full-body, 
medical-silicone TPE sex dolls, and our number 
one priority is “Providing the best sex dolls to 
those seeking sexual satisfaction”.

ES Doll has been active in the market since 
2008. How have the company and the market 
for sex dolls changed during this time?
David: As we all know, there were no solid-body 
sex dolls at first; there were only inflatable dolls. 
Only much later, solid sex dolls were introduced 
to the market, and they have been innovated 
and improved ever since.

In 2008, our factory took up production of TPE 
& Silicone sex dolls. We only produced small 
quantities at first because the market had very 
few manufacturers of solid sex dolls. Five years 
later, the adult market started moving in a new 
direction, and the sales of TPE & silicone sex 
dolls began to gradually surpass the sales 
of inflatable dolls. These sex dolls were still 
not getting a lot of recognition, but it was the 
beginning of a new trend.
Another five years later, right around 2018, the 
sex doll market entered a stage of rapid growth. 
We also started facing new challenges as many 
competitors entered the market. Fortunately, 
ES Doll is an established manufacturer, and we 
have a perfect doll production system in place. 
We welcome new and existing customers to 
submit orders to us.

With more and more companies entering the 
sex doll market, what makes ES Doll stand out? 
Why should a retailer or a consumer by your 
dolls instead of turning to the competition?
David: First of all, we were one of the first 
manufacturers to enter the sex doll market. We 
have a lot of manufacturing experience, first-
class craftsmanship, and savvy team members.
Secondly, our range covers 80% of the products 
currently on the market, so we can meet the 
requirements of most customers.
Once again, we have a good reputation in the 
market. You can check the friendly comments 
of a large number of customers on the official 
website of esdoll.com, all of which have been 
left by certified buyers.

Sex dolls come in a lot of different shapes – 
from naturalistic to totally fantastic. But is there 
an underlining aesthetic? Or put differently: 
What is good sex doll design?
David: The design of sex dolls is based on the 
world‘s popular beauty standards, and beauty 

You’d be hard-pressed to 
find a product category that 
has seen growth as massive 
and dynamic as the sex doll 
segment in recent years. Until 
recently, those products were 
just a tiny blip on the radar of 
industry experts; now, dozens 
of companies are launching 
new models every month, and 
demand is growing along with 
the supply. David Ge is the 
CEO of ES Doll, a company 
that has been creating sex 
dolls for more than ten years. 
We interviewed him to learn 
how sex dolls became the 
phenomenon they are today.

We were one of the first manufacturers 
to enter the sex doll market
Dav id  Ge  p resen ts  ES  D o l l  a n d  th e i r  sex  do l l sexclusive

David Ge, CEO of ES Doll
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itself is part of aesthetics. All sex dolls are designed in 
varying shapes and sizes to cater to a vast audience.
There are two types of materials: SILICONE & TPE are 
most commonly used in the adult products industry, 
and both of these are soft materials as well.
The skeleton design varies depending on the suppliers 
& brand. Some of them can move up to 90% like a 
human skeleton, while others only approach 70%. 

How important is it for your customers to be able to 
customise their dolls?
David: ES Doll customers hail from all over the world. 
They pay special attention to the colour of the doll, the 
colour of the eyes, the shape of the vagina, whether it 
can stand upright, and the colour of the hair. Because 
every country has different aesthetic preferences, 
customisability of the dolls is especially important for 
online e-commerce websites. 

Even though each customer is unique and has 
unique ideas about his dream doll, how would you 
describe your average customer? Who buys a sex 
doll from ES Doll?

David: Our customers are generally single people, 
generally between the ages of 25-35, and there are also 
some lonely old people between the ages of 60-75.

It seems that in recent years, interest in sex dolls 
has skyrocketed, wouldn’t you agree? What are the 
reasons for this trend?
David: I absolutely agree. In our fast-moving society, 
everyone is busy with their own business, lacking 
daily companionship and communication. When 
people have time to relax, they need comfort, sexual 
stimulation, and they need to be able to relieve stress 
and have a good life.

Do you ship your dolls to any country around  
the world?
David: Our dolls ship from our Chinese factory. 90% 
of the world‘s dolls are produced in China, and there 
is no need to worry about any transportation and 
customs clearance issues.

Are you working with distributors or with retailers? 
Who should interested parties contact if they would 
like to do business with you?
David: In markets outside China, we have not 
developed collaborations with distributors as of 
yet. All dolls are sold directly ex factory, which 
can mean a great price advantage for customers. 
If you want to buy dolls, please go directly to our 
factory‘s official website https://www.esdoll.com  
and place an order. Your order will be forwarded 
directly to the factory, and the order production 
time and delivery time are shorter relative to the 
distributor‘s website channel.

One big topic in the doll segment right now is AI and 
sex robots. Where do you see the industry right now 
in this regard? Is it realistic to expect to own a sex 
robot in the near future?
David: At present, realistic sex dolls have entered 
the lives of many people. But technology is 
improving, and the users’ requirements are also 
growing. As long the realistic love dolls cannot 
communicate with you and are without a heartbeat, 
you will always feel certain shortcomings. Can 
you imagine that in the future, the beautiful people 
coming and going on the street, dressed and 
beautiful, talkative, efficient and loving life, with legal 
resident status, rights, and obligations, might in fact 
be artificial sex robots? There are bold predictions 
that by, 2050 humans will be able to marry their 
favourite robot.
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VIBES OF LOVE
Nine brightly coloured toys were recently added to the
Vibes of Love collection by Dream Toys. Most have a 
pretty quirky design and particular functions. 
They will attract the attention of customers with 
experience, who are looking for specific functions or for 
toys that stand out from the crowd. These new love toys 
are available in the Tonga web shop now.
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„What‘s the story behind your brick-and-
mortar shops?
Tim Richardson: I opened my first shop in 
Brighton in 2003. Taboo was ahead of its 
time, it was the first adult shop that had a real 
‚boutique feel‘ up until that point all the adult 
shops in the UK had a very old school look 
and were totally aimed at a male clientele. We 
were female friendly and female staffed. Other 
shops have since followed the Taboo look 
and ethos. I wanted to do something new and 
groundbreaking within the retail adult sector 
and feel that I achieved what I was trying to do 
and Taboo still stands out as unique.

How did the whole reality TV show thing  
come about? 
Tim Richardson: We were approached around 
5 years ago by Channel 4 and did some taster 
filming but the timing wasn‘t right as C4 felt 
they had ‚to much sex‘ on the channel at that 
time. They came back to us 7 months ago and 
asked if we were still interested and of course 
we said yes! 

Tim Richardson might just be the pleasure industry‘s newest token celebrity. The sex shop boss and mastermind behind 
Brighton‘s three favorite adult boutiques – Lust and two others called Taboo – has been named, among many star-studded titles, 
an official Unsung Hero of the Month by The Brighton Source news magazine.  After all, it takes a real man to understand that 
when it comes to sex shop merchandising, ‚you don’t need a great big dildo in the window,‘ Richardson says in his interview 
with The Brighton Source. ‚It would put people off.‘ Richardson‘s true spotlight, however, shines brightest on the U.K.‘s Channel 
4 documentary, A Very British Sex Shop. The Guardian titles this wild romp of a reality series ‚behind the scenes of a dildo 
dynasty.‘  Guardian TV reviewer Lucy Mangan says the show begs at least a few very important questions while bouncing 
between emotional family drama and cheerful, comedic romps on the sales floor. ‚What is the difference between a fixed and a 
removable vagina and, if it’s the obvious, wouldn’t you want the latter for hygiene purposes?‘ Mangan writes. ‚We might as well 
have Brexit if no one’s thought to regulate this.‘ The show centers on Richardson, his ex-wife Nancy, and current flame Calandra, 
the three of whom run the show at Richardson‘s three shops; an arrangement that The Guardian says is, rather obviously, rife 
with tension and hilarity (though business still runs along quite well despite the odds). Staff member Jessica along with Tim and 
Nancy‘s children, Kizzy and Taz, round out the group of eclectic lead staff who are as delightfully colorful as Richardson‘s dildo-
decked shop walls. Though Richardson is looking forward to handing off the family biz to son Taz, it seems the young chap has 
other plans to get into music production. But like the future of the pleasure industry itself, only time will tell if Taz winds up falling 
(reluctantly) in love with selling sex toys after all. EAN gave Richardson a friendly poke (pun totally intended) to reveal a bit of life 
behind-the-scenes of the U.K‘s favorite family businesses and most talked-about reality docu-drama.

I wanted to do something new and 
groundbreaking within the retail adult sector

Tim  R i cha r dson  re f l ec t s  on  l i f e  a n d  bus in ess  a s  th e  UK ‘ s  l a tes t  r ea l i t y  sex  toy  s ta rexclusive

Tim Richardson, 
owner of 3 bricks 
& mortar stores in 

Brighton, UK 
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What was it like filming the show? What did your family 
and staff think of the experience?
Tim Richardson: It was incredibly time-consuming, 
filming every day for nearly 2 months for a 1-hour pilot. 
We actually filmed over 55 hours for a 1-hour show! 
It was intrusive by nature as it had to be real. We all 
enjoyed the process and after a week or 2 of filming, 
you actually forget that the cameras are there which 
can be dangerous!!! We all enjoyed the process and 
are very happy with the end result!

So just what are Brits buying at the sex shop these 
days? Are there any brand names or product types 
that are particularly popular? 
Tim Richardson: To be totally honest they are not 
‚brand‘ driven, but more price driven. They want a 
good quality toy at a good price. Some years ago 
people would come in and ask for Lelo or Fun Factory 
but they don‘t seem to do that anymore.

Have you set up your shops to be different based on 
where they’re located? If so, who are the customer 
bases for each, and how do they differ in what they buy?
Tim Richardson: I own 3 shops in total, two Taboo‘s 
and one called Lust, all 3 are in Brighton. Taboo‘s 
are licensed sex shops which mean we sell DVDs at 
those branches. Lust is a much more light-hearted 
shop aimed at people who are a bit nervous about 
walking into what blatantly looks like a sex shop. Lust 
sells more novelty items in the front of the shop with 
the more sexy item on the upper floors. Brighton is a 
tourist destination and Lust is situated in the heart of 
the North Laines which is the boutique independent 
shopping area in Brighton.

You must have a humorous story or two now that you 
and your shops are “famous” from the reality show. 
Please share one of your favorites. 
Tim Richardson: I never thought that I would be 
asked for selfies in my shop while holding a dildo!

What are your plans to continue 
growing your businesses over the next 
few years?
Tim Richardson: We have been buil-
ding a new sex-positive social media 
platform called lovegivr.com. It will be a 
place for people to socialise and shop. 
It‘s a ground-breaker for adult brands 
who cannot promote their products on 
current platforms due to censorship.

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

The protagonists of 
Channel 4‘s 'A Very 
British Sex Shop‘

“ I  NEVER THOUGHT THAT 

I  WOULD BE ASKED FOR 

SELFIES  IN  MY SHOP 

WHILE  HOLDING A  D ILDO!”
T I M  R I C H A R D S O N
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„Maia Toys is an industry veteran brand, but 
how is the company positioning itself in the 
here-and-now, after years of re-branding?
Zach Smith: Maia‘s mission and philosophy 
is to create quality products at an affordable 
price. We want to be accessible to anyone 
regardless of their financial standings, but we 
also want to keep that feel of a high end bou-
tique brand. We are not cheap by any means, 
but we are fortunate enough to have the option 
to offer a great product at a price that is ac-
ceptable for anyone. Also since I have started, 
I have begun to focus on making Maia more of 
a lifestyle brand as opposed to just a sex toy 
company. My goal 5-7 years down the road is 
that the average person recognizes our logo, 
and doesn‘t necessarily associate it with adult 
products, but associates it with wellness and 
status. There are a few different companies 
that we model our M.O. off of and they really 
aren‘t adult companies.

Your mom, Lisa Hanna, is one of the most well-
known (and loved) faces in the adult industry. 
How did you decide to follow in her footsteps?
Zach: I have always been interested in coming 
into the adult industry and for as long as I can 
remember, I have been around it somehow. I 
was always intrigued by the business, because 
I saw what went into day to day operations, 
but my mom was hesitant to let me join the 
industry. As I grew up, even though I was really 
interested in it, I didn‘t really plan to be doing 
this. In high school I was really into art and 
digital graphic design. Before I came into the 
industry, I had been at a couple trade shows, 
and I saw all the amazing booths and setups. I 
really got inspired by everything I saw. I would 
do store visits and see incredible displays and 
definitely got inspired by them. Even before 
I got into the industry, I was bursting at the 
seams with ideas and suggestions.

Maia Toys has been testing the waters of re-branding for the last 4-plus 
years, and it seems the right formula was all in the family all along. Lead 
by VP of Sales Lisa Hanna, the company navigated a twisting road of new 
product launches, redesigned packaging and retailer displays, and better 
focus on customer service. While the brand grew in myriad new directions, 
something was still missing. That something turned out to be Zach Smith, 
a talented, new college grad and charismatic brand representative who 
is, unsurprisingly, also Lisa Hanna‘s son. With Hanna holding down top 
customer accounts and her fiance, Gib Pallay, managing international sales 
efforts, the young Smith was the missing puzzle piece that completed the 
Maia trifecta. With Smith chiming in on everything from social media to 
product photography to hyping the Maia mission at events, the company has 
finally found their flow. Smith is breathing new life into this classic brand and 
turning heads with provocative toy designs that have forever changed the 
trajectory of Maia Toys‘ future. Smith talks with EAN about his plans to turn 
Maia into a recognizable pillar of all things wellness.

I‘ve begun to focus on making Maia Toys more of a 
lifestyle brand as opposed to just a sex toy company

Br and  Am bas s ad o r  Zach  S mi th  b r i n g s  youth f u l  ma rket  kn ow ledg e  a n d  a  f resh  a pp roa c h  to  Ma ia  Toysexclusive

Zach Smith, Maia 
Toys‘ new Brand 

Ambassador 
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What skills and new market outlooks are you excited 
to bring to the Maia team?
Zach: I ended up going to school for visual 
communications at Ohio university, and shortly after 
I started in this industry with Maia. With proficient 
knowledge in Photoshop and InDesign, I started 
handling our graphic design/marketing work. I started 
taking all of our product photos, making graphics for 
the website, growing our Facebook following, and 
working with the team to create new boutique style 
packaging. In the beginning I also focused on making 
connections with social media influencers and other 
agencies that would help with getting our name out 
there. I am offering a creative, young approach to 
the company. I‘m trying to keep it fun and keep our 
customers engaged.

Maia has released countless new designs over the last 
year or so, though the Jessi 420 cannabis-themed 
bullet vibe stands out in particular. How did your team 
decide to create such a market crossover toy?
Zach: Maia Toys came up with the ideas for the Jessi 
420 for a couple reasons. We wanted to create a 
toy in our line that promoted the benefits of using 
cannabis with sex. We are also starting to see the 
two pleasure industries merge, with products like 
CBD lubricants and massage oils gaining popularity, 
so we figured why not make a pleasure product to go 
with those items! And of course we big advocates of 
cannabis so we figured what better way to promote 
the plant than put it on a product! We are hoping 

to turn both cannabis and sex into mainstream 
industries by putting it out there for the world to have. 
Being in the adult industry, also means we are a part 
of a counterculture much like cannabis and smoke 
accessories. We believe in working together to 
normalize our industries and hopefully soon be able 
to see this stuff in your local stores.

Tell us about the Jessi 420 (besides those eye-
catching marijuana leaf illustrations that encircle it). 
What can consumers look forward to experiencing 
with this vibe?
Zach: Jessi‘s inner workings are much better than 
the patterns it displays. The Jessi comes in 4 colors 
and 2 cannabis themed patterns. The insides feature 
our Supercharged Maia Motor that gives the user 
a deep rumbling vibration. Even though the Jessi is 
small, it is still extremely powerful. The user can pick 
from 3 speeds, and 7 different vibrating patterns. It 
is rechargeable and submersible. The Jessi is truly a 
do-it-all type of toy, and we are extremely proud of it.

How has the Jessi 420 been received by consumer 
audiences thus far? Have cannabis fans been 
clamoring for it?
Zach: Most positive comments come from other 
advocates of cannabis and sex. We find ourselves 
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talking a lot about the benefits of cannabis when 
used during sex with customers, or even other 
companies that are starting to make CBD infused 
products. We have gotten positive comments from 
most everyone, regardless of their age or gender. 
We think that cannabis is something that almost 
everyone can connect with or relate to. We decided 
to take the Jessi 420 and a few other products to a 
cannabis themed counterculture trade show. It was 
a great time being able to teach individuals things 
about pleasure and adult products that they hadn’t 
known prior. One person looked at the Jessi 420 for 
a few seconds, and with a puzzled look on his face, 
he continues to look around the trade show booth. 
Finally he grabs a business card, picks up the Jessi 
420 and asks, ‚How do you smoke this?‘

What can the industry expect from the new face of 
Maia Toys over the coming years?
Zach: Maia wants the industry to know that we are 
only just beginning. We listen to the customers needs 
and wants and try to accommodate to them. We are 

coming out with new products all the time, and they 
aren‘t just your run of the mill rabbits and vibes. We 
try to make each toy unique in a way that will make it 
stand apart from other products on the shelves. We 
have a lot to look forward to as a company and our 
customers definitely have a lot to look forward to. We 
listen to popular trends, and have a lot of ideas up 
our sleeves. We are ready to take over as one of the 
leading boutique brands in the industry!               

This interview is contributed 
by Colleen Godin, EAN U.S. 
Correspondent
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„Slagwerk Atelier manufactures “Serious 
Whips for Serious People”, as you say on 
your website. How did you get to make 
handmade luxury whips and what’s so 
serious about them?
Ed Eustatia: Slagwerk Atelier was founded 
in 2018 due the lack of quality BDSM gear 
for a reasonable price. When I searched the 
internet, I could not find any good quality 
leather whips; what I found instead were 
mass products from the Far East. When I 
decided to order a few whips from a famous 
website we all know, I was shocked what I 
actually got for my money!
Most of the products I received were made 
out of poor-quality, artificial dry leather and 
came in all fancy colours carrying an awful 
chemical smell. I tested those whips on a 
punching bag…. None of the whips survived 
and they fall apart in pieces.
Clearly not what I was looking for! I wanted 
some nice and un-coloured, long-lasting 
leather whips.
That desire brought me to a few websites 
from the USA. After doing research on 
these websites, I found that high-quality, 
handmade leather whips are quite expensive 
and only few cost under $300.00. I talked to 
many people who did live a serious BDSM 
lifestyle and they told me the same story.
A new idea was born. I would make my own 
whips!
I called a good friend of my, Mister Rob 

Strieder, who owned a 115-years 
old family business, Strieder 
Leather Trading, in Rotterdam/
Bergschenhoek and talked to him 

about my plan of making high-
quality leather whips.

He gave me a few metres of his finest 

Italian leather and I went home. After a 
few weeks I had manufactured six leather 
Floggers, three leather Spanking Tools 
made out of Dutch wood and braided 
Italian leather, two leather Strokers, and one 
Bullwhip.
I gave all of these items to a well-known 
dominatrix in the Netherlands who was a 
good friend and asked her to test them and 
let me know what she thought about it. After 
a week she came to visit me and told me 
that she never had used heavy duty materials 
like this before and asked me if I could make 
a few more, so I did.
After a few days, I received a phone call from 
her. She was doing a BDSM session in a 
well-known BDSM club in Holland, and the 
owner wanted to know where she got those 
whips.
After telling him they were handmade by me, 
everything went very quickly. Many people 
and even shops and BDSM clubs started 
asking me to make them a few of these 
whips and Slagwerk Atelier was born.
Because we take our products very seriously 
and because we use heavy-duty materials, 
we came up with the slogan ‘Serious Whips 
for Serious People’.

Could you tell us a bit more about yourself 
and the team behind Slagwerk?
Ed Eustatia: Before I started Slagwerk 
Atelier I was busy water skiing and selling 
speedboats, outboards, and different gear 
for water sports. Water sports is one of 
my passions, the speed and being out in 
nature gives me a fantastic thrill! I still own a 
barefoot boat and sometimes, when there is 
a little spare time, I hit the water with my son.
For almost six months, I ran Slagwerk Atelier 

When Ed Eustatia started 
Slagwerk Atelier, he did so 
because he was dissatisfied. 
Dissatisfied with the quality 
of the whips that were cheap 
to buy but tended to fall apart 
after a very short period of 
time. Dissatisfied with the  
extreme prices you had to pay 
if you wanted to import whips 
of better quality from the 
United States. His solution to 
these problems was starting 
his own business and creating 
whips that are both affordable 
and high-quality. In our  
interview, we talk about the 
creation of Slagwerk, about 
Ed’s products, and about the 
importance of quality in the 
BDSM segment.

We want to keep our products exclusive  
and our quality standards high

E d  E us ta t i a  p resen ts  h a n d-ma de  h ig h -qua l i t y  w h ipsexclusive
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by myself. After that, Slagwerk Atelier was moving 
more into the spotlight and the orders really started 
coming in, so I called in the help of my son Joshua. 
Together, we manufacture all the products.

What does your design process look like?
Ed Eustatia: If I had to summarise the design 
process, I would say that we care about and listen 
to our users. Every design we make we give out to 
our testers first. They give us feedback about the 
products so we can fine tune our stuff. No design 
would leave our chop shop without their approval. 
Not even one!

Following this question, what do you think defines 
the quality of a whip?
Ed Eustatia: Definitely the materials you use. We 
don’t use any glue or other toxic chemicals to get 
it all together. We only use the finest handpicked 
Dutch & Italian leather and all our rubber is free of 
toxics.
It’s not just the look and the quality that our users 

love about our whips. Often, we hear that it’s also 
the fantastic leather and rubber smell our products 
have. All of that, and lots of love on top give our 
product that extra special touch, and it gives you 
the feeling of a real Slagwerk Atelier whip.

You also offer to create branded whips for other 
companies or people. Which services do you offer 
exactly and what do they cost?
Ed Eustatia: Correct, we do co-branding! If we 
decide to sell our whips in a particular shop, 
we give our clients the opportunity to brand the 
products with their own name or logo.
We only charge a very small extra fee for this 
service. Don’t get me wrong here… Our own 
logo is always on our products to make sure 
the customers know they are buying an original 
Slagwerk Atelier whip.

Can companies also order complete whip designs 
from you or just the branding?
Ed Eustatia: We do manufacture custom designs 
for our clients as long that design is reasonable to 
work with. 

Most erotic products today are mass-produced 
in factories in the Far East. Do you think we 
are seeing a counter trend right now, with 
manufacturers like yourself?
Ed Eustatia: Definitely! More and more people are 
looking for higher quality gear and are willing to pay a 
little more money for an exclusive real leather or rubber 
item. For example, if you buy a €110.00 Slagwerk 
Atelier whip and use it twice a week for let’s say 5 
years (520 times) you pay €0.21 cents per session.
For that small amount of money, you have the 
exclusivity of a whip that looks & works great. Now try 
that with a $50.00 mass product from the Far East.

Another topic that has been widely discussed 
recently is whether or not the acceptance of BDSM 
is rising and which role the Fifty Shades books 
played here. What is your opinion on this matter?
Ed Eustatia: BDSM is definitely more accepted 
these days after the Fifty Shades of Grey hype. We 
see more people getting interested in BDSM who 
are not ashamed anymore to talk about it.
Kinky BDSM parties are taking place all over 
the country now, and they are sold out weeks, 
sometimes months in advance.
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Where can retailers turn to if they want to sell 
your whips in their shops? Are you working with 
distributors?
Ed Eustatia: We do not work with distributors. 
Retailers are welcome to contact us if they are 
interested in selling our products in their shops, 
but we don’t do wholesale. We want to keep our 
products exclusive and our quality standards high. 
We choose quality over quantity!

Slagwerk is a relatively young company, founded in 
2018. What are your goals for the near future?
Ed Eustatia: We keep on innovating and designing 
new products. Every Slagwerk Atelier whip is 
unique and made with our own hands. We keep 
Slagwerk Atelier a relatively small company for a 
reason - quality over quantity.

“BECAUSE  WE  TAKE  OUR 

PRODUCTS  VERY  SER IOUSLY  AND 

BECAUSE  WE  USE  HEAVY-DUTY 

MATERIALS ,  WE  CAME  UP  WITH 

THE  SLOGAN  ‘SER IOUS  WHIPS 

FOR  SER IOUS  PEOPLE ’ . ”
E D  E U S TAT I A
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„What’s the origin story 
behind Organic Loven? 

Taylor Sparks: I‘m a Certified Holistic 
Aromatherapist and several years ago, I had 
developed a line of 16 organic and eco-fri-
endly products designed for elite athletes 
for my company, Skin Care for Athletes. 
My husband and I had started traveling on 
adults-only cruises and attending adults-on-
ly resorts and noticed that the vendors 
were selling chemical based intimate body 
products and sex toys made of some terrible 
materials. Luxury lifestyle vacations, an 
adults-only travel agency, commissioned 
me to produce a private label line of organic 
sensual massage oils and body washes. 
Once completed, we had no place to sell 
them, as I had a skin care for athletes com-
pany and they had a travel agency. So with 
their support I launched Organic Loven, a 
company specializing in organic and eco-fri-
endly intimate body products, body-safe sex 
toys, sex positive books and erotic educa-
tional seminars. Five years ago we started 
with their 2 products and now we have more 

than 800 products, representing more than 
75 brands. 
I‘m also the founder of Sisters of Sexuality.
com, a site whose mission to educate, 
entertain and inform you in all areas of sex, 
sexuality, sexual health, orgasmic energy, 
kink, relationships and business

How did you eventually work your way into 
doing sex-ed presentations?
Taylor: I‘m certified in Human Behavior with 
15 years of corporate training. After I laun-
ched Organic Loven, I decided it would be 
best to wrap the information and introduction 
of these products around a fun and interac-
tive seminar. Through my corporate training I 
knew that adults learn best with humor. 
On the swinger cruises, adult expos, etc, 
there are many, many seminars to choo-
se from. So I named my seminar one that 
would stand out: ‚How To Make Good Pussy, 
Better!‘ Participants can learn how to have 
great sex and safer sex using vegan and 
organic products, and find out ingredients 
that should never, ever enter the ‚precious 

Organic Loven makes a promise almost no other online shop can: your purchase is 
guaranteed to be good for you. Taylor Sparks, the company founder and lead Erotic 
Educator and Sex Goddess, thinks nasty pleasure product ingredients have finally met 
their match. Sparks, a multi-disciplinary sex educator and adults-only event planner, 
has spent countless hours as both buyer and consumer. Her knowledge-gathering  
has become the cornerstone upon which her entire brand revolves. Though the  
pleasure industry is undoubtedly steering away from toxic toys and rash-inducing 
lubes, Sparks takes this approach to a much-needed extreme. Her retail lube brands 
are free of petroleum, glycerin, parabens, and any harmful chemicals that most FDA 
agents still gloss over. Sparks‘ sex toy line-up is similarly devoid of jelly, phthalates, 
vinyl, PVC, and plasticizers. Sparks combs her products‘ ingredients list with a 
fine-toothed comb and customers have flocked to OrganicLoven.com in jubilant 
response. Sparks is a sexual wellness pioneer, bridging the retailer and adults-only 
events spaces and creating incredible brand recognition for her manufacturer 
partners. Here, Sparks divulges the secrets of running an ethically-accountable 
business that always remains several steps head of the market.

It was just a matter of time before organic and 
eco-friendly brands crept their way into the bedroom

Tay lo r  Sp a r ks  t a lks  body-sa f e  toy  t ren ds  a n d  th e  impor ta n c e  o f  h o l i s t i c  sexua l  hea l thexclusive

Taylor Sparks, founder 
of OrganicLoven.com
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petals.‘ The fun really takes off with a live demo of 
our top selling Liberator sex pillows and shapes. 
It is my most popular seminar! You can see some 
clips from my seminars via my media kit and on my 
Organic Loven YouTube channel. I also present: 
‚Spanking For Lovers‘, ‚Your Ass Or Mine: 
An Ass-piring Seminar on the 
culture, anatomy and 
positions of spanking‘. 
It is based on the book 
‚Spanking For Lovers‘ 
by Janet W. Hardy and 
she has given me her 
blessings. This seminar is 
less BDSM and explores 
more erotic ways to use 
spanking in the bedroom.

Tell us about the events you 
produce that supplement 
your online shop and sexuality 
mission.
Taylor: We currently co-pro-
duce and/or sell into several 
adults-only (lifestyle/swinger/bdsm) events and 
cruises a year. They are in the USA, the Caribbean 
and around the world. These events give me, as 
an educator and sex goddess, the opportunity 
to present my seminars that both entertain and 
educate those attending the events. Organic Loven 
also sponsors playrooms, and sets up/enhances 
playrooms by including the Liberator sex pillows, 
organic lubricants and vegan condoms. These 
events allows me to educate the attendees on the 
dangers of chemical-based intimate body products 
and show the newest body safe sex toys as well as 
products that focus on sexual health and wellness.

Why ‚organic?‘ Why is this so important to consu-
mers nowadays?
Taylor: Because of my background, I understand 
the harm that the many chemicals in intimate body 
products can do to a vagina, anus and the skin. 
So many of these chemicals are designated as 
G.R.A.S. (generally regarded as safe) by the FDA, 
meaning that if thousands of people don‘t have a 
reported issue, they stay in the market. Others who 
have itching, scratching, burning, etc are deemed 
as ‚sensitive‘. This is why you will see the disc-
laimer: If you have itching, scratching or burning, 
please discontinue use. I am the only erotic educa-
tor in the open lifestyle and swinger community 

educating clients on these chemicals and letting 
them know about the healthier alternatives. 
What pleasure products are you currently pro-

moting in your shop and at your events? What 
makes them worthy of your praise?
Taylor: The Jnaja cockring by Velv‘or - It is an 
ergonomic cock ring that encircles both the 
cock and the balls and has an additional ‚tail‘ 
piece that stimulates the mans‘ perineum, 
giving him a much more intense orgasm. The 
purpose of a cock ring is to ‚slow down‘ the 
blood flow to keep the penis harder longer. 
When properly cock fitted, which I perso-
nally offer at the events, it can be worn all 
day! This can also be a wonderful sexual 
health product as it works great for men 
that may not have an issue getting an 
erection, but keeping an erection.
The Throws of Passion Pleasure Blan-

ket - This is not a sex toy but a great necessity! 
If you‘ve ever had to sleep in the ‚wet spot‘, you 
will love this. We typically use towels, whose only 
purpose is to absorb, no matter how many we put 
down. Designed by The Sexy Lifestyle, it keeps 
any bodily fluids or lubricants or oils from seeping 
through, so it protects your sheets and mattress. 
Best thing, it‘s machine washable!
Crave Vesper Bullet Vibrator - This elegant neck-
lace bullet vibrator is still in high demand. It is so 

“BECAUSE  OF  MY 

BACKGROUND,  I 

UNDERSTAND  THE 

HARM THAT  THE  MANY 

CHEMICALS  IN  INTIMATE 

BODY  PRODUCTS  CAN  DO 

TO  A  VAG INA ,  ANUS  AND 

THE  SK IN . “
TAY LO R  S PA R K S

The founders of 
www.sistersofsexuality.com: 
Parish Michelle Blair 
and Taylor Sparks 
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unassuming and simple that you can wear it to 
school, or to dinner with your mother-in-law and no 
one would have a clue! It is perfect for those that 
enjoy external stimulation!

What are some of your most popular toys right 
now with your customers at Organic Loven and 
with event attendees?
Taylor: As you can imagine, new toys come on the 
market almost quarterly, so when I introduce a new 
toy at an event, it can become very popular. The 
Pocket Pulse by Hot Octopuss does very well. It‘s 
a male masturbator, waterproof and easy to use. It 
is particularly easy for men who may have mobility 
issues or erectile dysfunction. It is one of those 
products that enhances sexual health.
Our number-one and number-two lubricants are 
by Good Clean Love - Almost Naked and Sli-
quids Oceanics. Similar to men‘s products, when 
something new comes out, word spreads fast. For 
women, the Vesper by Crave is our number-one 
seller. I sell most of them at the events where 
people can actually see and feel them. Secondly, 
would be the Liberator Jaz sex pillow. Not a toy, 
but due to my demonstration, we sell a good deal 
of them! Plus they are travel friendly. Another hot 
seller, due to my demo, is the Lube Launcher! It 
is the greatest invention since the toaster. It aids 
in adding a good amount of lubricant high into 
the vagina (or anus) and works it way down while 
indulging in sex, alleviating the need to re-lube 
often! Lastly, the newest toy/non-toy on the market 
is the Hi Massager! It is a huge, large massager 
that isn‘t a vibrator. It‘s not sexy...at all...but very, 
very functional. Invented by a neuroscientist to 
help his wife break up her scar tissue in her pelvis 
due to surgery, it‘s a very deep, rumbly massa-
ger. It worked so deeply through her muscles and 
straight through to her internal clitoris that she had 
the most intense orgasm ever! The Hi Massager 
was born!  

From a mixed perspective as a retailer and an 
adult product consumer, what are some products 
that you’d highly recommend, regardless of price 
point?
Taylor: I highly recommend our CBD (cannabidiol 
infused) products. CBD massage oils, intimate oils 
and sub-lingual tinctures are great for the body‘s 
overall health, sexually 

enhancing, and reduction of inflammation in pain, 
anxiety and depression.

What’s next in adult retail? What do you predict as 
someone who is constantly watching trends?
Taylor: I believe that there will be more organic 
intimate body products. So many industries have 
started producing or converting their brands to 
organic/eco-friendly that is was just a matter of 
time before it crept it‘s way into the bedroom. 
People are becoming more and more educated on 
the dangers of bodily chemicals AND the brands 
that test on animals. They‘re more and more 
seeking cruelty-free products, environmentally safe 
products and healthy body products. 

What other coming projects are you excited to 
announce to the industry?
Taylor: Our ‚Sisters of Sexuality: Five Shades of 
Play radio show‘ that we launched last October on 
the Sexy Lifestyle/Voice America platform with my 
co-founder, Parish Michelle Blair. We currently have 
more than 55,000 listeners in 45 countries!  We 
can also be heard on all podcasts: ITunes, Stitcher, 
Spotify and Google Play.

This interview is  
contributed by  
Colleen Godin, EAN 
U.S. Correspondent
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eroFame 2019 part 4
Hauke Christiansen (ORION), Huda Lutz (eroFame, Sven 
Jacobsen (ORION), and Peter Heimerdinger (eroFame) Werner Tiburtius hosted the sweepstakes at the ST RUBBER stand
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After the awards ceremony: group photo at the pjur stand

Klaus Pedersen (MaleEdge & Jes-Extender) was named 'Businessman of the Year‘

The erotic industry knows how to party
Steven Bannister (BMS Factory) and  
his 'Lifetime Achievement Award‘

Leigh Dedhar (Doxy) 

O‘zapft is – Huda Lutz and Wieland Hofmeister 
(eroFame) kicked off the eroFame Oktoberfest 



w w w . e a n - o n l i n e . c o m  •  1 1 / 2 0 1 9240

E V E N T

A very special birthday cake

At the eroFame Oktoberfest: Huda Lutz (eroFame),  
Sharon Lakomy (eroFame), and Nichole Grossmann (CalExotics)

Tasteful: the eroFame presentation of intt cosmetics 

Ryan Fraga (Oxballs) at the presentation of the  
'Best Product Design Concept‘ Award for the hünkyjunk line 

Happy faces at Lovely Planet: strap-on-me was the 
'Most Innovative Product Line‘ of the show and Wonderlove won 'Best Couples Toy‘

Elsa Viegas (Bijoux Indiscrets) was the proud 
recipient of the 'Best Branding‘ award
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Eye catcher: the stand of International Dreamlove 

Nichole Grossmann (CalEexotics) with the  
award for 'Sexual Health Product of the Year‘

Many wanted it, Pipedream took it home: the award in the 'Product of the Year‘ category

Surprise for Mark Lawrence and Nigel Glenn (FETCH) 

Success for Evolved: 'Barely Bare‘ dominated the category 'Best New Product Line: Lingerie‘

Proud award winners: the team of RCC Wholesale 



EUROPEANS LARGEST
DISTRIBUTEUR OF XR BRANDS

    35 COLLECTIONS
    BEST SERVICE
    BEST PRICING

W W W . E D C W H O L E S A L E . C O M

  EDC Wholesale  |  Phoenixweg 6  |  9641 KS Veendam  |  the Netherlands
Phone +31 (0) 598 690 453  |  sales@edcwholesale.com  |  www.edcwholesale.com
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Mike Dombrowski (Rubberlin) 
The guests of the eroFame Oktoberfest had a great time,  
delighting in Bavarian delicacies and free beer

Bijoux Indiscrets received an award in recognition  
of their outstanding branding efforts

The award for 'Retailer of the Year: E-Commerce‘ went to Amorelie 

'Lingerie Company of the Year‘: Leg Avenue Europe Rocks-Off were visibly happy about the EAN Award for 'Sex Toy Manufacturer of the Year‘
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Huda Lutz and Sharon Lakomy at the raffle during Infa

Under a spell: the Shunga team

Fashion show at the 'Modern Feelings‘ area

hünkyjunk triumphed in the 'Best Product Design Concept‘ category

Sticking with last year’s concept, the companies presented  
their products at a joint stand under the 'Modern Feelings‘ banner
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„How is your dog?
Elsa Viegas: She’s perfect! Old and crazy 
in equal parts. Missy is my beautiful English 
bull terrier and I’m madly in love with her. 

What was your childhood ambition? 
Elsa Viegas: To be obscenely rich!

How did you get into the love toy industry? 
Elsa Viegas: I guess by chance and by 
fate! I was always a silent activist for gender 
equality especially in the pleasure territory 
and when you are young it means being dif-
ferent and fighting all the time for what you 
believe is fair. Somehow, when the oppor-
tunity arrived and I got the chance of getting 
into the love toy industry I had no doubts!

If you weren’t in this industry, what would 
you be doing now? 
Elsa Viegas: I really don’t know. I love what 
I do. I can‘t imagine myself elsewhere now! 

What was the biggest step in your career? 
Elsa Viegas: Founding Bijoux Indiscrets. Being 
surrounded by amazing and fierce women like 
the ones in my team and so many other people 
that I had the chance of meeting by having a 
company in the erotic industry! Other remar-
kable moment is when someone tells me how 
much fun they had with the Bijoux products, or 
that they love the brand, or being invited to a 
talk… this gives meaning to my work!

Where do you see yourself in 10 years’ time? 
Elsa Viegas: I imagine myself doing what I 
love but with more free time! 

How do you envision the future of the 
sex toy industry? 
Elsa Viegas: As I see society and how 
‚alone‘ we tend to be I would say VR 
both for sexual pleasure and for keep us 
company. I imagine it all with much more 
VR, assistants like the gorgeous Ana de 
Armas character in Blade Runner 2049, VR 
assistants for your daily life. 

What is your idea of a perfect work day? 
Elsa Viegas: A creative day working on new 
projects. I love all that is new! And creative!

How do you relax after work? 
Elsa Viegas: Good wine and music! 
This is the perfect combination for me.

Who would you consider your role model 
and why? 
Elsa Viegas: Madonna. Since I can 
remember Madonna was my role model. 
She was beautiful, talented and not 
ashamed to express her sexuality. 
With time, I also discovered how much she 
fights for gender equality, against 
the rape culture and how she is not afraid 
to say what she thinks. Unapologetic like 
she describes herself!

There are a lot of big names in this edition of Monthly Mayhem, ranging from actress Ana 
de Armas and superstar Madonna all the way to TV personality Kris Jenner and scientists 
Kip Thorne and Carl Segan. Elon Musk, Freddy Mercury, and Alexander Bell also get a 
mention. And obviuosly, there’s also Donald Trump – now guess which question  
prompted Elsa Viegas to bring up the name of the current POTUS?

M O N T H L Y  M A Y H E M
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Quest ions  & Answers

Elsa Viegas

E L S A  V I E G A S

Imagine you have been asked to award a medal to 
someone. Who’s the lucky winner? 
Elsa Viegas: The first that comes to my mind is 
Elon Musk but as a good libra that I am I can not 
say just one and I would also mention Freddie 
Mercury and Alexander Bell! Clean energy, brillant 
music and telephones!

Which personal success are you proud of? 
Elsa Viegas: Daring to live my life how I want to, 
no matter what other may have to say about it. 

What do you particularly like about yourself?  
Elsa Viegas: I never give up! I’m rarely tired. And I 
have the capacity to recover very fast. 

Which vice could you never forgive? 
Elsa Viegas: Treason! I have a hard time handling 
someone that goes behind my back. Usually it 
happens just once…

What song do you sing in the shower?
Elsa Viegas: Right now most likely Lana del Rey, 
Frank Sinatra or Rosalia.  

Who would you never ever like to see naked? 
Elsa Viegas: Donald Trump.

With whom would you like to go to the  
cinema and what film would you watch? 
Elsa Viegas: This is a tough question in  
the Netflix era! The film, one of the latest I 
watched, would be Interstellar directed by  

Christopher Nolan and I would invite Kip  
Thorne and Carl Sagan to discuss the  
movie afterwards. 

You have a month’s holiday. Where do you go? 
Elsa Viegas: A month’s holiday? You’re  
joking right? 

Which three things would 
you take with you 
to a deserted island? 
Elsa Viegas: Let’s assume 
the basics are there like 
clean water and fruit... a 
knife, my iPhone and a 
solar charger. 

If you could swap lives with 
somebody for a day, who 
would it be? 
Elsa Viegas: Kris Jenner 
to see how she manages 
all the family businesses. 

Is there anything you would never do again? 
Elsa Viegas: Be a teenager. 

Do you have some good advice you want to share 
with our readers? 
Elsa Viegas: Be honest to yourself (something 
that I learned with time), fight for what you really 
want but have the clarity to know when to stop 
and be kind all the time. 

“BE HONEST TO YOURSELF, 

F IGHT FOR WHAT YOU REALLY 

WANT BUT HAVE THE CLARITY 

TO KNOW WHEN TO STOP AND 

BE KIND ALL THE TIME.”
E L S A  V I E G A S





The GARDEN
   of  LOVE

DELAY  
CREAM & SPRAY

DELAY
cream& spray 
 30ml /1.0fl.oz + 

15ml/0.5fl.oz Art.No. 67305

Art.No. 67205

SHIATSU
new

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

Erhältlich bei Ihrem Großhändler /// Available at your wholesaler /// Disponible chez votre gros-
siste /// Disponible a través de su vendedor mayorista /// Disponibili presso il vostro grossista /// 
Verkrijgbaar bij uw groothandel /// Disponível junto do seu comerciante grossista /// Fåes 
hos din engros forhandler /// Finns hos Din grossist /// Dostpne w panstwa hurtowniach

Absolut hervorragende Verzögerungscreme/Spray für IHN! 
Vorbeugend und ef fektiv gegen vorzeitigen Samenerguss.  
Die spezielle und hohe Konzentration der kühlenden und  
unterdrückenden, natürlichen Extrakte gibt Ihm ein ganz 

neues Gefühl und stärkt zugleich die Erektion.  
Wird nur an der Eichel verwendet.   

Absolutely excellent delay cream/spray for HIM! Prevents 
and is ef fective against premature ejaculation. The unique 
and high concentration of cooling and suppressing natural 
extracts gives an entirely new feeling and at the same time 

strengthens the erection. To be used only on the glans.
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wholesaler /// Disponible chez votre grossiste /// Dis-
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SHIATSUnew

Art.No. 67051
100ml/3.4fl.oz

Art.No. 67050
50ml/1.7 fl.oz

waterbased

The GARDEN
         of  LOVE

Wasserbasierendes Gleitgel, besonders haut- 
freundlich, auch zur Benutzung mit Kondomen,
Gummi und Latex geeignet. Ein geschmacks-  

und geruchsloses Gleitgel mit sanften
Gleiteigenschaften.   

Waterbased lubricant, very skin-friendly, also
suitable for use with condoms, rubber, and
latex. A tasteless and scentless lubricant  

with gentle sliding properties. 

Lo
ve

 is
 th

e h
ig

he
st

 le
ve

l o
f c

ho
ice

world-of-hot.com 
world-of-hot.com/shiatsu
shiatsu-erotic.com



www.anmefounders.com

ANME Founders Show
12 – 13 January, 2020 • Burbank, USA

www.etoshow.com 

ETO Show
15 – 16 March, 2020 • Coventry, Great Britain

00

00

         Yes, I/we order 
         EAN
Annual Subscription
12 issues p.a. incl. combined issues

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

Company

Contact / 
Phone; Fax

Street Address / PO Box

City / Postal Code

Date  / Signature

        Direct Debit 
 
Bank

Bank Code /  
Account Number

Account Holder

Date / Signature

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

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

Große Kampstraße 3 • 31319 Sehnde • Germany

Or fax it to: 05138-60 220-29

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

Immediate Fax Order
05138-60 220-29

C A L E N D A R

www.erofame.eu 

eroFame 
14 – 16 October, 2020 • Hanover, Germany

I M P R I N T
EAN is published monthly by
MEDIATAINMENT PUBLISHING VERLAGS GMBH
Große Kampstraße 3 • 31319 Sehnde
fon: 05138 - 60 220-0, fax: 05138 - 60 220-29
e-mail: info@mptoday.de

Banking:  
Bankhaus Hallbaum 
Sorting Code: 250 601 80   
Account: 122 044

Print:
Leinebergland-Druck GmbH & Co.

Managing director 
Christine Rüter (-13),  
crueter@mptoday.de

Publishing director /
eroFame
Wieland Hofmeister (-15)
whofmeister@mptoday.de

Editor in chief
Matthias Poehl (-23)
mpoehl@mptoday.de

Editor
Randolph Heil (-18)
rheil@mptoday.de

Graphics
Liam Labes (-24)
llabes@mptoday.de

Graphics
Alexander Rosengrün (-24)
arosengruen@ 
mptoday.de

Graphics
Dorota Grabarczyk (-24)
dgrabarczyk@
mptoday.de

Graphics
Arnold Weber (-24)
aweber@mptoday.de

Sales
Huda Najeb (-14)
hnajeb@mpnow.eu

Administration
Sharon Lakomy (-22)
slakomy@mptoday.de
ad@@mptoday.de

www.xbizretreat.com 

XBIZ RETREAT
13 – 17 January, 2020 • Los Angeles, USA

www.intimiexpo.com.br

Intimi Expo
27 – 29 March, 2020 • Sao Paulo, Brazil



WWW.SCALA-NL.COM



21
61

25
7

21
32

54
0

19
09

-1
07 + 49 461 5040-210 or -114 

wholesale@orion.de

www.orion-wholesale.com

GR_ean_210x260_11_19_NEK.indd   1 21.10.19   12:33




