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Billion Secrets combines perfumes
and eroticism. CEO Victor Sanchez
tells us more about this amalgamation
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A sexy Valentine with

the LOVEBOXXX from EDC Wholesale

letter from the editor

Dear Ladies and Gentlemen

For any occasion

The editorial for the year‘s
ﬁnal issue is always a tricky
one. There is a degree of
pressure as people expect
a verdict on the past twelve
months, a summary of what
has transpired in the adult
industry, or, barring that, at
least an outlook – hopefully a
positive one - on the year that
lies ahead. This time, there’s
none of that. Of course, we
didn’t want to disappoint our
readers, so we thought about
at least opening or closing the
editorial with a clever adage
or a piece of worldly wisdom.
But it’s hard to ﬁnd something
that ﬁttingly encapsulates
the year that is now ending,
and going for obligatory lines
about silver linings new year,
new luck, or taking things as
they come would feel terribly
interchangeable, seeing how
you could apply those to any
year. So instead, we decided
to simply thank all of our
readers on behalf of Mediatainment Publishing Verlags
GmbH. Thank you for sticking
with us, have a wonderful,
merry Christmas and a happy
New Year! We wish you the
best of health and lots of
business success in 2018! A
special thank you goes out to
our advertising customers and
supporters for placing their
trust in our magazine. Many of
you have been partners and
friends of EAN for many years,
which is extremely rewarding
as it conﬁrms that the slogan
“Europe’s ﬁrst choice for the
erotic trade” still holds true.

Veendam, The Netherlands - Nothing says I LOVE YOU quite like the Loveboxxx collection
from EDC Wholesale, offering 12 different gift sets for every budget and every moment.
Whether your customer is looking for a gift to spice up valentine’s day, a birthday or just to
have an exciting weekend. The Loveboxxx series offers exciting sets for any occasion.

The Loveboxxx series will be available for retailers to order in January to stock up for Valentine

G

ifts on a budget - The budget series
offer four gift sets, each containing
7 pieces, with titles as ‘I love you’, ‘Kinky
Fantasy’, ‘Happy Birthday’ and ‘Sexy
Weekend’. The content of each gift varies
per set. These sets are perfect for beginners to start experimenting with toys or
for students and postgraduates, who are
living on a budget.
Have a colourful night - For the once with
a little more budget can ﬁnd the perfect gift in the midrange gift box series,
offering yet another four gifts to choose
from in a colourful theme. Choose the ‘I
love RED gift set’ and you will ﬁnd that the
content of the box is also completely in
red. Other colours in this range are Black,
Diamonds and Pink offering sets with a
vibrator, furry handcuffs, sating mask, ple-

That‘s it for this year!
Matthias Poehl
Randolph Heil
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asure balls and a vibrating cock ring. The
content of each gift varies per set. These
gift sets are perfect to surprise the partner
with a sexy gift at any given moment.
Have an amazing night - The Deluxe gift
set collection offers sets for him, for her,
for couples and a BDSM set. Each set
containing high-end toys to be enjoyed
alone or together. The Deluxe set for
couples, for instance, contains toys for a
pleasurable night for two. Throw the Love
Dice and follow the instructions for a sexy
foreplay, he is in charge of her pleasure
with a remote control egg and she can
get back at him by blindfolding him with
the satin mask and then tease him with
the feather tickler. Each Deluxe giftset is
designed to satisfy him, her or them with
various combinations.
w w w. e a n - o n l i n e . c o m • 1 2 / 2 0 1 7
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New additions to EasyToys’
fetish collection available now
Dog Tails
Veendam, The Netherlands - EDC Wholesale’s house brand EasyToys added many new items to its Fetish Collection, which
was honored with an Erotix award for Bestselling Collection 2017. Amongst the new items are the Dog Tails.

hese butt plugs have a curved dog’s tail
and come in different shapes and sizes.
This consise collection consists of four different
shaped plugs, offering a choice between a
twisted, pointy, plumpy or bandy butt plug.
They come in both small and large sizes. The
butt plug is ﬂat at the bottom, for safe usage. A
ﬂexible dog’s tail is attached at the end of the
butt plug which will wag and wave along with
every movement of its user. The black dog’s tail
butt plug can be used with anal lubricant for a

T

Twist My Heart vibe by
Shibari now at SCALA
Wijchen, The Netherlands - The newest release
in the Shibari assortment at SCALA – the Twist
My Heart vibe – is now ready to order. The
Twist My Heart is a non-intimidating vibrator
with curved ridges, creating the illusion of a
twisted silhouette. This pleasure provider offers
10 functions of vibration. The vibe is coated
with silky silicone. Packaged in a modern,
simple way – it ﬁts in with any store presentation. The Twist My Heart comes in 3 popular toy
colors: pink, purple and black.
Shibari is a brand for retailers looking for trendy
novelties with high-end features, yet without the
high-end pricing. The affordable designs come
in a variety of product categories, entry-levels
and materials.

07

The Dog Tails
come in different
shapes and sizes

carefree enjoyment of this product.
The Dog Tails are part of the award winning
EasyToys Fetish Collection, which launched
many new items at last months eroFame Trade
Convention in Hanover.

N E W S

Satisfyer is lowering its prices
Official announcement made on 1st November
Bielefeld, Germany - In an ofﬁcial press release on 1st November 2017 Satisfyer announced
a new price structur. “Our DNA at Satisfyer makes us totally focus on end consumers and
give total priority to sell out.

B

uilding a new dimension to the sexual
wellness new market is requiring
our complete attention and awareness,
exchanging permanently withmost of
our partners and compiling sales data,
leading us to be courageous to adjust
our strategy at any time always for
better results and anticipate our industry
new challenges. This time has come
again and we have decided to readjust
us worldwide pricing strategy and
conditions, to offer end consumers prices
they are ready to pay, and maximize
the tremendously growth at retail level,
without large prices variations in between
different sales channels. All our retail
prices (MSRP) are now reduced to best
selling prices observed. As an example,
the Satisfyer Pro 2 Next Generation is
now at $/Euro 59.95 worldwide.

Our prices to distributors and key
accounts are kept to the minimum,
even with all products improvement
and worldwide advertising campaigns
Satisfyer will start beginning of 2018.
Retailers margin will also offer less
ﬂexibility, but comfortable proﬁt, bringing
more competitive pricing with others
sales network, translating in larger sales
volume. Our company will continue
to invest at each of its partner level, in
trade marketing and special actions to
support our customer’s businesses,”Vice
President of Sales Jerome Bensimon is
quoted in the press release. Satisfyer is
planning to increase its turnover, investing
in a large 3 digit million Euro ﬁgure
for 2018, 2019 and 2020 to promote
Satisfyer Men and Satisfyer Women
worldwide, the company stated.

pjur gives away EUR 500 at eroFame
Wasserbillig, Luxembourg - Most visitors
to the erotic trade show eroFame in
Hannover know that the pjur group
always has a surprise in store for its
guests. This year, however, in addition
to giving away an iPad and a pjur SPA
bathrobe on the ﬁrst and second days of
the event, pjur also organised an extra
special campaign at the event‘s traditional
Oktoberfest celebrations.
In keeping with the theme of the new pjur
SPA ScenTouch range launched this year,
pjur gave away around 1,300 cooling
masks at the Oktoberfest. However, these
weren‘t just for relaxation, they were also

Tess Hansen is the winner
of pjur‘s Oktoberfest contest
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part of a competition. Everyone who
submitted a photo of themselves wearing
a mask had the chance to win EUR 500.
Tess Hansen‘s photo was chosen from
the many different pictures sent in. She
submitted the winning photo with a friend
and bagged the EUR 500 prize. „The
competition was a complete success. We
received lots of great photos – some of
which were also really funny. Thank you
to everyone who took part,“ says Michael
Bart, Head of Global Marketing & Online
Marketing at pjur. „Next year, there’ll be
more chances to win great prizes at
eroFame.“
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Xgen Products ready for Christmas season
Items from Bodywand, Fundies For Him, Envy Menswear and Kalan Gifts are in stock
Horsham, USA - Xgen Products is ready for what should be a great Christmas season, and is stocked up on all of the necessary items. Items from Bodywand, Fundies For Him, Envy Menswear and Kalan Gifts are in stock and ready to ship in time for
Christmas.

T

he Bodywand has two holiday themed
gift sets perfect for couples. The 6-piece
Bodywand Holiday Bed Spreader Set includes
a mini Bodywand, Santa hat, holiday feather
tickler, and more. The 8-piece Under the
Mistletoe Gift Set has a mini Bodywand,
Santa hat and mini Xmas stocking, among
other Christmas themed accessories. “The
months and weeks leading up to Christmas
are huge for our brands,” said Andy Green,
President of Xgen Products. “We’ve brought

on some new brands this year like Fundies
For Him, so retailers have more to choose
from for their Christmas stock!” For retailers
looking for Christmas themed apparel, there
is underwear from Fundies For Him and a
2-piece Santa Hat and Bottom Set from Envy
Menswear. For additional stocking stuffers,
there are naughty cups from Kalan Gifts. And
for those looking to put their Christmas gifts in
stylish gift bags, Kalan also has you covered
with witty gift bags.
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SHOTS opens up a new dimension
in the world of chastity cages
MANCAGE
Beneden-Leeuwen, The Netherlands - MANCAGE is a brand spanking new line of male
chastity cages by SHOTS. It has let many customers in awe and promises yet to be another
winner for SHOTS.

I

t has let many customers in awe and
promises yet to be another winner
for SHOTS. As usual, it all started with
a massive market research, getting
feedback from a variety of well-informed
sources and funnelling all that knowledge
into a revolutionary idea. The material, the
size(s), the shape, the accessories, they
all got developed with pinpoint precision
and clients will recognise the absolute eye
for detail.Many male chastity cages are
either too small or too big. MANCAGE
has overcome this problem by developing
3 different sizes, which are also sizeadjustable for a comfortable ﬁt. Every
size has 2 unique models, which brings
the complete range to a total of 6. The
MANCAGE line is available in a black or
transparent colour. Made from bacteria
repelling polycarbonate, the MANCAGE
models can be worn for a longer period
of time without getting uncomfortable.
Research from the test team showed
that the chastity cage should be worn
‘downward’ instead of ‘forward’ for a

more inconspicuous look. In order to ﬁnd
a perfect ﬁt for every user, the MANCAGE
models are equipped with a large variety
of accessories. The original lock is made
of steel, but for people who want to travel,
party, or anywhere else where metaldetectors are involved, the MANCAGE
models come with an included plastic
lock. To accentuate comfort even more,
all MANCAGE models are equipped with
air and urination holes. Both presentable
in a closed as well as an open form, the
MANCAGE packaging will stand out in
the crowd. Included is a booklet with
an extensive explanation of the toy and
the rest of the range. For online shops
an appealing ﬁlm, super sharp pictures,
clear explanations, banners and catchy
phrases are (online) available. MANCAGE
will be available for shipping by midNovember at SHOTS Europe as well as
SHOTS America. Retailers can make their
pre-orders now at www.shots.nl or www.
shotsamerica.com, or contact their Sales
Manager.

Noir HANDMADE now
available at ST RUBBER
Wadgassen, Germany - Noir HANDMADE is now available at ST RUBBER.
No matter if man or woman – there is
something for almost every taste.
Starting with trousers, shirts, shorts
and corsets to bodysuits, miniskirts,
minidresses and much more. Especially
the high quality and the excellent

ST RUBBER is now offering the
clothing brand Noir HANDMADE
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workmanship make Noir HANDMADE a
very special clothing brand. “We are very
pleased that we were able to expand our
product range with Noir HANDMADE,
and we were particularly impressed by
the extremely high-quality workmanship,”
according to ST RUBBER’s purchasing
team.
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New cardboard stand-up displays from ORION Wholesale
In time for the Christmas period
Flensburg, Germany - For ORION Wholesale the promotional advertising material and shop displays, for the perfect presentation
of products at the point-of-sale, are just as important as innovative products and attractive packaging for a customer-oriented
service. That is why eye-catching X-banners, stand-up displays, point-of-sale displays and posters for stores are very popular.

l

l this promotional material is available
from ORION Wholesale. There are 15 new
cardboard stand-up displays available just in
time for the Christmas period. The stand-up
displays are for best-selling labels like Cottelli
Collection, Close2you, Sweet Smile, Javida,
Black Velvets, Secura and Just Glide. The
sturdy stand-up displays are ideal for the shop
counter but they can also be hung up, thanks
to their euro slot. Interested retailers can now
order the stand-up displays for free

There are 15 new cardboard
stand-up displays available
at ORION just in time for the
Christmas period

(only while stocks last). ORION Wholesale
also offers a variety of different neutral
catalogues and brochures that retailers
can give to their own customers. Furthermore, there’s also a new brochure for the
best-selling label Cottelli Collection plus.
The brochure has no text and no recommended retail prices – it just has large
pictures of the lingerie. The brochures are
delivered in packs of 25 (only while
stocks last).

DUAL G WAND
JO-8010-40-3

MINI G
JO-8010-20-3

Your inv
Y
invitation awaits...
Just say yes!
ALL PRO
PRODUCTS FEATURE:
Luxurious, Satin Finish™ Silicone
• Luxu
• 7 pow
powerful functions of vibration,
pulsation
and escalation
pulsa
• 5 independent
speeds for each function
ind
• Security
travel lock – hold for
Secu
3 seconds
to turn on or off
sec
• Complete
charge in 2 hours
Com
• Waterproof
Wate
• USB Rechargeable
• One-year
warranty
One-

WAND
JO-8010-30-3

REMOTE BULLET
JO-8010-10-3

Jackie White • jackiew@calexotics.com • 909-465-4949
jopen.com
© 2017 JOPEN is a registered trademark of JOPEN, LLC.

18 0 0 MOV I E S
50 0 0 WOM E N
1 B E ST ORGA S M
THE NEW SATISFYER MEN.
Order now!

NEW NEXT GENERATION

2850
EURO

Wholesale price

5995
EURO

MSRP incl. VAT

BEST SEX TOYS
RELEASED IN 2016

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

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

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

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

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

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

“But nothing, and I mean
nothing, has compared to what
an indirectclitoral stimulator, or
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Pornhub Partners with renowned adult toy

retailer to launch sex toy line for couples
Pornhub Partners with renowned adult toy retailer to launch sex toy line for couples

New York, USA –Pornhub, the premiere online destination for adult entertainment, announced, in partnership with Ann Summers, the renowned adult toy retailer, the launch of an
exclusive sex toy line for couples and males. Soon available worldwide in select adult retailers
and via www.pornhub.com/toys-2017, the exclusive line will feature a wide variety of top-rated
quality sex toys including masturbators, anal toys, cock rings and vibrators, among others.

T

o promote the launch of the new line,
Pornhub partnered together with
electro-pop band, Perlita to create the
ﬁrst-ever song made primarily of sounds
produced by sex toys, combining the
rhythm of the toys with the sounds of
moans, orgasms and sex. The music
video, which features adult actors
Carolina Abril and Jesus Reyes, serves
as a metaphor for the numerous ways
a couple can enjoy the large selection
of Pornhub Toys by telling the story
of a young couple that is not only
experimenting with music, but with the
toys themselves.
“With over 50 years’ experience supplying
the most innovative and quality sex toys,
Ann Summers is a British establishment
that has provided pure titillation for
couples across the UK. Now, with the
launch of our wide-ranging sex toy line,
that excitement will be shared amongst
couples and males from across the

The line will feature a wide variety of
top-rated quality sex toys

world,” said Corey Price, VP, Pornhub.
“Being the leading provider in adult
entertainment, and considering our past
success with both the TwerkingButt and
launch of our very own lube line, we have
a ﬁrm grasp on how to best extend sexual
pleasure, from the screen and into the
bedroom. Check out our new hit single,
‘Sex Instruments’ and pick up a stroker,
butt plug, vibrating cock ring, and/or clit
stim, whatever tickles your...today.”
Pornhub’s new sex toy line in
collaboration with the adult toy
powerhouse follows in the wake of its
successful launch of the TwerkingButt, a
hi-tech vibrating sex toy that rhythmically
gyrates and features simulated body heat
for maximum pleasure, as well as the
launch of a personal lubricants line. The
sex toy line will feature an assortment
of male and female products for steamy
solo sessions and mind-blowing sexual
encounters.

Satisfyer wants to invest over
100.000.000 Euros in advertising
Bielefeld, Germany - Satisfyer announced
to invest a large 3 digits million Euro ﬁgure
in 2018, 2019 and 2020 to promote
Satisfyer Men and Satisfyer Women. For
2018 itself, the German brand bought
more than 100.000.000.000 views of
pre-rolls, banners and TV advertising,
investing more than 100.000.000 Euros
to make Satisfyer a top selling brand

ST RUBBER is now offering the
clothing brand Noir HANDMADE
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worldwide, the company says. “Also, we
are working at a new Satisfyer Women TV
spot and worldwide campaign in cooperation with Europe´s most prestigious and
awarded advertising agency Jung von
Matt. Shooting will start early November
in the UK. World Premiere will be released
January 2018”, Jerome Bensimon, VP of
Sales says.
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SLIQUID announces RIDE
BodyWorx Brand Ambassador
Erik Vasquez
Dallas, USA - Sliquid announced
Erik Vasquez as the new Brand
Ambassador for their malefocused product line, Ride
BodyWorx.

A

native Dallasite, Erik is a well-established
member of the LGBTQ community with
invaluable connections both domestically
and abroad. “When meeting Erik for the ﬁrst
time, I saw a bold, engaging personality that
I believe will work to our advantage as we
relaunch RIDE to the marketplace,” says Dean
Elliott, Founder, and CEO of Sliquid, LLC. The
current Ride BodyWorx line consists of three
high performance product categories including
lubricant, male enhancement products,
and intimate shave creams. With direction
from the VP of Sales and Marketing, Erik is
responsible for the creation and implementation
of marketing and sales strategies focused
on heightening the visibility of the entire Ride
BodyWorx product line. Erik is joining the
Sliquid team after a two-decade career in
customer service and administrative positions.
His ability to handle both operational tasks,
as well as engage with Sliquid consumers,
buyers and vendors alike, allows him to also
play a supportive role to the Sliquid Operations
Liaison and Senior VP. Of his new position
with Sliquid, Erik says, “I feel privileged to
be joining such a reputable company whose
image is synonymous with the highest quality
of lubricant. For someone that is new to the
industry, having the Sliquid namesake as a
foundation will be paramount when beginning
my endeavor to reposition RIDE BodyWorx
to a recognized leader of men’s sexual health
products.” At home, Erik shares his life with his
partner James Hall and as Vice President of
the Dallas chapter of a global non-proﬁt, Erik
uses his free time to bring HIV/AIDS awareness
and sexual health education to the most at risk
members of his community.
21
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XR Brands expands Luxe ‚Inmi‘

Collection with 3 innovative rabbit vibes
New silicone dual-stim vibes feature unique clitoral stimulation technologies
Huntington Beach, USA – XR Brands has expanded its
elegant Inmi line to include three innovative rabbit-style
vibes with powerful motors and out-of-the-box clitoral
stimulation.

The G-Spin, Pleasure Petal, and Whirl
are all made with high-quality silicone
and USB rechargeable

D

esigned with function, aesthetic, and quality in mind, Inmi
vibrating toys swap ordinary for extraordinary with highquality silicone, sleek shapes, and unique external massage
components that set these dual-stim toys apart. The new
additions to Inmi include the G-Spin Silicone Vibrator with
Spinning Clitoral Stimulation, an innovative ﬁve-speed rabbit
vibrator featuring a unique three-speed spinning clitoral
stimulator equipped with small, soft tongue-like extensions.
Made to emulate sensations similar to receiving oral sex,
the G-Spin matches penetration and powerful vibration with
sweeping strokes for a unique experience. Also joining the
Inmi family is the Pleasure Petal Silicone Rabbit Vibrator with
Rotating Petals, a silicone rabbit-style vibrator with G-spot
massage capabilities and a compact clitoral massager that
rotates horizontally with spinning strokes. The curved shaft
boasts three powerful speeds and four pulsation functions
while the distinctive clitoral stimulator features soft, silicone
tongues and 4 functions of its own. And the third addition is
Inmi’s Whirl Silicone Rabbit Vibrator with Rotating Ticklers,
a rabbit-style vibrator with a compact and intense rotating
clitoral stimulator with ticklers that spin against the skin. This
three-speed, four-function dual-stim vibe features a shaft
gently curved for G-spot massage and is equipped with two
powerful motors. “Putting a high-tech twist on classic shapes
has always been the mission of the Inmi line and we love how
luxe these three new vibes look and feel,” XR Brands General
Manager Rebecca Weinberg said. “These three rabbits are
designed to stand out in a saturated market and made for
consumers who want something well-built and thoughtfully
styled. Inmi’s target shopper has always been the woman
who’s moved beyond the basic and is looking for something
that better reﬂects her sensual style.”

Womanizer Plus size now available
Zwaagdijk, The Netherlands - The popular Womanizer Plus
size is larger, easier to use and now available at Eropartner
Distribution. Women are able to experience even more
ﬂexibility with the new Womanizer Plus, which has a ﬂat,
longer handle that enables an easier reach. It has an XL head
stimulation and is completely waterproof so they can relax and
enjoy it in bath. The very popular pleasure air technology now
even has 12 intensity levels to enjoy.
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Calvista exclusively distributing
Lovehoney’s Coco de Mer
Australia & New Zealand
Bath, England - Lovehoney is delighted to announce that
Calvista will be Australia and New Zealand‘s exclusive
Distributor for its Coco de Mer Pleasure Collection from
immediate effect.

T

he Coco de Mer Pleasure Collection has become
synonymous with luxury and quality and has been
featured in glossy publications around the world such as
Vogue and GQ. Retailers who agree to list the luxurious
pleasure products, oils and candles will become part
of an exclusive group of retailers worldwide who will
be visited personally by the Calvista team and Jade
Bawa, sales executive at Lovehoney, to discuss their
individual requirements. The team will deliver brand
and bespoke product training to ensure staff are fully
trained and conﬁdent with the product USPs prior to
in-store launches. Roger
Sheldon-Collins, General
Manager of Calvista
said; “The Coco de
Mer Pleasure
Collection
istruly
something
else, there really
isn‘t another brand quite
like it out there. The products
are housed in an elegant display cabinet
which show them off so beautifully and the
products come in the most exquisite packaging.
The toys themselves look very sleek and we are really
excited to be the exclusive distributor of Coco de Mer in
Australia and New Zealand.”
Jade Bawa, Sales Executive at Lovehoney also
commented: “We are delighted to be working with
Calvsita on this distribution partnership. We will be very
much hands on and will work more closely with them
than ever before to help support and establish the
brand with the best retailers in Australia and new
Zealand. There has been more interest than ever in
Coco de Mer as the Emmeline Pleasure Wand recently
featured in the Fifty Shades Freed trailer and Calvista
have stocked up in anticipation of the Fifty Shades
Freed frenzy!”
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Zumio enjoys more success

aȾer eroFame launch
Eropartner is offering Zumio exclusively

Zwaagdijk, The Netherlands - After a successful introduction of Zumio earlier this year, the
new Clitoral Stimulator was introduced to the big audience at eroFame this October. Zumio
is enjoying huge success.

T

he new product with its unique
SpiroTip is receiving a lot of positive
feedback from bloggers and users
after testing the new product. The
reviews point to a very different pleasure
experience with Zumio. Retailers are
receiving more and more requests for the
Zumio product and enjoying an increase
in their sales. Yes, some people will have
to get used to the design of the Zumio – it
has a very different look. Some say it’s not
so sexy looking, but the reviews indicate
an efﬁciency that proves otherwise.
Zumio brings women to an intense
orgasm, even women who experience

The Zumio team at eroaFame

difﬁculties achieving an orgasm ﬁnd
this product very helpful. It’s a great
addition for couples who love to play.
“We have been delighted with the
amount of positive responses we have
been receiving in the form of comments
on social, emails, reviews and blogger
love for Zumio,” said Veronica Farmer,
Customer Experience Ofﬁcer, Zumio.
“Our unique design and technology is
introducing a completely new way to
achieve pleasure and we’re happy to
see that the marketplace is enjoying that
it’s not just another vibrator in a different
form.”

Screaming O introduces Charged OYeah! Plus Ring
Los Angeles, USA – Screaming O is
continuing its commitment to innovation
by upgrading one of its best-selling
products, the OYeah! vibrating cock
ring. The new Charged OYeah! Plus
Ring delivers penetrating vibration
from a rechargeable Vooom motor and
has a uniquely comfortable cock ring,
continuing the company’s tradition of
providing well-designed adult products at
an affordable price.The Charged OYeah!
Plus is powered by a rechargeable
motor positioned vertically for improved
clitoral contact. This elongated motor
is equipped with 10 functions of deep,
rumbling Vooom vibration and features
a unique criss-cross ﬁn pattern that
ampliﬁes the vibration and pinpoints it
right where it’s needed most. In addition
to the new motor, the ring itself is more

The Charged OYeah! Plus is
powered by a rechargeable
motor positioned vertically for
improved clitoral contact
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elastic for a near-universal ﬁt, with
its extra-wide construction providing
improved stability and comfort. The
Charged OYeah! Plus is made of SEBS
and ABS materials, and like all Screaming
O products is lab-certiﬁed to be body
safe. “The Charged OYeah! Plus is a
great way for couples to enhance their
pleasure together,” says Screaming O
Account Executive Conde Aumann.
“The stretchy cock ring along with the
Vooom® vibration and crossﬁn pattern
are designed to ensure that both partners
can enjoy the beneﬁts for a truly satisfying
experience.” Additional features of the
Charged OYeah! Plus include: 60+
minutes of vibration on a single charge,
100% waterproof construction, 2-year
limited warranty, comes in blue, grey and
purple.
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Backdoor favorites
from CalExotics Anal
SCALA
Wijchen, The Netherlands - The CalExotics Anal
range is a fantastic selection of anal pleasure
providers, containing some of the favorite
silhouettes from the CalExotics assortment.

T

plus

his collection allows to
create a visually
striking in-store display
based on product type, not
speciﬁed by product brands.
Now ready to order at SCALA, the CalExotics Anal
range covers a wide range of product categories,
including anal plugs, probes, stimulators and
prostate massagers. The designs vary from small
and compact: perfect for beginners, to large and
girthy: more suited for more advanced players.
The products share a high-quality standard,
meaning they are produced with great eye for
detail and make a solid, safe choice for backdoor
adventures. The clamshell packaging is simple, yet
sleek – with basic branding that is easily incorporated in any in-store display.

Saints and Sinners presents
Bathmate store window display
Blackpool, England - Following the amazing
success of the eroFame 2017 booth, Bathmate
have teamed up with retailer Saints and Sinners in November to install the new state of the
art Bathmate centre piece booth in their store
window. Sue from Saints and Sinners wanted to
promote the Bathmate range, and what better
time to do it than during ‘Movember’?
Installed by Bathmates very own Ian and Sam,
the display holds close to 300 litres of water, features all of Bathmates pumps and has bubbles
ﬂowing through the whole display. Not many
window displays can boast that. “It’s great to
team up with Saints and Sinners, they’re one of
the UKs best adult stores, we couldn’t be happier to feature in one of the main windows”, Tim
Brown Brand Manager at Bathmate added.

More than
50 plus-size-items!
Every item
from 48/50 (XL)
to 60/62 (4XL)!
Every size
is a perfect ﬁt!

Plus
Size
+ 49 461 5040-210 or -114
grosshandel@orion.de
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Hot Octopuss launches Pocket

PULSE and Pocket PULSE Remote
Two new Guybrators
London, England - Hot Octopuss has added another set
of Guybrators to its line of male toys: the Pocket PULSE and
Pocket PULSE Remote.

H
New: Pocket PULSE and
Pocket PULSE Remote

ot Octopuss is a company that prides itself on leading
the way with innovative technology designed to stimulate
men across the world. Utilizing two large vibration motors to
deliver deep and powerful vibrations, these compact strokers,
which are designed to be used with lubricant, take ‘stroking’
to a whole new level – delivering power in the palm of your
hand. Lightweight and ﬂexible, the Pocket PULSE series can
be used ﬂaccid or erect and are completely waterproof. The
Pocket PULSE Remote, with its additional remote control,
offers added ﬂexibility to solo users as well as a heightened
level of fun for couples play.
Key features of the Pocket PULSE include: an affordable introduction to Guybrators, two large vibration motors that take
‘stroking’ to a new level, an open shape that enables the toy
to be used ﬂaccid or erect, and the ability to make a splash
with these 100% waterproof toys.

Kama Sutra’s new concept
for Oil of Love: be the dessert
Wijchen, The Netherlands - Kama Sutra’s iconic Oil of Love
is a kissable, warming foreplay oil which can be applied
to erogenous zones. By gently blowing on the product it
enhances a warming sensation which can be followed with
sensual kisses for a prelude to love. The new concept ‚be
the dessert‘ offers different sexy recipes to mix and match
different Oil of Love ﬂavours with just a few drops. There are
18 different dessert ‘recipes’ varying from cocktails to cakes
and pies. A few great recipe examples are pina colada with
two drops drops of the Vanilla ﬂavoured Oil of Love mixed with
two drops of the Coconut Pineapple ﬂavour. The raspberry
cream cake with one drop of the coconut pineapple ﬂavour,
two drops vanilla ﬂavour and two drops of the raspberry
ﬂavour. On one hand it inspires consumers to make foreplay
more fun and try out new recipes themselves, on the other
it gives retailers a solid base to sell the products by telling a
story.
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MVW presents new
RelaXxxx Silicon Plugs
Two different sizes
Mainz-Kastel, Germany - MVW has
presented new butt plugs in two
different sizes.

T

he RelaXxxx Silicone
Plug in the size S is
the aimed at beginners
of anal play, while the
size M wants to cater to
the more experienced
user. The plugs are
easy to clean and can
be stored hygienically in the enclosed velvet pouch. MVW recommends Smoothglide
lubricants to be used with the Silicone Plugs.
RelaXxxx Silicone Plug size S: Length: approx
7,2 cm, Diameter: approx 2,5 cm, Material: Silicone, Color: Pink/Blue. RelaXxxx Silicone Plug
size M: Length: approx 8 cm, Diameter: approx
3 cm, Material: Silicone, Color: Black/Blue.

The RelaXxxx
Silicone Plug
in size S comes
in pink and
blue colour

2150280

Leg Avenue’s holiday
collection
Wijchen, The Netherlands - Leg Avenue’s
new holiday collection
ﬁts ﬁne in this month’s
festive atmosphere. The
new collection contains
22 new lingerie styles.
All with a luxurious look and feel, the styles
have a unique design. The quality fabrics make
all styles very comfortable to wear. The new
collection and photography have been received very well by retailers as the manufacturer
announced: “It’s more sensual rather than
erotic and that seems to be a massive trend in
the erotic industry. This collection is sexy but
classy, with ﬁne laces and sassy ﬁshnets:
It’s all in the details.

All 22 new styles
have a unique
design and a
luxurious look
and feel

+ 49 461 5040-210 or -114
grosshandel@orion.de
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Boneyard straps and rings

available at EDC Wholesale
Ball straps, cock straps and silicone cock rings
Veendam, The Nethelrands - These must-have man toys are designed with superior
materials and production thus increasing both comfort and lifespan.

he powerful and iconic Boneyardbranded design has a sleek soft touch
silicone ﬁnish and features a superior and
durable stretch. The Boneyard collection
at EDC Wholesale includes ball straps,
cock straps and silicone cock rings,
which are now available for retailers to
order. The medical grade 100% silicone
snap ball stretchers come with 3 snaps
on one end and 1 on the other giving the
wearer 3 sizing options to ﬁnd the correct
size. Traditionally snap rings are made of
uncomfortable hard stitched leather or
rubber and until now have never been

T

Boneyard - keeping men
hard longer and stronger

attempted to be crafted from soft touch
silicone. These unique ball stretchers will
become the new standard for guys who
are into ball play. The Boneyard collection
at EDC Wholesale also offers the soft
medical grade 100% silicone rings with
non-roll design, providing a snug ﬁt
that both the wearer and his playmates
will appreciate. Unique to themselves,
these rings synergize with the wearer,
providing endless comfort when wearing
under jeans. Keeping men hard longer
and stronger. No-roll comfort ﬁt. Xtreme
durability, 100% silicone, 3X stretch.

Kiiroo announces Romi Rain
as newest Experience Girl
Amsterdam, The Netherlands– Interactive
sex toy innovators, Kiiroo, welcome to
the Kiiroo family, their newest Experience
Girl; Romi Rain. The beautiful brunette
makes her mark in the interactive adult
industry with her own Onyx2 Experience
Package and personal interactive
website. “When I ﬁrst saw Romi Rain, I
knew she would be the perfect person
to join our ever-growing team. Not only
does she have years of experience in the
adult industry and an amazing following
on social media, but she is hardworking
and everything we envision for our brand
ambassadors. The entire Kiiroo team are
thrilled to add Romi to our virtual family”
says Kiiroo CEO, Toon Timmermans.
Romi Rain is equally as excited, and has
commented by saying: „I am so excited to

Romi Rain will have her
personalized Onyx2 box
along with her entirely
interactive website;
www.FeelRomiRain.com
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have partnered with Kiiroo to release the
Romi Rain Experience! Now my fans can
get closer to me than ever before with
this revolutionary sex toy. I’m absolutely
honored to be among some of the best
girls in the adult entertainment industry
and so proud to be the newest brand
ambassador to the growing Kiiroo family!“
Romi Rain will be joining fellow Kiiroo
Experience Girls; Asa Akira, Bobbi Eden,
Jessica Drake, Lisa Ann and Tanya Tate.
Romi Rain will have her personalized
Onyx2 box along with her entirely
interactive website; www.FeelRomiRain.
com. FeelRomiRain.com features only
high-quality interactive porn scenes
that sync seamlessly to the Onyx2 male
masturbator and other Kiiroo interactive
devices.
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Kheper Games, Inc. launches

new bath bomb sets

Wine Scented Bath Bombs & Fizzing Bath Tints
Seattle, USA - Kheper Games, Inc. is excited to announce the ofﬁcial launch of two new
bath bomb sets: Wine Scented Bath Bombs and Fizzing Bath Tints.

he Wine-Scented Bath Bombs are
a set of eight 15-gram (.53 oz)bath
bombs packaged in a hard, plastic wine
glass. The set includes Chardonnay,
Shiraz and Sangria scented bath bombs.
It is very affordably priced as each bath
only requires one bath bomb. Immerse
yourself by enjoying a glass of your
favorite refreshment while also enjoying a
dip in the tub.
The Fizzing Bath Tints include 12
wildﬂower scented mini-bath bombs.
Each bomb is 3 grams (.1 oz) and the
recommended use is 1-3 per bath,
depending desired effect for tinting and
scent. The ﬁzzing bombs tint bath water
instantly, without staining the tub. Bomb
colors and water tints include 4 each of
pink, blue and purple.
“Bath bombs are extremely popular
right now,” explains CEO Brian Pellham.
“Whether it be a gift for Christmas,
Valentine’s Day or just a fun weekend
getaway purchase, we’re certain these

T

The Wine-Scented Bath Bombs
are a set of eight bath bombs
packaged in a hard, plastic wine
glass and the Fizzing Bath Tints
include 12 wildﬂower scented
mini-bath bombs

new items will be a big hit. They already
have been hugely popular at our prelaunch at the eroFame show last month.
Also, you can’t walk into a store in a
mall that sells gifts this holiday season,
without seeing some sort of mainstream
bath bomb product on their shelves.
We’re thrilled to be the company that
introduced, Sexplosion!, the ﬁrst adult
bath bomb. Sales have been SEXploding on this product! So, we knew
the time was right to introduce more adult
oriented bath bomb concepts.”
Both bath bombs join Kheper’s line
of bath products which also include
Sexplosion Bath Bombs, Foreplay Bath
Salts, Sensuality Bath Salts, and Passion
Bath Salts. Every item has an adult twist
with the cards they contain either having
bath tub sex positions included, as is
the case with Sexplosion; or romantic
suggestion cards for the bath salt
line. All cards are of course completely
waterproof.

FiȾy Shades Freed –
The Oȼcial Pleasure Collection
The new collection
consists of 17 items

Zwaagdijk, The Netherlands - With the
third and last part of the popular Fifty
Shades trilogy movie coming up in
February, the newest ofﬁcial Fifty Shades
Freed collection is now available. The
seventeen items of the new collection
have a stylish dark purple look and
every item has a classy detail in rose
gold. The collection is intimate and has
30

toys that can be enjoyed together, this
third collection is designed to reﬂect
the intimate band between Anna and
Christian. To give the holidays an intimate
twist, the collection also has an advent
calender to enjoy ten days of surprises to
explore together. The ﬁfty Shades Freed
collection is now available at Eropartner
Distribution.
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Screaming O introduces My Secret

Remote Control Bullet and Ring For Him
Popular hands-free rechargeable vibrator now available for male partners
Los Angeles, USA - Screaming O has introduced the My Secret Remote Control Bullet and
Ring for Him, a rechargeable, vibrating cock ring with remote control.

y Secret Remote Control Bullet and
Ring for Him brings the pleasures of
Screaming O’s line of rechargeable, remote control products to men, continuing the
company’s tradition of innovative intimate
products at affordable prices.
My Secret Remote Control Bullet and
Ring for Him features a USB-rechargeable
bullet powered by ten functions of deep,
rumbling Vooom vibration. The wide True
Silicone cock ring ﬁts comfortably around
the penis and testicles with little constriction, holding the bullet in place for two different pleasure sensations: wear the bullet
facing away from the body for testicle
massage or angle it toward the body for
perineum massage – he chooses the
experience he feels like having. The clever
remote control is discreetly disguised as
an ordinary ﬁnger ring. Made of soft-and-

M
The My Secret Remote
Control Bullet and Ring
for Him is a rechargeable
vibrating cock ring
with remote control

stretchy silicone, it ﬁts almost any ﬁnger
and works from up to ﬁfty feet away. “We
didn’t want to leave the men out when
it comes to rechargeable remote control
products,” says Screaming O Account
Executive Conde Aumann. “My Secret
Remote Control Bullet and Ring gives
men the versatility to enjoy hands-free fun
on their own, or with the remote control
and a partner. They can even pair it with
a partner who is using our My Secret
Remote Control Vibrating Panty, so both
partners can stimulate each other from
across the room.”
Additional features of the toy include: up
to sixty minutes of vibration on a single
charge, 100% waterproof, made of labtested, body-safe True Silicone and ABS
plastic, 2-year limited warranty,
comes in black or grey.

Satisfyer is oȹering free samples for
over $8 million to business partners
Bielefeld, Germany - In an effort to
maintain the same dynamic with all
women, men, ﬂoor sales teams and
distributor sales teams, who have
tremendously contributed to make the
German brand what is it today, Satisfyer
announced that they will provide each
business partner and their staff a
new round of free samples of all new
Satisfyer women products to offer to all
distributor teams and to the distributors
wholesaler teams the opportunity to try
and eventually generate additional sales
for all retailers. To each team member
Satisfyer will offer: 1 free Satisfyer
32

Pro 4 Couples, 1 free Satisfyer Pro
G-Spot Rabbit, and 1 free Satisfyer Pro
Plus Vibration. “Satisfyer is currently
manufacturing 35,000 of each three
products, representing 105,000 units for a
value of $8.000.000! We are going to get
in touch with our business partners very
soon and start shipping early December.
We would like to take this opportunity to
thank all our business partners for their
strong support, efforts, engagement
and partnership to build up together this
amazing and successful adventure.” Vice
President of Sales, Jerome Bensimon
said.
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Limited Edition Unicorn Wands

available at Lovehoney
tokidoki X Lovehoney Official Pleasure Collection

Bath, England- Lovehoney is delighted to announce two brand new Limited Edition Unicorn
Massage Wands have been added to their award winning and quirky tokidoki X Lovehoney
Ofﬁcial Pleasure Collection.

T

he iconic Unicorn Massage Wand
is now available in black with
two different colours and designs;
multicoloured skulls and bones, and
black and white skulls and bones in
a paisley-esque pattern. The wands
which are ideal for clitoral play and body
massage feature multiple vibration speeds
with an easy-to-use scroll wheel for
intense stimulation. Kate Hodgson-Egan,
International Trade Manager at Lovehoney
comments on the wands, “Everyone loves
the original quirky unicorn massage wand
from the cult hit tokidoki x Lovehoney
collection so it unsurprising that we have
had lots of interest from retailers looking

The iconic Unicorn Massage
Wand is now available in
black with two different
colours and designs

to stock these two Limited Edition wands.
Also, as they are Limited Edition, once
they are gone...they are gone! Therefore,
we advise those interested in stocking
them to be quick before we sell out!” The
tokidoki X Lovehoney Ofﬁcial Pleasure
Collection is a fun, colourful collaboration
between the British sex toy retailer and
the cult fashion-forward brand established
in Rome. The range features bullets,
vibrators and male strokers emblazoned
with ‘kawaii’ style characters, that has
proven especially popular with 18-25
year olds. The collection won the Highest
Mainstream Appeal award at the Ean
Erotix Awards in October this year.

Sensuva’s Provocatife now
available at Eropartner
Zwaagdijk, The Netherlands - Sensuva’s
newest sexy skin care line Provocatife
is a hemp oil and pheromone infused
nourishing body care line for both men
and women. It combines the healing
and soothing properties of hemp seed
oil with the sex attractant properties of
gender-friendly pheromones. Hemp oil
hydrates and soothes the skin, it helps
relieve itching and irritation, contains
antioxidants and vitamins like A & E.
The collection contains four products:
body butter, massage lotion, intimate
shave cream and massage oil. Sensuva
Provocatife bodybutter is a rich, thick
formula especially designed for extremely

Provocatife is a hemp oil
and pheromone infused
nourishing body care line
for both men and women
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dry areas as feet, elbows and knees. It
hydrates moisturises and conditions the
skin.
The Massage lotion and oil are made
for setting the mood during a sensual
massage. They contain body enriching
ingredients including hemp oil to nourish
the skin. Provocatife intimate shave cream
is enriched with botanicals including
hemp seed oil, wheat germ, and ginseng,
it moisturizes and conditions all skin
types. It’s gentle enough to use anywhere
on the body and will help prevent irritation
in sensitive areas. Sensuva Provocatife
is now available at Eropartner
Distribution.
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CLUSTER BUSTER* –
NO STRINGS ATTACHED
Enjoy the tingles of up to 8 wireless
e-stim toys at the same time – all
controlled by our new power box.
Available from January 2018.

*

www.mystim.com
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Lovehoney’s FiȾy Shades Freed
is shipping

Bath, England - Lovehoney’s award-winning Trade Sales Team is excited to announce that
the ﬁnal Fifty Shades of Grey range, Fifty Shades Freed, is shipping now.

he brand new range is breaking the
sales records which were held by the
previous ranges – Fifty Shades of Grey –
The Ofﬁcial Pleasure Collection and Fifty
Shades Darker – The Ofﬁcial Pleasure
Collection. Fifty Shades Freed – The
Ofﬁcial Pleasure Collection has also been
the main attraction at many trade events
across the world since it premiered in
July at ANME. Fifty Shades Freed – The
Ofﬁcial Pleasure Collection consists of a
range of expertly designed pleasure toys
and accessories. The products have been
designed to reﬂect the growing intimacy
and passion of the inimitable heroes of
the blockbusting trilogy, Ana Steele and
Christian Grey. Over 3 million units of The
Fifty Shades of Grey range have been
sold to date worldwide since Lovehoney
announced that they were working on
products authorised and co-designed
by E L James. Fifty Shades Freed – The
Ofﬁcial Pleasure Collection consists of 17
products in a distinctive and fashionable
purple and rose gold colourway. Quirky,
romantic design elements include a
heart-shaped tip for the Crazy for You
Bullet Vibrator and a stainless steel rose

T

Fifty Shades Freed –
The Ofﬁcial Pleasure Collection
consists of a range of pleasure
toys and accessories

gold love ring engraved with “I want you.
Now”. The My Body Blooms Remote
Control Knicker Vibrator and the sensual
petal-shaped Desire Blooms vibrator are
predicted to be bestsellers. Jim Primrose,
Sales Manager says: “The Fifty Shades
Freed range is the result of years of
research and market-leading product
development to come up with the best
range yet and we are delighted with the
positive response thus far by customers
established and new to this incredibly
diverse and unique collection. Lovehoney
are the only company with the ofﬁcial
licensed collection for Fifty Shades of
Grey. No other company in the industry
does more collaborative work with their
customers than Lovehoney and with
more retailers than ever contacting us
to do staff brand and product training
the demand is greater than ever for Fifty
Shades. There is no other brand out there
quite like Fifty Shades to attract new
customers to your business and with the
new Freed collection, we are catering for
an even wider customer demographic,
resulting in more sales for our distributors
and their retailers alike.”

Erotic lifestyle in the ‚Delight Box‘
Flensburg, Germany - This sex toy
set is the symbol of an erotic lifestyle.
The ‚Delight Box‘ is now available as
an exclusive Special-Edition – at a
sensational price. The limited gift set in
a modern design contains an exclusive
womanizer, a Sweet Smile Dual Vibe, a
Just Glide 2in1 toy cleaner and a tube
of Just Glide waterbased. All four items

The ‚Delight Box‘ contains
an exclusive womanizer,
a Sweet Smile Dual Vibe,
a Just Glide 2in1 toy cleaner
and a tube of Just Glide
waterbased
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are in a grey foam tray that is inside a
beautiful cardboard box with a magnetic
fastener. The cardboard box is completely
covered in a white colour. A silver sleeve
adds the ﬁnishing touch and makes it a
perfect gift set at a recommended retail
price of Euro 129. The “Delight Box” is
exclusively available for a short time at
www.womanizer-wholesale.com.
w w w. e a n - o n l i n e . c o m • 1 2 / 2 0 1 7

NEW
There are 6 new Crush stimulators available at SCALA. Which design will you fall
in love with? Choose between playful bunny ears, smooth curves, dual stimulation,
naughty ticklers and more. You’ll never forget your first Crush, so discover all their
sensual skills and thrills at SCALA today!

WWW.SCALA-NL.COM
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HOT‘s BIO Cleaner
An organic choice in toy hygiene
Wijchen, The Netherlands - HOT is one of SCALAs best-selling brands in erotic drugstore,
always staying on trend and producing quality products that consumers love.

he brand covers an extensive variety
of drugstore categories, ranging from
lubes and massage products to intimate
arousal and stimulation products. The
newest collection available at SCALA
– HOT’s BIO range – is bang on trend,
catering to the surging demand in organic
drugstore and offering a more natural,
gentle alternative to other products on
the market. One of SCALA‘s favorites
from the new BIO collection is the HOT
BIO Cleaner: an organic, vegan toy

T

cleaner which formula is made of organic
grapefruit seed and kern extract. This
quality spray offers a gentle, hygienic
clean that keeps toys sparkling fresh.
The product is available in a 50ml or 150
ml variety and comes in a mainstream,
modern spray bottle. As part of the BIO
collection, it mixes and matches perfectly
with other products from the range, such
as the new HOT BIO lubricants; allowing
for proﬁtable up-sell opportunities and a
cohesive in-store brand experience.

Tenga Flip Zero Electronic Vibration
Zwaagdijk, The Netherlands - Tenga
releases their latest product in male pleasure technology: the reusable Flip Zero
Electronic Vibration. This new product has
two vibrating motors inside the elastomer
sleeve, which provide rumbly sensations
with each stroke. The user can enjoy vibrations with a simple press on the button
and enjoy ﬁve different vibration patterns.
After insertion, the pressure pads can be
used to manually control the pressure
or squeeze out the internal air to create
a strong vacuum suction. The repea-

Flip Zerot has two vibrating
motors inside the elastomer
sleeve, which provide rumbly
sensations with each stroke

ting edges on the inside give a hugging
sensation on both sides of the shaft. Flip
the Flip Zero Electronic Vibration open for
easy drying, and even charge the masturbator while drying, the charge lamp
will light upon charging. The running time
on a full battery is approx. 40 minutes.
The product body and the slide arms are
waterproof, the charging base is not
waterproof. The Flip Zero electronic
vibration stores in a transparent case
for protection and is now available at
Eropartner Distribution.

Exclusive Edition ‚We-Vibe by Sweet Smile‘
Flensburg, Germany - The exclusive
‚We-Vibe by Sweet Smile‘ edition is
now available from ORION Wholesale.
Women wear it during intercourse for
additional G-spot and clitoral stimulation. The ﬁery red sex toy has 7 different
modes and its ﬂexible design means
that a couple can change positions

The ‚We-Vibe by Sweet Smile‘
is perfect for couples
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quickly and easily. The fancy vibrator
can be inserted easily, thanks to its soft
and smooth surface. Water-based lubricant (e.g. Just Glide Waterbased) can
be used to make the vibrator even more
slippery. The “We-Vibe by Sweet Smile”
can be recharged with the included
USB cable.
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XRBrands oȼcially shipping power tool
inspired sex machines from Lovebotz
New industrial-like sex machines feature unmatched thrusting & spinning power
Huntington Beach, USA – XR Brands is ofﬁcially shipping new power tool inspired sex
machines, the latest innovation to join the internationally acclaimed Lovebotz line.

he Thrust-Bot Handheld Multi-Speed Sex Machine is a
heavy-duty reciprocating saw capable of delivering intense
thrusting at up to 2,000 RPM. The Thrust-Bot comes complete
with the Lovebotz reciprocating saw, rechargeable battery
pack with charging dock, metal adapter rod, vacuum grip dildo
adapter, bendable dildo, hex key, and operating instructions.
A stroker attachment also is available but sold separately. The
Power Spinner Portable Sex Machine Drill has everything users
need for vaginal or anal penetration, featuring a rotating dildo with
a speed range of up to 1,350 RPM and more than 16 torque
settings. The Power Spinner is equipped with trigger-pull speed
controls, a dual-speed switch, and a polarity button to change
the direction of rotation, which puts users in complete control
of the sensation and intensity level. A high-intensity LED light
on the front of the drill makes for safe and easy play in the dark,
and each unit comes with a thick, veiny TPE dildo measuring 7
inches in length, though any Vacuum-Lock or Vacuum-Grip dildo
can be attached. The Power Spinner comes complete with the
Lovebotz drill, rechargeable battery pack with charging dock,
metal adapter rod, vacuum grip dildo adapter, bendable dildo,
and operating instructions. The Auto Flogger Whip Attachment
for Drills features a metal rod easily insertable into most drill
chucks, allowing the ﬂogger attachment to provide non-stop
impact when attached to a standard drill.

T

The new handheld
sex machines and accessories
introduce a concentrated,
hardcore sensation

B Swish introduces Bcurious Premium
Los Angeles, USA - B Swish introduces the second generation
Bcurious Premium, a curved external massager. The second generation Bcurious Premium improves from its predecessor with
a silky-smooth silicone wrapped body enhanced with deeper
vibrations and long-lasting rechargeable battery. Its silky-smooth,
sliding curve and tip is designed to excite both targeted and broad areas while 7-functions create pleasure. Nonporous silicone
takes the work out of cleaning so you can focus on the play.
And because it’s waterproof and rechargeable, your customers
can follow their creative urges wherever they take them. The
Bcurious Premium is available in colors Noir or Dusk with MAP of
$79.99 and as a member of B Swish’s Premium Line of personal
massagers, arrives in new hard-box packaging with a travel
pouch, USB charging cable and user guide.
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Modern Emotion’s Christmas
edition now available
November / December 2017
Flensburg, Germany - The Christmas edition of the free, neutral erotic magazine ‚Modern Emotion‘
with new, erotic lifestyle topics and great shopping tips for end customers is now available.

he new edition focuses on the Christmas, including gift ideas for seductive holidays, as well as hot stories for
cold days. In addition, there is an article
with insights into the art of burlesque
and a look at the hottest lovetoy trends
for 2018. Retailers can order ‚Modern
Emotion‘ for free as a magazine in DIN A5
format and hand them out to their customers: Modern emotion, Issue November /
December 2017, Article number 0908240

T

0000 / 50er bundle. Orders and further
information: ORION Wholesale, Hauke
Christiansen, Phone +49 461-5040 210,
Fax 0461-5040 244,
E-Mail: hchristiansen@orion.de,
www.orion-grosshandel.de.
The new issue of ‚Modern Emotion‘
is also available as a digital version in the
download area at www.orion-grosshandel.de – easy to download and integrate
into your own online shop.

New Wink Plus line from Crave available in three colors
Zwaagdijk, The Netherlands - Crave
introduces their new Wink Plus line, a
range of stainless steel vibrators which are
also waterproof so they can be explored
anytime, anywhere. The silicone cap can
be added for a softer, more silky
experience. The sleeve is made from body
safe silicons and has the size of a
mascara, so the Wink Plus is perfect for

The new Wink Plus line
is a range of stainless
steel vibrators

travel. The powerful Wink Plus has ﬁve
speeds and two patterns that can be
controlled by one button, and because of
the material, the vibrations are more intens
than a traditional plastic or silicone vibrator.
With the included USB charging cable,
the Wink Plus recharges quickly and
lasts for an incredible 5 hours on the
highest setting.

King Cock Tour rocks Europe
Chatsworth, USA - Pipedream’s massive
12 ft. King Cock is no stranger to fame. The
giant cock, which just returned home from
the eroFame show in Hanover, was on its
way to Ahoy, Rotterdam, when it once again
went viral. The King Cock was accompanied
by Dutch star Bobbi Eden, on the way to
her Erotic Exhibition in Ahoy when the press
caught wind of the giant cock in transit.
Soon after, the Pipedream King Cock was
appearing on Dutch TV, radio and a number
of online placements from Telegraaf.nl to
Rijnmond.nl. The massive 12 ft. King Cock,

TThe massive King Cock was
ﬁrst unveiled at ANME 2016
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which was the brainchild of Pipedeam’s
Chairman and CEO Nick Orlandino, was
ﬁrst unveiled at ANME 2016 to celebrate
the award-winning brand. Since then, the
giant King Cock has traveled to Europe and
is often sighted being towed by Raymond
Houtenbous, Pipedream’s VP of Sales in
Europe. Photos of the giant King Cock have
appeared on user submitted sites garnering
millions of views.The giant King Cock was
created as a promotional tool to celebrate the
mega-manufacturer’s award winning
King Cock line.
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King Cock: Every size and

shade now in stock
Pipedream

Chazsworth, USA - Since its launch in 2015, King Cock has become the undisputed
king of American-made rubber.

ith unparalleled craftsmanship and
attention to detail, the King Cock
line represents lifelike looks, amazing
feel, and unsurpassed quality. Now
the best-selling, award-winning line is
expanding their comprehensive offering
to include six new sizes and a seductive
new tan color. Made from phthalate-free,
latex-free, hypoallergenic PVC rubber,
King Cock dildos are now available in
four colors—ﬂesh, brown, black and tan.
The new sizes range from 5” to 15” and
even include a 9” Chubby, not previously

W
The King Cock line
is expanding with six
new sizes and
a new color

seen on the market. You would never
believe that these dildos are made with
PVC-the ﬁrmness and consistency of the
material, along with the textures, intricate
decorating, and impeccable ﬁnishing,
make these dildos look and feel better
than the real thing. Every vein, every shaft,
every bulge, and every head is carefully
reproduced by hand with exquisite detail.
Made in Pipedream’s state-of-the art
rubber manufacturing facility, every King
Cock is body-safe, harness compatible,
and sculpted to excite.

A Wyld adventure with NS Novelties at SCALA
Wijchen, The Netherlands - The Wyld
Vibes range by NS Novelties offers
various thrilling rabbit-style vibrators to
choose from, each with their own unique
appeal – from sweet and feminine with
the Butterﬂy, glamorous and chic with
the Swan or dark and daring with the
amazing Rattler. The Wyld Vibes Rattler is
a dual-stimulation vibrator with sensational skills. This black beauty has a sleek,

realistic shaft and comes with a naughty
anal probe stimulator: meaning double
the fun and double the intimate pleasure.
This thrilling design will rattle the hot spots
with powerful vibrations, rotational pleasure beads and multiple, lustful functions.
The Rattler is made of quality TPE, comes
in a modern, non-intimidating packaging
and has a very attractive pricing; making it
affordable for all.

Power Vibes – small but mighty
Flensburg, Germany - They are small
but mighty! The new Power Vibes from
YOU2TOYS can ﬁt in any handbag but
they are still very powerful. The rechargeable mini vibrators have extremely strong
vibrations in 10 different modes but they
are still astonishingly quiet. A high-quality
ﬁnish and sophisticated functionality are a
given. The toys are also great prices too.

The Power Vibes are available
in ﬁve different designs
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They are available in ﬁve different designs
and are all made out of skin-friendly silicone with a PU coating so that they have
a special soft touch surface. They are
waterproof and can be recharged with the
included USB cable. The Power Vibes are
delivered in discreet packaging. There is a
description of the product in ten languages on the packaging as well.
w w w. e a n - o n l i n e . c o m • 1 2 / 2 0 1 7

F E A T U R E

Iconoclasm in the adult market
exclusive

Are modern technologies usurping the vibrator?

Yes
N

Matthias Poehl, editor in chief

Currently, we see the
emergence of new ways of
sexual stimulation as a result
of modern technologies –
be it pressure waves, sonic
waves, suction, or oscillation.
A whole new product category
is being born, presenting new
and exciting alternatives to
vibrating motors. So, are the
days of the vibrator counted?
Will this deﬁning product of
the adult industry be toppled,
or will vibrators continue to
be the dominant product
category on the market, even
in the face of these innovative
technologies?
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ot much longer now, and the adult industry
will have a big anniversary to celebrate.
In 2019, the vibrator will turn 150. That’s
right, it was in 1869 that the American doctor
John Harvey Kellogg created a so-called
“manipulator” which is widely regarded as the
world’s ﬁrst vibrator. It didn’t run on electricity
but on steam, and instead of providing
pleasure, its purpose was to heal “hysterical”
women. Fortunately, the shape and design
of vibrators are not the only thing that have
changed in the meantime. Today, the vibrator
is more or less the symbol of the adult industry,
the epitome of a sex toy. However, this
impressive success story also has to do with a
lack of alternatives, at least in part.
Reliable ﬁgures are hard to come by, but
I am pretty sure that, until a few years ago,
the vast majority of electrically operated sex
toys was vibrating one way or the other. The
consumers could choose from countless
colours and designs, vibration patterns and
vibration strengths. The advantages are plain
to see: Vibrators are easy to use, easy to
produce, and they do what they are supposed
to do.
Consequently, it won’t be easy for a new
contender to dethrone the reigning champion
of sexual stimulation. That said, I still believe
that we will see a changing of the guard. The
new generation of toys that are emerging right

now will take the crown. After a century and
a half, the time is ripe for a change. At the
moment, the vibrator still reigns supreme in
the adult market, but it has had a long time to
become better, more effective, more appealing.
The new generation of stimulators – pressure
waves, suction, oscillation, etc. – have only just
entered the stage. What we have seen in the
market since the launch of the Womanizer two
years ago is the beginning of a general shift as
industry and consumers are slowly opening
up to these new technologies. Again, nobody
knows the future, but I have the distinct feeling
that we will see even more concepts that are
going to provide new, exciting alternatives to
vibration. What types of stimulation those are?
I’m just as curious to ﬁnd out as you are.
This is the beginning of a major
development within the adult market, and
when all is said and done, vibrators will only be
one product category among many. Make no
mistake, I am not saying that they disappear,
but they won’t be the gold standard of sex
toys anymore. Naturally, developments like that
don’t happen overnight, and I don’t expect to
see another undisputed champion emerge from
the sex toy masses, either. No, what I expect is
that consumers will be able to choose from a
greater variety of products. And some of them
will still be of the vibrating kind, even a hundred
years down the line.
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No
T

he current momentum in the industry seems
to indicate that the era of the vibrator is
headed for a rather abrupt end, what with all the
products embracing new technologies that we
see springing up like daisies. The producers of
these toys don’t just praise their innovations – and
that’s deﬁnitely what they are, make no mistake
about it – but in doing so, they often point out how
old and outdated, how lacking and inadequate
vibrating motors are becoming in the sex toy
market. Suddenly, everything that was ﬁne before
is suddenly labelled as obsolete, or so it seems.
But of course, it’s not quite that simple. No doubt,
the technology we see in conventional vibrators
isn’t new. As a matter of fact, the core principle
has remained the same for quite some time.
But we mustn’t forget that this technology has
provided satisfying experiences to consumers all
over the world for many, many years. So anybody
proclaiming that the vibrator is dead is probably
jumping the gun. I am fairly conﬁdent that this
technology will continue to play a major role in
the market in the future. Why? Well, it is what
you’d generally call a “benchmark.” Vibrators of
the classic variation are a tried and true source
of sexual stimulation, satisfaction, etc. and the
most widely used type of sex toy on the market.
I would even go so far as to call them an industry
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standard as the vibration technology
is a common denominator among
most producers in the toy segment.
But to get back on topic, standard
products are the bread and butter
of any industry. You need them
because they offer a level of
quality at affordable prices, and
they also meet the expectations of
many consumers. Speaking of which, not every
consumer wants all the bells and whistles or the
big brand product. Standard products are not the
big eye catchers, but nonetheless, they make for
a solid foundation on which to build the rest of
your product range. Will we ever be ablea to say
the same thing about pressure wave, sonic wave,
suction, or oscillation toys? Well, time will tell, but
it won’t be anytime soon, that much is certain
if you take into account the (current) pricing of
these products. And then there’s the question if
the producers of such toys would even want to
go down that route, after all, the term standard
product isn’t very sexy; there’s something mundane
about it that may not really match the philosophy
and intention behind the aforementioned
innovations. So, will the complexion of the market
remain the same? If I had to bet, I’d say yes, so on
that note: ‚Long live the vibrator!‘

Randolph Heil,
editor

F E A T U R E

The Art of Sex

exclusive

M o d e r n d e sign a esth etics turn sex to ys into sensua l wo rks o f lux ury a rt

A long, long time ago, in a galaxy (better known as the 80‘s and early 90‘s) of
big hair, high-waisted thong bikinis, and prominent tan lines, sex toys were
more like embarrassingly bad props from a euro-trash music video. The
packaging design was laughably tacky, and the product materials were probably best tossed into a toxic waste dump. If you wanted a sex toy, you essentialThis article is
contributed by
Colleen Godin, EAN
U.S. Correspondent

ly had 2 potential options: a stick-straight, cylindrical stiff vibrator, or a comical
caricature of a circumcised penis. If you thought acid-washed jeans and neon
legwarmers were bad, just try wandering into
a dingy, back-alley sex shop of the late
1980‘s. Needless to say, it wasn‘t a
great time to be a sex toycurious consumer.

leasure product
design has
thankfully
evolved light
years in only a
few decades.
Step into any adult boutique
and you‘d swear you were in
an art gallery. Shades of fuscia,
teal, and pink pop like watercolor
paintings, and modern shapes and
textures evoke an atmosphere of
sensual luxury. Sex toys have outgrown
their former simplistic, pigeon-holed space
into objects of beauty and superior ergonomic
design. Buying a vibrator is an act of self-expression, as individualized and identity-afﬁrming as wearing statement jewelry or designer
clothes. Pleasure product manufacturers are
crafting the next generation of artistic sexuality
with toys that are too gorgeous to hide in a
lingerie drawer.

P

“I ﬁnd inspiration in everything: fashion, art,
movies - as long as it glitters,” gushes Rianne
Swierstra, Owner and Designer of boutique
brand Rianne S. Swierstra‘s ultra-femme vib-
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rators, splashed in shades of coral, pink, and
purple, are the perfect accessories for today‘s
Cosmo girl. Heart-shaped mini-vibes and slender lipstick bullets – Swierstra‘s latest designs arrive in luxury cosmetic cases and ribbon-print
boxes. Rianne‘s original debut product was
a shiny, red vibrating apple in lush purple
packaging covered in fashion photography. For
Swierstra, it‘s all about the ﬁner details, which
add the ﬁnishing touch to her brand statement. “My brand mission is all about celebrating
women and encouraging them to explore
their desires and sexuality; to create a fulﬁlling
sex life for themselves,” says Swierstra. “The
women in our [marketing] communication are
not objects, but subjects. The packaging looks
feminine, but not stereotypical.”
Rianne is one of many manufacturers who
heard female consumers loud and clear: fake
dicks are out, and pleasure art is in. “Thank
god the quality, ﬁrst of all, has been improved
of a lot of products,” remarks Swierstra. “The
industry now creates beautiful products that go
beyond the 70‘s dildos that were once on the
market.” Men can, of course, appreciate good
art as much as the ladies, but when it comes
to getting off, let‘s face it: women are more
apt to do it in style. “The products appeal very
much to lots of women who often like the fact
that they are very stylish,” says Swierstra.
It‘s almost surprising that touches of sensual
sculpture made an appearance in pleasure
design so late in the game – until you consider
manufacturer versus consumer. Women have
always composed the majority of sex toy
buyers, and men have generally been the
creators. However, the smartest male CEOs
had their ears to the ground, and a similar
disdain for crass gag gift-type toys. You can‘t
mention luxury sex toys without thinking of
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were limited to plastic-wrapped veiny dongs and
straight, white vibrators,” says Jordan‘s collaborator
and Director of Operations Kimberly Faubel. Having
already seen the vast possibilities in manufacturing and technology, they crafted a toy with
beauty and brains. “Jules wanted to produce
a unique item without compromising effective
function,” recalls Faubel, who played a large
role in bringing the company‘s ﬁrst toy to life.

Clandestine
Devices‘ Director
of Operations
Kimberly Faubel

Rianne Swierstra,
owner and designer
of boutique brand
Rianne S

Sweden‘s iconic LELO brand. Founded by Filip
Sedic in 2003, LELO was one of the ﬁrst companies
to mass-market health, pleasure, and art in a single
package. Since then, several veteran, male-run adult
businesses previously known for pandering to the
testosterone crowd have switched their focus to the
divine feminine.
When Clandestine Devices, founded by well-known
adult video producer Jules Jordan, jumped into
the luxury vibe market, the result was surprisingly
anything but pornographic. Jordan‘s immersion in the
adult business offered him a 360-view of the market,
and as President of Clandestine, he knew the average woman wasn‘t after sex that resembled a staged
scene. “Jules and I come from a long history of adult
retail, so we have been in this business since choices
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Every girl might be crazy about a sharp-dressed sex toy, but form is still just as important
as function. The result of Jordan and Faubel‘s
collaboration was the Mimic vibrator, which
resembles a palm-sized sting ray (yes, the one
that lives underwater) with ﬂexible, outstretched
wings extending off a curved body. “The Mimic‘s
aesthetic conveys our brand mission because it
is beautiful - with a purpose. We didn‘t make this
item to just look good, we made it so it would feel
good, and the look of it is a direct result of making it
comfortable, ergonomic, and effective.” The Mimic‘s
wings surround the entire vulva, taking female aesthetics and anatomy into account in one swift move.
Clandestine‘s ﬂagship toy is even inspiring others
to create their own kind of sex toy art on Instagram.
Faubel‘s clever marketing campaign has users photographing their Mimics on the beach, in restaurants,
and out-and-about in nature and tagging them with
#MimicTheMoment to show off their insta-creations.
Artsy vibrators aren‘t just changing the industry;
they‘re changing the world.
Busting the stigmas of sex toys in the name of great
art wasn‘t an easy feat. After several decades of
slow change, we‘ve ﬁnally arrived at a much more
eye-pleasing destination, all thanks to the growing
trend of sexual health. “Sexuality is becoming okay
to discuss and the sex-positive movement continues to rage,” says Faubel. “Mainstream publications
and outlets are welcoming our industry more and
more, and it‘s easier to break into this category with
stunning and innocuous design, so why not work
harder on our end to conceptualize items that are
attractive?” And from the looks of things, pleasure is
only going to get prettier from here.
Sex in itself is kind of like art; sometimes it‘s beautiful,
and sometimes it‘s messy, but it‘s always an expression of our deepest selves. If you can wear your heart
on your sleeve, why not add your vibrator to your art
collection?
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Bathmate looks back

at a successful year 2017
exclusive

R e s u l ts a r e mo re th a n p o sitive

Bathmate have continued on their course of success and
growth throughout 2017 and now, they can back at several
great products launches at the year’s two ANME Shows in
the US and eroFame in Europe. The icing on the cake: At
the latter event, the company also won two awards for their
outstanding work.

Bathmate Brand
Manager Tim Brown

54

R

ight at the beginning of 2017, Bathmate presented new consumables at
ANME Show in Burbank, California,
including the delay gel Bathmate
Control, the toy cleaner Bathmate Clean, and
others. “Control is unlike any other delay gel
on the market as it does not contain lidocaine
or benzocaine. Lidocaine and benzocaine are
both very effective at numbing the penis so
climax is delayed, but sometimes climax is
impossible due to a lack of feeling,” Bathmate‘s Brand Manager Tim Brown explains.
“Bathmate Control works in a different way.
Once it has been applied, the user needs to
wait 30 to 40 minutes, then they feel a warm
tingling sensation, the gel is now active and will
remain so for the next 3 to 4 hours. Bathmates
Control reduces the sensitivity of the penis by
about 20%, meaning that it is easier to hold
back on achieving climax but at the same time
there is no numbness; it is also easy to achieve
climax - a real win-win.” Bathmate Clean on
the other hand is a toy cleaner, as the name
suggests, and it is highly effective, no matter if
you’re cleaning a rubber, latex, silicone or PVC
product. Bathmate Clean is also super easy to
use. Just spray it on the toy, rinse the toy with
water, and then let it dry. Alternatively, you can
also rub the toy dry with a piece of cloth. The
toy cleaner comes in a 100ml bottle. “Without
question, Bathmate Clean really is an essential
when maintaining the cleanliness of all adult
toys,“ says Tim Brown.
A few months later, in July, Bathmate launched
Trim, their ﬁrst electronic essential, and as the
company’s Brand Manager adds, this launch
was driven by consumer demand. „To use the
Bathmate pump effectively, it needs to be able
to form a seal against the body. If the user is
too hairy, the pump will not seal against the
body, making the pump ineffective. We have a
global customer care desk that receives a lot of
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The Bathmate team
at eroFame 2017

calls about how short the hair needs to be. Included
in the kit, along with a full-size trimmer with 4 different
guide combs, is a precision trimmer. The precision
trimmer comes with an adjustable guide comb with
4 different lengths, and we recommend number 3
as the ideal cutting length to create a great seal.”
As Bathmate announced, Trim has been extremely
popular, selling so well that the product has actually
been sold out twice.
More new products were launched at eroFame in October, when the British brand introduced their new Hydro
Rocket intimate douche and a line of rechargeable,
vibrating cock rings. “We actually sent the new Douche
to space,” says Tim. “The Douche is shaped like a rocket, so we wondered if we could get it into space. We
found a company based near our factory who said they
could do it, and so one sunny day in September, we
hitched it to a balloon and sent it 112,000 feet into the
air before the balloon exploded. We think we may have
a world record for the highest adult toy!” Bathmate’s
Hydro Rocket is a personal hygiene device, designed to
be used in the shower as a complement to the personal
cleansing routine. It features an ergonomic, easy-squeeze 325ml bulb and an innovative non-return valve to
prevent water from returning back into the bulb, thus
eliminating any chance of contamination. Consumers
can be sure of a thorough hygienic clean. The fully detachable nozzle and ﬂat-bottom base make cleaning the
Hydro Rocket quick and easy, and it even comes with
a discreet bag for safe storage after use. The douche
is made only from skin-safe, tested materials, ensuring
safe, hygienic use, making it a must-have essential for
clean, conﬁdent play.
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Bathmate’s trophy
collection for 2017

“Bathmate‘s new range of rechargeable vibrating
cock rings are made of our new and improved
Elastomex formula, combined with a small yet powerful rechargeable 3-speed vibrating bullet, and they
allow you and your partner to feel every vibration.
Designed with enhanced stimulation in mind, the
Bathmate Vibe Ring range will boost your power,
performance, and pleasure”, Tim says of Bathmate’s
cock ring range.
The Tickle, as one of the new rings is named,
boasts a unique surface structure, providing intense
stimulation for both, the wearer and the partner. It
can be worn facing upwards or downwards to hit
the desired spot. Meanwhile, the unique concept of
The Strength heightens pleasure by constricting the
ﬂow of blood, making for bigger, longer lasting, rock
hard erections. Then, there’s the Stretch, a cock ring
designed to imitate the tightening sensation felt just
prior to climax. By resisting the natural contraction
of the scrotum, the Stretch provides men with a longer-lasting, more powerful orgasm. The Eight is also
designed to heighten pleasure by constricting the
blood ﬂow, and the increased sensitivity of the penis
will intensify the orgasm.
Bathmate also have a lot of new ideas up their sleeve
for 2018, as Tim announces: “In 2018, we have
some new and very exciting plans, and all being well,
we will launch our very ﬁrst female product, as well
a completely unique add-on to the pump range that
takes hydrotherapy work-out to the next, mind-blowing level.”
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WORK: WHY BOTHER?
exclusive

M A R K E TI NG MATTE RS

orgive what may initially appear
to be a ﬂippant question addressed to fellow members of
the erotic industry. But seriously:
aside from a regular paycheck
and all the subsequent beneﬁts–
at least, if you’re working for one of the bigger players – why do you turn up each day
to the ofﬁce, factory, or warehouse? Take
a minute right now, to ponder this. What is
your organisation’s common purpose that
binds you and your colleagues, and determines the collective effort and direction?

F

In his monthly column, Brian
Gray from Glasgow-based
consultancy Lascivious Marketing offers his thoughts on
all things marketing…and perhaps one or two other things.
This month he’s urging you
– especially sole traders and
micro business owners - to
consider why you’re actually
in business. What purpose do
you serve?

Alternatively, if you’re working for yourself in
this industry – I call them “Risqué-takers” –
or you’re part of a small- or micro-business,
you’re probably more acutely aware of your
company’s mission.
Now, I can already hear the
audible sighs from some
readers, who are probably
about to ﬂick the pages to
the next article. “Mission
statements? That’s all a
bit woo-woo, happy clappy. What’s it really got to do
with me on a daily basis? I’m
here to do my job and help the
company make money. End of.”

58

columnist Lucy Kellaway has done just that
for decades. It would be amusing if it wasn’t
such a sad indictment of the current state of
affairs.
But as you’re probably used to by now, I’m
going to upset the applecart. Because, wait
for it, I’m going to come out in defence of
the mission statement. There: I’m out of the
closet.
Before you fall off your chaise longue however, let me qualify such an outrageous
admission. Yes, I’m in favour of mission
statements: properly crafted, meaningful, and
beneﬁcial ones, that is.
Unfortunately, when companies have even
bothered to produce one, it’s easier to ﬁnd
bad examples than good ones. And the
erotic retailing sector is no exception.
In writing this month’s column, I visited
several dozen websites belonging to some
of the leading erotic retail industry players:
household names for brand-conscious carnal
consumers. The results were pitiful, verging
on downright embarrassing for the industry
as a whole.

You’d not be alone. Go online and you’ll
ﬁnd a plethora of criticisms levelled against
mission statements. One business consultant said they are “…one of the most overused and least productive tools in business
today. I am convinced that they fail to serve
their intended purpose.”

Before I receive complaints galore, let me
elaborate. The majority of the websites did
contain an ‘About Us’ webpage (in which
quality and quantity of content varied considerably). Some websites provided summary
histories and listed key achievements, together with product summaries and the like.
But, as polished as these may be, they do
not constitute mission statements.

Want to read more corporate claptrap
being ripped to shreds? Financial Times

So what should a mission statement look
like? What is it meant to achieve?
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The easiest option (for me anyway) is to refer to my
university business school – and world renowned –
marketing professor, Michael Baker. “Irrespective of
size, all organizations have a mission, a raison d’être or reason for being. In small organizations the
mission may be implicit but clearly understood.”
And what should a good mission statement cover?
Baker thinks “…the organization’s character, identity, and reasons for existence; why the organization
exists and for whose beneﬁt; the beliefs and moral
principles driving its behaviour; its norms and rules
of conduct.”
Want another opinion? There’s always Baker’s
peer, Philip Kotler to fall back on. Oft cited as the
grandfather of modern marketing, he opines that
a good mission statement has three key characteristics: limited goals; outlined policies and values
the company should honour and cherish; and
deﬁned competitive scopes (industry, products
and applications, competences, market segments,
geographic territories, and vertical alignment)
Got all that? Good stuff. Now get to work articulating your company’s mission!
You shouldn’t really have to
spend that long doing
so. If you’ve been
working at a big
company for
a while, then
you’ll already
have a very
good inkling as
to what should
be included.
Alternatively,
if you’re
just starting out in the
erotic retailing
industry and still quite small in
size, you’ll probably ﬁnd it much
easier to produce it as your scope
will still be highly focused and

undiversiﬁed. Relative simplicity will be you friend
on this occasion. Besides, if you’re just starting out
in business, you can’t afford to spend an inordinate
time on this anyway.
But do it you should, and must. In fact, for solo
enterprises or small teams, the mission statement
is arguably one of the most important things for
you to possess.
Why? Because starting and running a business
is incredibly tough. One that survives and thrives
is an even tougher ask of its owner(s) and team
members. Framing your mission statement on the
wall beside your desk will serve as your faithful
corporate compass, in the unchartered waters
you’re sailing in.
Remember the phrase, “If you’re going through
hell, keep going” ? Your mission statement is there
for exactly those moments in time. When you’re
at your lowest ebb, when you’re going through a
period of sheer hell, when there’s blood, sweat and
tears being shed in your battle to survive, persevere and proﬁt, those few little – but well formed
– sentences describing who you are, what you’re
in this for and how you’re going to do it, will be the
fuel for the ﬁre in your belly that will see you not
only through each day, but give you the kick up
the backside each morning when you so want to
spend it in bed. When the mere “erotic wannabe’s”
throw in the towel because they arguably didn’t
have a focus or mission to begin with, you’re still
going to be hustling, grafting, and making your
goddamn business work come hell or high water.
Why? Because you’ve got the conviction, the right
amount of stubbornness, and a shedload of determination to succeed.
And you’ve got a deﬁned mission to achieve.
So now that all excuses for being without a mission
statement have been banished, and you’re going
to make amends, make it count when you’re composing it. And above all, be honest to yourself and
your potential customers, otherwise it’s a pointless
exercise. You and your customers deserve far
more.
Brian can be contacted at lasciviousmarketing.
com, found on Twitter @LasciviousMktng or
phoned on +44 (0)141 255 0769.
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THANK YOU
to everyone that has supported JO®
and voted for us in the EAN Awards. We
couldn’t do this without your support!

AVAILABLE AT

For any enquiries please contact our European SYSTEM JO® Regional Manager Becky Anniuk

|

rebecca@systemjo.com | +44 7813 847756
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Desperately Seeking Sandra
S a n d r a v a n Lo o ij brings h er signa ture smile a nd a wh o le lo t o f p a ssio n to th e in d u s t r y

exclusive

an Looij started on the tamer
end of the spectrum in
purchasing and customer
service in the lingerie industry,
working with companies like
Beate Uhse. After a long break
from the adult world, van Looij jumped from
an 8-year, ofﬁce-based career purchasing
housewares from Chinese factories to
globetrotting for JimmyJane. Diamond
Products, having recently acquired the
high-end, boutique-style company, was on a
mission to re-vamp the brand and preach its‘
sexual wellness mission to distributors and
retailers. In traditional Diamond fashion, world
domination was the end goal, and the small
team at JimmyJane needed someone with
quick access to the European market.
Diamond crowned Sandra their ﬁrst-ever
European Education Executive, sending her

V

The pleasure industry is a
cast of colorful characters.
When you‘re surrounded by
this many big personalities, it
takes something really special
to stand out, and Sandra van
Looij has her own kind of
undeniable sparkle. Van Looij,
a specialist in product training
and wellness education, is
a seasoned public speaker
and business woman, which
are enviable traits on their
own. However, it‘s her gentle
warmth and empathetic
personality that have brought
something truly memorable to
her well-earned reputation as
one of the industry‘s best and
brightest.
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across the continent armed with a suitcase full
of pink vibrators and an impressive tri-lingual
product presentation. On top of a rigorous
travel schedule, evolving product line-up, and
a new curriculum of sexual health knowledge,
Sandra juggled her presentation rehearsals in
3 languages. Van Looij rose to the challenges
and seamlessly blended JimmyJane‘s
sex-tech toy line with the brand‘s recently
amped-up, sex-ed-focused marketing
scheme, all while switching between her
native Dutch, German, and English. Sandra‘s
friendly, relatable personality was the ﬁnishing
touch to the niche she unknowingly carved for
herself; a niche that would become her
industry calling card.
Sandra pioneered her path as a well-respected industry educator and presenter over
the course of her 2 years in JimmyJane‘s
signature pink scarf. She caught the attention
of System JO‘s CEO Michael Woolard, a
newcomer to the pleasure industry with a
corporate-honed keen eye for talent. Woolard
and van Looij were introduced during a dinner
with some of Woolard‘s international clients,
which couldn‘t have come at a better time.
Woolard was seeking to build his recently-appointed team at JO on a world-wide scale.
“High expectations and investing in our team
come ﬁrst,” says Woolard. “I immediately
knew that Sandra was well respected. She
was fun, energetic and I could also tell she
was serious.” The wheels were already turning
for Woolard and his UK-based Regional
Manager, Rebecca Anniuk, but knew that van
Looij was heavily invested in her then-current
job position. “When Becky and I discussed
expanding her [European-based] team, we
both said we would like to ﬁnd someone like
Sandra. We thought she was the ideal
candidate,” recalls Woolard. “I had no idea
that a year later she would become part of our
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o rd. “First and foremos
board.
foremost, she is a
p
rofes
fe sional, and she exce
professional,
excels at all of
those
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traits,” says Woolard
Woolard.
Van
Va
n Looij‘s new gig p
provided the
kind of challenges and opportunities
kin
for growth that keep th
this life-longer
g
o-getter on her toes
go-getter
toes. Selling
lu
lub
ricants is a differe
lubricants
different kind of
an
ani
mal. Vibrators, at their most
animal.
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asic level, are easy
basic
easy. Direct
c
cus
tomers to the fu
customers
function button
and packaging copy, and the rest
becomes fairly self-explanatory.
self-expl
Lubes
require a working knowledge of body
chemistry, potential reactions w
with toy
materials, and the subtle art of tteaching
consumers which liquids work b
best with each
body part. Sandra had to levellevel-up her skills to
learn JO‘s quickly expanding product line-up
and customer training program. Even for an
industry veteran, van Looij found a unique
excitement in JO‘s accelerated pace.
“Because of my previous experience I knew
more or less what to expect,” says van Looij.
“But at the same time every day is different,
so in a way every day is a surprise!”
Sandra‘s easy-going personality and
ability to naturally connect with customers
were key in transitioning into this advanced
sales and marketing position. Coupled with
her superior work ethic, it wasn‘t long before

This article is contributed
by Colleen Godin, EAN
U.S. Correspondent
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her customer base conﬁrmed exactly what
Woolard saw in van Looij over their business
dinner years prior. Among her retailer and
manufacturer clients, “she is trusted, efﬁcient
and very organized,” says Woolard. Van Looij
brings the best of herself to every aspect of
her job – something that would almost be
impossible not to do for this goal-oriented
career woman. Sandra‘s presentations are
enthusiastic and interactive, and spontaneous
in reaction to her audience. She understands
how to educate with an open mind, providing
honest insight for lube newbies and advanced
sales techniques for veterans of the JO brand.
“I put a lot of effort, energy and education in
my training,” says van Looij, who curates her
program content based on each customer‘s
needs. “We strongly believe that good
education helps to increase sales.”
Building well-rounded credentials has
taken Sandra from the adult sector to
mainstream and back again several times
over. Her hard-earned CV puts her at the top
of any company‘s most-wanted list, but after
jumping head-ﬁrst into her return to the
pleasure industry, Sandra has ﬁnally settled
into a place she‘ll be calling home for the
foreseeable future. “Jimmyjane gave me the
chance to get back into the [pleasure
products] industry, for which I am thankful, but
in my current role [at System JO] I feel I can
contribute more to the industry,” muses van
Looij. “It is a young, dynamic and growing
company in Europe. They give me trust and
support to grow as a Brand Ambassador.”
As the pleasure market changes to an
education and wellness-based business, van
Looij is looking forward to creating more
opportunities to bring the System JO brand
message to life. “[I want to] expand my
knowledge about the business, which
includes the marketing side as well and being
a pioneer as a Brand Ambassador,” says
Sandra of her career vision. In a signature
style that‘s all her own, Sandra is approaching
her future in the pleasure industry with a big
heart, an unmatched passion for people, and
a genuine smile for everyone lucky enough to
wander into her happy world. “[This industry]
was, and still is, amazing,” concludes van
Looij. “I am learning every day, meeting so
many different people, and I love it.”
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The younger generation

will go for these products.
exclusive

Ni ge l Po w e ll ta lks o rga nic lubrica nts, ma rket sa tura tio n, a nd th e new #self ie pr od u ct s

„

Give Pleasure

Lubricant gels consisting of natural and/or
organic ingredients are the latest trend. Do you
agree with this statement?
Nigel Powell: Yes, deﬁnitely. As brands and
manufacturers try to meet the needs of an
ever-changing market and society, it makes
sense to expand your offering and adapt to
these new opportunities. These health and
wellbeing approaches will obviously also help
give exposure to more mainstream sales
channels.

Products has paid
tribute to the
global selﬁe trend in
a unique way - with
two new products,

How can it be that this speciﬁc demand is
only now growing to a large extent in the erotic
market?
Nigel: I don’t know how much it has grown
and I’m not totally convinced that it will in the
erotic market. And if people in the erotic market
move to buying an organic lube, they’re moving
from buying another erotic market lube. I think
there’ll be limited growth as, even if a new
lubricant user discovers the beneﬁts of liquid
products because they’ve tried an organic
lube, it doesn’t mean that they’re going to buy
it from an erotic retailer.

#Selﬁe
Masturbation
Cream and #Selﬁe
Pleasure Gel. In our
EAN interview, Give
Pleasure Managing

Will we see more and more organic lubes in the
future and how will Give Pleasure Products
react to this?
Nigel: Maybe one day we’ll have some. But for
now, we’re concentrating on fun, cool branding
aspects of liquid products such as our #Selﬁe
products.

Director Nigel
Powell talks about
the new products

Today, most distributors or wholesalers and
even many retailers have their own lubricant
line. What do you think about the ﬂood of
private labels or private label products?
Nigel: It certainly is a ﬂood and it can make it
harder for brands. It allows distributors and
wholesalers to effectively become the

and the latest
developments in the
lubricant segment.
68

manufacturer so why wouldn’t they. Some
consumers want to pay as little as possible for
all of their products so there’ll always be a
demand. But there’s plenty of room for brands
to sit alongside the private label liquids. It’s the
same as toys. Some people want better quality
and are quite happy, and feel safer, paying
more.
When talking about the future of the erotic
market, people often predict that mainstream
companies will eventually discover this market
for themselves. Companies from the cosmetics
sector are predestined to roll up the lubricant
product category. Is that something to worry
about?
Nigel: It’s often mentioned and nothing
happens. They continue to distance
themselves from sex.
When will the well-known lubricant brands of
our market penetrate the mass market on a
grand scale?
Nigel: Sadly, I think it’ll still be several more
years yet. Until attitudes towards sexual
pleasure change and vastly become more
mainstream it’ll continue to be slow going.
Let us talk about the latest developments at
your company. In spring, you launched the
‚lubeshot tubs‘, the ‚lubeshots travelsize‘, and
a ‚lubetube display‘. Can you give us some info
about these?
Nigel: Again, it’s just about offering your
products in different ways to help catch the
attention of new customers. The lubeshots just
came on their own to start with, in brown
cardboard boxes of 250 pieces. Now they’re
presented in lots of different ways, to give
retailers something new and to help them
make more money. The lubetube display is
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Nigel Powell at
eroFame 2017

perfect for the 6 x 100ml bottles (Premium Aqua Gel,
Silicone+, Raspberry Kiss, Cheeky Cherry, Horny
Devil Warming Gel and Ice Breaker Cooling Gel) and
comes with 4 interchangeable sexual orientation
headers. It’s an uncomplicated range that won’t have
your customers scratching their heads wondering
which does what.
How important is it to provide the trade with
instruments to present your products in the most
effective way, or to offer your customers products in
various sizes to attract new customers or generate
impulse sales?
Nigel: It’s very important. In an increasingly challenging market you can’t just have a bottle on a shelf. It
needs something around it saying ‚hey, look at me!‘.
Your focus here seems to be on the brick and mortar
business. Is this your main distribution channel?
Nigel: No, although I really do love the look of our
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products on physical shelves. It makes me feel very
proud. Plus, they’ve earned their space. The retailer
knows it’s a respected brand and excellent quality.
Online retailers can list hundreds, even thousands of
lubricant SKUs. It does give great choice for the
customer but can also be confusing. Some online
retailers have started going a similar way as bricks
and mortar retailers and reducing their offering to
fewer, more select brands.
With the #Selﬁe Masturbation Cream and the #Selﬁe
Pleasure Gel, you have extended your Give Lube line.
What can you tell us about these new products?
Nigel: These are great, fun products and a new
branding approach to liquid products. There’s still an
aversion from some people who say ‚I don’t need
lube‘, yet offer them the same product and call it
pleasure gel or masturbation cream they’re up for it.
We all know the hugely familiar, world-wide known
concepts of both the selﬁe and the hashtag.

I N T E R V I E W

Who is #Selﬁe for? Who is your target group?
Nigel: The younger generation will go for these
products. Along with the huge growth in male
masturbators, a masturbation cream naturally
compliments these types of products. I also think the
#Selﬁe Pleasure Gel will be bought by those who
‚don’t need lube‘.
#Selfie Pleasure
Gel is an extremely
thick, water-based
gel, while #Selfie
Masturbation Cream
is a water and
silicone-based cream

Combine these with a product and the suggestion
that the ultimate selﬁe is masturbation, this results in
exciting, modern and forward-thinking products,
#Selﬁe® Masturbation Cream and #Selﬁe® Pleasure
Gel.
#Selﬁe® Masturbation Cream is a water and
silicone-based cream and #Selﬁe® Pleasure Gel is an
extremely thick, water-based gel. Engineered to last
as long as customers do, these formulas are
moisturizing, skin kind and perfect for the ultimate
selﬁe. After all, it’s sex with someone you love!
Is it true that you have secured a trademark for the
#Selﬁe brand? That sounds as if you are having
bigger plans with it?
Nigel: Yes, we have and yes, we do. Whilst at and
since the launch at eroFame, our Chinese and Hong
Kong distributor has taken on the #Selﬁe Pleasure
Gel and a large US distributor has enquired about us
licensing the #Selﬁe brand for them to manufacture
and distribute in the USA. Also, ABS Holdings, our
mainland Europe distributor, reports a lot of interest
from large EU buyers and stated that ‚this is going
big‘.
Whilst initially these are the ﬁrst two products, the
#Selﬁe branding allows for an array of products to
follow.
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In a press release from mid-August, you stated that
the #Selﬁe products would be ideally suited for viral
marketing. Can you talk about results?
Nigel: I can’t talk about the results yet as we delayed
the launch of the product until eroFame. Since then
it’s about getting the sales channels in place. There is
no point hoping that something
will naturally go viral in August or
September when the product is
not on the shelves. We’ve
„ FO R N O W, W E ’ R E
created a range of ‚#Selﬁe – Sex
C O N C E N T R ATI N G O N F U N ,
With Someone You Love‘
posters and banners, along with
C O O L B R A N D I N G A S P E C T S a range of Social imagery with
sizes tailored for Facebook,
OF LIQUID PRODUCTS
Twitter and Instagram. As these
products are ideal for social
SUCH AS OUR
media promotion Give Pleasure
Products and our trading
#SELFIE PRODUCTS.”
partners can create fun, low cost
N i g e l Po w e l l
and potentially viral campaigns
through competitions and
promotions, to not only help sell
the product but to drive trafﬁc
and help sell other products too.
An easy example would be a competition where the
best selﬁe holding a selﬁe wins a voucher/vibrator.
The fun, modern concept of the products is also very
newsworthy and has the potential to be picked up by
mainstream media.
What does Give Pleasure Products have planned for
the coming months and beyond?
Nigel: A holiday! Then some more fun stuff and
another great idea.
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As soon as a new technology exists in the

world, we will Ⱥnd a way to have sex with it.
exclusive

L E LO s B r a n d C o mmunica tio ns Ma na ger Stu Nugent p resents SO NA

If you
y ask people
p p about p
possible applications or sonic waves, clitoral stimulation would probably be the last thing anyone would think of. But that was before LELO’s SONA, a unique product
that employs sonic w
wave technology for sexual stimulation. How exactly does it work?
And what is up with the Cruise Control feature that is included in a special edition of
SONA? We asked Stu
S Nugent, LELO’s Brand Communications Manager, in our EAN
interview. Among other things, he explained why SONA is not just a product, but also
Stu Nugent,
LELO Brand
Communications
Manager

a symbol of cultur
cultural and societal change, and why this new innovation doesn’t mean
that LELO will turn a
away from vibration technology.

„

How lon
long did LELO work on SONA?
Nuge It’s hard to say exactly where SONA began as a concept. Usually, that’s an easy question
Stu Nugent:
answe because generally a LELO product starts with a solid idea and changes very little, in princito answer
un it gets to market. But SONA’s development was a much more organic process, that started
ple, until
some
sometime
in 2014, and the product changed a lot over those three years, particularly in the last
yea as the sonic technology was reﬁned. The product had to change a lot to accommodate that
year,
tec
technology.
It’s important to note too that we haven’t stopped work on SONA now that it’s on the
m
market.
This is the fun process of listening to the market’s response, and looking for opportunity
for improvement.
Wh and why did you decide to step away from the traditional vibration technology which has
When
been used in most products for many years?
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Stu: We haven’t stepped
away from vibrations, and
LELO is still committed to our core
offering of vibrating pleasure products.
That’s a proud part of our heritage. But we’re
always looking for new sensations and innovations
too. SONA isn’t our ﬁrst departure from more classical
sex toy styles: ORA, our oral sex simulator, one a Red
Dot design award when it was released, for example. It
took us a long time to settle on sonic waves, but it was
deﬁnitely the right decision.
The SONA technology is based on sonic waves, and
according to the press release that accompanied its
launch, it can stimulate the whole clitoris. How exactly
does this work?
Stu: Traditional clitoral vibrations feel great, but generally can only stimulate a relatively small area of nerve
endings on the surface of the clitoris. SONA, though,
doesn’t rely on traditional vibrations, instead stimulating
the clit indirectly via the sonic waves created by an
oscillating disc in SONA’s ‘mouth’.
That allows the waves to be transmitted to the
internal structure of the clitoris, instead of just the
external parts. It’s a bit like a loudspeaker in a nightclub:
if you stand in front of it, the sonic impulses of the music
seem to come from within you. You can feel the music
with your whole body. It’s the exact same principle with
SONA.
Sonic waves are usually associated with sound, so … is
SONA a noisy toy?
Stu: The sonic waves themselves make no noise, but
the motors required to make them powerful enough to
be pleasurable prevent SONA from being totally silent.
It is obvious that the sonic technology offers certain
advantages over traditional vibration motors, but where
does it stand compared to technologies based on
compression waves or suction?
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SONA relies on sonic
waves and pulsation to
stimulate the clitoris

Stu: This is really only something the market can tell us.
What we’re seeing in the customer reviews is overwhelmingly positive – in my 15 years in the industry, I’ve
never seen any sex toy from any brand released to such
unanimously good reviews. Compression waves and
suction both seem to be ‘love it or hate it’.
SONA’s premium version, SONA Cruise, offers another
unique feature, namely the so-called Cruise Control
technology. What can you tell us about that, and how
does it beneﬁt the user?
Stu: This is a real piece of smart design, developed to
address one of the most frustrating features of conventional sex toys: power drop. When in vigorous use, a sex
toy’s motor will begin to struggle, and suddenly all the
power will be lost just when you want it most. Cruise
Control combats that with unique technology that we
invented. Basically, SONA Cruise reserves 20% of its full
power until a sensor begins to detect the motor struggle
under load. Then, it feeds that extra power in to ﬁght the
drop in power that would usually result. The user should
barely ever notice it working. And that’s the point, SONA
Cruise should be a seamless experience.
Apart from the sonic technology and the Cruise Control
system, what other qualities do SONA and SONA
Cruise offer?
Stu: Perhaps the other big impressive piece of engineering is that SONA is made from a single piece of silicone. Even on the back, there’s silicone beneath the gold
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Who is the target audience for
SONA? Experienced connoisseurs or newcomers to the world
of sex toys?
Stu: We think that the sensations are so
different from what you might have experienced before that it takes some experience to understand them fully. But we also think being unfamiliar with
conventional sex toys might be a huge advantage. The
only people we suspect might struggle with SONA are
those with are neither new nor experienced. But hey,
we have never, ever dictated who should and shouldn’t
use our products, and we won’t be starting now!

backplate. This makes it completely waterproof and
incredibly hygienic and easy to keep clean. Aside from
that, usual stuff applies: quiet, 8 settings, USB-rechargeable, and the usual high quality and long life you’d
expect from LELO.
SONA is more than just a sex toy. LELO calls it a symbol of cultural and societal change. Could you elaborate
on that?
Stu: This was a part of the early part of the launch
campaign. The point we were making was that the
clitoris was not formally described or deﬁned until
2005. That’s so recent, to put it in perspective, it was
the same year Youtube was launched. We landed on
the moon in 1969. It’s crazy that the clitoris was so
poorly understood for so long. It speaks to a culture of
de-emphasising female pleasure, or not valuing it highly,
and LELO has always fought hard against that attitude.
That’s why we think SONA, which is the best thing in
the world that’s only for the clitoris, is a statement about
how much you value your pleasure.
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More and more products hit the market that make use
of new technologies such as compression waves, suction, sonic waves, or oscillation, but won’t there always
be room for conventional vibrators? Isn’t it premature to
sing the swan song for this technology?
Stu: Yes! Look, saying one technology feels good is
not the same as saying another technology doesn’t feel
good. We love vibrations at LELO, they are our heritage,
our legacy, and the cornerstone to what we do. SONA
just represents a new category we’ve created, and a
new sensation we’ve introduced. Despite the huge
success of SONA at launch, our vibrating pleasure products still represent the bulk of our business. For now…
How much potential do you see in this product category? Will we see other new stimulation methods apart
from conventional vibration, or are all feasible methods
covered by now, and what we’re going to get from now
on will mainly be variations of the compression wave,
suction, sonic wave, and oscillation concepts?
Stu: As soon as a new technology exists in the world,
we will ﬁnd a way to have sex with it. The ﬁrst viable
camera was released in 1841. The ﬁrst prosecution
related to photographic obscenity came in 1842. By
1848, there were 13 pornographic studios in Paris
alone. There’s no guessing which innovation will pop
up next. The same is true of our relationship with our
bodies. We’ll never stop ﬁnding new and unexpected
ways to derive pleasure. And that fact gives us at LELO
great hope for the future.
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Our eȹorts are driven by one goal: to deliver

an unforgettable experience in a single bottle.
exclusive

D o M e : A d rink f o r better sex

The Swiss alpine landscape is known for many things,
among others its wealth of herbs – it is no accident
that one of the most famous cough drop brands in
Europe has its roots here. Bulgarian
E
beverage producer Nova Trade also threw these herbs
b
into the mix when concocting a drink intended to boost
in
lust and passion. Their beverage, which is set to hit the
lus
market this month, is named Do Me – a clever title that
ma
actually stands for “Different Orgasm – Meet
act
Expectations.” And it promises nothing less than better
Exp
sex sshortly after consumption of the stimulating beverage.
Me CEO Vasil Tuchev tells us how their drink can
Do M
improve sex and what other plans he has for the brand.
impro

„

Do Me iis a rather unusual product on the adult
market. Wha
What exactly is Do Me?
Vasil Tuchev
Tuchev: Allow me to thank you for inviting us to
introduce the innovative Do Me to the readers of EAN
and the adult rretail community. We are very excited to
enter this mark
market that helps its customers discover the
world of erotic p
pleasures, resulting in overall life improvement and ma
many proven health beneﬁts.
As you mentione
mentioned, Do Me delivers a unique value proposition in this mark
market. Do Me stands for Different Orgasms
Meet Expectation
Expectations. It is a unisex love elixir in a 60ml
bottle, containing an innovative Swiss formula of 38 herbs
activated and mag
magniﬁed by the sense of touch in any form.
This uniquely dosed innovative shot intensiﬁes sensuality of
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both, men and women, and helps erotic fantasies become reality. The eye-catchy soft-touch
coated bottle triggers the Do Me experience
even before consumption. The intoxicating
aphrodisiac heightens the libido, helps you
relax, invigorates the natural sexual behaviour
and the attraction towards the partner. What
can I say - it simply changes peoples’ life
beyond expectations.
Without giving away your formula, what can
you tell us about the ingredients of Do Me?
Vasil Tuchev: Yes, the famous Do Me formula.
Many of the visitors of the Do Me booth at
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eroFame in
Hanover this
year were curious
to get more insights the
regarding Do Me formula. But
since we are only in the launching
phase, introducing the product this January, let me name a few ingredients that helped
us ensure Do Me’s effectiveness. The herbal drink
contains an extremely powerful aphrodisiac called
epimedium, also known as fairy wings or the more
common name “horny goat weed”. As the common
name indicates, the herb intensiﬁes the feeling of
arousal. This Chinese herb has long been considered
a powerful, potent aphrodisiac. Not only does the
“horny goat weed” support libido acceleration and
the betterment of the immune system, but it is also a
great remedy against aging. Another ingredient worth
mentioning is panax ginseng. It works as a panacea
and an aphrodisiac. Besides its erection-stimulating
effect on men, the panax roots help relieve the body
of stress arising from physical and mental stress. This
is very important for any sexual activity. Often, the
physical and mental load kills the libido so we had to
make sure the formula helps the consumers to win
this daily struggles. Do Me also contains energising
ginger. The ginger root is a great antioxidant which
stimulates the blood circulation. Its ingredients
enlarge blood vessels, helping to prevent brain and
heart attacks. Ginger has another quality loved by
the ladies - it favours weight loss and it is a friend of
beauty as it helps the skin stay young and healthy. As
you can see, Do Me is a fully natural and vegan drink
that not only proves helpful in times of sexual activity
but also offers other health beneﬁts.
How would you describe the feeling one gets when
consuming your drinks? And how does it taste?
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Vasil Tuchev: Simply amazing! I think that says it all.
I am personally a great fan of Do Me. I love how it
helps me relax after a long working day or intensive
travels. The dynamics of the day disappear, and I
dive into a world of complete satisfaction. The drink
increases potency but most importantly, it gives
you the desired sexual rush, warmth, and a tingling
feeling going through the entire body. This facilitates
excitement and arousal. It usually takes 30-45 min
for the formula to work but it also depends on the
person. Your attitude, perception, and desire have
a great impact on the way you experience erotic
stimulations. Testers who are usually more open to
discovering new sexual stimuli tend to feel Do Me
faster compared to people who are less open for
sexual playfulness. But I also think it depends on
your partner and how comfortable and relaxed you
feel with her or him. And of course, erotic stimulation
must be present. That is the catalyst that activates
the formula. If both partners are equally committed
to satisfy each other’s desires, Do Me can help maximise this experience, facilitating the ultimate sexual
journey. Regarding the cinnamon taste, it is like sex.
Sweet and bitter at this same time.

I N T E R V I E W

„DO ME IS A
F U L LLY N AT U R A L
AND VEGAN DRINK
TH AT N OT O N LY
PROVES HELPFUL
I N TI M E S O F
S E X U A L A C TTI V I T Y B U T
A L S O O F F E R S OTH E R
H E A LTH B E N E F I T S . ”
VA S I L T U C H E V

The formula of Do
Me contains over
thirty herbs

Vasil Tuchev, CEO of
Do Me, sees huge
potential in the drink

Does Do Me work for men and women alike?
Vasil Tuchev: Well, having differently structured genital organs and systems, the working of Do Me is of course more
visible with men than with women. That is a common biologic
fact. Accordingly, the functioning of Do Me can’t be the same
for both sexes. After the consumption of Do Me and having a
sexual stimulus present, a range of body mechanism affecting
the cardiovascular vessels in the penis with men, and the blood
ﬂow in the vagina with women is initiated. The sexual senses
intensify, activating an erection if you are a man. A woman’s body
responds to any erotic stimulation up to 9 times stronger, helping
to enhance female arousal and achieving the desired orgasm.
Excluding the male erection, the other feelings associated with
Do Me, which I mentioned in my answer to the previous question,
are very similar.
How did you come up with the idea of creating this drink?
Vasil Tuchev: The business reality in any industry is driven
by heathy competition but most importantly, the innovations
triggered by thinking outside the box. We are originally at home
in beverage manufacturing, selling own and private brands in 40
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countries worldwide. We believe that continuous improvement
and innovations are the key success factors in our business.
Several years ago, we decided we wanted to deliver a drink that
would not be classiﬁed as a supplement or a medicine but that
would help both, women and men, in deepening their sexual relationships and “keeping the ﬁre burning”. Love, in all its different
forms of expression, is the main power in people’s lives. Men and
women have always looked for various ways to increase their sexual abilities or to provoke the sexual fantasies of their partners.
During one of our business trips to Switzerland we got an opportunity to buy a Swiss formula that eventually became the Do Me
drink. Since the main high-end technology production plants are
in Bulgaria, we decided to also invest in a Swiss company and
apply for a patent to keep Do Me’s origins and authenticity. We
are also working with Swiss institutes to make sure Do Me does
not lose this part of its identity, and to that end, we invest heavily
in ensuring the Swiss quality. Our efforts are driven by one goal:
to deliver an unforgettable experience in a single bottle.
Could you tell us a bit more about the team and the company
behind the product?
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22000:2005, and
IFS Food Version
6, with a high level of
97
97.33%.
Nova Trade
a uses the HACCP
Ltd. also
fo critical point control.
system for
Lloyd’s Regis
Register Quality Assurance
Limited serves as the certiﬁed control
executive body. The Q
Quality Control system
guarantees tracing and contro
control of each stage of the
manufacturing process, with a high production capasupp from international
city, a large car park, and support
logistics partners.

Vasil Tuchev:
Deﬁnitely. Without
our creative, highly
driven, and dedicated team, Do Me could never exist.
I am also sure that they will read this article so allow
me to thank them for their support and commitment.
The Do Me team is made of young, progressive, and
energetic individuals supported by a board of senior
advisors and investors. We are positioned in several
countries and regions in order to ensure strategic
market penetration. We believe that our unique value
proposition and product identity will help us gain a
fair market share. The Do Me team is aiming for the
best quality possible, setting top standards from
production to marketing and sales processes in order
to bring an exclusive and intoxicating experience into
the end consumers’ lives, meaning the customers of
adult stores who love to play, dare to express their
desires, and at the same time are educated and
recognise the value of the heath factor in their life.
But we also understand the high standards of the
B2B community. Only the continuous improvement
strategy in all our operational processes can enable
us to meet the demands and expectations of our business partners. The production of Do Me is licensed
to Nova Trade Ltd. which is recognised for its quality,
having several certiﬁcations with regard to international standards: ISO 9001:2008, ISO 14001:2004, ISO
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A drink is a rather unusual prod
product to sell for erotic
retailers. How would you advise them to market it in a
mo of it?
retail environment to get the most
Vasil Tuchev: We are still busy investigating the positioning in adult stores. Howeve
However, the initial ﬁndings
show that, in order to maximise Do Me sales, it is
best to place the shots close to the counter and/or
next to the condoms displays. W
We are also prepapoi of sale materials
red to support retailers with point
(including brochures in many la
languages, shelf signage, banners, and display items) depending of their
purchasing power and requirements. Since we are
new to this industry, we are open to any suggestions
in order to contribute with Do Me to the overall style
and design of the retail environment.
Do you offer point of sale materials or marketing
materials for online shops?
Vasil Tuchev: Absolutely, our creative agencies are
already working on marketing materials for both,
physical and online distribution channels. We are also
preparing marketing campaigns for the social media
platforms. Banners, multi-language versions of online
leaﬂets in HD resolution or short educational demos
with commercial display rights will be delivered to
e-commerce partners. The upcoming new Do Me
hub will also help people get updates relating to our
brand and its recent activities, achievements, and
upcoming events.
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„ LO V E , I N A L L I T S
D I F F E R E N T FO R M S O F
E X P R E S S I O N , I S TH E
MAIN POWER IN
H U M A N S’ L I F E . ”
VA S I L T U C H E V

ord to create trust in our company, we are inviIn order
an interested party to visit us and get to know
ting any
bet
us better.
Some of our potential clients have already
visited our high-tach plants and we are fortunately
expec
expecting
more to come. If you would like to meet
us, simply contact Marta.
About 30 minutes
after the consumption the effects of Do
Me can be felt, says
Vail Tuchev

When will Do Me be available on the market and how
much will it cost?
Vasil Tuchev: We are happy to announce that the
sampling action will be taking place in January, helping to get Do Me to mass production. Unfortunately,
I am not able to communicate the advised retail price
yet. However, if any of your readers are interested
in Do Me, simply contact my colleague Marta who
will add your company in our communications and
campaigns: marta.kusiak@do-me.net.
Where will Do Me be sold and will you work with
distributors?
Vasil Tuchev: Thanks to eroFame and our network,
we had a great opportunity to meet many potential
partners, from leading wholesalers and distributors to
local online and physical retailers who are interested
in the Do Me offering. And let’s not forget about the
entertainment companies organising adult parties.
We plan to work with every serious company that
values win-win partnerships and business operations.
The price strategy will depend on the order volume.
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What are your plans for the future of the brand? Will
we see different drinks with other formulas?
Vasil Tuchev: In the coming year, we need to
position Do Me and deliver solid relationships within
the market. At the moment, we are in the launching
phase of the product cycle. We are ﬁnalising the last
undertakings necessary to bring Do Me to mass production. However, already after our ﬁrst appearance
at eroFame, we realised that the adult retail industry
offers lots of potential for Do Me and the companies
in our eco-system. The trade show was a great learning event, providing us with several attractive ideas.
We were extremely satisﬁed and positively surprised
by how the industy reacted to Do Me. In 2018, the
goal is to successfully position Do Me, build brand
awareness, and establish suitable brand ambassadors. Penetrating the market will help us learn more
in order to either ﬁnd brand extension opportunities
for Do Me or come up with new exciting and innovative products. And who knows, maybe both. I would
simply say - expect the unexpected!
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The Cowgirl’s thoughtful design

redeȺnes the riding style sex machine.
exclusive

A l i c i a S i n c l air p resents Th e C o wgirl

Entrepreneur Alicia Sinclair has made a name for herself in
the adult industry with recent innovations such as
b-Vibe and Le Wand. Now, she brings us a new brand,
called The Cowgirl. And given the exciting features of this
sex machine, it looks like Alicia has lined up another
consumer favourite. She collaborated with sex tech
company Kiiroo to provide The Cowgirl with some
interesting technological ﬂourishes that are bound to
create a lot of interest in the cam segment. But of course,
The Cowgirl is not just for cam girls, as Alicia tells us
in our EAN interview.

„

You presented the Cowgirl premium riding sex machine at eroFame last
month. How did the visitors respond to the product?
Alicia Sinclair: Excited, thrilled, very interested. This style of luxurious sex
machine has never before been available for retailers and distributors in the adult
market.
What kind of product is the Cowgirl and why did you choose to start this new
brand?
Alicia Sinclair: The Cowgirl is a riding-style sex machine. I choose to create
this product because I felt that the current product available in the category
needed signiﬁcant updating to meet today’s modern consumer. I also believe
that it has become increasingly more important that retailers create a unique
experience in their stores- and The Cowgirl certainly provides a powerful
experience.

Alicia Sinclair feels that The Cowgirl
is a unique alternative to other sex
machines on the market

Sex machines aren‘t exactly beginner products... how would you describe the
target audience for the Cowgirl?
Alicia Sinclair: While sex machines are not developed for beginners, there is
quite a range of potential customers. We’ve already received interested from
women who wish to experience powerful, full body orgasms, couples who are
excited about the interactive possibility of using the product long-distance,
Madame‘s, Cam girls, and the Kink Community.
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The Cow
Cowgirl
wgirl comes
with two
o attachments:
Rawhide
e and Wild West

What makes the Cowgirl stand out from other sex
machines on the market?
Alicia Sinclair: The Cowgirl’s thoughtful design redeﬁnes the riding style sex machine. This premium
product embodies empowered sexuality, decadent
self-pleasure and perfect amount of kink.
The style, sophistication, and technology of the
product is best on the market. Additionally, our
gorgeous marketing and branding, combined with
the sex-positive educational video we’ve produced
with Jessica Drake, elevate this category overall. We
set a new standard of expectation of the sex
machine.

The Wild West attachment allows users to blend
their orgasm and intensify the experience with an
insert-able, modern form.
With the addition of a spring or plastic stem, the
Wild West attachment becomes 360-degree, fully
rotational internal form. Choose between the ﬂexible
give of a spring or solidness of a plastic stem.

Besides the machine itself, you also offer attachments, springs, and stems. What can you tell us
about this aspect? Which attachments do you offer
and how can the springs and stems be used?
Alicia Sinclair: The Cowgirl’s accessories pair
modern form with superior functionality in the two
included body-safe silicone attachments and a set of
ten springs and stems.
The Rawhide attachment is a textured silicone
attachment for “bumping and grinding” at its best.

Courtesy
of sex tech
pioneer Kiiroo,
the sex
machine
comes
equipped with
technology for
online
interactivity

The Cowgirl uses technology from sex tech company
Kiiroo. How did they contribute to the product?
Alicia Sinclair: Here is direct information from Kiirro
about exactly how the technology works: “The
Cowgirl works with Kiiroo’s FeelConnect, FeelPerformer and FeelVR apps.
Additionally, the Cowgirl is optimised for tipping
on webcam.
Customers can tip webcam performers, and
control their vibration intensity. Using the FeelConnect
App/ FeelPerformer App or the slider in the browser,
users can control the vibration intensities of the
Cowgirl. If the customer doesn’t have the app, or if it
is not implemented on the cam site, they can use the
slider in the browser (as just mentioned), the same
goes for if the cam site has implemented the
FeelConnect/FeelPerformer app.
Watch a ﬁlm on your pc or mobile and feel the
vibrations mimicked on to the device. But, it is
important to note that the motor of the Cowgirl isn’t
as responsive as Kiiroo devices (yet). It takes time for
the motor to get up to speed, which means the slow
movements in the content look and feel great, but the
very fast movements (in the content) the Cowgirl will
just vibrate and will not give the illusion/feeling of
penetration. Same goes for VR etc.
Kiiroo devices can remotely control the Cowgirl,
but there is no 2-way connection.”
Would you mind explaining the additional functionality
you are currently working on that will launch early
next year?
Alicia Sinclair: Currently, there is vibration and rotation, and we control both with one tip, but in future we
will separate the vibration and rotation, so they can
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be individually controlled (with separate tips).
Two-way interactive toys will be able to record
interactive webcam sessions – meaning that when
you play a video, the performer can record the video
and it will automatically subtitle at the same time for
interactive playback for customers.
Any other additional information or points that are
important to mention?
Alicia Sinclair: The FeelConnect, FeelPerformer and
FeelVR apps are constantly being updated and in the
coming months, we expect an overhaul and
improvement on the UX and UI of the apps. This will
make the usability and the connection between
different platforms and devices even more seamless
and enjoyable.
The Cowgirl has been optimised for tipping webcam
performers. Is this one of your main markets for the
product?
Alicia Sinclair: We conﬁdently see this market as
one of great importance because the interactive

potential and unique experience it creates for both
performers and their viewers.
How much time did you invest in the development of
the Cowgirl, and what were the biggest challenges
on the way to the ﬁnished product?
Alicia Sinclair: We’ve invested about three years in
the development of The Cowgirl. The biggest
challenge was to create this very sophisticated
product by connecting many different, new technologies.
Which channels of distribution do you use to get the
Cowgirl out there?
Alicia Sinclair: We sell this product through our
exclusive distribution partners, premium retail
partners, and in the United States, we also sell direct
to consumer.
How do marketing and advertising differ from normal
sex toys such as a vibrator or a masturbation sleeve
when it comes to selling a product like the Cowgirl?
Alicia Sinclair: A product at this price point and level
of technology requires a big invest in education to our
distribution partners, retailers, and especially to the
end user. We have heavily invested in partnerships
with Kiiroo and with Jessica Drake to help convey the
easy to understand instructions through a video
platform. It’s very important to invest in consumer
knowledge for a product such as The Cowgirl.
We want the user to love and truly enjoy their
sex machine for many years.

The development
of The Cowgirl
spanned three
years
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360 images help your store to look professional, and

gives the customer an interaction with your products.
exclusive

A d u l t 3 6 0 ena bles co nsumers to lo o k a t a dult p ro ducts f ro m a ll a ngles

The presentation o
of a product plays an important role in its
success, and that is not only true in the brick and mortar
a
trade but also
in online shops. However, while
consum
consumers
in retail stores can actually pick up the
produ the etailers can do little more than
product,
prov
provide
product pics on their site. However,
36
360-degree pictures represent an opportunity
tto bridge that wide gap to a certain degree
and give the consumers a more complete
impression of the product. The company
A
Adult
360 has specialised in creating such

Daniel Miller,
Co-Owner of
Adult-360.com

pictures for adult products, and in our EAN interview, co-owner
Daniel Miller tells us more about the technology and about the ways
online retailers can beneﬁt from 360-degree product pics.

„

Adult 360 offers 360-degree product
pictures for websites. For starters, could you
tell us a bit about the technology behind this?
Daniel Miller: 360 imagery is a new way of
capturing and displaying your products to really
show them off to customers.
It works by taking around 40 high quality
images of the product from different angles.
Once these have been taken, the images are
fused together and displayed using a 360
degree viewer.
The technology is state-of-the-art, and
requires a huge initial ﬁnancial investment. The
360 studio is powered by a single computer.
This computer acts as the “brain” of the studio,
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and automatically controls the camera,
turntable, lighting and sharpness of the images.
After these images have been taken, we are
able to edit them and perform actions, such as
background removal, colour correction, drop
shadow addition and adding watermarks and
logos.
All of our images are watermarked with
the store’s logo to protect them once they
are handed over to the retailer or wholesaler.
This prevents others from stealing the
images, and ensures that only people who
have purchased the image can use it, in turn
protecting the retailer and wholesaler’s
investment.
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How can 360 degree pictures help to boost sales?
Daniel Miller: 360 images allow your customer to
rotate the product by 360 degrees. This means they
are able to get a much clearer idea of what the
product looks like right the way around, and the
customer forms an emotional bond with the product
because they feel closer and more attached to it.
Around 50% of buying decisions are based on
emotion, so 360 images will help to boost your
conversion to sales rate.
In some cases, online retailers have noticed an
increase of up to 40% in sales after using 360
images!
Most dildos and vibrators have the same basic
shape. Why is it important for the customer to see
the product from a different angle?
Daniel Miller: There are many adult toys which do
have a similar shape all the way around. But for your
customer, they may still be missing out on other
details. For example, a dildo may have the same
shape all the way around, but may have detailed or
raised veins, or perhaps controls or buttons. With
360 images, your customer can rotate the image
around, allowing them to see each tiny detail, and
they will get a better feel for the product.
Some other dildos or vibrators may have a
simpler shape where the product is exactly the same
all the way around. In this case, we would suggest to
have the product photographed while lying ﬂat and
capture it this way. This helps to give customers an
idea on the shape and size, and still allows them to
see around the product without losing out on the
emotional connection towards the product.
Which kind of product is especially well suited for this
kind of presentation in your experience?
Daniel Miller: We have already captured a wide
range of products in 360, and each individual product
requires different levels and changes to settings.
We ﬁnd that products such as restraints and
collars work very well with 360 images. It allows your
customer to see every detail including the buckle or
fastening and any D-Rings or attaching points, all
while the product is fastened and presented as if it
were being worn. The images look really great when
they have been processed.
We have realized that products such as nipple
clamps won’t really beneﬁt from a 360 image as
much as a rabbit vibrator for example, as the clamps
are usually ﬂat and most of the detail can be seen
from a regular image. However, in this case, we do
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ﬁnd that photographing the product inside packaging
can work well. This gives the customer an idea of
what to expect when they receive their order, and
also allows the customer to read any detail from the
product packaging before they buy it.
How difﬁcult is it to implement those pictures into an
existing web-shop? Which help do you offer in this
regard?
Daniel Miller: When it comes to adding 360 images
to your website, it’s an easy process, and we are
here to help all of the way.
If the website or web software already has a built
in 360 viewer or module, website owners can upload
and host the images directly on their website from the
provided ﬁles.
If the website cannot already host the images, it’s
not a problem. We are able to host the images from
our cloud service, which allows the retailer to add the
image to any HTML box on their website. This can be
in a product description box, in a newsletter or via
social media.
The website owner simply copies and pastes the
embedded code and it can be used in any HTML
box!
Why is it so important anyway to visually appeal to
the visitor of a shop?

The 360-degree
photo studio

I N T E R V I E W

Daniel Miller: Online conversion rates are often
harder than physical stores.
If you visit a physical store, you are able to touch
and feel a product. You are holding it there and then,
and the emotional bond is formed.
Online, it’s much harder to create this emotional
bond. Looking at a regular image doesn’t get the
customer as excited. They are also able to shop
around much quicker and easier online, and are
always looking for something to stand out and grab
their attention.
A customer will usually base their opinions and
buying actions on the look and feel of an online store.
If it’s easy to navigate, attracts the customers
attention and looks very professional, the customer is
more likely to buy.
360 images help your store to look professional,
and gives the customer an interaction with your
products. This keeps them excited and interested in
what you have to offer, and helps to boost the sales.
Let‘s say I want to present my products with Adult
360. What would my next steps look like? Do you
have the most common items already available as
360 images?
Daniel Miller: At Adult 360 we have a database of
adult products which is constantly growing. For
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retailers or wholesalers who are looking to get started
with 360 images, we would request a .csv ﬁle of
products which the retailer w
wants in 360 to be
sent to us. Once we have this, we can
cross-check it against our database, and any
alr
products that we already
have will not
„AROUND 50%
need to be sent tto us.
w have all the products,
Once we
OF BUYING
the capturing process can begin.
Depending o
on the number of
DECISIONS ARE
products, tthis can take from a
matter of hours to days. Each
B A S E D O N E M OTI O N ,
t
image takes
10 minutes on
SO 360 IMAGES WILL
averag to process.
average
After we have
H E L P TO B O O S T YO U R
capt
captured
and processed all
ima
images,
we can then either
C O N V E R S I O N TO
se the ﬁles, or we can
send
u
upload
them to our cloud
S A L E S R AT E . ”
s
service
and the retailer or
Daniel Miller
w
wholesaler
can access
t
their
own portfolio where
th can change the
they
settings suc
such as speed or rotation,
image They are also able to
direction and size of image.
get the embedded codes from here to use where
they wish.
Would it be possible to use the 360 degree
technology with just a few selected products or
would I have to scan my whole inventory?
Daniel Miller: You can have as many or as little 360
images on your website as you wish. Some retailers
or wholesalers may wish to just have one particular
range in 360, while others may want their entire
website in 360.
What can you tell us about your pricing?
Daniel Miller: Our standard cost per 360 image is
£2.25, and our costing plans mean that the more
images you order, the less you pay per image! The
minimum cost is £100, which allows for up to 45
images, ideal for smaller companies specializing in
only a handful of products. We also offer 3 types of
360, which are a standard 360 image (our most
popular image), the 360 spherical image (which
allows the customer to scroll up and down as well as
left and right) and a 360 video. These are available
upon request, and all of which are explained more on
our website. All pricing excludes VAT. For more
information and to get in touch, please visit our
website, www.adult-360.com.
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#OrgasmIsAHumanRight

STARLET

YOUR
NEW
C MER.
Original size

• Come better: The Starlet is the ideal entry level toy from Womanizer.
• Come along: The incomparably light weight and compact size make the Starlet the perfect companion when you’re on the move.
• Come quickly: Many women reach intense, multiple orgasms within a few minutes with the Starlet.
www.womanizer.com · www.womanizer-wholesale.com
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Love and passion are

the heart of the brand.
exclusive

L i n gé r i e A mo re Intenso - B o n C la ude Très C h ic ex p a nd th eir p ro duct ra nge

A new packaging concept for the Amore Intenso massage oil,
the launch of the new Essenza D’Amore room fragrance, and
a brand expansion in the lingerie segment – Bon Claude Très
Chic had lots to show to the visitors of eroFame 2017. Claudia
Santoro, founder of the Italian company, tells us more about
the latest news from Bon Claude Très Chic in our interview.

„

In June of last year, you launched your
Amore Intenso massage oil which you also presented at eroFame 2016. And at eroFame this
year, you had some exciting news surrounding
Amore Intenso. How did you change and
improve the product?
Claudia Santoro: This year, Amore Intenso
was re-introduced in a transparent glass bottle
with new packaging. The formulation has not
been changed because customers already
appreciate the high Italian quality and the scent
of this lubricant.
What are your expectations regarding these
new elements? How did the visitors of eroFame respond to the changes?
Claudia: The new packaging turns Amore
Intenso into a sensual and romantic gift for
lovers. The visitors of eroFame liked it.
For those of our readers who are not familiar
with your massage oil, would you mind telling
us about the qualities and unique features of
Amore Intenso?
Claudia: Amore Intenso is a scented lubricant
oil for intimate massages. Its scent is different from the others: It is delicate, pleasant,
intriguing, and sensually exciting. It can be
used for a gentle and prolonged massage. It is
insoluble in water, and therefore, it lasts a long
time, even allowing pleasurable caresses in the
shower or in the jacuzzi. It is silicone-based
and it contains essential oil of Ylang-ylang, a
natural aphrodisiac. Amore Intenso is the ideal
product to whet your partner‘s excitement and
to create unique and unforgettable moments of
exalting togetherness.
Do you have more plans for Amore Intenso, or
is there maybe even an all-new product in the
works?
Claudia: The exclusive scent of Amore Intenso

Claudia Santoro,
founder of the brand
Bon Claude Tr s Chic
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The new Amore
Intenso packaging
concept was
unveiled at
eroFame 2017

Bon Claude Tr s Chic
at eroFame 2017

has already turned into a new product: Essenza D‘Amore is the new Room Fragrance by Bon
Claude Très Chic, created to give your environment
a pleasant olfactory imprint of strong personality and
sensuality.
You also added lingerie products to your brand. Why
did you decide to take this step?
Claudia: I have been a fashion designer of lingerie for
several years, and so I created this lingerie collection.
What can you tell us about these products? What are
their winning qualities?
Claudia: The winning features of Lingérie Amore
Intenso are the best Italian quality, the sexy and fashionable shapes, and the elegant packaging.
Who is the target audience for your lingerie collection?
Claudia: It is created for all women who want to be
sensual, surprising, and glamorous.
Is it correct that your products are all made in Italy?
Wouldn’t it be easier to produce in the Far East?
Claudia: All products by Bon Claude Très Chic are
Made in Italy. I‘m proud to take care of the production
myself while maintaining the high quality of the Italian
product.
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„ A L L P R O D U C T S BY B O N
CLAUDE TRÈS CHIC ARE
M A D E I N I TA LY. ”
CLAUDIA SANTORO

How did you make sure that the lingerie products
reﬂect the same ideas and philosophy as the Bon
Claude Trés Chic brand?
Claudia: Love and passion are the heart of the
brand. Buy and wear Lingérie Amore Intenso, and
you will be satisﬁed!
Massage oils and lingerie are a great combination
– does that result in synergies, for instance when
marketing your products?
Claudia: Absolutely! Every piece of my lingerie comes with a sample of Amore Intenso massage oil.
Do you intend to expand further and add more products to your brand?
Claudia: Sure! Stay tuned!
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The revolution in the organic lubricant

segment began in 1997 with BIOglide.
exc
ex
clus
l u s ive
ive

O l i v e r R e d s ch la g o n 20 yea rs o f B IO glide a nd susta ina bility in th e a dult ma rket

Consumer behaviour has c
changed over the course of the years, and as a result, ethical consutoday. This trend toward sustainability and organic products also conmerism is a big deal to
tinues to gain momentum
in the adult market. One of the companies that laid the groundmomen
work for this development
was JOYDIVISION whose BIOglide lubricant hit the market in
developm
1997. Twenty years
yea later, and the company is still committed to this trend, as Oliver
Redschlag, CEO
of JOYDIVISION international AG, explains in our interview.
C
Oliver Redschlag, CEO of JOYDIVISION international AG,
presented the world’s first 100% natural lubricant in 1997
- BIOglide was born
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„

Congratulations on 20 years of BIOglide! Do
you still remember what your motivation was to
launch a ‚bio‘ lubricant back then?
Oliver Redschlag: Thanks for your congratulations. We are very proud of BIOglide ourselves. It’s
the innovative, never-before-seen ideas that yield
‚sustainable‘ results. It was an epiphany!
In 1997, there weren’t many products offering
sustainability, organic ingredients, resource protection, etc. Does that make BIOglide a pioneer in this
segment?
Oliver Redschlag: Yes, the revolution in the organic lubricant segment began in 1997 with BIOglide.
BIOglide was the world’s ﬁrst 100% all-natural
lubricant! Also, it was the ﬁrst product in the adult
market to be dermatologically tested, making it a
trailblazer of the all-natural trend. And that’s not
all: BIOglide was also the ﬁrst lubricant in the adult
market to be sold in see-through tubes. That had
never really been done up until that point. Today,
BIOglide is a well-known and well-loved brand the
world over.
BIOglide lives up the high standards of the organic
market. But what exactly is expected of such products? And how has BIOglide changed throughout
the past 20 years to keep up with these expectations?
Oliver Redschlag: One thing people expect is
that you pick the right raw ingredients. We are very
thorough when selecting these ingredients because we need to be able to guarantee that they are
all-natural and that they are processed with great
care. Having tests every step of the process and
then having the product certiﬁed requires a lot of
time, work, and also money. The production of organic products is subject to very strict regulations
that have only gotten stricter over the course of
the years. So we had to adapt BIOglide quite often
to meet the standards. Having BIOglide certiﬁed as
an organic product only became possible through
our collaboration with the BDIH (the association of
German industry and trading companies for pharmaceuticals, health food, food supplements, and
personal care). At the time, getting such certiﬁcation for cosmetic products was literally unheard of.
By securing this seal of approval for BIOglide, we
managed to marry the safety of a medical product
to the sustainability of an organic product.
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Who is the target audience for BIOglide? Are sustainable erotic products in great demand?
Oliver Redschlag: More than twenty percent of
all women suffer from reduced vaginal moisture
(source: National Opinion Research Center, 3432
interviewees). BIOglide is much more akin to natural vaginal moisture than most other lubricants on
the market, and its high-quality, natural ingredients
make it the obvious choice for more discerning
audiences. A lack of lubrication is more common-

place than most people think, also among
younger women.
According to a study
„ FA C TO R S S U C H
of the National Opinion
Research Center, 4.5
A S H E A LTH A N D
million women don’t
produce sufﬁcient
S U S TA I N A B I L I T Y
amounts of vaginal
BECOMING MORE
moisture. Many women
are afraid that chemical
I M P O R TA N T N O W. “
lubricant ingredients
may harm their vaginal
OLIVER REDSCHLAG
ﬂora if they use these
products regularly over
the course of several
years. Of course, if the
vaginal ﬂora is upset,
that increases the possibility of infections, etc. So,
if you want to be absolutely sure, BIOglide is the lu-

The BIOglide
audience set great
store by ethical
consumption

I N T E R V I E W

„ O U R G O A L I S TO
G A I N TH E T R U S T O F A
DEMANDING, DISCERNING
AUDIENCE.“
OLIVER REDSCHLAG

Moreover, there are other factors that only picked
up momentum in recent years, for instance the
more critical stance people are taking on low-price
products from the Far East. Things such as negative headlines from the clothing industry also catch
the consumers’ attention. This whole “the cheaper
the better” attitude that has pervaded certain markets is now dissipating. Quality products “made in
Germany” such as ours have always been a draw,
but we see factors such as health and sustainability becoming more important on a much broader
level now.

BIOglide combines health
and sustainability

bricant for you. People who buy BIOglide certainly
have other expectations than people buying other
lubricants. BIOglide users set great store by ethical
consumption. This target audience cares about
health and sustainability. We also know that the
majority of BIOglide buyers is female and that our
audience is generally very demanding. To earn and
keep the trust of this knowledgeable, sophisticated
group, we have to be diligent and thorough.
Why did it take so long before this type of demand
was also felt in the adult market?
Oliver Redschlag: Because it has generally taken
a long time for the topic of sexuality to reach the
centre or society – and the process is still ongoing.
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How do trends such as sexual health and sexual
wellness factor into this increasing demand?
Oliver Redschlag: Of course, we proﬁt from these
trends, and we hope that the adult market commits
to these trends to reap the beneﬁts.
Nowadays, many lubricants are advertised as
organic, vegan, natural, etc. Don’t these labels become confusing to the consumers at some point?
And when is a product truly in line with the tenets
of sustainability? After all, how can a lubricant
imported from the US meet these criteria when it’s
been shipped half around the planet?
Oliver Redschlag: You make a valid point. Unfortunately, many producers jump on the bandwagon although their products don’t really meet the
necessary criteria. There are numerous lubricants
on the market that are labelled organic although
they really shouldn’t be. In Germany, products
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can only be labelled organic or natural if they are
100% free of chemical ingredients (for instance,
preservatives). Therefore, we had BIOglide certiﬁed
by an independent institute. Our goal is to gain the
trust of a demanding, discerning audience, and we
spared neither efforts nor costs to reach that goal,
which has been conﬁrmed by an external certiﬁcation authority in long and thorough tests. The BDIH
is a non-proﬁt association founded in 1951. They
advise their members on legal matters regarding
the production and marketing of cosmetics, foodstuffs (especially supplements for dietary foods),
medical products, and non-prescription pharmaceuticals. The reason why they cover so many categories is that, over the course of the past years,
people have started taking a ‚holistic‘ approach
to consumer wellbeing. Nowadays, the term ‚wellness‘ is associated with a large range of products
and services, including cosmetics, healthy food,
and the considerate prevention of illnesses. At the
moment, the BDIH counts more than 400 member
companies from all the aforementioned ﬁelds. They
have developed a new seal for certiﬁed natural
medical products (with JOYDIVISION being the ﬁrst
partner for this new test seal). This label - ‚Natural Product Standard approved by BDIH‘ – is a
guarantor that BIOglide is completely natural and
that it is subject to continuous quality controls
conducted by the BDIH. As I mentioned before,
our 100% organic lubricant was the ﬁrst product to
be ofﬁcially tested under these criteria, and we can
now offer a product to the consumers that is certiﬁed in line with the highest standards. By introducing this Natural Product Standard, the BDIH aims
to foster correct consumer information and fair
competition. Products bearing this seal of quality
are tested on a regular basis, with a special focus
on environment-friendly production and sustainable
economic activities. Also, consumer suggestions
are expressly encouraged.
JOYDIVISION is supporting the climate protection
project ‚ArBolivia‘, which probably makes BIOglide
the only CO2-neutral lubricant out there. What can
you tell us about this project?
Oliver Redschlag: We started investing in a new
project at the beginning of the year. Already now,
we are not only compensating our CO2 footprint,
but are also investing in a positive climate impact.
This means JOYDIVISION does not just com-
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pensate the CO2 we
produce, but we also
make donations to a
„ O F C O U R S E TH E T R A D E
project in the Vichada
district of the Orinoco
MEMBERS CAN BENEFIT
region in Colombia.
Apart from the forestaF R O M TH E
tion of the savannah,
this project also engaS U S TA I N A B I L I T Y T R E N D ,
ges in the protection
BUT IT IS MUCH MORE
of local plant life, and
they create new nature
TH A N A T R E N D ; TH E S E
reserves along rivers
and lakes. The forests
P R O D U C T S H AV E A
are obviously home to
numerous indigenous
P O S I TI V E E F F E C T O N TH E
animal species, the
plants enrich the
C O N S U M E R S , S O M E TI M E S
ground, they store and
E V E N O N TH E I R H E A LTH . “
ﬁlter water, and they
help reduce the effect
OLIVER REDSCHLAG
of greenhouse gas
emissions. The people
behind the project
also promote regional
jobs, provide further
education for workers, and support a transfer of
technology.
The legal regulations
for natural products
are becoming more
and more demanding,
consequently, BIOglide
is optimised on a
regular basis

Original BIOglide
safe is the first
product on the
German market to
contain carrageenan

How can the trade beneﬁt from this trend of
sustainability? And what knowledge is necessary
so retailers can provide customers with helpful
advice?
Oliver Redschlag: Of course the
trade members can beneﬁt from
the sustainability trend, but it is
much more than a trend; these
products have a positive effect on
the consumers, sometimes even
on their health. Anybody who is
sexually active could beneﬁt from a
product like BIOglide safe. BIOglide
safe is not just sustainable, it also
has a strong anti-viral effect. The
original BIOglide contains an active
substance called carrageenan, which
is highly effective, creating a physical
barrier that blocks the HPV virus. The
human papillomavirus (HPV) can cause
cervical cancer and genital warts. The
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composition of BIOglide was tested by scientists
for a study published in the PLoS PATHOGENS
magazine, and their verdict was that BIOglide
has strong anti-viral properties. To summarise the
ﬁndings of John T. Shiller from the National Cancer
Institute of the United States: The protective effect
of carrageenan is 100 times stronger than the
second-most effective blocker. We believe that
BIOglide safe is a perfect product to satisfy the
target audience of health-conscious consumers.
The original BIOglide safe is the ﬁrst lubricant on
the German market to contain carrageenan, so
every adult retailer should have this product on
their shelves. As for necessary product information – we are more than happy to provide the trade
with all the information they need. It’s not like you
need to spend hours studying product descrip-
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tions, however: Approaching this audience with an
open mind and an understanding of their wishes is
usually enough to generate sales.
Are consumers willing to reach deeper into their
pockets to buy sustainable products?
Oliver Redschlag: Of course, you can’t win over
all consumers, but many people are very conscientious about their consumer behaviour. I mean,
who doesn’t like the feeling of knowing that you’ve
done something good for mother nature and for
yourself as well? Be it food or cosmetics - responsible consumers have been willing to spend
more money for sustainable quality and climate
protection for quite a while, and there is no reason
why they shouldn’t do the same when shopping for
adult product.
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We have something for everyone

to reach that new level of pleasure!
exclusive

E l i z a be th Mo rris p resents th e co ntent stra tegy o f o nline sh o p C a rva ka
The situation is no longer as tricky as it once was, but advertising remains a difﬁcult topic
for the adult trade. Big online platforms still won’t present ads for sex toys, forcing the trade
members to get creative and ﬁnd other ways of creating awareness of, and interest in adult
products. One way to achieve that goal is to offer additional content apart from just the products and to use that related content to get the users onto your site. That is also the strategy that online shop Carvaka pursues. They present info graphics and blog posts to provide
information about a series of topics related to sexuality and toys. In our EAN interview with
Elizabeth Morris, the Head of Content at Carvaka, we discuss the online shop’s approach
and ﬁnd out what else Carvaka offers to create a great experience for the users.

„

Carvaka is an online shop for all kinds of
an amazingly realistic suction sensation
erotic products. Could you tell us a bit about
on a woman’s clitoris (and nipples); we are
the company and the philosophy behind the
getting an amazing reaction to that product
shop?
in particular; people call it a “game changer”
Elizabeth Morris: The name “Carvaka” comes
in fact! We simply adore sourcing products
from an ancient Indian philosophy that believes
that improve people’s sex lives and we are
that humans get one life and should therefore
very mindful of stocking products that meet
enjoy it to its fullest. While sex without toys is
speciﬁc needs. Someone wants a large vibe
amazing, the addition
to experience a fuller
of the right toys allows
sensation? We have it in
people to explore new
stock! Need something
levels of pleasure. And
to make an erection that
„W E A R E A F I R M B E Ɉ
for solo or “self love”
bit harder? Take your
sessions, we have a
pick with our products.
L I E V E R I N E D U C ATI N G
vast array of options to
The key thing people
allow our customers to
should remember is that
PEOPLE ABOUT ASPECTS
experience the same
sex toys aren’t some
O F TH E I R S E X L I V E S
and even a superior
kind of dirty secret;
sexual pleasure. We
they’re tools that should
TH AT C A N B E I M P R O V E D
deliver products all
be celebrated as they
over the globe from
ultimately bring joy to
TH R O U G H TH E U S E O F
our warehouse every
people’s lives and that’s
single day to people of
what we believe people
S E X TOY S . ”
all orientations; we have
will feel when they
ELIZABETH MORRIS
something for everyone
browse our range.
to reach that new level
of pleasure!
Have you noticed
any changes in your
What types of products are most important
customers’ shopping behaviour recently?
for Carvaka? Is there a clear top-seller at the
Where do you see current trends?
moment?
Elizabeth Morris: Men buying toys continues
Elizabeth Morris: We stock the clitoral
to grow (for all orientations) and their openness
stimulator, the Satisfyer Pro 2 which delivers
also in incorporating sex toys for their female
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partners in their sex lives is becoming more common.
We also notice that people are very likely to introduce
lubricant including ﬂavoured and tingle variants into
their “sex-capades” in their quest to spice up their
sex lives.

One aspect that makes your shop stand out is
that you are quite active when it comes to creating
content surrounding eroticism and sex toys.
How important are such activities today to create
awareness for an online shop?
Elizabeth Morris: We are a ﬁrm believer in educating
people about aspects of their sex lives that can be
improved through the use of sex toys. For so long
and even still now to a degree, the sex toy industry
is sometimes met with a degree of derision despite
it literally being a billion-dollar niche! Practically all
mainstream advertising platforms ban the advertising
of adult toys so it’s a difﬁcult industry to get
noticed. We like to be creative in our content while
at the same time educating people and lifting the
unnecessary taboo that exists in the industry.

More and more shops have adapted a content
marketing strategy in recent times. Are you afraid
that we will see a content shock about how to use
a vibrator? Which topics will stay / become more
relevant in the future?
Elizabeth Morris: To be honest, we don’t focus
on what competitors are doing in relation to their
content. We are tightly focused on producing
our own creative and original content that is both
educational and even entertaining at times.
Do you have any insight into how your customers
pick the products they buy at Carvaka? Is it the
price? Service? Something else?
Elizabeth Morris: It varies a lot. Some customers
might be looking to ﬁnd a toy to improve some
aspect of their body in order to improve their sexual
experience, so for example a guy who wants to
increase the length (and girth) of his penis might
browse the penis sleeves we have on offer. Or a
lady might struggle to orgasm through penetrative
sex so ﬁnds herself browsing our vast selection
of clitoral stimulators. Or you might ﬁnd that it’s a
lesbian couple who are seeking a nice strap-on to
amp things up in their relationship. Other guys and
gals just want something big and girthy to really ﬁll
them up so they seek out one of our impressive large
dildos! People always of course expect excellent
customer service which I believe we deliver and
discreet packaging is a must.

Among other things, you release info graphics about
different topics on a regular basis. In your experience,
why do such graphics appeal to your audience, what
makes them sharable?
Elizabeth Morris: Infographics by their nature are
fantastic methods of displaying what can be at
times large and unwieldy data. Once you focus on
developing a creative concept, our designers work
hard to communicate the message in their designs
and so people then like to share them!

110

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

STIMULATION CREAM
50 ml / 1.7 ﬂ.oz
Stimulations Creme WOMAN
mit ätherischen Ölen, die sich
auf Geist und Körper stimulierend
auswirken können.
Stimulation cream WOMAN
with essential oils, which can
arouse soul and body.

STIMULATION SPRAY
50 ml / 1.7 ﬂ.oz
Stimulations Spray WOMAN
kann anregend und erotisch
stimulierend wirken.

WWW.HOT-PV.COM
HOT PRODUCTION

Stimulation spray WOMAN
can stimulate and give erotic
pleasure of the intimate
body areas.

WOMAN
STIMULATION
CREAM + SPRAY

50 ml / 1.7 ﬂ.oz

eam
st imul at ion cr
Ċ 50 ml
0
Ar t. No. 6608

ray
st imul at ion sp
Ċ 50 ml
3
Ar t. No. 6608

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

WWW.SHIATSU-EROTIC.COM

SHIATSU WOMAN

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

S&
Y XMA
MERR NE W YE AR
PY
A HAP
ür
Dank f 17
Vielen
20
in
t r a u e n ur tr u s t
Ihr Ver
o
y
r
you fo
Thank in 2017

I N T E R V I E W

How do you keep a balance between offering your
customers all they might want in your shop vs. too
much choice and becoming confusing?
Elizabeth Morris: Our buyers are very focused
on sourcing high quality products which add a new
dimension to our selection for each category.
We’re also mindful that the website is user friendly
so people can easily ﬁnd what they’re looking
for in a toy.

can be controlled by your smartphone and people
like those new advances. However, the likes of the
vibrator are literally a couple of centuries old at this
stage and we don’t see any signs of interest waning
in that trusty toy any time soon!

Are the consumers becoming savvier and more
demanding? How well-informed are they when it
comes to erotic products?
Elizabeth Morris: It varies; some people come to the
website knowing what they want and others come to
the site knowing they simply want a “new toy” and so
we like to present them with many choices especially
on our homepage. We believe our homepage
presents a great starting point when people simply
want to browse for that exciting new purchase!

“ M E N B U Y I N G TOY S
C O N TI N U E S TO G R O W
Ɇ FO R A L L O R I E N TATI O N S ɇ
A N D TH E I R O P E N N E S S
A L S O I N I N C O R P O R ATI N G
S E X TOY S FO R TH E I R
F E M A L E PA R TN E R S
I N TH E I R S E X L I V E S
IS BECOMING MORE
COMMON.”
ELIZABETH MORRIS

Which trends will shape the online trade – especially
for adult products – in the future?
Elizabeth Morris: It’s an industry that is constantly
evolving with new products; you’ve got toys that
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Most women can rapidly achieve multiple
orgasms very quickly with this approach
exclusive

Dr. Steve McGough introduces the hi massager, which is aiming at a launch early next year

„

New inventions are often
met with scepticism. Be it
automobiles, computers, or
smartphones; every time, there were critics who predicted
that the concept would fail,
doubting that the new creations offered real added value.
Dr. Steve McGough has encountered similar resistance
when he presented his idea
for the hi massager last year.
As he tells us, the biggest
challenge for him was that
people were overly doubtful
and that few believed in the
success of the product. In our
interview, he explains, how he
managed to overcome this
scepticism and what makes
him so conﬁdent that hi will
be a success in the massager
segment. The automobile, the
computer, and smartphone
proved successful. In early
2018, we will ﬁnd out if hi can
follow suit.

You presented the „hi“ massager last
year, but so far, it hasn‘t been released on the
market. What kept you from releasing it until
now?
Steve McGough: Since our offering includes
both a product and interactive live/online
classes, we want to launch it in conjunction
with a crowdfunding event. This way we have
a live audience to interact with as the program
rolls out. Unfortunately, we didn’t have
the right messaging and the crowdfunding
campaign last year that didn’t reach its goal.
After the campaign, we realised we needed to
better understand the market and reﬁne our
message before launching again.
We’ve spent the last year doing market
analysis, enhancing our current offerings and
focusing on other key areas that we missed
the ﬁrst time. Now we’re ready to launch a
new campaign. For updates and the best
possible price, sign up for our newsletter at
womenandcouples.com.
For those, who haven‘t heard of the hi
massager yet, could you tell us more about it
and what makes it unique?

Steve McGough: Basically, hi helps bridge the
gap between stress and the bedroom.
hi is part of an integrated system that helps
women and couples discover new ways to
relax and feel good - while enhancing intimacy
and passion.
hi is a “power tool for the bedroom” that allows
women and their partners to take care of their
needs faster and more intensely. For single
women, hi introduces new possibilities for
relaxation and enjoying life more.
For single men, hi provides a toolkit for helping
the women in their lives feel amazing. hi is
unique in several ways. As far as we know,
it’s the only device that stimulates multiple
regions of women’s bodies in a way that rapidly
induces orgasm –- through clothing and many
feminine napkins.
It uses a patented method that is optimised
to simultaneously stimulate 5 different nerves
related to orgasm. People often question
why someone would want to use it clothed.
That’s where hi really starts to differ from other
sex toys. It’s also part of a clothed full body
massage routine for both women and men.
It’s easiest to explain this difference with an

On the homepage, couples
present the massager and
explain how it is used
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Dr. Steve McGough,
founder of Women and
Couples LCC and inventor
of the hi massager

example. Imagine a woman comes home after a long
very stressful day and just wants to relax. Her partner
meanwhile is in the mood. For the woman though,
sex is the last thing on her mind.
With hi her partner can give her a very effective full
body massage, while she’s fully clothed, on the
couch in the living room. If they want they can use an
easy to learn massage sequence that takes about 10
minutes and focuses on speciﬁc pressure points on
the body. This is both relaxing, and can dramatically
increase arousal.
After that, if she desires a pelvic massage that’s her
option – it’s always her choice. If she chooses to,
most women can rapidly achieve multiple orgasms
very quickly with this approach. As well many women
experience a strong desire to be with their partners
afterward.
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So after a long day, women now can come home to
an amazing massage with a happy ending. Women’s
partners quickly realise that if they take the effort to
do this, it tends to have great beneﬁts for them as
well. This massage technique came from research
on helping anorgasmic women achieve orgasm.
For women without orgasmic challenges, it tends to
producevery enjoyable results.
Also, remaining clothed addresses body image
challenges some women deal with. A review of 57
studies on women showed that negative feelings
about their appearance and sexuality signiﬁcantly
reduced their libido and overall sexual satisfaction.
With our approach, the woman can receive a general
massage while fully clothed and then if she desires,
achieve orgasm. Being able to start out clothed helps
many women relax and not worry about body image.
We have observed that after having multiple
orgasms, the majority of women are much more
relaxed and more receptive to other intimate
behaviour. So this is a way to help women enjoy the
experience of supercharged foreplay before they take
their clothes off.
The orgasmic response from hi also tends to be very
fast, and most women can quickly achieve multiple
orgasms. This is very helpful for couples that have
limited time.
Very frequently the “quickie” for a busy couple means

I N T E R V I E W

the male partner orgasms while the female partner is
women to achieve orgasm through their clothing.
left unfulﬁlled. However, hi allows women to achieve
That was by far the biggest objection.
strong orgasms in just a few minutes ﬁrst. Most
It’s understandable because what we are proposing
vibrators take much longer to work.
goes against what many people have experienced in
hi is part of an online and live class training system
the past. Most people don’t really believe it until they
that couples or single people can take. Courses are
see or experience it live.
divided into easy and fun “dates”.
Over the past year, we’ve organised numerous live
Some or our programs, including our “Intimacy
demonstrations both on video and scheduled for live
Massage” and others have been featured
streaming events once we relaunch.
in Prevention, MSN, Redbook, Bustle
We also have a much larger network
and other outlets.
of sexologist and authorities who have
The reason we offer classes is to help
personally used hi.
couples address some of the key areas
You can see videos of live demonstrations
„ H I I S PA R T O F A N
that can limit their sex lives. We also
and review at this link: womenandcouples.
teach easy to use techniques that
com/videos
I N T E G R AT E D S Y S T E M
can take them to totally new levels of
Some of the comments also doubted my
TH AT H E L P S W O M E N
experience.
credibility and wondered who I was. So we
We aren’t just offering a massager to
have focused on extensive media outreach.
AND COUPLES DISCOVER
help with orgasms, we’re providing a
Since then we’ve been on a national TV
complete 12-month self-paced training
show CBS “The Doctors”. As well, I’ve
N E W WAY S TO R E L A X
program to enhance sexual wellbeing.
been interviewed about over 60 times
Once they learn the basics, they learn
this year by outlets including: Prevention,
AND FEEL GOOD.“
how to us hi as a “power tool for the
Readers Digest, Medical Daily, Women’s
DR. STEVE MCGOUGH
bedroom” to take them to even higher
Health, Ask Men, CNBC, Hufﬁngton Post,
levels of pleasure.
MSN, etc. You can see recent articles at
Another factor that makes hi and our
womenandcouples.com/articles
company unique is that the founders
are sexologists. Plus, many of our instructors
Besides this, what turned out to be the biggest
and associates are prominent Sexologists, MD’s,
challenges on the way to creating hi?
Nurses, and ﬁtness professionals. Rather than hire
Steve McGough: It was difﬁcult creating a clear
Sexologists to represent us, we are Sexologists to
message explaining our approach because hi
begin with. Our whole culture and focus is on sexual
represents a very different paradigm that includes
wellness research and education.
both wellness and sexual expression.
People already generally understand how to use
You stated people didn‘t really believe that the
traditional sex toys. hi is completely different and
product would work. How will you overcome this
uses a new approach. So we had to create ways
scepticism?
to educate people on how to use hi. hi is very easy
Steve McGough: During the campaign, we received
to use once you know what to do, but it can be
hundreds of messages saying it wasn’t possible for
confusing if you assume it works like a traditional toy.
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Also, people needed to understand that the unit had
to be its size and shape to reach all the points on
a woman’s pelvis. This spans from below the belly
button to the tailbone. A tiny handheld vibrator can’t
reach all those areas at the same time.
After a lot of market research, we found that men,
and particularly health-oriented men who cared about
their partners’ needs, tend to be the early adopters.
Men weren’t as concerned about the size and tended
to quickly get the idea that this is a tool that will
enhance their abilities – and not something that will
replace them. Another key challenge is that we are
presenting a concept for human health that while
obvious, many people have issues with.
The idea is that for the majority of adults, having a
sex drive is a natural part of being healthy. When this
sexual need isn’t addressed it causes physical and
emotional stresses that reduce our quality of life.
Some recent studies have indicated not expressing
sexual needs can increase chances for other negative
health issues later. Our opinion is that the need for
healthy sexual expression is a health factor just like
the need for regular exercise. At the same time,
while we may normally have a strong libido, health
challenges, chronic stress and lack of sleep can
dramatically reduce our sex drive.
So health and sexual expression are intimately
connected. Once it’s accepted as an important part
of our health and wellbeing, we can often take things
to new levels of acceptance, enjoyment and overall
wellness.
While again this may seem obvious, it’s amazing how
many people (even many sexologists) view sexuality
as something separate and aren’t comfortable with
the idea of healthy sexuality being an extension and
part of wellness. Particularly when we talk about
general massage extending to sexual massage and
being part of a daily wellness program.
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Many times, “wellness” is viewed as “needed”, but
sexual expression is “entertainment” or a “vice”.
There’s a lot of talk about “sexual wellness” as a
marketing term – we’re talking about actually helping
people reclaim it for their health.
Again, the challenge we’ve had here is creating a
clear message that explains this.
You used the time since you ﬁrst presented hi to give
product presentations on many occasions. How was
the feedback you gathered?
Steve McGough: Overall the feedback was
extremely positive. There have been some situations
where some women have thought it was too intense
for pelvic massage but still enjoyed the overall
massage. Also, most of these women still had a very
pleasurable experience with the lower vibe guide.
That’s another reason we have the training programs,
hi is very different from anything on the market and
isn’t obvious how to use. Since it’s clothed, this is
possible with hi.
It’s kind of like ﬁnding a bicycle for the ﬁrst time.
People can ﬁgure out how to ride it on their own. But
they usually can learn faster if someone ﬁrst shows
them. We’ve also found that this product and training
paradigm is more quickly adopted by people who are
more health-focused and have busy schedules.
The most interesting thing we’ve consistently seen
is that men seem more interested in it as a way
to take better care of their partners. Women are
very interested but it at least appears that wellness
oriented (and caring) men will be the ﬁrst adopters.
Another thing we’ve seen is that many men like
the idea of having techniques they can learn as it’s
something they can relate to. It gives them a clear
pathway to being able to truly help their partner relax
and feel amazing. One man said that before it took
him over thirty minutes to pleasure his wife. Now he
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can give her a full massage and multiple orgasms in
far less time.
While some men may be interested in it for their own
potential beneﬁt, ultimately, it’s helping women relax
and feel good. For men that care about women – hi
gives a clear way to show their affection that women
appreciate and don’t forget.
Will there be presentations in Europe as well? Are
you planning on cooperating with brick and mortar
stores in this regard?
Steve McGough: We are currently in discussion with
a Sexologist in Germany to have presentations. We
haven’t yet established agreements with brick and
mortar stores in Europe but would love to hear from
those that would be interested.
Brick and mortar stores are great locations for
classes. Classes are designed to attract audiences of
new customers that might not normally go to sex toy
outlets. Moreover, these outlets are great venues for
hi demonstrations and classes because the topic of
sexuality is accepted.
It’s interesting how having something deﬁned as part
of “wellness” seems more acceptable for people
to attend. The fact we can deﬁne this as wellness
isn’t a marketing ploy because at our core we are a
wellness company.
Later classes will expand into the usage of other sex
toys as well. We have an extensive program setup
that was designed by sexologists. Sign up for our
newsletter at womenandcouples.com for updates on
European classes and locations.
How should I picture such a presentation? What do
the participants learn?
Steve McGough:Presentations cover a variety of
topics that focus on wellness, relaxation, massage,
intimacy and direct sexual areas. They are designed
so they can be held in locations ranging from yoga,
or ﬁtness studios, to adult stores.
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Rev. Jody Bailey has
been a speaker since
1999. Six years ago
she was asked to do
a class on conscious
non-monogamy and her
business took on a whole
different turn from there.
She lives in Salt Lake
City and is the founder of
The Intimacy Institute of
Salt Lake City.

What did you ﬁrst think when you heard about hi?
I ﬁrst saw an article about it in a Facebook group.
I knew I had to have it in my practice. That was
two years ago.
What convinced you that hi was different and
worth becoming an instructor for?
What immediately impressed me about it was that
it was the ﬁrst real conversation being had about
women’s sexual health.
How is hi different?
There is nothing else that can be used over the
clothing and it stimulates the clitoris, G-spot,
u-spot and perineum all at once.
What has been your most unusual experience
with hi so far?
Personally, I have become much more orgasmic.
It’s used to take me about 20 minutes to climax.
Now my partner can simply brush my arm and I
will have waves of orgasm.
How do women react vs men?
I have been very surprised at the incredible
response from men. They want the women in
their lives to be sexually healthy. One man actually
cried when I told him about the potential the
hi has. He had two women in his life that had
hysterectomies at very young ages. Not only
could this have helped, but allows women to have
conversations about their sexual health. This is a
very conservative community and women don’t
talk about their sexuality.
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Each program can be taught as a stand-alone
class. However, they’re designed to work together
in sequence. Individuals and couples who take the
whole series develop a powerful set of skills they can
use on themselves and others.
In most cases classes are ﬁrst held in person at a
training location. Then one or more follow-up classes
are held online. In the online session, students can
ask questions via chat while they watch a video
stream of the instructor with demo videos, and
possibly live demonstrations.
This allows the students to cover the basics during
the live class. Then at home, in private, they practice
the actual techniques on each other while they can
ask questions online.
Using this approach, classes can be held in locations
that normally would not allow people doing activities
that could lead to orgasm. Plus, it gives students
privacy to practice techniques at home, but still, have
live interactive instruction.
Here are a few examples of some classes, with
varying degrees of participant intimate activity.
How to make her feel amazing: This is a men’s
only class that gives men new perspectives on how
to make their partners feel amazing. Participants
attend an hour-long class that shows them a simple
but very effective technique for communication,
touch, boundaries, and other areas that are often
overlooked or taken for granted. An honest
discussion is provided about personal sex drive and
how they can better understand themselves and
express their needs while respecting their partner.
Plus, fundamentals of helping women relax and
achieve orgasm are covered. They also receive an
access ID card that gives them access to the online
training program where they can repeat the class
online. This program usually extends to the Intimacy
Massage and Couples hi massage programs.
Intimacy Massage: Intimacy massage is a couples’
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John Kamp is a Medical
Doctor specializing in
radiology, particularly
mammography and
women‘s imaging. He
spent about 35 years
telling women that they
might have breast cancer,
so he decided he wanted
to also have a chance to
give them some helpful
good news following their
diagnosis.

What did you ﬁrst think when you heard about hi?
When I ﬁrst heard about the hi, it was at a
Sexology conference in New York and I had the
opportunity to test it in on my wife under the
direction of a couple of pioneering instructors.
My wife enjoyed it, so I thought I would become
further involved in learning about it.
How is hi different?
Hi is mainly different from other massagers in
that it has three vibrating contact heads, each
designed to stimulate a speciﬁc group of nerves in
speciﬁc anatomical areas. Particularly it‘s able to
stimulate deeper nerves in the pelvis, such as the
vagus nerve, that other massagers and vibrators
might not reach. And when these multiple sensory
nerves are being stimulated all at once it appears
to bring on a series of powerful deeply felt
orgasmic contractions.
What has been your most unusual experience
with hi so far?
What surprised me most about the hi is doing
the full body massage. Most women like lots of
foreplay so when a partner spends half an hour or
so stimulating her neck, back, shoulders, arms,
breasts (through clothing), pelvis and legs, and
also individual ﬁngers and toes, she can become
quite relaxed and more receptive to pelvic
stimulation. This process also establishes a bond
between the partners before the pelvic stimulation
begins.
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massage program that teaches advances we’ve
made on the “Sensate Focusing” method created by
Sexology Pioneers Masters and Johnson. We have
taken it further with speciﬁc techniques we have
developed over the past 8 years of research. This
is introduced in a live class where the full technique
is demonstrated. Then people receive an access ID
card for the online training program. This self-paced
online program is divided into 4 “dates” for each
person to learn the techniques. Then a live followup session is provided where the instructor streams
video and answers chat questions.
Couples hi Massage: This program teaches the
basic couples hi massage. The ﬁrst section covers
massage techniques that can be used on both
men and women. The second section covers
pelvic massage techniques. This is introduced and
demonstrated either with live models or video. Then
people receive an access ID card for the online
training program. This self-paced online program is
divided into sections for each person to learn the
techniques. Then a live follow-up session is provided
where the instructor streams video and answers chat
questions.
Other programs include a women’s only program for
hi massage, programs that introduce meditation and
Asian sexual practices, Vulva and vaginal massage
techniques, penis massage techniques, speciﬁc
techniques for common sex toys, Exploring BDSM,
Couples Communication techniques, and many other
areas.
The curriculum is designed to offer ongoing programs
and events that keep people interested and wanting
to return. Visit womenandcouples.com/classes for
details of other programs.
A crowdfunding campaign for your product is in the
making right now. What can you tell us about that
and when will it launch?
Steve McGough: We will be launching a new
Indiegogo crowdfunding campaign October 17th.
If you would like to get the lowest possible price on
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Dr. Nancy Sutton Pierce
has both a nursing and
medical background and
is a Clinical Sexologist.
She teaches about
Designer Relationships
& Sexuality, Intimacy
Communication through
the teachings of Yoga.

What did you ﬁrst think when you heard about hi?
“Great!!” – Something even better than the magic
wand!
What convinced you that hi was different and
worth becoming an instructor for?
The fact women could easily use it outside their
clothing. I teach in China and other countries
where modesty is a cultural barrier to teaching
women about self-pleasure.
How is hi different?
The way it’s designed creates a multifocal-stimuli
using both vibration and percussion. There is
nothing else on the market that compares to the
deep neurologic impact this has.
What has been your most unusual experience with
hi so far?
An elderly couple. She has severe chronic pain
and had been an-orgasmic for many years. I
instructed him on massage for her whole body,
and then both how to use the hi for clothed genital
stimulation. Two hours later, she had so many
orgasms she didn’t want to get off my couch.
What are your classes like? What do the
participants learn?
My classes are respectful, intimate, calming, loving,
fun, and fascinating. Attendees leave with a much
deeper understanding of their body, the power
of human connection and the health beneﬁts of
sensual and sexual experiences.
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hi units and the programs, sign up for the pre-launch
associated with advanced Asian sexual practices.
newsletter at womenandcouples.com
- A “Women’s only” program for using hi that
Limited quantities of units will run from (US)$149 to
shows women how to use hi® for relaxation,
the ﬁnal campaign price of (US)$219. We will offer
PMS, and related areas as well as personal sexual
special distributor packs as secret perks
stimulation.
to select groups.
- A “Couples Massage” program for using hi
This crowdfunding package for hi comes
on both men and women, plus giving women
with a year-long training series of seven
pelvic massage for amazing orgasms.
online programs. These are optional
- A “Couples Communication” program that
„ O U R O P I N I O N I S TH AT
but if taken can help individuals and
addresses some of the key topics that limit
TH E N E E D FO R H E A LTH Y
couples dramatically increase their sexual
the intimate lives of many couples.
experience:
We’re excited because we have a new
SEXUAL EXPRESSION IS
- How to make her feel amazing: A
team managing it that raised over $4M last
men’s only class that gives men new
year via crowdfunding and currently have a
A H E A LTH FA C TO R J U S T
perspectives on how to make their
campaign that raised over $300K in its ﬁrst
partners feel amazing.
few days.
L I K E TH E N E E D FO R R E Ɉ
- A hand massage program you can
Those that participate in the crowd funding
GULAR EXERCISE.“
do anywhere to anyone that is ok with
will receive thousands of dollars worth of
shaking hands – that feels amazing.
training – beginning in November. Our goal
DR. STEVE MCGOUGH
It’s a very handy skill because people
is for everyone that joins us learns how to
are astonished how effective this is for
take their intimacy, connection, and sex lives
helping friends relax and feel better.
to a new level before Valentines 2018!
- An intimacy massage program that
is an enhancement of the “Sensate Focusing”
When do you plan to ﬁnally introduce hi to the
method created by Sexology Pioneers Masters
market? At which price point will it sell?
and Johnson. We have taken it further with
Steve McGough: Our ﬁrst manufacture is scheduled
speciﬁc techniques we have developed over the
to ship in early February 2018 (perfect for Valentine’s
past 8 years of research.
Day). The online and live training programs begin in
- An easy to learn breathing and meditation
November.
program - that helps you both relax and become
The hi unit including a set of online training programs
more in sync with each other‘s rhythms.
will retail between $249 and $299 depending on the
This program targets speciﬁc nerves that are
options included.
associated with relaxation and sexual response. It
Our goal is not just to sell a product but also
also helps couples achieve experiences normally
empower the end users to enjoy their intimate
life more.
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I would estimate that Screaming O toys are

available in more than 40 countries worldwide.
exclusive

S c r e a m i n g O‘ s Da n H o lma n o n th e ins a nd o uts o f interna tio na l business

Screaming O was started in 2005, and
shortly after, the US company had
already expanded beyond the borders
of their home market. Account Executive Dan Holman explains the underlying
strategy of Screaming O’s
international activities in our EAN interview, telling us how the team operates in
foreign markets, what challenges await
on the global stage, and why the Screaming O brand connects so well with
consumers in many different markets.

„

Screaming O was founded in the
United States in 2005. When did you take
the ﬁrst steps to expand beyond your
home market and present your products
across the globe?
Dan Holman: We began pursuing
international markets shortly after we
launched the brand domestically. We knew
it was essential to establish the brand
globally by forming strategic partnerships
with key players in major markets. Our
mission is to provide low-cost, high quality
products that are safe and fun, and
thankfully, these are traits that translate well
to different cultures all around the world.
In how many countries are Screaming O
products available right now?
Dan: We’re proud of the vast reach of our
wonderful distribution partners, which
keeps growing. I would estimate that
Screaming O toys are available in more than
40 countries worldwide.
Which markets were easy to conquer,
which markets gave you a hard time?
Dan: Markets that prominently speak
English are where we have the greatest
success; our naming schemes and
packaging language is most accessible in
these regions. In markets where English is
less prominent, we recognise the most
opportunity to expand; we are working on
ways to better serve them. Thankfully, our
playful branding and color palette makes
the products desirable, regardless of
language barriers, but we know there are
ways we can increase our reach across all
diverse global cultures.
What are the big challenges you are faced
with when trying to establish a foothold in
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new markets?
Dan: Establishing a foothold in new
markets is all about ﬁnding the right
partners on the ground. The challenge here
is ﬁnding partners who know the market,
understand the brand and can serve as
ambassadors for Screaming O. As with all
relationships, commitment and communication can lead to success and happiness
for everyone involved.
What is your strategy in these international
endeavours? Do you rely on partnerships
with distributors and wholesalers, or do you
work directly with retailers?
Dan: We have a hybrid approach. We work
closely with our distribution partners while
also being in direct communication with our
retailers. When it comes to connecting our
products with the public, the more
resources available to them, the better. Our
involvement beneﬁts our distribution
partners by offering the extra sales support
and knowledge whenever needed.
And why exactly did you choose this
approach? What advantages does such a
strategy offer?
Dan: We work with distributors and retailers
together so that we can best serve
everyone. This approach gives us the
opportunity to be in tune with what is
happening on the ground level – to know
what is working or not working so we can
adjust accordingly – while also better
supporting our distribution partners to
ensure that customers are always aware of
current promotions and resources.
The traditional supply chain (producer-wholesaler-retailer) is coming apart. More and
more players in the market are wearing
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several hats, i.e. they act as producer, distributor, and
retailer, all wrapped into one. What are your thoughts on
this development? Will the traditional supply chain
persist?
Dan: I believe that as long as you are adding value to
the supply chain then there is a place for you in the
market. History shows if you are providing a substandard product or poor service, the market will not be
forgiving. Conversely, if you are providing quality
products and exceptional service, the market will
reward you.

H O L M A N

„W E H AV E P U T A LOT O F
H A R D W O R K A N D E F FO R T

How do you pick your international partners? For instance, why did you decide to collaborate with Eropartner
and Creative Conceptions in Europe?
Dan: We look for partners we can trust, who know
their market, and who understand the Screaming O
brand. Our international partners all have established
track records of providing exceptional service, vast
product knowledge, and organisation across all
levels. This makes collaboration very rewarding for
everyone involved.
What do you expect from your collaborations with
international distribution partners? And what type of
support do you provide them?
Dan: In addition to trustworthiness, market knowledge
and brand understanding, we expect strong communication skills, as well as the motivation to seek out and
realise every opportunity available. The key to a great
partnership is communication and transparency, and we
promote this on all levels. We offer sales data,
customised graphics, product training, displays,
promotional items, and many other tools to assist the
sales process.
Tastes vary, what’s popular in one country may be
shrugged off in another. Would you say that the
characteristics of your products (easy to use, fun to
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I N TO E N S U R I N G O U R
P R O D U C T S H AV E M A S S
APPEAL.”
DAN HOLMAN

try, made of quality materials,
affordable, etc.) make them
appealing in most markets?
Dan: That’s true! We have put a
lot of hard work and effort into
ensuring our products have
mass appeal. No matter what
country you are in or what
language you speak, you are
always interested in a quality
product at an affordable price;
Screaming O offers all of this
and more in a fun, playful and
non-threatening package.

Screaming O is more than just products – it’s a brand
with a clear message. Does a brand message or brand
communication transcend borders, or do you have to
rely on your business partners in the individual markets
to convey what the brand stands for and what it
represents?
Dan: The clear messaging helps, but it is up to
Screaming O and our partners to continue to get the
word out there, to make sure it’s being heard, and
that we’re hearing what people need. We can never
become complacent. There is always room for
improvement: a better way to merchandise; better
placement in store/online; or a better way to
advertise. The list is endless. As long as we continue
to stay true to who we are, and serve our customers’
needs, we will be able to bring our customers quality
- and pleasure - for many years to come.
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“ O N B E H A L F O F TH E
E N TI R E P J U R T E A M ,
I W O U L D L I K E TO T H A N K
A L L O U R R E TA I L E R S A N D
C U S TO M E R S FO R TH E I R
T R U S T I N O U R C O M PA N Y ”
ALEXANDER GIEBEL

pjur highlights

Alexander Giebel,
founder and CEO
of pjur group

exclusive

A l e x a n d e r Giebel lo o ks ba ck a nd a h ea d
2017 was a successful year for pjur group. We talked to Alexander Giebel, CEO and founder
of pjur group, about the high points of year and what retailers can expect in 2018.

„

What were the highlights of the year for
you personally?
Alexander Giebel: There were lots of
highlights for us this year: The launch of pjur
SPA Scentouch Massage Lotions was one
of the biggest. The feedback was absolutely
overwhelming, and dealers can already look
forward to new products within this category. Another highlight were the different trade
fairs: eroFame is always a standout event but
we also attended ANME, AdultEx, ArExpo,
EroExpo, and some others, and these were all
great successes for us. To meet the increased
workload, caused by new markets we had
conquered this year, we also expanded our
team, welcoming four highly qualiﬁed and highly motivated employees to our sales, quality
management, accounting, and ofﬁce management departments.
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You also received a number of awards again
this year. Which one means the most to you?
Alexander Giebel: That‘s true. This year,
we were delighted to receive two EAN Erotix
awards in the categories ‚Customer Safety‘
and ‚Best New Product Line – Category Body
Care‘ for pjur SPA, a SIGN Award for ‚Best
Lubricant Company of the Year‘ as well as a
Storerotica and an AdultEx Award. All of these
awards are equally important to us and a great
recognition of the hard work we do each and
every day.
What are your plans for 2018?
Alexander Giebel: In 2018, we want to
strengthen our communication with end customers, so demand for our products will deﬁnitely
grow as we reach out to target groups who
may not have heard from our products before.
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As had been the case in previous years, pjur group once again racked up an impressive amount of award wins in 2017

Apart from that, we will involve dealers and retailers
even more in our communication. This will enable
us to leverage synergies and ensure that everyone
around the globe beneﬁts from our marketing and PR
activities.

certainly something to think about.
Is there anything else you‘d like to say to your
readers?
Alexander Giebel: Yes. On behalf of the entire
pjur team, I would like to thank all our retailers and
customers for their trust in our company. It‘s thanks
to them that we‘ve been able to continue making
products to such high-quality standards in Germany.
We‘re looking forward to another great year together
in 2018.

Have you made any resolutions for the new year yet?
Alexander Giebel: Every year, I say that I‘m going
to cut back on travelling and take things a bit slower.
That didn‘t work in 2017 and I‘m pretty sure it won‘t
in 2018, either. I just love visiting our customers and
partners around the world too much. It‘s stressful,
but I love it. I could write a book about the experiences I‘ve had in all the different countries around the
world. And who knows? Maybe I will publish a few of
the stranger events.
Please do! In EAN, maybe?
Alexander Giebel: Why not? Your readers might like
to read a few short anecdotes about chaotic taxi cab
rides through Bangkok or non-existent hotels. It‘s
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Brigitte Heuer,
Tim Laas,
Natalie Hochleichter,
and Michaela Hahn
have joined pjur
group in 2017
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Modern Indian reality is

that mind-sets are changing.
exclusive

I M be s h a r a m sup p o rts th e India n LGB T co mmunity

Gaysi Family has been
supporting the rights of
lesbian, gay, bisexual, and
transgender people in India
since 2008. IMbesharam.com,
a leading adult online shop for
Indian consumers, supports
the cause of the LGBT
organisation and strives to
provide them with a bigger
platform to make their voice
heard. The collaboration
between Gaysi Family and
IMbesharam – as well as the
situation of the LBGT
community in India – are also
the topic of this interview.

For more information about Gaysi, visit www.gaysifamily.com

„

Before we talk about the collaboration
between Gaysi Family and IMbesharam.com,
please tell our readers a bit about the LGBT
community in India. Are there laws that have an
impact on the lives of the LGBT community?
Team Gaysi: They say a minimum of 10% of
any country’s population is queer. So, keeping
this statistic in mind, and the fact that India
is one of the largest populated countries in
the world, it wouldn’t be wrong to assume
that there are a hell lot of queers here.
Unfortunately, however, the journey of a queer
person is not easy due to a certain law, and
loads of pressure from a rigid and conservative
section of Indian society.
With respect to the law, we have IPC
section 377 (handed down to us from our
former British rulers) which prohibits unnatural
sex. Meaning anal sex. Now, this law is
applicable to heterosexual couples as well,
however, it is mostly used to blackmail and

Gaysi and IMbesharam
work together to improve
the situation of the LGBT
community in India
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create fear among gay men and certain section
of the transgender community.
When it comes to queer women, we don’t
even exist. Having sexual desires is considered
unnatural, and exhibiting those out and loud
could get you ridiculed or killed.
But here we are, in spite of all these
hurdles. Fighting against not just the legal
system but also ensuring that we create a
more humanitarian way of thinking where all are
given the means to live and love freely.
Are these laws a part of modern Indian
reality, or are they more like remnants from
the past, and the only reason they haven’t
been changed yet is because the government
doesn’t feel that this issue is too pressing?
Team Gaysi: Modern Indian reality is that
mind-sets are changing. Especially with the
internet/social media boom wherein information
is being shared across the globe in a matter of
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seconds. Today, in major metro Indian cities, you do
have schools, colleges, corporations investing time
and resources in informing/sensitising their students,
staff, and employees on the subject of gender and
sexuality.
However, when it comes to the legal framework,
those in-charge of the judiciary unfortunately end
up passing the buck to others rather than initiating
change themselves. And this is exactly what
happened in the 2013 Supreme Court verdict on
Section 377 when they asked the Indian Parliament
to make amends to the law if they found it to be
endangering democratic rights of law-abiding Indian
citizens.
On the other hand, our politicians are too busy
with vote-bank politics by appeasing religious,
mainstream population groups or mud-slinging the
opposition, leaving the minorities in a state of limbo.
How well-accepted is the LGBT community among
the Indian population at large? Does the majority of
Indians support the notion that everybody should
have the same rights?

Team Besharam: The popular organisations that
support the rights of the LGBT community and
extend their voice are Gaysi and Gaylaxy.
Now let’s talk about
Gaysi Family. How do you
communicate with the LGBT
„W E A R E S TI L L FA R
community, and how do you
mobilise them?
AWAY F R O M TH E
Team Gaysi: We primarily
A L L Ɉ FO R Ɉ H U M A N I T Y
use social media platforms
such as Facebook, Instagram,
DREAM, BUT WE WILL
and Twitter to push our online
content and promote our
G E T TH E R E E V E N T U A L LY “
off-lines initiatives. Every year, we
run a crowdfunding project for
ﬁnancing our yearly magazine.
Then, you also have the mainstream media which
every now and then publish content produced by us
and/or write about it.

Gaysi Family
organises various
events for the Indian
LGBT community

Team Gaysi: Like I mentioned earlier, the mindset
and society’s perception is changing positively even
though the law is not on our side. Thanks to the
efforts of many NGOs, support groups, and activists.
Agreed, we are still far away from the all-for-humanity
dream, but we will get there eventually.
Are there organisations that ﬁght for the rights of the
LGBT community in India?
Team Gaysi: Yes. There are several, in fact,
pan-India.
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When was Gaysi Family started, what kind of support
do you get, and how free are you in your work, i.e. is
there censorship or are you limited in your activities
by the state?
Team Gaysi: Gaysi Family is a LGBTQ collective that
was started in 2008! Managed by three queer women
based out of Mumbai, it is a platform that creates a
dialogue about being queer in India through creative
spaces such as art, graphic design, literature, music,
print media, and performing arts.
We run a website (http://www.gaysifamily.com/),
create diverse events in the cities for the queer and
the youth alike to come together, and publish a print
magazine annually which is distributed across the
world through tie-ups with global indie bookstores
and through our website.
Our events range from open-mic performance
(stand-up, music, dance, theatre, poetry) evenings,
Bar nights (social spaces to connect and network),
Trivia evenings (beer and mad quizzes for the geeks)
to book clubs, badminton tournaments, and movie
screenings.
The events are very popular and the only
branded LGBT events in India! The Bar nights and
performance-based events are attended by 300400 people, with several artists from the stand-up
comedy circuit (Sorabh Pant, Aditi Mittal, Anuvab
Pal, Varun Thakkur, Tanmay Bhat, AIB, East India
Comedy, Ash Chandler), musicians (Vasuda Sharma,
Ankur Tiwari, Joi Barua, Sid Cutto, Siddharth
Basrur, Kailash Kher, Madboy & Mink), and even
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actors (Imran Khan,
Konkona Sen Sharma,
Gul Panag, Stephen Fry,
Kalki Koechlin, Sarah
Jane) performing at, and
attending these evenings.
Thankfully, till date we
have not faced any sort of
censorship or restrictions
by the state.

An ad banner
announcing the
collaboration
between IMbesharam and Gaysi

How exactly did the
collaboration between
Gaysi Family and
IMbesharam.com come
about?
Team Gaysi: A member
of IMbesharam.com got
in touch with us via email,
and with them being
India’s only LGBT-friendly
adult store, we thought a
collaboration/partnership
would be worthwhile for
all involved, including our
queer audience.
Team Besharam: We
landed upon a social media article by them and
that got us inquisitive and interested to know more
about their organisation. When we found that their
objective, purpose, and vision lined up with our
brand‘s philosophy, we extended a welcome and
have partnered since for several events. This is the
second year, and we continue to support them when
they need.

to explore new and interesting topics the LGBT
community would otherwise have shied away from.
Team Besharam: We also provide an additional
platform to be a voice to their audience and their
mission. We have collaborated in the past to support
them with organising events and sharing their content
on our social channels. The turnout has been great
and the results are very positive for audiences on
both sides. We stand up for the LGBT community
worldwide and we see Gaysi as an extension of our
expression of love for one another, with no bias for
colour, race, sexual orientation or ﬁnancial condition.
We are India’s only LGBT-friendly store and we
have been happy to spread awareness for Gaysi’s
platforms and events.
What advantages arise from this collaboration for
Gaysi Family and IMbesharam.com?
Team IMB: Our collaboration with Gaysi and our
support for their brand gives a purpose to our
mission of being a LGBT-friendly store, and when
we showcase our culture of love with them, we
hope that our audiences and followers can take
pride in it and feel inspired to embrace the
community in the same manner as we do any other
community. We hope that the barriers will be broken
and that the LGBT community in India will have
another brand ambassador in the form of
IMbesharam to crusade their difﬁcult struggle
for equal rights and freedom.

How does IMbesharam.com support the cause of
Gaysi Family?
Team Gaysi: Through our ofﬂine-events, we aim
to create safe spaces for queer people to come
together and discuss issues and concerns facing
our community. Topics like sex, consent, bed room
activities, etc. which others may ﬁnd uncomfortable
to talk about, Gaysi has taken on head on, aiming
to remove the alleged taboo attached to these
subjects. With the help of IMBesharam, we have
been able to initiate dialogues with people about
BDSM, the importance of consent, safe practices in
the bedroom, and sexual wellness. With the backing
of IMBesharam, Gaysi Family has had the opportunity
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Big things come
in small packages!

The smallest and most
powerful rechargeable
stimulators on the market






Small Size
Extreme Power
USB Rechargeable
Long Run Time
GREAT PRICE

MINI BULLET • 0038-10-3

BUNNY • 0039-10-3
WITH SILICONE
PLEASURE TIP

BULLET • 0038-15-3

All Tiny Teasers feature:
• 3 Powerful Speeds of Vibration
• Up to 160 Minute Run Time
• Simple, 1 Button Operation
• Waterproof
• USB Rechargeable

NUBBY • 0039-20-3
WITH SILICONE
PLEASURE TIP
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I think the erotic toys market evolves

according to the needs of the people.
exclusive

S p a n i s h B l o gger U ba l Ara que o n th e sta tus quo o f th e a dult ma rket

For six years now, Ubal Araque has been writing about
sexuality and sex toys on his blog elblogdeubal.com. In
our EAN interview, he not only shares his view of
the (Spanish) adult market, but he also tells us
about another one of his projects, the
Sexblogger Meeting, which brings
together bloggers once a year
in Barcelona.

© samdelirium.com

„

Ubal, you are the writer and
operator of the website elblogdeubal.com.
When did you start this project and what are the
topics you write about?
Ubal Araque: I started six years ago, with a
vision of illuminating the world of unexplored
male sexuality. That‘s why I began to write my
blog, talking about my experiences as a
homosexual man, but written for every man
with penis and anus, regardless of their
sexual orientation.
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Why did you start
this blog back then?
Ubal Araque: I started it
because I actually used to
write articles about relationships
and sexuality for another blog, and
seeing that they were so successful, I
decided to write my own.
Your blog is written in Spanish and aimed at a
Spanish audience. How would you describe the
attitude of the Spanish toward eroticism and sex
toys?
Ubal Araque: In Spain, there are two kinds of
readers, those who see sexuality from the funny
angle and others who really take it seriously and
want to experience their limits. I believe that in
Spain, we need visibility and need to learn that
sexuality is something that is born and dies with
us, we are sexed beings, there is nothing wrong
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with that. In short, it is necessary to show more of the work of
the erotic world.
You regularly release unboxing videos of new products and talk
about them as well. Was there a product in the recent past that really
impressed you?
Ubal Araque: This year, there have been many that have left me with my
mouth open and that have become part of my favourites. Right now, I
have about 250 toys, and most recently, I’ve been impressed the
CRESCENDO from MysteryVibe, the Ditto and Verge from
We-vibe, the Zumio and G-vibe by Fun Toys.
Do you see trends that will shape this market in
the future?
Ubal Araque: Right now, I think the erotic toys
market evolves according to the needs of
the people, I see how brands evolve in
both quality and presentation. In
addition to that, they develop
products that are aimed at
people and not to a
speciﬁc genre, by
which I mean that
there are toys for
everyone, not
just for „men“ or
„women.“ In fact, I
always broke schemes
using products such as
rabbits, teaching people they can
also work well in the anus and
stimulate the perineum. I think this is
where we are going: “toys without gender”.
You visited the eroFame trade show in October.
As a blogger, what was you impression of the show?
Ubal Araque: I felt like a child at Christmas, I wanted it
all! I was captivated at each stand. I had the opportunity to
© samdelirium.com
meet representatives from brands, and giving a face to those I
had only meet through email. For me, eroFame is an open door,
especially for me as an erotic toy tester - the possibility to tell a brand
about your personal impressions with their products is incredible. I had the
pleasure of meeting Sunny Rodgers at the Pipedream stand, I loved to share
words with her. eroFame is a place to discover, feel, and above all, enjoy.
Another event - in whose organisation you are involved yourself - is the
Sexbloggers Meeting. Could you tell us more about this meeting?
Ubal Araque: The whole idea was born here in Barcelona,
thanks to my colleague and sexblogger Gemma Schwein,
who made possible a small meeting among bloggers from
Barcelona. This very ﬁrst meeting had huge media
impact, so for the second edition of the Sex
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Bloggers Meeting, we ended up bringing together more
than 90 sexbloggers from Spain, Italy, and France. We
offered the bloggers training on things ranging from „how to
improve the blog“ to „shibari“, thanks to the support of brands like
Adrien Lastic, Bijoux Indiscrets, Nuei, and Eropartner. They really made
it possible.
How many bloggers attend this meeting and what are the discussed
topics?
Ubal Araque: The second edition was attended by 90
sexbloggers from all over Spain and a couple from Italy and
France. It was two intense days, with the ﬁrst one consisting
of a networking meet and greet, hosted by me and by
Gemma, in the museum of erotica in Barcelona. This
year, we had Valerie Tasso as hostess - she is an
authority when it comes to European Sexuality.
The next day, the bloggers had a tight schedule of
activities such as shibari, erotic product tastings, and
branding; also, we debated current tendencies and what is
next in the world of eroticism and sexuality.
How much inﬂuence do bloggers have on the decision of consumers
regarding sex toys? Is writing about sexuality and sex toys different from
other topics?
Ubal Araque: That is a complicated question to answer, since we have to
talk about trajectory and knowledge. Obviously, everyone talks about
toys nowadays, but how much time and how much effort do they
put into the subject? We are talking about part of our health, and
bloggers as inﬂuencers have the responsibility to talk more
about the truth and the quality and correct use of the
product and less about sponsorships, because there
are many people who follow you and believe in what
you say. We have a big responsibility when we
talk about sex, and because of that, we have
to be very aware of what we say, how the
message is delivered, and by whom.

© samdelirium.com

When and where will the next Sexbloggers Meeting take
place? Are retailers and manufacturers also welcome?
Ubal Araque: Everyone is welcome to support and attend. The
3rd edition of the Sexbloggers Meeting will take place in Barcelona
in June of 2018; the exact date will be released soon enough for
everybody who wants to participate.
What are you future goals with ”El Blog de Ubal“ and beyond?
Ubal Araque: Continuing to create valued content for my followers
on the blog and on my Youtube channel and expanding to other
languages as well. I would like to ﬁnd the support of a brand/
manufacturer in order to design and create my own sex
toy line, based on all my experiences. And of course, I
want to be back for eroFame 2018, this time with
an empty suitcase.
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Victor Sanchez, CEO of
Billion Secrets, sees great
potential in the combination
of fragrances and eroticism

Scents and eroticism
have always gone together.
exclusive

Vi c to r S a n c hez p resents th e ero tic p erf umes o f “Millio n Secrets“
The combination of fragrances and the erotic has a long tradition. But while most
producers take a more indirect approach to this combination, Million Secrets International
put it front and centre with their luxurious erotic perfumes named Billion Secrets. And it is
not just the fragrances that stimulate the imagination. The ﬂacon is shaped like a vibrator,
giving you an impression of what to expect. As for the fragrances themselves, the visitors
of eroFame in Hanover will have the opportunity to get a whiff of Billion Secrets at stand
21C. In our EAN interview, Million Secrets CEO Victor Sanchez provides some background
information about the company and he tells us what one needs to bear in mind when
creating erotic perfumes.

„

What can you tell us about the company
behind the Billion Secrets perfume brand?
Victor Sanchez: Million Secrets International
GmbH is a dynamic, Germany-based
company with a focus on the development
and distribution of fragrance and beauty & care
products. We control and oversee the whole
chain of development and production to ensure
that our high quality standards are met.
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Why did you decide to create perfumes with a
special, erotic edge?
Victor Sanchez: The idea for a luxurious erotic
perfume was already born in 2015. Since
then, we have been honing in on that concept.
A fragrance is always a very personal thing,
and scents and eroticism have always gone
together. We used this combination to create
a high-quality concept: Billion Secrets is an
exclusive adult brand that unites three pillars –
fragrance, luxury, and eroticism. A combination
that is both stylish and sophisticated.

In your opinion, are perfumes still underrepresented in the adult market? Which
possibilities do you see for further advancing
this product category?
Victor Sanchez: There are deﬁnitely
possibilities to combine perfumes and the
erotic more closely. Obviously, scents play
a big role if you want to seduce somebody,
and several perfumes are already available
in adult online shops. But there is still a lot of
room for exploring the middle ground between
“cookie-cutter, conservative” fragrances and
the pheromone- or aphrodisiac-laced erotic
perfumes. The look, the elegance, and the
style of the product obviously need to be taken
into account as well. Perfume ﬂacons are little
pieces of art, and their shapes are becoming
more abstract in the adult industry, which
also makes them more “acceptable” in your
bathroom - there are some erotic perfumes
that are nigh-indistinguishable from pieces of
modern art.

What sets the Billion Secrets fragrances apart
from other perfumes on the market?
Victor Sanchez: First and foremost, there
is the special shape that stimulates the
imagination without losing any of the elegance
or quality you’d expect. And then, there are
the high-quality fragrances. It is a high-class
concept, and provocative in the most stylish
of ways.

How would you describe the target audience
for Billion Secrets?
Victor Sanchez: The Billion Secrets fragrances
have been developed for women who want
top-quality, extraordinary, and expressive
scents, who are open to things erotic, who
want to break away from their everyday lives
now and then and be a little more provocative.
They want to feel conﬁdent and sexy, and
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they are comfortable living out all the facets of their
femininity. At the same time, they also set great store
by style, design, and image when they choose highquality products.
Given our concept, men also represent an interesting
target audience because many buy our products as
a gift for their wife or girlfriend. And if you buy such a
special gift for your beloved, why not add a little bit of
luxury and eroticism.
At the moment, there are three Billion Secrets
fragrances. What are their individual qualities, and
how are they different from one another?
Victor Sanchez: Our three fragrances are Sweet
Sensuality, Sensual Sense, and Provocation, and as
for their qualities: They offer top-quality ingredients
and well thought-out details, catching the eye due to
the soft touch surface and hot-dip metal look of the
elegant ﬂacon. Visually, the three products are set
apart by their stylish colours, and then there are the
fragrances themselves, of course. Each scent comes
as a 50ml eau de parfum.
The soft pink flacon: Sweet Sensuality – a seductive
invitation to be enchanted.
Top note:
Orange, bergamot,
apple blossoms
Middle note:
Freesia, geranium, Calla lillies,
pink peonies
Base note:
Tonka, musk, caramel accord,
raspberry, heliotrope
The silver flacon:
Top note:

Middle not:
Base note:
The gold flacon:
Top note:
Middle note:
Base note:

Sensual Sense – a constant,
soft caress on your skin.
Orange, bergamot, cardamom,
carnation, black currant,
raspberry
Flowery, woody
Musk, amber
Provocation – The attraction
of the forbidden.
Lemon, milky, tangerine
Jasmine, pepper, cardamom
Sandalwood, vanilla, cedar

So far, Billions Secrets only features fragrances for
women. Will there also be perfumes for men at some
point?
Victor Sanchez: So far, there are no plans in that
area, but of course that doesn’t mean we won’t be
revisiting this possibility it at some later date.
Who can trade members turn to if they want to
present Billion Secrets in their stores?
Victor Sanchez: If you are interested in selling our
products, just ﬁll in the contact form in our online
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Tempting and
stylish in one:
the Million
Secrets flacons

shop, www.billion-secrets.com. If you’d rather
contact us directly, you can do so via e-mail (msi@sag-group.de) or via phone (+49 (0) 69 – 17 55 49 99).
Do you have some
advice for retailers
on how to ramp up
their turnover with
„A FRAGRANCE IS
the Billion Secrets
fragrances?
A LWAY S A V E RY
Victor Sanchez: Try
to create a connection
P E R S O N A L TH I N G . ”
between the customer
VICTOR SANCHEZ
and the perfumes
because fragrances
evoke memories and
longing. The sense
of smell stimulates our imagination more than any
other sense of perception. A little whiff is enough to
take you back to your ﬁrst kiss, an eventful vacation,
a special event from days past. Memories like that
are why scents can create a feeling of happiness,
of relaxation, of erotic titillation. Likewise, perfumes
accompany us through the day, and they help us
be the person we want to be that day, much like
what you wear or what lipstick you use. The art is
in knowing what the customer who comes to the
store wants to be. Does she want to tempt? Does
she want to beguile? Does she want to be gently
seductive?
What is next for the Billion Secrets brand?
Victor Sanchez: The next major step will be this
year’s eroFame show in Hanover. We are going to
present our products at stand 21C, and we invite
all visitors to stop by and experience these three
fragrances live. After that, the next item on the
agenda is to expand our online shop and further
improve brick and mortar distribution.
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Colleen Godin is a writer, journalist, copy creator,
social media manager, and speaker with a special
interest in the adult industry, and, more precisely,
its evolution. Drawing from years of experience in
both, the retail and distribution segments and the
production side of the industry, Colleen is a true
expert on this topic. But apart from talking about
the current situation of the industry, our Monthly
Mayhem also features a guest appearance by
Freddy Krueger, and we learn why Sweden is
deserving of a special medal.

„

At which point in the evolution of the sex toy
industry are we today?
Colleen Godin: We have come such a long way in
such a short time! When I jumped from the retail end
to working with manufacturers in 2014, unhealthy,
cheap materials like PVC and tacky, sexist product
copy were still the name of the game. Less than 5
years later, things have completely changed for the
better, even within some of the industry‘s most
old-school companies. Through the popularity of sex
education and the sex-positive movement, consumers
have demanded more for their sexual health and
happiness. More small, ethical companies have
popped up as well who have raised the bar and lead
the industry in an overall positive direction. Now
healthy toy materials, honest marketing, and a
progressive, conscious attitude are standard, and I
couldn‘t be more pleased with our progress.
What was your childhood ambition?
Colleen Godin: I‘m still an eccentric, artistic type at
heart, and I was involved in choir and drama
productions all throughout high school. Singing and
performing music on stage encompassed my life from
age 5 through my early twenties. I still love being in
front of a crowd, and now I get my on-stage kicks
from doing educational presentations and trade shows
for the pleasure industry.
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Colleen Godin
Questions & Answers

How did you get into the sex toy industry?
Colleen Godin: I started way back in my college days
working the retail counter of Cirilla‘s, a pleasure
boutique chain owned by LC Distributors. I worked
there for 2.5 years before moving away after
graduation, and that job sparked my passion for
pleasure products. Everything I learned as a sales
clerk, from how to sell sex toys to how to talk about
sex with consumers, are valuable skills I still use today.
I knew right away that this was the career I wanted to
pursue, so I moved to Los Angeles to chase my
dream of stepping up to the manufacturing business.
After less than a year, and a lot of networking, I landed
my ﬁrst job as a product trainer and event
representative for a major manufacturer. It‘s taken a
few leaps to ﬁnd out where I ﬁt the best, but I‘ve got a
good grasp on the industry now and know exactly
what works and what doesn‘t.
If you weren’t in this industry, what would you be
doing now?
Colleen Godin: During college, I had two rather
eccentric paths that appealed to me the most: the sex
toy industry, and the funeral industry. Mid-way through
university, I was this-close to switching schools to
pursue a degree in Mortuary Science. If I didn‘t
choose to sell sex toys, I might have ended up as an
embalmer in a funeral home morgue! Sex and death
are two of the most natural occurrences in life, and
both scare and offend people in different ways. I enjoy
being part of a business movement that works to
demystify and normalise the taboo.
What was the biggest step in your career?
Colleen Godin: Working as a freelance writer and
marketing consultant for the last 2 years has been the
most challenging and rewarding part of my career in
the pleasure industry. You have to hustle and create
every opportunity yourself, and your reputation is
entirely up to you. Without a full-time company
employer to fall back on, you are completely on your
own and challenged to perform at your absolute best

153

at all times. I do my best work when I am given the
freedom to really run with my ideas. Consulting
allows me to custom ﬁt my most valuable skills to a
media outlet or manufacturers‘ speciﬁc needs, and
it‘s a great way to build a rapport and see if the
creative chemistry works before diving in to a more
full-time job.
Where do you see yourself in 10 years’ time?
Colleen Godin: I‘d be equally happy with either
continuing to advance my consulting and writing
business, or eventually working my way back into a
full-time, remote position with an ethical, sex-positive
manufacturer. I‘ve enjoyed building up a body of work
as a freelance journalist, marketer, and copy writer, but
I‘d deﬁnitely consider going full-time with a pleasure
business that shares my values. After working
traditional salaried jobs for 2 years and then consulting
for 2 years, I‘ve been able to take a step back and see
what speciﬁc skills and value I can bring to a business.
How do you envision the future of the sex toy industry?
Colleen Godin: I think we‘re only going to go onward
and upward from here. Consumers have demanded a
new standard in quality and design, and mainstream
business and media have picked up on the fact that
people love sex toys and ﬁnally aren‘t afraid to talk
about them. Every time a new toy company hits the
market, their mission follows the same theme: healthy
toy materials, a basis in sex education and personal
wellness, and an all-inclusive approach. These small
boutique companies are making a huge impact on
attitudes toward sexuality and creating ripples that
extend far beyond the adult business sector. Although
the barrier to entry has lowered, largely due to
crowdfunding, the consumer standard has risen, and
only the most genuine companies will wind up with the
ability to stick around.
What is your idea of a perfect working day?
Colleen Godin: I ﬁnd that mixing work and leisure
leads to higher productivity and a better end result.
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This is why I‘m such an advocate for the hugely popular
remote work or ‚digital nomad‘ lifestyle, which is
essentially an average work day that can be completed
from anywhere in the world with a laptop and internet
access. I‘ve done some of my best copy writing and
journalism from a tent in the middle of the California
desert, a car parked next to a beach, and a cottage in
the woods of rural Sweden. What I do is largely
creative, and having the ability to constantly change my
work environment keeps my mind fresh and my attitude
positive.

and Swedish companies have an egalitarian approach
that fosters job satisfaction and fairness. I get
along really well with Swedes because they‘re a lot
like me – a bit shy at ﬁrst, but give them time and they
open up to become some of the most genuine, friendly
people you‘ll ever meet. I spent close to 4 months in
Sweden this summer and fall surrounded by my
partner‘s family and friends, and it‘s starting to feel
more like home than California. However, Sweden
really needs to do something about that icy
winter weather!

How do you relax after work?
Which personal success are you proud of?
Colleen Godin: When you‘re a digital nomad, your
Colleen Godin: While working adult retail, my manager
work and leisure are so intertwined that it‘s really no
would return from manufacturer training sessions and
big deal to continue working into the night and
regale her staff with everything she learned and how
checking emails in the wee hours of the
much fun she had participating in the sales
morning. After ﬁnishing a big writing
presentations. I used to daydream about
assignment, responding to emails is
being the person giving those presentations
actually relaxing! But when I really want to
and getting to talk about sex toys for a
„NEVER BE AFRAID
unplug, I spend time outdoors, and the
living. Four years and an exhaustive amount
fewer people around, the better. There‘s
of networking later, I ﬁnally found myself at
TO B R A Z E N LY TH R O W
nothing I love more than ﬁnding a
the helm of my own product education
O F YO U R H A R N E S S ! “
campsite in a totally empty forest or desert
trainings, and it was every bit as rewarding
area and waking up to total stillness. For
as I imagined.
COLLEEN GODIN
some people, it‘s church or yoga class or
In my role as a journalist, it‘s been an
painting. For me, it‘s all about being in
honour to get to know and write about so
nature as much as possible.
many inspiring, ground-breaking people
and companies. There is nothing more
Who would you consider your role model and why?
satisfying than the excited reactions of my interview
Colleen Godin: Alicia Sinclair has had such an
subjects and colleagues when they see their face and
incredible career, and I‘m impressed by her ability to
words in print across the industry‘s most popular press
play the business game for the long-run. She started
publications.
as a sales representative, jumped companies a few
times to ﬁnd her best ﬁt, and now 15 years later, she is
What do you particularly like about yourself?
CEO of her own multi-brand manufacturer. She seems
Colleen Godin: I was born a white bread Midwestern
to have found the perfect balance of sticking to her
girl in the south suburbs of Chicago, which leads
guns and keeping her eyes on the prize for her
people to believe that I‘m a total suburban princess.
personal success while still putting her customers and
However, I‘m rather proud of the fact that I‘ve never
business contacts ﬁrst in a completely professional
gotten a pedicure, slept in a 5-star hotel, or taken a
manner, which is really rare in any industry. She is such
luxury Caribbean cruise. I actually grew up ﬁshing,
a go-getter and never lets a set-back knock her off
swimming in lakes, and running around in the woods.
her game.
My idea of a fun vacation is going on cross-country
camping trips on my motorcycle or sleeping in my car
Imagine you have been asked to award a medal to
on the side of a mountain with no cell service.
someone. Who’s the lucky winner?
Colleen Godin: I would bestow the entire country of
Which vice could you never forgive?
Sweden with the Award of Overall Awesomeness. Over
Colleen Godin: I can‘t stand excessive displays of
the last 4 years of co-habiting with my Swedish
wealth. There‘s nothing impressive about being
partner, I‘ve become obsessed with Swedes and their
wasteful and unkind to the environment, which is
attitude towards work, leisure, and common sense.
ultimately what happens when people get ﬂashy with
The country treats it‘s people extremely well,
their money.
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What song do you sing in the shower?
Colleen Godin: It‘s currently a tie between Miley
Cyrus‘s Younger Now and Ghost‘s Square Hammer.
In fact, I‘d like to see what would happen if those 2
musical acts were put on the same stage.
Who would you never ever like to see naked?
Colleen Godin: I can‘t picture any of my childhood TV
heroes being nude or even remotely sexual. It‘s just
too weird. Can you imagine Fred Rogers from Mister
Roger‘s Neighborhood naked? I can‘t, and I don‘t
want to!
With whom would you like to go to the cinema and
what ﬁlm would you watch?
Colleen Godin: When I was a young teenager, my
best friend and I were obsessed with horror ﬁlm icon
Freddy Krueger. I had the entire DVD collection of all 6
Nightmare on Elm Street ﬁlms and we watched them
on repeat for months, laughing until we cried at the
hilariously bad 80s special effects and terrible
one-liner jokes. I‘d love to re-watch all of those with
my best friend on the big screen. I have no doubt
we‘d laugh even harder as adults.
You have a month’s holiday. Where do you go?
Colleen Godin: I actually took a month-long holiday
earlier this year with my boyfriend, and we went to
Nicaragua. We originally planned on roughing it and
backpacking into the jungle, but after checking in to
our ocean-side hostel on Little Corn Island – which, by
the way, cost $12 per night – we spent the entire
month there. Little Corn is a tiny tropical paradise that
hasn‘t yet been taken over by commercial tourism and
expensive hotels. There are no motor-driven vehicles
allowed, the beaches are absolutely gorgeous, and
you can snorkel among coral and tropical ﬁsh right off
the shore. Grocery shopping involved walking barefoot
into el barrio to buy vegetables and fresh coconut
bread from the locals‘ living rooms.
Which three things would you take with you to a
deserted island?
Colleen Godin: First, I‘d take my boyfriend. He‘s
Swedish and can therefore build or ﬁx just about
anything. Second and third, I‘d take a camping knife
and a lot of rope. With those 2 tools, I have no doubt
he‘d ﬁgure out at least 20 ways for us to get off the
island or be rescued within the ﬁrst week. Plus, I can
already attest to his deserted island skills. While we
were in Nicaragua, he used a knife, rope, and a long
stick to cut some seriously mouth-watering coconuts
from palm trees.
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If you could swap lives with somebody for a day, who
would it be?
Colleen Godin: I‘d probably choose a famous female
musician with a signature instrument, like Tori Amos
and her piano or Sheryl Crow and her guitar. Playing
an instrument never came that easily to me while I
was still involved in music. If I could snap my ﬁngers
and instantly acquire a skill, it would deﬁnitely be
prodigy-level talent at playing the piano or cello.
Is there anything you would never do again?
Colleen Godin: You will never again catch me:
1. riding a rickety, old borrowed motorcycle with a
history of dying on the freeway, 2. through pitchblack darkness in north rural Sweden, 3. during
pouring rain, 4. in 4 degree Celsius (39 Fahrenheit)
weather. Yes, all 4 of those ridiculous conditions
actually took place at once. Every second of that ride
felt like an eternity and possible death. What‘s even
more insane is that on the initial ride up north from
Stockholm, the bike stopped right in the middle of a
busy highway without a side shoulder. I had to climb
along a thin barrier wall to get to safety, all while
praying that no one ran into the stalled bike while I
went to get help. For a fairly new motorcycle rider, I
think I‘ve already been through as many terrifying
situations as seasoned riders.
Do you have some good advice you want to share
with our readers?
Colleen Godin: There is an old quote that relates life
and career to a team of sled dogs, and it goes, ‚If you
ain‘t the lead dog, the scenery never changes‘. I
prefer a modern version I found several years ago,
which has become my personal mantra: ‚If you‘re not
the lead dog, chew your way out of the harness and
make a break for it‘. I think a lot of people, including
myself just a few years ago, ﬁnd themselves feeling
trapped in a job where they‘re held back from
success by politics, the corporate ladder, and
bureaucratic thinking. The American job market tries
to condition people to become obedient worker bees
instead of encouraging their talents and unique kinds
of intelligence. I like to see more people breaking free
of traditional work culture and discovering that it is
possible to make a living doing something that is
both fulﬁlling and ﬁts with their preferred lifestyle.
Never be afraid to brazenly throw off your harness!
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