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With our new wearables, finger vibrators,  
rotating tip innovations and more
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Kinkly.com conducted a survey 
about masturbation habits – 
Tara Struyk has the results

The Queen of the United  
Kingdom honours Lovehoney -  
Debbie Bond tells us what it feels 
like to receive a royal award

New Zealand-based distributor 
Wholesale Solutions enters the 
global stage with their Share 
Satisfaction brand

Jens Seipp discusses the situa-
tion of the German bricks-and-
mortar trade in May of 2021

Kathryn Byberg (Little Leaf 
Agency) talks PR and communi-
cation in the realm of sex toys

The SHOTS team has added a 
new member: Lingerie Specialist 
Leandra Burgers 

What do the Holy Grail and the 
Helix Syn V have in common? 
Forrest Andrews tells us

Marina Larsson, 
Managing Partner 
of Bioconcept 
Baltics, brings the 
CuteLittleFuckers 
brand to Europe 
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INTT have an anniversary to celebrate 
as the Brazilian brand entered the Eu-
ropean market exactly two years ago

Em Newton,  
founder of  
SexToyCandleCo, 
creates candles 
that are shaped like 
dildos and plugs
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Together, the joint forces promise 
to deliver a full-line distribution of  

successful product lines, such as Pillow 
Talk, PalmPower, and Naked Addicti-
on to the European market. All of the 
product lines under BMS’s umbrella are 
designed, manufactured and enjoyed by 
millions worldwide with the end-consumer 
in mind. What sparked EQOM Group’s 
decision to clinch BMS as a ‚hero brand‘ 
under their distribution in Europe is the 
overall quality and dedication that is 
put into each product, from concept to 
production. BMS products with motors 
also possess the infamous PowerBullet 
technology, described as providing “deep, 
rumbly vibrations” without fail for pleasure 

seekers everywhere. “We have worked 
with the BMS team for many years now 
and we’re super excited to announce this 
tremendous upgrade in our partnership. 
We love the BMS team for their enthusi-
asm and ambition since day one. They 
started around the same time as we did 
and we’ve seen them grow into the out-
standing manufacturer they have become 
today with 8 marvelous brands. We will 
treat all collections as if they are our own, 
I’m sure our customers are as excited as 
we are that this collection is now available 
at both EDC Wholesale and Eropartner,” 
said Sjoerd Wijmenga, purchaser from 
the EQOM Group, about the exciting new 
exclusivity deal. 

Brampton, Canada - The EQOM Group, the merger made possible by European adult dis-

tribution giants EDC Wholesale and Eropartner, is boasting its newest exclusive acquisition 

after striking a deal with Canadian manufacturer, BMS Factory.

BMS and EQOM Group enter exclusive 
full-line distribution deal in Europe 
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I don’t know about you, 
but personally, I love sta-
tistics, and I always enjoy 
it when we get to present 
some in EAN. In this issue, 
we have some interesting 
stats courtesy of sexual 
wellness resource Kinkly.
com who published the 
results of a recent sur-
vey under the title Touch 
Yourself. The team behind 
Kinkly asked the users of 
their website about their 
masturbation habits, and 
the answers they received 
were very informative and 
partly also very surprising. 
If you look at all the sur-
veys about sex, mastur-
bation, sex toys, etc. that 
have been conducted in 
recent years - such as 
TENGA’s ‚Self-Pleasure 
Report‘, ORION’s Sex Re-
port or Lovehoney’s survey 
about lust during lockdown 
– you will find that, woven 
into this patchwork of ans-
wers and data, there are 
some general similarities in 
the results, with the most 
important one being that 
more and more people 
use sex toys. Admittedly, 
that is nothing new, and 
members of the trade and 
industry probably already 
knew this without the need 
of a survey, but still: It’s 
always nice to get confir-
mation that we are part 
of a successful, growing 
market.

That‘s it for this month!
Matthias Johnson 

letter from the editor
Involved part ies  have h igh expectat ions Dear Ladies and Gentlemen

Wijchen, The Netherlands - Njoy 
is now available at SCALA. Pure 
fun defines Njoy‘s mission: 
creating luxe products that 
enhance the enjoyment of 
your body and sexuality. 
Njoy strives to elevate 
the wholesome experi-
ence of sexual explora-
tion, sharing, and pleasure. 
They offer you the finest designs our 

naughty minds can dream 
of, the highest quality 
new-world craftsm-
anship, and the purest 
materials available 
for safety and infinite 
durability. The different 

designs are all made of 
body safe stainless steel 

and come in a luxurious 
storage case. 

Pure fun with Njoy at SCALA
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Besides, it’s easy to be charmed by the 
sweet colours of the new Vibes of Love 

Classic toys.Two of them are mini vibes with 
a smooth shape made of pink and purple 
silicone that look simple and straightforward. 
Despite their simple appearance they offer a 
wealth of pleasure because with a single button 
the user can operate 3 pulsating rhythms, 1 

escalating rhythm and 3 vibrations. The 
two slightly bigger vibrators are straight 
too and those have a penis shape with 
a noticeable glans and distinct veins on 

the shaft. They also come in purple and pink 
and offer the same single button ease of use 
and the same variation in stimulation: vibration, 
pulsation and escalation.  

Axel, The Netherlands - Vibes of Love is a rather big collection in Tonga’s Dream Toys assortment with over 70 toys. Still the 

label is getting new arrivals every now and then, because basically you can’t have too many vibrators and the label offers high 

quality products for a good price.

Vibes of Love Classic Mini Vibes
Simple looks ,  but  a  wealth of  pleasure



Aptly named the Helix Syn V (for 
vibration and the numeral V) it is a 

5th generation hands-free male G-spot 
stimulator, combining the legendary sha-
pe and anatomically designed contours 
from Aneros’ most popular model with 
the added intensity of vibration. The Helix 
Syn V comes with 8 vibration patterns at 
3 speeds providing 24 sensory experien-
ces. The Helix legacy began in 2004 with 
the release of Aneros’ ‘Next Generation’ 
series, the first collection of products 
designed exclusively for Aneros by its 
parent company HIH. Within a year, 
Helix sales surpassed all other models 
establishing itself as a flagship item. The 
evolution of Helix since that time is a story 
of ongoing success through refinement 
and innovation. Using different materials 
for comfort and rebalancing architecture 
for improved performance this resulted 
in 3 more editions. The last of these, the 
Helix Syn Trident, has gone on to become 

Wijchen, The Netherlands - Enjoy the 
thrilling sensation of CalExotics’ unapolo-
getically powerful Shameless collection. 
These showstoppers feature precisi-
on-driven motors with smooth thrusting 
action in the slim shaft. With up to 850 
thrusts per minute, Shameless truly 
offers the power of a sex machine in the 

the best-selling product in the company’s 
history. Still, for some users there was a 
missing element…vibration. Since the He-
lix was first introduced the idea of a vibra-
ting version was regarded as something 
of a Holy Grail in users circles and Aneros’ 
single most requested new item. So, what 
was the hold up? According to Aneros 
Product and Business development ma-
nager Forrest Andrews, “The technology 
wasn’t there. To call a new item a vibra-
ting Helix, it had to perform as good or 
better than a Helix and it had to maintain 
the look and conformation of the original 
device. That wasn’t possible years ago. 
Fortunately, things have changed recently 
with the development of smaller, more 
powerful batteries and motors. Aside from 
a small control tab extending from the 
base, and magnetic charging contacts, 
the Helix Syn V is almost indistinguishable 
from the Helix Syn Trident, yet it’s a far 
more versatile, more powerful device.”   

palm of your hand. The Shameless Slim 
Thumper will thump you hard with 4 fun-
ctions of vigorous up and down motion 
in the slim shaft. The Shameless Slim 
Charmer and Shameless Slim Play offer 
that same great thrusting power, with  
an added tickler and 7 functions  
of vibration.

Houston, USA - Aneros is proud to announce the release of its new and long-awaited 

vibrating prostate massager. 

Aneros announces long awaited new 
vibrating device

Discover Shameless Slim from CalExotics at SCALA

N E W S

Hel ix  Syn V 
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“This is a great tool for resellers to promote 
the versatility of Sportsheets products,” 

said Sportsheets B2B Sales Manager Julia 
Harney. “Retailers can cross merchandise our 
popular strap ons with the Unity to increase 
average customer order size.”The new catalog 
highlights the versatility of the Unity Vibe, a 
pocket-sized, silicone, multi-speed, bullet vibe 
available in three colors; and showcases a 
variety of compatible, plus-size friendly, strap 
on styles - such as the Em.Ex. collection 
and the Pleather Corsette Strap On. “The 
Sportsheets team is here to help make our 
partners successful,” said Sportsheets CEO 
Julie Stewart. “Customer service doesn’t end 
at the sale. Providing useful tools to effectively 
market, promote and sell Sportsheets products 
is essential in our commitment to maximizing 
customer profits and continued success.” 

Cerritos, USA - Sportsheets has unveiled its 

newest catalog to help customers pair and cross 

sell its best-selling Unity vibe with compatible 

Sportsheets strap on styles. 

Sportsheets releases Strap 
On Unity digital catalog
Support ing resel lers

Tel. +49 461 5040-210 / -114 · Fax +49 461 5040-5346 · wholesale@orion.de
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Since 2015, overseas sales have 
grown from £12 million to £56 million, 

an overall rise of 365%. The award - 
described as ‘the highest accolade for 
business success’ - allows Lovehoney to 
use the Queen’s Award emblem in adver-
tising, marketing and on packaging for a 
period of five years as a symbol of quality 
and success. Debbie Bond, Lovehoney’s 
Chief Commercial Officer, said: “We are 
thrilled to have received official recognition 
from the Queen. Her Majesty has been a 
wonderful supporter of Lovehoney as we 
have grown into being the world’s leading 
sexual wellness brand. Royal patronage 
will help us to create more jobs at our 
Bath headquarters and in our international 
offices and spread the sexual happiness 
message globally. The Queen is the UK’s 
greatest trade ambassador and royal 
approval shows again how mainstream 
shoppers and retail outlets are embracing 
sexual wellness products as never before 
and appreciating their importance in 

ST RUBBER has expanded its range 
with the brand Strap-on-me. This brand 
stands for high quality and extraordinary 
harnesses and dildos.Since almost all 
of these products are offered in several 
sizes, every consumer should find what 

improving overall well-being - a particu-
larly important message as we come out 
of lockdown after a stressful year living 
with the pandemic.” Lovehoney is the 
UK’s biggest online adult retailer and has 
eight other websites globally including 
US, Australia, France, Germany, Spain, 
EU, Canada and New Zealand. It has a 
global customer base of 2.2million people 
and a 300-strong workforce. Lovehoney’s 
global expansion was boosted by winning 
the official licence to make all official 
Fifty Shades of Grey pleasure products. 
It has created several ranges with E L 
James, author of the trilogy, including new 
collections to celebrate the books’ 10th 
birthday this year. This is the second time 
Lovehoney has won a Queen’s Award 
from Her Majesty. It received the Queen’s 
Award for International Trade five year 
ago and founders Richard Longhurst and 
Neal Slateford and other winners met the 
Queen and Prince Philip at a garden party 
at Buckingham Palace. 

he is looking for according to his wishes 
and needs. If you have any further ques-
tions, ST RUBBER’s customer service 
will be happy to help under the telephone 
number: +49 6834 4006-0 or simply visit 
the online shop: www.strubbi.com 

Bath, England - The Queen has honoured the UK’s biggest sexual wellness brand with a top 

award. Lovehoney has received The Queen’s Award for Enterprise for outstanding conti-

nuous growth in overseas sales over the last six years.

The Queen honours sexual wellness 
brand Lovehoney for boosting UK exports

New at ST RUBBER: Strap-on-me

N E W S

The Queen’s  Award for  Enterpr ise
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Debbie Bond, 
Lovehoney’s Chief 
Commercial Officer



This Private Label program offers you the 
opportunity to sell an impressive collection 

of products, under your own company brand 
name. Go to www.privatelabelprogram.nl and 
login with your SHOTS login details. If you do 
not already have a SHOTS login, please apply 
for one at www.shots.nl/b2b. 
The new private label program website, offers 
a simple 8 step process to selecting your 
favorite formula, in the bottle or tube of your 
choice, plus the cap you like most. All starting 
at a minimum order quantity of 500 pieces per 
formula. Create and design your own packa-
ging, possibly in cooperation with the SHOTS 
in-house design studio if needed and start 
marketing and selling your very own branded 
products.  The website is very easy to use and 
more than 800 varieties are available online. For 
more information contact your SHOTS account 
manager, go to www.shots.nl or visit 
www.privatelabelprogram.nl 

Beneden-Leeuwen, The Netherlands - If a Private 

Label line-up of your own branded products 

has always been on your wish list, then look no 

further. SHOTS, in cooperation with their in-house 

pharmaceutical company PHARMQUESTS, can 

now turn those wishes into reality.

SHOTS presents their new 
Private Label Program
www.pr ivatelabelprogram.nl 
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Did you know? 
There is a cardboard tray in lots 

of Sweet Smile packaging –  
it can be recycled like paper.  

MINI WAND 
IN A HANDY SIZE!

10.9 cm 
Ø max. 4 cm
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This explains why the demand for speci-
al sex toys for back door pleasure has 

increased immensely. This is also why the 
sex toys for anal stimulation from ‘Black 
Velvets’ have become one of ORION Who-
lesale’s bestsellers over the past couple of 
years. All the sex toys from ‘Black Velvets’ 
are made out of black silicone and their 
smooth surfaces are wonderfully slippery 
when used with water-based lubricant. The 
shapes of the toys are well thought-out. 
There are often practical loops and narrow 
handles which means that they can be 
held securely. They also have stimulating 
textures like grooves or bulges which pro-
vide additional stimulation. The ‘Rechar-
geable Anal Beads’ anal vibrator has now 

Hanover, Germany - According to a 
report in the BILD newspaper of April 
27th, a sex toy and an empty tube of 
AQUAglide have caused quite a stir in 
the district of Passau. A female jog-
ger discovered a transparent bag with 
grenade-like contents and reported this 
find to the police. As a result, a special 
squad had to arrive for the ‘disposal of 
dangerous explosives’ which later turned 
out to be harmless sex toys. Regardless 

been added to the ‘Black Velvets’ assort-
ment. It is a waterproof anal vibrator in an 
anal beads design. It has a small insertion 
bead and the beads get bigger towards 
the base. The person using the toy can 
easily move up and down the 10 vibration 
modes and this provides exciting variety 
in the anus. The wide base with a retrieval 
ring means that it’s easy to hold and stops 
it from sliding in too far. It can also be worn 
over a long period of time as well. The 
anal vibrator can be recharged with the 
included USB cable. The ‘Black Velvets’ 
products are delivered in a high-quality 
cardboard box and there is a description 
of the product in various languages on the 
packaging as well. 

of the unnecessary use of the explosives 
squad, JOYDIVISION was once again 
confronted with the sensitive issue of 
illegal waste disposal and used this inci-
dent as an opportunity to offer a reward 
of 1000€ for relevant information leading 
to the apprehension of the environmental 
offender. For JOYDIVISION, sustainable 
action and voluntary commitment to  
climate protection have long been a 
matter of course.  

Flensburg. Germany - The anus has a lot of erotic potential: it is surrounded by numerous 

sensitive nerves that are connected to the sexual organs. Lots of people who love to (s)

experiement have already discovered anal stimulation for increasing pleasure.

Anal vibrator in an anal 
beads design from Black Velvets

AQUAglide fights against illegal waste disposal 

N E W S

New at  ORION Wholesale
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Registration is free of charge and is 
now possible under www.pjur.com/

digitaldays. “I invite you to register for the 
pjur Digital Days Partner Summit today. 
Look forward to joint projects, surprising 
facts and helpful news. Among all registe-
red participants, we are also giving away 
two iPad Air. Take the opportunity and 
register today,” says Alexander Giebel, 
CEO and founder of pjur, convinced of  
the added value of the digital event.  
Highlights of the pjur Digital Days  
Partner Summit:  
1) Campaigns – Completely individual and 
personal. In 1:1 meetings with the pjur 
Smarketing Team you’ll be able to plan 
the second half of 2021 and get a first 
look at 2022. Of course, own personal 
wishes, ideas and needs will also be on 

Wijchen, The Netherlands - A collection 
that is perfect for the discerning individual, 
the Size Queen is sure to meet all needs. 
With an enormous size of 15, 20 or 25 
cm, these firm and life-like beasts will give 
you all that you can handle. Even for a 
Size Queen. The items feature a realistic 
head and veins. which ensures that it 
feels exactly like you desire. The sturdy 
suction cup base allows for anchoring to 

the agenda. 2) Success stories - Learning 
from successes. pjur will be presenting 
the results of the campaigns #normalize-
lube and #loveislove together with best 
practices from pjur customers worldwide. 
Customers can get inspired and adapt the 
success models to build their own pjur 
success story. 3) Infotainment - pjur pre-
sents valuable end-consumer knowledge 
first-hand! Discover surprising insights from 
current pjur surveys and get valuable tips 
and tricks that you can use in your day-to-
day business. And of course: There is also 
the popular pjur raffle to look forward to! 
There are 2 iPad Air to win: each registered 
participant automatically enters the raffle! 
A virtual photo box ensures that the best 
snapshots can be captured from the pjur 
Partner Summit. 

any flat, nonporous surface, like a chair or 
a shower wall, bringing you to the peak of 
ecstasy. The nonporous material is easily 
hand-washable, and the lifelike flexibility 
will bend for multi-directional positioning 
and angles, assuring a lifelike experience 
like no other. By far, when size matter, 
Size Queen delivers with this top-of-the-
line dildo, for use in self-masturbation or 
with your partner. Available at SCALA.          

Wasserbillig, Luxembourg - The pjur Digital Days Partner Summit will take place from 9 to 11 

June 2021. All pjur customers and partners are invited to participate in the virtual meeting to 

exchange views on current campaigns and to actively plan the next six months with pjur.

pjur DIGITAL DAYS Partner Summit 

When size does matter: CalExotics Size Queen

N E W S

www.pjur.com/dig ita ldays 
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The shop is now available in 8 langua-
ges: German, English, French, Italian, 

Spanish, Russian, Dutch and Polish. ORI-
ON Wholesale’s online shop is state-of-the-
art, user-friendly and well equipped for the 
ever-changing demands. Simple navigation 
options and category structures, as well 
as clear dropdown menus help customers 
with their search. Highlights, novelties and 
offers are shown at the top of the home-
page. There is a lot of focus on the variety 
of brands on the homepage as well. There 
are lots of ways to get to the overview page 
of the top brands in the shop – whether 
it’s via the navigation bar, under “Speci-
als”, directly on the product itself or in the 
“Brands” area. For the majority of products 
there is a 360° image and product videos, 
as well as the product information and the 
standard picture. Furthermore, an expected 
delivery date is shown for products which 
are out of stock. The sizes and colours are 
listed clearly for lingerie products and there 
is also a direct link to the size chart. All the 

ST RUBBER is stocking up its range and 
now offers PENTHOUSE LINGERIE. The 
brand is very attractive due to the very lar-
ge selection of over 240 different articles 
and the first-class quality. If you have any 

available downloads like product pictures, 
brochures or sales help (fact sheets) for 
the individual products are shown with the 
product.There is a clear overview of all the 
catalogues, brochures, displays and other 
promotional material in the “POS”. The 
order process is quick and easy: the pro-
ducts can be added to the basket via the 
tile or list view. Furthermore, it is also pos-
sible to order a product directly. The item 
number and the amount just need to be 
entered into the corresponding fields. Al-
ternatively, a CSV file can be uploaded with 
the respective information. The item num-
bers will of course be checked automatical-
ly. The highlight: products can be rounded 
up to full cartons to avoid getting lots of 
individual packages. It is also possible to 
connect the Wholesale customers own 
systems to ORION Wholesale’s online 
shop via an API interface. This means that 
the Wholesale customers’ orders from the 
online shop can be sent automatically and 
directly to ORION Wholesale. 

further questions, ST RUBBER’s custo-
mer service will be happy to help under 
the telephone number: +49 6834 4006-0 
or simply visit the online shop: 
www.strubbi.com  

In order to present the over 15,000 different products, novelties and offers in a clear way to 

the Wholesale customers, the ORION Wholesale team is permanently working on optimising 

its online shop.

Online shopping at ORION Wholesale

New at ST RUBBER: PENTHOUSE LINGERIE

N E W S

New features for  more overv iew and serv ice
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“Sportsheets is in a strong position 
right now and a big reason why is 

Julia,” said Sportsheets CEO Julie Stewart. 
“Personally and professionally, Julia shines. 
She’s an effective salesperson who knows 
her stuff and has this magnificent, natural 
ability to connect with customers and the 
team. I’m thrilled to have her lead sales 
and look forward to watching her success 
continue to grow.” Harney’s career path 
has taken her across a wide spectrum of 
industries and organizations from business 
services, to pharmaceuticals, to enginee-
ring – and finally, pleasure products. 
“People make a company, and I thoroug-
hly enjoy working with the people here at 

Seattle, USA - Kheper Games, Inc. is 
proud to release its newest adult party 
game, ‘Mansplain it’. This is a party game 
for 4 or more players that is played some-
what like other ‘guess the answer’ type of 
games. On each card though, there are 
three clues that you must give first, to get 
your team to correctly guess the item or 
phrase in the box. The clues are all meant 
to be condescending as if you are mans-
plaining to your team. Then if they don’t 
get it with the clues, you can either pass 

Sportsheets.” Harney said. “Having spent 
part of my career in a customer service 
role, I have extensive experience listening 
carefully to client needs and efficiently fin-
ding solutions. I’m excited to continue with 
our great sales team and look forward to 
engaging with all Sportsheets customers 
to help maximize their success.”
When she’s not helping customers, Julia 
can be found supporting her children’s 
extracurricular activities, walking the dog 
or boating off the coast of California. Even 
though Julia calls America her home now, 
she still enjoys classic British drinks: tea 
with a splash of milk and of course the 
occasional G&T.
 

or choose to keep giving clues. You can-
not say a word that is part of the item or 
phrase in the box though. An example of 
a Mansplain it card is the phrase ‘Pitching 
a Tent’. To Mansplain it to your team, you 
give the first three clues in order, until your 
team correctly guesses the phrase. In this 
example, clues are ‘Men do this in the 
wilderness, but also in their pants’, ‘It’s a 
slang term for an erection’, and ‘It’s called 
this because the man’s pants look like 
what people sleep in while camping’. 

Cerritos, USA — Sportsheets announced Julia Harney will lead its sales team as the new 

B2B sales manager. Harney has been with the company going on 4 years. A veteran of 

Xerox and other Fortune 500 companies, Julia joined the Sportsheets team in 2017 focusing 

on customer service, but quickly found her niche in sales as an account manager.

Sportsheets promotes Julia 
Harney to B2B Sales Manager

Kheper Games launches new ‘Mansplain it’ game

N E W S

Harney started at  the company four  years  ago 
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They support the erection in an effective way 
and can delay ejaculation thanks to the 

blood congestion effect.  The ‘Ball Stretcher with 
D-Ring’ clings tightly to the testicles and pulls 
pleasurably on them as well. Weights (not inclu-
ded) can be used to intensify this sensation. The 
two rows of press studs can be used to adjust 
the strap’s circumference for a tight fit and a 
perfect fit. The ‘Cock Strap with Ball Stretcher’ is 

a cock/ball strap that strengthens the penis and 
stretches the testicles. The straps have either 
two or three rows of press studs which can be 
used to adjust the circumference for a perfect 
fit. The ‘Ball Stretcher with Separator and D-Ring’ 
is a cock/ball strap with a ball separator. It also 
has a D-ring for attaching weights or a leash (not 
included). All the straps can be adjusted with the 
press studs for a tight fit and a perfect fit. 

Flensburg, Germany - The sex toys from REBEL have a distinct, manly design and have been created specifically for men. 

The three ball straps in a leather look have now been added to the extensive REBEL assortment. 

Ball straps in a leather look from REBEL
New at  ORION Wholesale



Beginning in May 2021, SHOTS 
will be the exclusive distributor for 

the M.D. Science Lab family of brands 
throughout Europe and the United 
Kingdom. “We are very much looking 
forward to intensifying this collaboration 
and extending our relationship. Swiss 
Navy is the perfect example of how a 
brand should position itself and how 
to successfully collaborate with their 
partners,” said Ard van den Brandhof, 
SHOTS’ Purchasing Manager. “We will 
give Swiss Navy the high level of service 
they are accustomed to from SHOTS, by 
going from store to store both online and 
offline. We have employed a dedicated 
team and we will roll out a special sales 
and marketing plan for this partnership, 
to give our full dedicated attention to 
the customer. We are looking forward 
to taking this partnership to the next le-
vel,” said Hein Schouten, Sales Director 

Wijchen, The Netherlands - SCALA is 
thrilled to announce the arrival of Twilight 
Booty Jewels from Anal Play by TOYJOY. 
These colourful chrome-plated anal je-
wels are a real must-have for all back-
door pleasure lovers. With the rainbow 
faux-gemstone accents, it is the best 

for SHOTS. “We have been working with 
the Swiss Navy team, and in particular 
Briana, for a long time. Briana and I are 
a perfect match in terms of sales and 
marketing strategies. We have the same 
drive and thoughts about the business, 
so Swiss Navy and SHOTS are a perfect 
combination.” SHOTS will begin offering 
Swiss Navy branded products to their 
extensive distribution network immedia-
tely. “This is one of the biggest contracts 
with an American supplier in the history 
of our company to date. The number one 
reason is, of course, the quality of the 
product, as no one in the world can put 
together a more beautiful product than 
Swiss Navy. Repeated market studies 
have shown that they are number one in 
the world and of course, any company 
that holds that title, needs to be in the 
SHOTS line-up,” said Oscar Heijnen, 
Founder of SHOTS.  

choice to add some spark to anal adven-
tures! The items are made of lightweight 
aluminium with acrylic glass rainbow 
jewel and shaped for maximal comfort. 
The sparkling Twilight Booty Jewels are 
available in 3 different sizes, making it 
accessible for each experience level.  

Beneden-Leeuwen, The Netherlands / Pompano Beach, USA - M.D. Science Lab and 

SHOTS announced an exclusive partnership.

Swiss Navy and SHOTS join forces

Anal Play Twilight Booty Jewels by TOYJOY

N E W S

SHOTS wi l l  be the exclus ive d istr ibutor  for  M.D.  Sc ience Lab throughout Europe 
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The luxuriously designed Fifty 
Shades of Grey branded point 

of sale includes: Fifty Shades of 
Grey 10th Anniversary Cubes, 
Fifty Shades of Grey 10th Anni-
versary Retail Pack, Fifty Shades 
of Grey 10th Anniversary Gift Bag 
and Fifty Shades of Grey 10th 
Anniversary T-shirt. 
The new materials coincide with 
other important dates in the world 
of Fifty Shades of Grey. Fans 
across the world are eagerly anti-
cipating the launch of author E.L 
James’ new book ‘Freed’, which 
is written from Christian Grey’s 
point of view and will be available 
from the 1st June. Additionally, 
Grey’s fictional birthday is on the 
18th June, while World BDSM day 
will be whipping users into shape 
throughout July. Lovehoney holds 
the licence to make the official 
pleasure product merchandise 
for the Fifty Shades of Grey book 
franchise, created in collaboration 
with E.L James. It has created 

several ranges, including new collections to 
celebrate the books’ tenth birthday this year.  

Bath, England - As the record-selling paperback 

series Fifty Shades of Grey celebrates it’s official 

tenth anniversary next month, global sexual 

wellness brand Lovehoney are calling for retailers 

to take advantage of their new point of sale ma-

terials, to celebrate the anniversary in style with 

their customers. 

Lovehoney touts new Fifty 
Shades of Grey sales materials 
The tr i logy turns 10

Pleasure within Reach
CONTROL YOUR PLEASURE

5 MODES, ONE BUTTON 

Body-Safe

Materials

Satisfying

Sensations
Waterproof

Construction
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Two sets and 10 single pieces of 
underwear for men were added to the 

Tonga assortment.There are briefs, shorts 
and thongs in the new arrivals. One of the 
thongs has a thin band low across the hips 
and features a lace-up element tying the 
thong together at the buttocks. Another 
one is bondage-inspired. The back of this 
piece features lace ties along the hips, len-
ding to the jockstrap backside. There’s a 
mesh and pleather brief with a zipper in the 
front, a low waist brief with a tie-up design 
at the pouch, a fishnet brief that is sheer 
and playful and a fishnet open back brief. 
Crafted in a unique large fishnet, this Envy 
jock sits low on the hips and features all 
the support where men really need it. De-
signed in a classic jock fashion, the fishnet 
encircles each thigh and leaves the back 
open. A thong and a trunk are also offered 
in wide fishnet material and it gets even 

Cerritos, USA - Sportsheets continues 
to expand its customer resources with 
over 50 new product GIFs available 
for download at Sportsheets Reseller 
Support. Sportsheets’ latest SRS update 
spotlights the ever-popular animated 
GIF collection taken from the company’s 
latest round of videos. Each GIF is less 

more daring with the Hercules and the 
Bad Boy! Hercules – The Envy thong with 
this name is meant for penis owners with 
a sense of adventure. Bondage-inspired 
and crafted with masculinity in mind, this 
overtly sexy thong features a thick band 
across the hips (with snaps!), finishing at a 
domineering O-ring. Attached to the O-ring 
is a simple pouch, completing at the back 
in a thong design. Bad Boy – This Bad Boy 
features straps and they are certainly get-
ting sexier by the minute! This playful and 
bondage inspired short from Envy features 
a supportive front and a myriad of straps 
and rings crossing the hips. The back is 
nearly entirely open, with straps crossing 
the tops of the thighs and a G-string ins-
pired finish. for penis owners with courage 
and a little mischievous vice or those that 
love the strappy looks and the O-rings that 
give the piece its daring looks.

than 10MB and showcases best-sel-
ling features of popular Sportsheets 
SKUs. Ideal for social media, websites, 
email campaigns and various other  
promotional channels, Sportsheets  
GIF Collection One, has been compiled 
as a zip file for a quick, grab-and- 
go download. 

Axel, The Netherlands - The menswear collection at Tonga has recently become  

more sexy and more exciting with new frisky designs from Envy! 

Frisky designs from Envy

N E W S

Tonga
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Sportsheets adds GIFs to Reseller Support Hub



21
04

-0
52 Tel. +49 461 5040-210 / -114 · Fax +49 461 5040-5346 · wholesale@orion.de

ORION-WHOLESALE.com

0
59

87
20

THE DELICATE PETALS  
HAVE ALL THE ANSWERS  
TO YOUR DESIRES

•  2 in 1 finger vibrator & lay-on vibrator 

•  It provides precise pleasure for the nipples 
and clitoris with its gentle fluttering tips

•  The large, vibrating base is perfect for 
sensual massages or vaginal climaxes …

7 vibrations modes Waterproof

Travel lockRechargeable

FLUTTER EFFECT  
FINGER VIBRATOR

GR_eLine_210x260_Belou_E_06_21.indd   1GR_eLine_210x260_Belou_E_06_21.indd   1 11.05.21   11:0011.05.21   11:00



The new Icicles are the manufactu-
rer’s first-ever silicone, suction-cup 

enhanced non-vibrating Icicles. Ac-
cording to Pipedream’s Chief Design 
Officer, Kristian Broms, the unique plugs, 
wands and dildos are the culmination of 
over two years of R&D and Pipedream 
has big plans for this collection. Ele-
gant, upscale, and hand-crafted with 
exquisite attention to detail, the sucti-
on-cup Icicles represent a meticulous 
marriage of materials and craftsmanship. 
The glass massagers can be used with 
or without the removeable silicone suc-
tion-cup base, but what makes them so 
impressive is the way the Elite Silicone 
suction-cup securely holds the Icicle in 

Tokyo, Japan - TENGA announces an 
addition to its TENGA FLIP 0 (ZERO) pro-
duct line-up: The TENGA FLIP 0 (ZERO) 
RED and FLIP WARMER Set. The FLIP 
WARMER is a heating device designed 
specifically for the FLIP series. It uses the 
thermal conductivity of aluminium to warm 
the entire item, and is operated by a single 

place when the action heats up! The 
sturdy suction base effortlessly sticks to 
near any flat surface, while the soft sili-
cone cup provides cushiony support for 
comfortable penetrative play. Pipedre-
am’s exclusive “swivel” suction-cup de-
sign allows users to wiggle, position and 
rotate the otherwise rigid and inflexible 
glass piece when it’s in the base, making 
strap-on harness play and shower play 
more comfortable and enjoyable than 
ever before! All six Icicles are made 
from high-strength borosilicate glass, 
perfect for partner play, and packaged 
in beautiful fifth-panel window boxes 
with magnetic closures that look great in 
stores and online.  

touch button to turn the item ON/OFF and 
to adjust the warmth. The FLIP ZERO RED 
features a soft gel with dense details that 
are arranged to accentuate the heating 
sensations and the vacuum strength.The 
product is fully washable, reusable, and 
includes a stand and a cover for easy 
washing, drying and storage. 

West Hills, USA - Pipedream Products is shipping six brand-new suction-cup additions to 

their best-selling Icicles Glass Massagers collection at the End of May. Available in six shapes 

and three stunning crystal-clear colors, these suction-cup enhanced glass massagers are 

discreet dual-purpose stimulators, allowing users to combine the comfort and convenience of 

a removeable suction cup with the feel and functionality of beautiful, hand-blown glass.

Six new silicone suction-cup 
Icicles from Pipedream Products

TENGA introduces the new  
FLIP 0 (ZERO) RED and FLIP WARMER Set

N E W S

Innovat ive glass massagers include matching removeable s i l icone suct ion-cups 
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The Happy Rabbit G-Spot Clitoral 
Curve Vibrator packs a punch in 

its powerful dual motors, one in the 
G-spot tip and one in the clitoral Happy 
Rabbit ears, and is designed to be used 
in an arousal-building rocking motion, 
to stimulate both internal and external 
pleasure points. Made to the highest 
quality from skin-safe silicone, the USB 
rechargeable vibe is beautifully sleek, 
with a curved shaft for targeted G-spot 
massages. This, coupled with the 
soaring 12 G-Spot functions and 3 ear 
speeds, will tip users over the edge to 

Chatsworth, USA - Clandestine Devices, 
maker of the popular MIMIC and MIMIC 
+ Plus personal massagers, as well as 
the new COMPANION, announces that 
Lulu Shwartzer has joined the company 
as its Internal Operational Manager. “I’m 
very excited to be working with Clandes-
tine Devices and Ashley who already has 
an amazing product line but also has a 
great vision for the future,” says Shwart-
zer.  “This is my 32nd year in the adult 
novelty industry working at every level of 
product production and sales after taking 

breathless orgasms. International Sales 
Executive Jade Bawa said “As many ad-
ded to their sex toy collections over the 
past year amid quarentine orders, the 
C-shaped vibrator trend has been ta-
king the world by a storm. We are incre-
dibly excited to launch this sought-after 
ergonomic design to our best-loved 
Happy Rabbit range of products.” The 
G-Spot Clitoral Curve Vibrator is priced 
at €69.95/ £59.99 bringing you pre-
mium pleasure at an affordable price 
point, and is available for pre-order now 
(shipping July).
 

a one-year hiatus to pursue educational 
goals.” The self-proclaimed ‘Toy-Geek’ 
loves the industry, and missed it with all of 
her heart for the last year.  Lulu is excited 
to be working on the new product launch, 
and increase the brand recognition for the 
company, both domestic and internatio-
nally. Lulu brings an incredible abundance 
of expertise to the company, and looks 
forward to making everyone aware of  
the new and existing line. Shwartzer  
can be contacted directly at  
lulu@clandestinedevices.com
 

Bath, England - Lovehoney has unveiled its newest addition to their Happy Rabbit range 

of products, a wearable C-shaped vibrator, promising delicious combined clitoral and 

penetrative stimulation.

Lovehoney brings new Happy Rabbit 
G-Spot Clitoral Curve Vibrator to market

Clandestine Devices appoints Lulu 
Shwartzer as Internal Operations Manager 

N E W S

For  internal  and external  p leasure
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Lulu Shwartzer, Clandes-
tine Devices‘ new Internal 
Operations Manager 
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“We have had a very enjoyable 
first month of launch!” says the 

company’s CEO, Toon Timmermans. “The 
last month has been a new adventure 
where we have been able to get closer to 
our customers through social media and 
other X-rated platforms, and reach an 
audience of people who we never had be-
fore.” Timmermans reports that the custo-
mer response to the customized molds of 
the ‘Feel Stars’ - Britney Amber, Natalia 
Starr, Apolonia Lapiedra, Kenzie Taylor, 
has surpassed Kiiroo’s expectations since 
its launch, and Kiiroo has high expecta-
tions for the next four models who will 
be released just before June 2021. “We 
have hosted a number of AMAs for the 
‘Feel Stars’ individually and together, and 
the questions, answers and all-around 
enthusiasm for the project has been 

Wijchen, The Netherlands - New and ready 
to order at SCALA: Hot Octopuss. This 
premium brand in pleasure providers has a 
strong focus on innovation, style and dura-
bility. Hot Octopuss designs innovative, 
cutting edge sex toys, that not only look 
gorgeous but also work with the body. The 
brand strongly believes that pleasure is a 

fantastic… we’ve been receiving interest 
from other models who would like to get 
molded and have their content made 
interactive as well!” Timmermans notes 
that new customers “are really enjoying 
the interactivity, and also the content 
aspect. We have a lot of customers who 
are creating “funscripts” to control their 
Keon & Feel Star Strokers too… the fact 
that each stroker comes to life with Keon 
has made the entire experience whole!” 
What makes the ‘Feel Stars’ different from 
previous Kiiroo launches is that “this is the 
first time we have released products that 
are not battery powered, and also the first 
time we have molded models and worked 
so closely with models/influencers to 
create a big launch campaign. The entire 
project has been filled with firsts and has 
definitely been an adventure!” 

fundamental right for everyone. They cre-
ate unique toys that celebrate every body. 
From chic g-spot vibrators, male pleasure 
strokers to innovating couple toys, the 
brand’s collection contains a wide range 
of products, ensuring a perfect fit for every 
target-audience. All Hot Octopuss items 
are now available at SCALA. 

Amsterdam, The Netherlands - Interactive sex toy brand Kiiroo delivered a smashing suc-

cess this Spring with the release of its ‘Feel Star’ collection of intimate molds to pair with its 

best-selling KEON male stroker.

Kiiroo scales new heights 
with ‘Feel Star’ campaign

Hot Octopuss now available at SCALA

N E W S

KEON
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designs, breathtaking functions 
and a high-quality finish. 

THE PREMIUM BRAND FOR

ELECTRIFYING  
MOMENTS  
OF PLEASURE 
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Various eye-tracking studies have 
shown that 95% of the texts that are 

accompanied by relevant images, are 
more likely to be read than those without. 
Not only is your text more appealing, visual 
content can be very informative as well. Us 
humans process visual information 60.000 
times faster than text. Next to this, with an 
attention span of only eight seconds, we 
like to see as much information as possible 
in just one glance. At SHOTS, they are 
very aware of this knowledge. That is why 
they provide their customers with an image 
bank with 75.525 documents! Every pro-
duct at SHOTS comes with a variety of dif-
ferent images, up till 15 per item. Leoni, art 
director at SHOTS explains: “We want to 
make it as convenient as possible for our 
clients. They can just type in the product at 
our image bank. All content shows up and 
can be downloaded from there.” Think of 

Cerritos, USA  — Sportsheets Summer 
2021 new products release begins with 
the launch of its LaCire collection. Custo-
mers are invited to celebrate the joy and 
sensuality of the human body with the new 
LaCire collection, a line of beautifully craf-
ted candles formed after the human body 
and made with a skin-soothing soy-par-
affin wax blend that melts to the perfect 

images that illustrate the size or how the 
buttons work, as well as lifestyle images. 
“But we also make instructional videos 
and even GIF’s.” Along with this, there 
are options to ask for front page banners 
that can be custom-made with your own 
logo. There are various studios at SHOTS’s 
office, and they do shoots on site as well. 
Anything to make sure their content is as 
informative as possible, but also visually 
attractive. As a client of SHOTS, you get 
full access to all of this, so you don’t have 
to think about any of this yourself anymore. 
Next to this, SHOTS delivers all forms of 
written content as well in 6 different langu-
ages. For questions contact your account 
manager or directly contact the studio 
via studio@shots.nl.  
For access to the image bank, go to  
www.shots.nl or www.shotsamerica.com 
 and make sure to log in. 

tantalizing temperature for massage play.  
LaCire also includes three new massage 
drip candles made of body-safe paraffin 
wax, the same type used in skin-soothing 
salon treatments, designed to drizzle warm 
pleasure and enhance sensation play. The 
massage drip candles come in a set of 
three and are available in three tantalizing 
colors: violet, black, and white.  

Beneden-Leeuwen, The Netherlands - That visual content is important when selling a 

product, is probably no new information. One study pointed out that 85% of consumers 

shopping online use product videos in order to make a decision about their purchase. 

SHOTS’ image bank for quality content

Sportsheets releases LaCire

N E W S

Pictures ,  v ideos,  GIFs and texts 
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EXTREME SEX MACHINE DOUBLE THE 
AMOUNT OF FUN  WITH  A MASTURBATOR 

AND A THRUSTING DILDO

COUPLES SEX MACHINE LOTS OF 
ACCESSORIES & A SMARTPHONE HOLDER

PORTABLE SEX MACHINE, COMPACT, EASY 
TO USE AND WITH AN EXTRA VIBRATOR

THE BIGGER BANG 
THRUSTING PLEASURE  
WITH 2 DILDOS AND A 

REMOTE CONTROL
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It is neither new nor unusual that famous 
celebrities lend their name and face to a 

brand to create awareness and boost 
sales. However, as commonplace as 
personality-based advertising and 
brand-building may be in most markets, 
the erotic industry has been lagging 
behind in that regard for the longest time 
- for obvious reasons. But now, we are 
seeing more and more personalities from 
the world of movies, television, music, 
fashion, media, etc. who advocate and 
advertise erotic brands or products. This 
is not an accident; it is a sign that society 
is becoming more open about sexuality, 
more open about sex-related products. 
Clearly, that is a great thing, and we 
should all be happy about it. At the end of 
the day, this type of endorsement is so 
much more than just some celebrities 
activating their fanbase to buy the latest 
product - even though that is admittedly 
what famous spokespeople do. In the 
context of the erotic market, there is an 
important message that is broadcast to 
the world every time a famous face 
promotes a sex toy: Sexuality, masturba-
tion, etc. are not taboo topics. What these 
celebrities are doing is normalising the 
conversation about sex and the use of 
sex toys. They publicly support sexual 

wellness and sexual health, they empower 
people to live out their sexuality, and 
personally, I think that is great. I don’t 
have a doubt in my mind that this kind of 
endorsement is instrumental in pushing 
our market closer towards the main-
stream, or even into the mainstream. So, 
kudos to those celebs who have already 
taken the leap and championed vibrators 
and similar products. And as our market 
continues to evolve, I am sure we will only 
see more actors, musicians, fashion 
icons, influencers, etc. who will tell us to 
buy a sex toy.

More and more celebrities 
discover the potential of the 
erotic market. Some have 
become brand 
ambassadors, promoting 
brands and products to 
their fanbase, others have 
chosen a more hands-on 
role, investing in erotic 
companies or collaborating 
with them on an operational 
level. On the surface, this 
seems to be a great thing. 
But is there maybe a catch? 

Pro
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Contra
Industry friends, we’re finally broaching a topic 
which cannot be outright dismissed. The 
celebrity sex toy craze has raised the bar for 
the mainstreaming of pleasure tech, and even 
us cynical folks at EAN can’t find enough 
reasons to say ‘no’ to this major sales booster.
The positives of the celeb trend are fairly 
obvious. When the likes of Lily Allen, Dakota 
Johnson and Cara Delevingne are showcasing 
their love of vibrators to the masses, our entire 
industry benefits. Far more brands than just 
Womanizer, Maude and Lora DiCarlo will see 
rising numbers. 
As OrganicLoven.com retailer Taylor Sparks put 
it, these celeb endorsements will further 
normalize  the entire sex toy space for any 
consumers who are still holding out on their 
first purchase.
But what about the negatives? EngErotics 
founder Raven Faber believes there are several. 
For starters, Faber thinks celebs aren’t qualified 
to educate on sex. Without proper sex-ed 
training, these famous faces might spread 
incorrect information. After all, it’s ironic that 
Maude’s actress co-founder, Dakota Johnson, 
who famously angered the BDSM community 
over 50 Shades, is now representing the 
manufacturer’s campaign to strike the word 
‘sex toy’ from our industrial language.
Faber also finds it unfair that while our 
industry’s sex educators are deleted en masse 

from Instagram, million-follower 
celebrities can tout sexual pleasure 
as they please. Celebrity privilege 
may even further the divide 
between who can and cannot 
advertise on social platforms. 
Furthermore, Faber thinks that once 
the follower support and ad 
campaigns wane, so will the 
support for sex toys. She worries 
about the damage done by 
‘performative advocacy,’ which wonders 
if said celebs are only propping up 
pleasure products for a paycheck.
Faber thinks celeb sponsors and 
co-founders would do well to learn from 
the LGBTQIA+ and People of Color in sex 
toy marketing. The pleasure space has 
come from similarly marginalized 
beginnings, which are important to 
understand for the rich and famous who 
run with the trends.
Wherever you stand on the subject of 
celebrity sex toys, there’s simply no way 
to just say ‘no’ to this outstanding trend. 
But as marketing messages evolve, we 
will find ways to say ‘yes’ in a more 
inclusive fashion.
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Same features, greener package 
PREMIUM eco delivers body-shaking 
orgasms, but it’s not a vibrator. Our revo-
lutionary Pleasure Air technology stimu-
lates the clitoris with gentle yet powerful 
air waves – a contactless, unique way to 
deliver satisfying sensations. Pleasure Air 
creates intense climaxes unlike any other 
sex toy - without the overstimulation or 
numbness that many experience from 
vibrators. PREMIUM eco has all of the 
features of our award-winning Womanizer 
toys, bringing all the pleasure and power 
Womanizer is known for in a vegan, plant-
based new model. PREMIUM eco utilizes 
a Smart Silence function, which means 

Separate your waste, avoid excess 
plastic wrappers, buy fair trade... Many 
of us strive to live green, but there are 
sexier ways to be environmentally con-
scious! Enter Womanizer PREMIUM 
eco, the first fully biodegradable plea-
sure air sex toy. Womanizer believes 
in a responsible, sustainable future, 
which is why we developed Biolene, a 
totally organic, plant-based alternative 
to silicone. PREMIUM eco brings to-
gether Womanizer’s innovative clitoral 
stimulation and eco-friendly vision. 
Womanizer PREMIUM eco offers all 
the orgasmic power of a powerful sex 
toy in a silky-smooth biodegradable 
package – this rechargeable, plant-
based sex toy can be broken down 
into household compost at the end of 
its life span. 

Eco all the way! 
Tips  fo r  a  sus ta inab le  ( l ove )  l i f e
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that the toy only starts when it comes close to 
the skin, turning off when not in immediate use. 
This saves power and keeps PREMIUM eco 
discreet as it only makes waves when needed. 
These waves of pleasure can be intensified 
through 12 different settings, starting at a 
delicate baseline and ramping up to a thrilling 
sensation at its maximum setting. There are a 
number of stimulation heads to fit every body, 
with different sizes to offer the right clitoral cov-
er for individual curves. Womanizer PREMIUM 
eco is totally vegan and sustainable, from its 
slick body to the no-plastic packaging it comes 
in, making both the toy and its box biodegrad-
able. PREMIUM eco has a rechargeable battery 
which can be replaced when it expires, making 
the toy last longer. When eco eventually reach-
es the end of its life cycle, it can be dismantled 
into its component parts and composted with 
other plant-based matter. This makes PRE-
MIUM eco an excellent, greener alternative to 
plastic-based sex toys. 

Womanizer & One Tree Planted
A dream team for the environment! With the 
introduction of the world’s first sustainable 
sex toy, Womanizer has teamed up with One 
Tree Planted. The environmental organization 
focuses on global reforestation, making it easier 
for companies and individuals to do something 
good as well. Womanizer supports One Tree 
Planted on the way to a greener future. One 
tree is planted for every sale of our PREMIUM 
eco. Additionally, we kicked off a crowdfunding 
campaign for this environmental cooperation 
which raised almost 24,000 euros. That’s a lot 
of trees! 

Going Green with Wow Tech Academy
The Wow Tech Group is committed to environ-
mental protection, not only through the new 
Womanizer PREMIUM eco and our collabo-
ration with One Tree Planted. Our online Wow 
Tech Academy also helps reduce global CO² 
emissions. Training courses take place online 
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via the Academy, which means there is no 
reason for long journeys by car or plane. A 
quick spot of number crunching shows the re-
sults: After two years of WOW Tech Academy, 
14,188 kg CO² have been saved. It would take 
1,400 trees a whole year to bind that much 
CO², proving that a simple, smart idea can give 
a huge payoff! 

Simple Tips for Greener Sex
It’s not easy being green, but the payoff for  
our planet makes it thoroughly worthwhile.  
In addition to choosing the right sex toys,  
which are made from sustainable, skin-friendly 
materials and free from animal products, there 
are other things to consider when greening 
up your sex life. The right condom can have a 
positive effect on the environment, too.  

Non-ethically sourced rubber means that 
plantation workers in Asia, Africa, and South 
America are forced to work under poor condi-
tions. Choosing a vegan condom manufacturer 
whose products consist exclusively of fair-trade 
natural rubber means you don’t need to worry 
about the impact of your purchase. These 
ethical condoms are colour and additive-free 
and are never tested on animals. Sex toys and 
condoms can be eco-friendly – and you can 
help things glide along smoothly with organic 
lube! Organically produced lubricants are  
water-based and free of potentially harmful 
substances such as glycerine or parabens. 
Natural aloe vera gel is often used as a  
lubricant base, harnessing the moisturising 
power of the plant’s sap for a slick lube  
that feels great on skin.



Schneider & Tiburtius Rubber Vertriebsgesellschaft mbH
D-66787 Wadgassen · T +49 6834 4006-0 . F +49 6834 4006-11
info@st-rubber.de STRUBBI.COM

BLUE LINE C&B GEAR  
WISHES A HAPPY BIRTHDAY …  
and give you a 20% discount* on  
selected BLUE LINE C&B GEAR articles!

* Only on selected items in the promotional period and only while stocks last! More information in the shop or in the newsletter! From 01/06/2021 to 30/06/2021.
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L
et’s be honest: supply chains 
aren’t the sexiest things to talk 
about in a marketing column. 
But when there’s a bemusing 
angle to it all, it helps. When the 

Suez Canal got blocked by a huge cargo 
vessel that was embarrassing enough for 
those concerned. But when it transpires 
that huge consignments of sex toys are 
among those affected by the blockage 
it gets a bit more bemusing, at least to 
those on social media. “This sh*t just got 
serious,” joked one wag on Twitter. 

But there’s trouble brewing at sea – not 
just a mere canal – when it comes to 

sex toy supply chains. In fact, it’s not 
just supply and their transportation 

from factory to warehouse: it’s their 
actual manufacture.

At the end of April, the Wall 
Street Journal highlighted the 
semiconductor (silicon chip) 

squeeze that has affected 
manufacturing and supply 
chains around the world since 
2020. It hit the auto industry first. 

As car makers had underestimated 
demand during lockdown they 

clamoured to make amends but 
realised that companies in other 

industries were similarly alarmed 
by the lengthening components 

queues and boosting 
their own purchases 

accordingly. But it 
hasn’t taken 

long for other industries to feel the effects, 
especially those producing consumer 
goods requiring lower-end chips.

And that includes us. 

The article, written by Eun-Young Jeong, 
mentions San Francisco-based sex 
toy company, Crave. Its CEO, Michael 
Topolovac decided to redesign half the 
product range to account for the chip 
shortfall. With a typical sex toy normally 
consisting of thirty different electronic 
parts – chips included – the company 
apparently began stockpiling chips in late 
2020, when they began to see increasing 
lead times. “We’re sort of bracing for at 
least a year and, theoretically, beyond two 
years,” Topolovac said.

Kudos to Crave for seeing what was 
going on, and reacting accordingly. But 
what about those caught short? Just how 
badly affected are sex toy manufacturers? 
And to what extent are they able to 
weather a storm that could last quite a 
while? New chip foundries aren’t built 
overnight, and require a huge amount 
of money and resources to get up and 
running and be maintained.

While several factors account for the 
global chip shortage – bad forecasting 
(such as for the car industry), increased 
stockpiling (especially by China) and a few 
natural disasters and accidents affecting 
chip foundries – in some ways we’re 
victims of our own sexcess. 

In his monthly column, 
Brian Gray from Glasgow-
based marketing agency 
Lascivious Marketing 
offers his thoughts on all 
things marketing. This 
month he’s wondering 
whether as the proverbial 
saying goes, we’ve had our 
chips… 

CHIPS AND A MISS?
Mar ke t ing  Ma t te r s
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Cast your minds back to the first lockdowns 
of Spring 2020. What happened? The newly 
housebound went on a spending spree. 
Bloomberg reported that laptop sales were the 
highest in a decade. People also splurged on 
hi-tech home appliances and other gadgets 
which pushed demand for chips to levels 
which were totally unexpected. And yes, their 
splurges included sex toys. We can all recall 
hearing the major brands celebrating big sales 
boosts. And while various sex toy brands 
were reporting great financials on the back 
of the lockdown lust phenomenon, it can be 
consequently argued that this has played a part 
in what’s now being faced around the world 
and across many, many industries.

So what should be happening during all 
this? Any of you who studied economics at 
school or university will remember all those 
microeconomics lessons where you drew graph 
after graph after graph learning about the laws 
of supply and demand, perfect competition, 
and market equilibrium price, and all that jazz. 
What happens when there’s a decrease in 
supply? Yep, the price increases if demand stays 
relatively constant. And if demand increases too, 
prices should be rising noticeably.

Except that in the (sur)real world of the sex 
toy marketplace, apparently some companies 
didn’t receive the memo. The last few weeks 
have seen plenty of tweets and social media 
posts espousing the delights of ‘Masturbation 
May’. Naturally, there have been accompanying 
sex toy sales promotions: some truly ridiculous. 
Visiting the website of one company which 
positions itself as a luxury sex toy brand 

I witnessed price slashing of astounding 
proportions: 50%, 60%, and in one case 80% 
off the regular price. Yes, I know, there’s a 
social media bandwagon that might feel like 
fun to join in on and pick up some subsequent 
sales from. But what legitimate luxury brand 
in any other industry drops prices by such 
huge amounts? It’s a column topic in its own 
right which I’m sorely tempted to offer up next 
month. Be ready. 

Anyway, what conclusions can be drawn from 
all this? Is there actually no sex toy shortage 
to worry about? Conversely, is the shortage 
real however retailers haven’t looked forward 
enough, to come a cropper when they can’t 
acquire stock later in the year? Or are those 
retailers who are offering such price cuts in 
such a perilous cash flow state that they are 
desperate for any revenue, regardless of the 
effect on brand equity? Perhaps we’ll find out in 
due course.

Amongst all this, I’m sure I’m not the only 
person who’s wondered how pleasure product 
brands not requiring electrical or electronic 
components may fare through this time? It 
wouldn’t surprise me in the least if savvy artisan 
brand owners creating wonderful products 
from wood or glass for example are assessing 
to what extent they can capitalise on this. At 
the same time, brand owners exposed to the 
chip shortage may be having to consider how 
they can ride out the storm. It’s no use for a 
brand that shouts about its technical prowess 
in creating their whizz-bang, connected, 
multi-speed gizmos to hurriedly try their hand 
at creating wooden dildos or plugs. Ain’t 
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gonna’ happen. It’s not just an issue of core 
competency (or rather, lack of) but one of brand 
credibility too.  

As for brands trading more on their intangible 
values, more possibilities exist in which to remain 
engaged with their existing customer base 
and potential new ones if the chip shortage is 
having an impact. They’re not straitjacketed to 
the same degree as their ‘technical, feature-
rich’ peers. So as well as looking to non-chip 
products to sell, new areas such as branded 
erotica publishing in which saucy stories 
can be consumed on their own or with toys 
offer revenue earning opportunities aplenty. 
Plus: there’s no long waiting list for physical 
components coming from the other side of 
the world. As long as there’s constant internet 
connectivity and a plethora of gifted writers 
around (although there’s a bloody huge number 
of awful ones too), it’s there for the taking.

But is ‘constant internet connectivity’ one 
hell of a big assumption to make? I’ll end this 
month’s column with a rueful thought or two 
that I really, truly hope isn’t prophetic in  
the least. 

Back in October 2019 the World Economic 
Forum and its cohorts including Johns Hopkins 
University and the Bill and Melinda Gates 
Foundation ran Event 201, which simulated a 
coronavirus outbreak. Less than six months 
later…well, I don’t need to elaborate.
 
In early July, the WEF will run another 
simulation, Cyber Polygon 2021. It focuses 
on – guess what - a targeted supply chain 
cyber attack. Furthermore, the WEF themselves 
opine that “A cyber attack with COVID-like 
characteristics would spread faster and farther 
than any biological virus.” 
As it happens, I’m not a betting man per se. 
But given how many of the consequences of 
Covid had been anticipated and featured in the 
simulation yet were still allowed to occur, when 
it comes to Cyber Polygon how likely is it that…
ahh, forget it.

Sleep well.

Brian can be contacted at lasciviousmarketing.
com or phoned on +44 (0)141 255 0769 as he 
wonders when the decent weather will finally 
arrive in Scotland.
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Santa Barbara 
Surfer 
RRP: €105,99

Tahoe Temptation
RRP: €94,99

Santa Cruz 
Coaster
RRP: €105,99

West Coast 
Wave Rider
RRP: €105,99

Monterey Magic
RRP: €105,99

WWW.SCALA-NL.COM
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Share Satisfaction is New Zealand’s 
first full range of sex toys
Whole s a le  So lu t i on s ’  n ew  p r i v a te  b ra n d  h a s  g loba l  a ppea l

Taslim Parsons is the 
Business and Product 
Manager of New-Zealand-
based distributor Wholesale 
Solutions, the country’s 
premier source for erotic 
products and brands, which 
has been active in the market 
for 20 years. Now, the team 
of Wholesale Solutions have 
created their own brand, 
and it is bound to get a lot of 
attention, inside and outside 
of their native market. For 
one, it is New Zealand’s 
first full range of sex toys, 
and more importantly, it 
offers lots and lots of quality 
products with interesting 
features. Of course, our 
interview with Taslim was 
also a great opportunity for 
EAN to learn more about 
the structures of the sex toy 
market in New Zealand.

Before we talk about your company, 
we would like to know more about the 
market in New Zealand. Where and how 
are sex toys sold in New Zealand?  
Are there brick-and-mortar retail stores 
or do New Zealanders prefer to buy sex 
toys online?

Taslim Parsons: There’s a really good 
mix of brick-and-mortar stores and 
online retailers in New Zealand and 
many physical stores also have an online 
presence. I think the way that New 
Zealanders prefer to buy adult toys is hard 
to pinpoint, because both our physical 

Taslim Parsons, Business 
and Product Development 
Manager at Wholesale 
Solutions
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and online retailers do amazing trade. Brick-and-
mortar retail stores cater to buyers that want to 
see, touch, and perhaps consult with an expert 
before purchasing, while our online retailers have 
grown significantly in the last few years, which 
tells me that many New Zealanders enjoy the 
convenience of shopping online. 

What are the retail structures like? Are there 
market-dominating companies in brick-and-
mortar retail and e-commerce?  

Taslim: The biggest retail chain of adult shops 
has about 12 stores across New Zealand. The 
rest are independent retailers spread across 
the country, some in very rural places. Online 
there are a couple of big players, and we saw 

a lot of new online stores pop up during and 
post COVID lockdown restrictions. Each one of 
those appeals to a specific type of buyer, they 
all have a place in the market.

A lot has changed in Europe’s adult markets in 
recent years - new consumer groups (women, 
couples, etc.) have been tapped, sex toys 
are increasingly conquering the mainstream, 
sexual wellness is openly discussed in society, 
sex toys are now inclusive... has there been a 
similar development in your market?  

Taslim: We’ve definitely seen significant 
change in New Zealand’s adult toy market 
over the past few years. New Zealanders are 
reasonably liberal and open, and discussions 

For more information about Share Satisfaction, 
visit www.sharesatisfaction.com
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around sex and sex toys is becoming more 
mainstream here. We’re seeing more retailers 
take on sex toys, too. Some of our customers 
are pharmacies, physiotherapists, and pelvic 
health specialists. It’s a very exciting time for 
our industry. 

What is New Zealander’s attitude towards topics 
like sexuality, sex, sex toys, etc. in general? 

Taslim: Being from the UK, I think New Zealand 
is quite progressive. People talk fairly openly 
about sex toys, sexual wellness, and LGBTQIA 
issues and we were one of the first countries 
to legalise same sex marriage. I think that New 
Zealanders are generally open-minded and 
inclusive.

The corona pandemic with its lockdowns, 
social distancing, quarantine, etc. has led to 
an increased demand for sex yoys in many 
countries. Was it similar in New Zealand?  
 
Taslim: Absolutely yes! Every retailer that could 
operate under lockdown conditions saw an 
increase in sales over the lockdown period from 
March 2020. Some of our bigger retailers had 
huge growth. Due to distributing products like 
condoms and lubricants, we were considered 
an essential service, so we could still operate 
and therefore, our customers could still receive 

products. We dropshipped for them to help 
them keep their businesses afloat if they 
couldn’t operate out of their stores. 

Now about your company: When was 
Wholesale Solutions founded? What made you 
decide to start a wholesale sex toy business 
back then? 

Taslim: Wholesale Solutions has been in the 
market for 20 years. Originally starting out by 
selling general household consumer goods, 
it became clear that there was a need in the 
market for an adult product wholesaler as 
nobody was focused on the New Zealand 
market. Amazing brands were underrepresented 
in New Zealand, so we leveraged our processes 
and procedures and moved our focus onto 
adult specifically. Now we’re a full-service 
wholesale partner and brand custodians for the 
manufacturers and brands we work with. 

What is your company’s philosophy? What 
sets Wholesale Solutions apart?

Taslim: What sets us apart is our customer 
service. We work really hard to ensure that 
each of our customers are happy. We help 
them with assets, marketing, and promotions, 
and the relationship we have with our 
customers is incredibly important to us. Our 

“BASED ON THE SUCCESS WE’RE  HAVING WITH SHARE SATISFACTION IN 

NEW ZEALAND ALREADY,  WE BELIEVE IT  WILL  BECOME A  GLOBAL BRAND.” 
TA S L I M  PA R S O N S
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warehouse is a world-class distribution centre 
and as such, our systems for ordering, stock 
management, and fulfilment are advanced and 
what we believe to be industry-leading. 

Who are your customers? Do you mainly work 
with retailers in the adult market, or do you also 
have customers in the mainstream market? 

Taslim: Increasingly, we’re working with 
retailers in markets outside of the adult 
market. We have pharmacy customers, pelvic 
floor health specialists, physiotherapists, 
beauty salons, and a couple of hotels. Our aim 
is to continue to supply more retailers outside 
of adult, such as supermarkets, department 
stores, and retail clothing chains. 

Would you mind giving us an overview of the 
products and brands that are available from 
Wholesale Solutions? 

Taslim: We work with all the main brands 
globally, holding over 14,000 products. From 
vibrators to harnesses through to niche 
products such as sounds and sex machines. 

We work alongside the brands and 
manufacturers to promote their ranges to the 
retailers and raise awareness in the marketplace 
about specific products through above-the-line 
promotions with the public and mainstream 
media. For example, we promoted the Satisfyer 
Pro 2 Next Generation on radio here in New 
Zealand to raise awareness of the product, and 
it blew up on social media. What that meant 
was that people were asking for it when they 
went to their local adult store. We believe that 
we helped to facilitate the Satisfyer hype here in 
New Zealand. We also have our own range of 
products under the Share Satisfaction brand. 

How do you pick the products for your 
assortment? Which boxes do brands and 
products have to tick for you to pick them up?  

Taslim: Apart from the fact that they need to 
be great products that do what they say they 
will do, we don’t. We let the market dictate 
what they want. So, we will carry a range from 
most manufacturers around the world and 
make it available to our retailers.  We help them 
promote it and if the market takes it up, we 
order larger quantities. 
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Which products and brands are currently in 
high demand? 

Taslim: I think that customers are being more 
discerning and want their toys to look beautiful 
as well as being functional. Clitoral suction 
toys have taken off, and in terms of brands, 
Satisfyer is a favourite, as is the Rocks Off 
range. Share Satisfaction has grown its market 
share here in New Zealand significantly. 
It’s fairly new to the market, but people are 
already asking for the products by name in 
stores. 

These days, the product range is only one 
element of many that determine a distributor’s 
success. What can you tell us about your 
service, logistics, and support for retailers?

Taslim: Our customer service is what has 
contributed to our success. Fast turnaround 
is important, and we can have an order 
delivered to a retailer within 24 hours. Some 
of our metropolitan retailers can have their 
products within a few hours. Our range is 
vast, and we’re well stocked.  Apart from that 

and competitive pricing, we work alongside 
the retailers to help grow their businesses. 
I’m a firm believer in old-school relationship 
management. I love working closely with 
our customers and I help them with their 
store layouts, marketing, and promotion.  
We provide them with a lot of samples and 
promotional materials, and I’ve even attended 
trade shows and expos with them to promote 
a particular range. It’s all part of the quality 
service we provide. 

What are your plans for your wholesale 
business in the future? 

Taslim: We want to ensure that we continue 
to grow the market here in New Zealand. The 
knowledge base of New Zealanders is growing 
all the time and more are experimenting with 
adult toys and understanding the benefits. It’s 
becoming mainstream. Our main philosophy 
is to concentrate on growing awareness 
over pushing products. We want all New 
Zealanders to better understand how adult 
toys can be an inexpensive, positive addition 
to their lives and sexual fulfilment – something 
everyone is entitled to. 
We are constantly looking to make sure we 
stock the very best brands the world has to 
offer, and that we carry good stock levels to 
make sure they never run short. We‘re always 
looking to grow our range so retailers can 
choose their point of difference for their store. 
Over the next couple of years, we intend to 
add more brands to our range, and where 
New Zealand retailers do not have access to 
a great brand, we intend to produce similar 
products to ensure they have access to 
comparable lines. The New Zealand market 
is growing rapidly, and at Wholesale Solutions 
we want to ensure we provide retailers the 
support they need to grow their businesses 
too, and make sure they feel loved!

The Share Satis-
faction line is made 
up of 150 products, 
including Kama, 
a hands-free dual 
stimulation toy
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Now let’s talk about your own brand, Share 
Satisfaction. Is it true that this is the first sex toy 
product line from New Zealand? 

Taslim: Share Satisfaction is New Zealand’s 
first full range of sex toys. Sex toys have been 
created here before, but only a handful of 
products, not a complete range with more than 
150 products like Share Satisfaction. 

What was your motivation to launch your own 
product line? 

Taslim: It makes good business sense for us 
to have our own brand of toys and it was born 
out of a long-term understanding of the sex 
toy market and how it has changed over the 
past 10 years. We wanted to produce a New 
Zealand range of sex toys that were high quality 
and luxurious at an accessible price point. Sex 
toys are now an object of desire, and people 
want to buy products that reflect themselves 
and their tastes. We believe Share Satisfaction 
caters to that. 

How long did it take to develop the line? 
What were the specific requirements for New 
Zealand’s first toy line?  

Taslim: It took over two years to develop 
the Share Satisfaction range. We wanted the 
range to be full of beautiful objects of desire. 
We wanted the person buying the toy to 
love everything about it, from the name, the 
packaging right through to how they charge 
and store the toy. The Share Satisfaction 
range was handpicked by me and our team of 
testers. We had a few manufacturers in mind, 

so we approached them, and only the best 
products made the range. We had a range of 
strict criteria to meet, including quality, look 
and feel, colour, rechargeable, noise level (the 
entire range is quiet). The products that met 
the criteria were reviewed by our team. Then, 
it was a process of elimination until we had an 
exceptional range of products. 

Can you give some info about the line? What 
product categories does the collection cover? 
What are the unique selling points of the 
products?  

Taslim: Our initial range was targeted 
to couples, but we know that a healthy 
relationship with sex starts with ourselves. 
So, we pulled together a range that includes 

“WE WANTED TO PRODUCE A  NEW ZEALAND RANGE OF  SEX TOYS THAT 

WERE HIGH QUALITY  AND LUXURIOUS AT  AN ACCESSIBLE PRICE  POINT. ”  
TA S L I M  PA R S O N S
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toys that can be used solo or together and 
made sure there’s something in the range 
for everyone, regardless of gender, or 
sexual preference. The entire range in non-
confrontational, luxurious, and affordably 
priced. The black box range is our premium 
range. All the products are USB rechargeable 
and come in beautiful packaging. Our pop range 
is our accessible line at a lower price point. 

Who is Share Satisfaction aimed at? 

Taslim: Share Satisfaction really is for everyone. 
I believe that there is something in the range 
for every person, and the prices make it 
accessible. The products scream luxury without 
the price tag. 

Do you want to market Share Satisfaction 
globally? Can distributors and wholesalers 
contact you if they are interested in offering 
your product line in their respective markets? 

Taslim: Yes, we do. Based on the success 
we’re having with Share Satisfaction in  
New Zealand already, we believe it will 
become a global brand. We will be marketing 
the brand globally, starting with Australasia, 
and then everywhere else. We’ve been 
approached by retailers from Europe, the 
USA, and Colombia and have shipped to
them. We welcome contact from companies 
and can be contacted through info@
wholesalesolutions.co.nz or through the 
Share Satisfaction website.  
https://www.sharesatisfaction.com/ 

Taslim Parsons proudly 
presents Wholesale Solutions’ 

new private brand, Share 
Satisfaction

“WE WORK WITH ALL  THE MAIN BRANDS GLOBALLY,  

HOLDING OVER 14,000 PRODUCTS.”  
TA S L I M  PA R S O N S
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How does it feel to be the first and only 
sex toy company in the world to be 
awarded by the Queen - now for the 
second time? 

Debbie Bond: As a company - we are 
bursting with pride to have won our sec-
ond Queen’s Award For Enterprise. After 
receiving official royal recognition back 
in 2016 and again just six years later, we 
join a very select group of companies 
who have actually been able to achieve 
this. It’s very much a pinch-me moment. 
We want to send a heartfelt thanks out to 
everyone who has supported us over the 
years.

For what achievements has Lovehoney 
been given ‘The Queen’s Award for Enter-
prise’ again in 2021?

Debbie: Lovehoney has received The 
Queen’s Award for Enterprise for out-
standing continuous growth in overseas 
sales over the last six years. In terms of 
how this happened, well, where to start? 
After joining Lovehoney in 2018, I have 
been in awe of its ability to be brave and 
move fast. From our incredibly broad 
range of products, superb delivery and 

customer service offering, to the inno-
vative marketing campaigns - all of the 
hard work from our talented employees 
has married together with astronomical 
results. 

Since 2015, overseas sales have grown 
from £12 million to £56 million, an overall 
rise of 365%.
Lovehoney is the UK’s biggest online 
adult retailer and has eight other web-
sites globally including US, Australia, 
France, Germany, Spain, EU, Canada and 
New Zealand. It has a global customer 
base of 2.2million people and now has 
a 400-strong workforce. Not bad for six 
years!

What exactly is the ‘Queen’s Award for 
Enterprise’? What or who does the Queen 
honor with this award? What are the 
requirements for being considered for this 
award? 

Debbie: The Queen’s Award for Enter-
prise is awarded to British businesses 
who excel at international trade, innova-
tion or sustainable development and is 
described as ‘the highest accolade for 
business success in the UK. Lovehoney 

This is already the second time that the ‘Queen’s Award for Enterprise’ it be-
stowed upon Lovehoney, and understandably, the team couldn’t be happier or 
prouder. As Lovehoney’s Chief Commercial Officer, Debbie Bond, tells us in this 
interview, the royal award is not just significant for the company - which of course 
it is - but it also marks a big step for the sex toy industry as a whole in its endeav-
our to crack the mainstream. 

Right now, it feels as  
though the sky’s the limit
L ove hone y  rec e i v es  Queen’s  h on our  f o r  th e  sec on d  t ime
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has been awarded the International award 
for fantastic trade overseas.

To win our second Queen’s Award 
is a tremendous honour for the 
company, and is testament to all 
of the hard work that each and 
every one of our staff has put in 
over the last few years to grow 
Lovehoney as an international 
brand. 

You won the ‘Queen’s Award 
for Enterprise’ five years ago, 
so did this year’s award come 
as a surprise or did you know you 
were in the game because of your 
positive business figures? 

Debbie: Whilst the last few years have 
been successful and lucrative for Lovehoney, 
especially with our global expansion, an award 
such as this one is never something a brand 
assumes they’re in the running for. We all had 
our fingers crossed that we’d join the small 
number of businesses that have achieved this 
twice, but it still came as a wonderful surprise. 

What does this award mean to Lovehoney? 

Debbie: It is a huge privilege to be recognised 
for our success by the monarch for the second 
time and is a true pinnacle moment in Love-
honey history so far. Lovehoney’s co-founders 
Richard Longurst and Neal Slateford certainly 
never thought back in 2002 when they started 
out that one day they’d be given endorsement 
from Queen Elizabeth. The crystal chalice will 
take pride of place in our trophy cabinet.

Right now, it feels as though the sky’s the limit. 
We are the UK’s number 1 online shop for sex-

ual happiness products - our mission now is 
to continue our international growth and 

expand into new markets.

And what does it mean for our 
industry? Is it another step in 
moving sex toys towards the 
mainstream? 

Debbie: It’s exciting times for 
the industry as we see greater 
acceptance of the link between 
sexual wellbeing and overall 

health. Royal approval of our 
category shows, once again, 

how mainstream shoppers and 
retail outlets are embracing sexual 

wellness products as never before 
and appreciating their importance in 

improving overall well-being - a particu-
larly important message as we come out of 
lockdown after a stressful year living with the 
pandemic.

The rapid market growth is borne out of a 
growing trend of customers seeking out easier 
access to sexual wellness products at a wider 
selection of Highstreet and online retailers.

Will winning this award have an impact on your 
business? 

Debbie: The award allows Lovehoney to use 
the Queen’s Award emblem in advertising, 
marketing and on packaging for a period of five 
years as a symbol of quality and success. This 
will help us with our mission to hit new territo-
ries for the first time - watch this space! Royal 
patronage will also help us to create more jobs 
at our Bath headquarters and in our interna-
tional offices and spread the sexual happiness 
message globally.
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While your activities in Europe are the 
focus of this interview, let’s look back to 
2008, the year INTT was founded. What 
motivated you back then to enter the 
market for sensual and erotic cosmetics? 

Vinicius Campos: The decision to enter 
the sensual and erotic market came 
during a family trip to Germany. After 
visiting many different shops, including 
several sex shops in the country, the 
founders of the company realised how 
simple and unprotected all the boxes 
were. Upon returning to Brazil, they 
also visited many stores in their home 
country to find the same situation. 
This led to the decision to create a line 
of high-quality products with elegant 
and safe packaging, which was totally 
different from what the market offered 
at that point. So, the company started a 
small production run of cosmetics, with 
a limited range of kissable products, 
paying great attention to the quality and 
design of the packing and product. In 
a short period of time, the products 
became a huge success among the 
Brazilian public. We currently produce 
and sell more than 300 different 
products in Brazil, which makes us the 
leading brand in the market for sensual 
cosmetics in the country.

When a company has been successful 
for more than thirteen years, everybody 
wants to know the secret of their 
success. So, what are INTT’s strengths? 

This interview with Vinicius Campos, Head 
of Sales Europe at INTT COSMETICS, shines 
a spotlight on the activities of the Brazilian 
company in the European market. Founded in 
2008, INTT COSMETICS has been active in our 
climes for two years now, and the investment 
has already paid off, as Vinicius explains – even 
though it was a very complicated endeavour 
that required a lot of hard work. 

We have kept the same  
pioneering spirit since the beginning
INTT  C O SMETI CS  h a s  b ig  p l a n s  i n  Eu rope

Alessandra and 
Stephanie Seitz, 
the heads of INTT 
COSMETICS
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Vinicius: The reason for INTT’s great success 
in Brazil is the relentless pursuit of innovation 
for better products. We have kept the same 
pioneering spirit since the beginning, and we 
are constantly launching new products with 
different flavours, fragrances, effects, and 
components never before used in sensual 
cosmetics. Another strength of the brand is the 
quality of the packaging. We only work with 
certified companies and most of our bottles 
are airless, which prevents oxidation and helps 
maintain product properties for much longer. 
We also try to be as close as possible to our 
clients and to keep a trustful relationship with 
customers, providing them with the most 
innovative products, with beautiful designs, 
and great quality. We believe that is the best 
way to build customer loyalty. In Brazil, we 
recently launched an exclusive marketing profile 
on Instagram just to offer support on content 

development for our online customers. So, 
we try to help them grow their online sales by 
giving them all the necessary expertise to be 
successful in their projects. 

What are the unique selling points of your 
products? What can you tell us about the 
ingredients? 

Vinicius: We are sure that our formulas are 
our main assets, so we invest a lot in their 
development. Our main focus is on functional 
and excitation cosmetics for men and 
women. We work closely with our research 
and development team in order to bring to 
the market cosmetics that really deliver the 
expected effects and improve the pleasure of 
our customers. All the ingredients used in our 
formulas are natural, not tested on animals, 

The INTT stand 
at eroFame 2019 



100

I N T E R V I E W

w w w . e a n - o n l i n e . c o m  •  0 6 / 2 0 2 1

and many of them are extracted directly from 
plants of the Amazon rainforest, with great 
attention paid to the sustainable development 
of our forest. We only work with certified 
providers who are the main suppliers of 
natural assets in Brazil. So, we have managed 
to also build loyalty with our European 
customers due to the high quality of the 
products and the natural elements we have 
been using in our formulas. We understand 
that most customers who try our cosmetics 
for the first time are quite surprised and 
curious to try other products because they 
appreciate the taste, the smell, the feeling, 
and especially the effect of our exciting line, 
which makes us very happy and motivates us 
to keep innovating.

Could you give us some information about your 
portfolio? What kind of products do you offer? 

Vinicius: Currently, we have more than 400 
different products in Brazil. Yes, it’s a huge 
portfolio built over the course of many years of 
hard work and intense investments in research 
and development. As for the European 
market, we have developed a line specifically 
aimed at the international market, inspired by 
our best-sellers in Brazil. Today, there are 28 

products in that line, including cosmetics with 
many different types of enhancing effects, 
massage oils, lubricants, mouth spray, and 
pheromone cream. Most of our line is kissable 
so we pay great attention to the flavours and 
fragrances in order to provide a wide variety of 
products to the international market. As said 
before, our main focus is on functional and 
excitation cosmetics for men and women, so 
our vibration line is undoubtedly the best-
selling of the bunch, but all the functional 
lines are quite successful as well because 
their flavours and effects really please our 
customers.

What criteria matter most to you during 
product development? What does a product 
have to have for you to include it in your range? 

Vinicius: Our main criteria is for our products 
to offer top quality. They really need to work, 
meaning that we have to deliver what we 
advertise on the packing. We understand 
that there is nothing more disappointing than 
having expectations for a certain product 
 just to find out that it doesn’t deliver the 
promised taste or effect. So, we are very 
proud to say that this won’t happen to anyone 
who tries INTT.

“OUR  MA IN  CR ITER IA  IS  FOR  OUR  PRODUCTS  TO  OFFER  TOP  QUAL ITY. 

THEY  REALLY  NEED  TO  WORK ,  MEANING  THAT  WE  HAVE  TO  DEL IVER  WHAT 

WE  ADVERTISE  ON  THE  PACK ING . ”
V I N I C I U S  C A M P O S
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What trends are currently dominating the 
market for sensual and erotic cosmetics? And 
what role does CBD play in this market? 

Vinicius: We have noticed that cannabis-based 
products are a big trend on the market at the 
moment, so we developed two products in 
line with this trend. But as an innovative brand, 
we also develop different products made of 
exclusive assets from the Amazon forest. We 
are ready to set new trends by bringing to the 
market natural products that are in accordance 
with the sustainable development of our 
precious environment.
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In their home market of Brazil, INTT offer more than 300 different 
products, which are obviously also presented at trade shows

Two years ago, you made the decision to 
enter the European market. Has this step paid 
off for you? How important is the European 
market for you today? 

Vinicius: In the beginning, it was very 
complicated since Europe was a new market 
with different types of regulations, which posed 
many challenges in adapting the brand and 
products to the different tastes of European 
customers. Nevertheless, it also helped us 
present our vision to a new international 
market, which is not limited only to Europe, but 
to the whole world. 
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What were the reactions from the market at that 
time? Were you welcomed with open arms? 
How difficult is it for a company from Brazil to 
gain a foothold in the European market? 

Vinicius: As explained before, our decision 
to enter the European market came before 

2019. After participating in fairs and studying 
the international market in detail, we carefully 
planned the production of our cosmetics line 
in Portugal, using exclusive assets from Brazil, 
with a cosmetic line entirely designed for the 
international market and with great dedication 
to meet the needs of our new international 
consumers. The hard work paid off and we 
were given a warm welcome in Europe from the 
very beginning. Knowing that it is a market with 
so many different brands, we need to stand out 
to get the public’s and consumers’ attention. 
So, we profit from the fact that we are the 
only genuine Brazilian brand with more than 
14 years of experience in the Brazilian market, 
bringing an exotic and unique experience to 
Europe. This is at the same time a challenge 
but also an advantage, making it less difficult to 
gain a foothold in the European market.

Do you sell the same products in all markets 
or do you adapt your range to each market? 
For example, is there a difference between 

products you offer in Brazil and those you 
market in Europe? 

Vinicius: In the European market, we currently 
have 28 products in our line. Most of them were 
inspired by our Brazilian line. Nevertheless, 
we have done thorough research in order to 

adapt to the taste of European consumers. For 
example, we use all sorts of flavours and aromas 
in Brazil that we know would not work here in 
Europe and vice versa. So, there is a constant 
process of adaptation. Also, we know that the 
European market is vast and culturally diverse. 
For this reason, we are always studying each 
market individually to have a product offering 
tailor-made to the different countries in Europe.

What can you tell us about your distribution 
network in Europe? Where can European 
retailers order your products? 

Vinicius: We seek to have one strong 
distributor per region in order to facilitate 
access to products in each country. We 
also pay great attention to the quality of that 
cooperation and we are constantly looking to 
strengthen the relationship with our partners 
and to work towards the growth of the brand 
in the correspondent market. Our products 
can be found in the range of many distributors 
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“ I T ‘S  OUR  PLAN  TO  EXPAND  THE  BRAND ‘S  PRESENCE  THROUGHOUT  THE 

EUROPEAN ,  AS IAN ,  AND  NORTH  AMERICAN  MARKETS . ”
V I N I C I U S  C A M P O S
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throughout Europe as we have already built 
a good distribution pipeline, including the 
following countries: Portugal, Spain, France, 
Italy, Netherlands, Germany, Hungary, Poland, 
Ukraine, and Russia. Retailers can contact each 
distributor or also contact our Sales Department, 
who will refer them to the distributor responsible 
for their area.

Are you interested in expanding your European 
distribution network? 

Vinicius: Yes, we are always open for new 
collaborations, as long as it does not create any 
conflict of interest with our current partners, and 
especially in those countries where we don’t 
have any distributor yet. 

How do you support your distributors in Europe? 

Vinicius: We offer support through training, 
marketing materials, visits to sales points, 
referring customers to distributors, specific 

INTT make it a point to attend trade shows all over the world to 
increase brand awareness and gain a foothold in new markets

“ IN  THE  EUROPEAN  MARKET,  WE  CURRENTLY  HAVE  28 

PRODUCTS  IN  OUR  L INE . ”
V I N I C I U S  C A M P O S
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promotions, and keeping close contact to 
receive product feedback and new suggestions 
from customers.

What is the future of INTT in Europe? What 
ideas, plans, and goals do you have for the 
next few years? 

Vinicius: First and foremost, we will work to 
strengthen the relationship with our distributors 

and our customers. Building loyalty with our 
partners is just as important as retaining our 
customers. We also intend to make new 
releases on a regular basis, adapting our 
Brazilian line to the international market and 
developing new products to always surprise 
our customers. Finally, it’s our plan to expand 
the brand’s presence throughout the European, 
Asian, and North American markets. And we 
are sure we will accomplish this goal until the 
end of the year. 

“ I T ‘S  OUR  PLAN  TO  EXPAND  THE  BRAND ‘S  PRESENCE  THROUGHOUT  THE 

EUROPEAN ,  AS IAN ,  AND  NORTH  AMERICAN  MARKETS . ”
V I N I C I U S  C A M P O S
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We all know what consumers are doing 
with their solo free time (hint: it involves at 
least 1 hand and, for most women, some-
thing battery-powered). But like the rest of 
us dirty voyeur types (you know who you 
are), the folks at Kinkly.com wanted to get 
all the raunchy (and properly researched) 
details. In celebration of #Masturbation-
May, Kinkly enticed 3,401 readers –  
mainly composed of cis-gendered women 
and men – to talk about what gets them 
off when they’re alone. Among several 
surprising reveals, men still prefer using 
their hands (despite the huge boom in the 
men’s sex toy sector), women are having 
better orgasms outside of intercourse (but 
c’mon, was that really all that surprising?), 
and lube is still an after-thought for most 
(though lubricants brands would have 
us think otherwise). The best take-away, 
though, implicates a bright future for the 
sex toy industry. Kinkly survey takers  
between ages 18 and 24 showed the  
most promising, open-minded attitudes 
and self-love habits. The next generation 
of sexual health ambassadors have  
already arrived, and as Kinkly’s team 
points out, the more we can learn now,  
the better we can serve and satisfy  
Generation Z. Kinkly encourages the  
curious to check out the survey results  
for free at Kinkly.com under the article  
title ‘Touch Yourself: Kinkly’s Self  
Pleasure Survey.’ Kinkly’s co-founder  
and editor-in-chief, Tara Struyk, shared 
some highlights and behind-the-scenes  
insights with EAN from the company’s 
home base in Edmonton, Alberta, Canada.

Self pleasure is clearly something 
that resonates with people
Kink ly. com r e ve a l s  the  s u r p r i s i ng  r e s u l t s  beh in d  ’ Touc h  You rse l f ’  su rv ey  on  c on sumer  ma s tu rba t ion  h a b i t s
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Out of all the sexual health topics to explore via 
research, why did Kinkly choose masturbation? 
Why was this the topic your team wanted to 
present to your readers at the moment?

Tara Struyk: We always do a bit of a celebra-
tion of Masturbation May on Kinkly with lots of 
content and social media around the topic. We 
love what it stands for, and the engagement 
around it is huge - self pleasure is clearly some-
thing that resonates with people! I think that 
unlike a lot of other areas we cover - like certain 
sexual practices, fetishes, tips, sex positions 
- masturbation is a bit of a common denom-
inator. It’s something a very large percentage 
of people engage in and connect with. I think 
if you consider that along with the not-insignif-
icant amount of taboo that still surrounds self 
pleasure, it explains why people are keen to 
see such positive promotion of it. Here they are 
enjoying something GREAT in private and, while 
some parts of society might be saying they 
shouldn’t be so proud of that, we’re saying the 
opposite, we’re promoting what they’re maybe 
feeling on the inside (at least I hope so!). 

If you could narrow down the results of the 
survey to a sentence or two to address your 
readers, what would it be? What is the main 

idea you want readers to take away from read-
ing the results?

Tara: I hope people know that masturbation 
is normal and very common. We certainly 
wouldn’t be the first to suggest that! However, 
while we show a lot of averages, we also want 
people to understand that behind those aver-
ages, there’s a huge range of responses. Sex-
ual habits - like many human behaviors - exist 
on a spectrum. A lot of questions around sex 
(and certainly a lot of the questions we get in 
our inboxes) center around whether a behavior 
is normal or OK. I hope people look at the data 
and can find themselves in it.

I also think it’s interesting to note the increasing 
level of comfort around masturbation in the 
younger age groups. Kinkly.com has been up 
and running since 2012 and I’ve personally 
seen a huge change in the amount of accep-
tance around self-pleasure and sexual health in 
mainstream media. I’d like to believe this shift 
is being reflected in our data in terms of how 
younger people feel about self pleasure and 
everything that goes along with it.

Which outcomes surprised you the most? Did 
any responses really incite a ‘wow, I never 
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would have guessed...’ reaction from you or 
anyone on your team?

Tara: Probably that so few people use lube! 
It’s cheap! You can buy it at the grocery store 
(even the good stuff, these days)! Just about 
every sexuality professional and sex educator 
I’ve ever talked to promotes lube ... so, yeah, 
we were a bit surprised more people weren’t 
reaping the benefits! 

Did any of the outcomes confirm what we, as 
sex educators and sex toy retail experts, al-
ready assumed or knew about self-pleasure? I 
guess I could then ask, which outcomes didn’t 
surprise you, and will likely reassure readers 
seeking validation about their masturbation 
habits?

Tara: Probably that people are making so 
much time for it. There’s definitely a disconnect 
between the relative lack of portrayal of healthy 
masturbation in media (although, as I said, it’s 
changing a lot!) and the amount of time people 
are actually doing it. I think people in the in-
dustry already know this (this is the habit that’s 
paying the bills!), but we still typically don’t see 
people on TV brush their teeth, go to bed and 
masturbate (even though that’s what our survey 

suggests so many people are doing.)
I think the data around masturbation across 
the age spectrum probably won’t come as a 
surprise to retail experts either, especially those 
who deal directly with consumers.

What were some of the most interesting, key 
differences between cis-gender men and wom-
en regarding masturbation?

Tara: More women reported starting mas-
turbating later in life (75 percent of men had 
started by age 15, compared to 45 percent of 
women). There isn’t anything wrong with start-
ing at any time, of course, but I have to wonder 
if there’s still more shame around women’s 
pleasure that holds them back, or whether they 
get less information how their bodies work. We 
have definitely heard from older women who 
had no idea how to touch their own bodies so 
while I don’t have evidence either way, I’d have 
to imagine this is a possibility.

I am encouraged by the fact that women 
reported using sex toys 59 percent of the time 
they masturbate (compared with 22 percent of 
the time for men). I love that people are using 
what’s out there to help them explore their 
bodies - no matter when they start.

” IT ‘S  INTERESTING TO NOTE 

THE INCREASING LEVEL 

OF  COMFORT AROUND 

MASTURBATION IN  THE 

YOUNGER AGE GROUPS.” 
TA R A  S T R U Y K
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The survey questions regarding orgasmic sat-
isfaction during partnered sex versus orgasmic 
satisfaction during masturbation were of par-
ticular interest. Why do you believe the results 
show that cis-gendered women are generally 
experience better, more satisfying orgasms 
from self-pleasure than partnered sex with a 
cis-gendered male?

Tara: We did a survey called ‘Faking It’ a cou-
ple of years ago where we dug into why and 
when people perform a fake orgasm. We got a 
lot of comments from women about why they 
faked orgasms and some of the negative reac-
tions they had received from their male partners 
if/when they found out about it. Sadly, I think 
there can still be a lot of pressure for women to 
perform in sexual situations, to the detriment 
of honest conversation about what’s actually 
feeling good. 

What can the sex toy industry learn from the 
results of this survey? How can manufacturers 
and retailers use this information to better serve 
their customers and make/sell products that fit 
current consumer needs?

Tara: It’s clear people like to masturbate and 
are doing it, but there are still a lot of them who 
aren’t using toys (or even lube!) I think anyone 
in the industry knows there’s real value there 
for people in terms of further exploring self 
pleasure. The question is, how do we get that 
information across to more people? I do think 
that’s happening, it’s just going to take time 
and continued effort. I really believe that one 
day almost everyone will have a sex toy (or five) 
in their bedroom or bathroom.

What’s next for Kinkly as your team ponders 
the survey results? Will your team be redirect-
ing their efforts and coming articles to address 
what you’ve learned from your research?

Tara: That’s a good question - and it’s actually 
part of why we’re doing this. Part of our motto 
is that we aim to help people discover new 
things. As a business, the best way we can 
follow our own advice is to learn more about 
the people we are trying to serve.

This interview is 
contributed by Colleen 
Godin, EAN U.S. 
Correspondent
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Mr. Sling - what exactly does this new 
brand/collection stand for? 

Vincent Renou: Mr. Sling is our first, 
unique brand dedicated to BDSM  
furniture, with dozens of different slings 
in canvas and leather but also a cage,  
a Saint Andrew’s cross, and a fist  
bench. The sling collection is the most 
important element of the brand, with 
several designs offering four to five 
attachment points but also models with 
two and three attachment points!  
Yes, you heard that correctly, two or 
three attachments point for a sling!  
We are very proud of those crazy and 
original masterpieces.

What can you tell us about the quality, 
workmanship, etc. of Mr. Sling? 

Vincent: First of all, all the creations 
are unique and derived from our per-
verse minds (lol)! We wanted them to be 
comfortable, original, and efficient for 
sex. For example, the VIP Deluxe sling 
(picture attached) is the Rolls Royce 
of slings, designed as a cocoon with 
accessories that make it so practical 
and cosy … with foot support, pillows, a 
storage pocket… All the materials are of 
premium quality because these products 
need to be strong and secure.  

Is it true that Mr. Sling products are made 
in Europe? 

GANGBANGSTER is probably best-known for their big black  
dildos and their unusual designs. But the company has much  
more to offer as can be seen from their expansion into the BDSM 
segment with the Mr. Sling brand. EAN had the opportunity to talk  
to GANGBANGSTER Sales Manager Vincent Renou about the brand 
and their latest projects.

All the creations are unique and  
derived from our perverse minds
Vincent  Ren ou  ta lks  Mr.  S l i ng 

Vincent Renou, 
Sales Manager at 
GANGBANGSTER 
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Vincent: Absolutely, this reflects the main 
philosophy of our company: to have Euro-
pean standardised equipment. This way we 
can guarantee to our customers that they get 
high-quality materials. Manufacturing Mr. Sling 
in Europe facilitates the quality and production 
controls. Our leather is high-quality, organic, 
tanned, without chemical products. You can 
only find this quality at this cost in Europe 
because of the short distances and everything 
being thoroughly controlled.

Who is the target audience for Mr. Sling? 

Vincent: Everybody!!! We all know how to 
use a sling or a Saint Andrew’s cross, and our 
frames are easy to assemble and disassemble, 
so you can bring them to a party or create a 
temporary dungeon in your house. A perfect 
solution for getting sex out of the bed.
Mr. Sling is also perfect for the real experts of 
kinky sex – connoisseurs who are into submis-
sion, fisting, big dildos insertion, fuck machines 
- because our products are compatible with all 
those types of play.

What price category does Mr. Sling fit into? 

Vincent: The category of the best quality-price 
value. To get a sling with a metal frame and all 
the accessories today could be very expensive, 
and we have items for all wallets. We sell whole 
structures but also individual elements, allowing 
the customer to invest as much as they can 
and want to. To give but one example, our can-
vas 4-point attachment sling with all accesso-
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ries is much more 
competitive than 
imported products.

GANGBANGSTER 
are known primarily 
for dildos, now you are 
adding HARDDEALER 
and distribute fetish 
products under this name. 
Why did you decide to take 
this step? 

Vincent: GANGBANGSTER is 
THE BRAND for big black dildos 
with original and crazy shapes and 
must remain identifiable as such.  
GANGBANGSTER and its 10 collections  
are also the products our minds and our own 
creations - they are the reason our customers 
are following us on this website. When we 
created Mr. Sling, we obviously wanted our 
customer to still follow us, so we stuck with 
the platform, but we obviously also wanted 
to avoid any confusion with the dildos, so we 
dubbed this line HARDDEALER. This will be the 
official channel for our creations… spoiler alert: 
many more brands are to come! 

Which types of products can be found in the 
HARDDEALER range? 

Vincent: In addition to our own brands, we  
sell leather cleaners because this has been a 
big specialty of our company throughout the 
past ten years. We also have a fantastic brand 
with which we recently launched: The Red.  
The main idea behind HARDDEALER is to be 
the distributor of hard sex and uncomplicated 
fetish fun. When a professional retailer turns  
to HARDDEALER, he knows what he is  
looking for. 

Could you see your-
selves adding more 

brands/collections to 
this range in the future, 

offering even more vari-
ety and different product 

categories? 

Vincent: With this network, 
we want the main priority  

to be on manufacturers  
and creators. More than the 

future brand that we have in 
mind, we are ready to share  

our platform with other  
companies and manufacturers, 

which is part of our definition of  
HARDDEALER. They are very much  

welcome to join the family. 

What are the key elements for you when it 
comes to product development for GANG-
BANGSTER or new collections/brands for 
HARDDEALER? 

Vincent: The first and most important factor 
is to organise all the ideas we have and store 
them neatly in drawers (brands). Right now, the 
main thing for us is that all our creations bring 
happiness to the users and become favourites 
of theirs. Once we achieve this goal, we can go 
‘Ok, let’s do more and more.’

What are your goals and plans for the coming 
months? 

Vincent: To continue to have fun, to add  
to our team with crazy and lovely collaborators. 
We cannot wait to see more business  
partners join the team, and we hope to  
have many, many novelties to show at the  
next eroFame.
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How did you first learn about the  
CuteLittleFuckers brand?

Marina Larsson: I was introduced to 
CuteLittleFuckers by a mutual friend of 
the creator. They have previously intro-
duced many awesome brands to me, so I 
already knew CLF was going to be some-
thing interesting. After I was shown the 
brand, CLF then reached out to us and 
said we were the distributor they wanted 
to work with in Europe. 

What convinced you that the brand was a 
worthwhile addition to your assortment? 

Marina: CuteLittleFuckers is something 
completely different from everything else. 
It’s fun and inviting, making it a perfect 
toy for first-time buyers and experienced 
users alike. The brand is run by Step, a 
non-binary creator who decided to try 
something new, and we couldn’t help but 
fall in love with these little creatures. Cur-
rently, the market really lacks toys that are 
gender-neutral, fun, and offer many ways 
to enjoy them. It’s fascinating to see this 
part of the market grow. Educating our 
clients and partners is very important for 
us, and the fact that a part of their profit 
goes towards funding sexual education 
initiatives, made the decision even easier 
for us. 

How does the brand fit into your range?  
Is it adding new options to existing  
categories? Does it fill a gap? 

Marina: The colourful and full-of- 
character models are much more  
welcoming than a traditional sex toy, 
making CLF an excellent entry-level brand 
which is inclusive of everybody. While 
we are always on the lookout for new 
products, we knew that these would be 
perfect for us. We are glad that our  
customers have also fallen in love with 
them, the same way we did.

 
What are the most important factors 
when you look for new products and 
brands to expand your assortment? 

In September of last year, 
EAN first reported about 
CuteLittleFuckers, a brand 
of new and refreshingly 
different sex toys. Now, 
consumers in Europe will 
finally also get to enjoy 
these toys, courtesy of 
Bioconcept Baltics (www.
bioconcept.eu). Marina 
Larsson, Managing Partner 
of the distribution compa-
ny, tells us why CuteLit-
tleFuckers is the perfect 
brand for the modern 
market.

CuteLittleFuckers is something  
completely different from everything else
B ioconcept  Ba l t i c s  i n t r od uce s  the  C ute L i t t l eFuc ke rs  b ra n d  to  Eu rope
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Marina: That answer will remain a company se-
cret. Let’s just say we go through a long list of 
requirements to provide only the highest quality 
products to our clients. 

You distribute CuteLittleFuckers throughout 
Europe. How much potential is there for the 
brand in this market? 

Marina: CuteLittleFuckers has huge potential 
in the European market. It has already gained a 
huge following in the United States, and with Eu-
rope being so diverse and having many different 
alternative sexual communities, it won’t be difficult 
for it to take off. CLF is a very unique brand and 
speaks strongly to alternative people including 
queer, trans, and anime communities while still 
being fun and inviting to everyone. We have heard 
stories of both trans 20-year-olds and straight 
couples falling in love with these toys. 

Who is the target audience for CuteLittleFuckers? 

Marina: That’s the beauty of Cute Little Fuck-
ers - they really are meant for everyone. These 
toys resonate with so many different people, 
including transgender and queer women, with 
the founder themselves being non-binary. But 
their attraction really reaches way further than 
that. CLF are an amazing first toy for so many 
people because they don’t look as intimidating 
and are easily approachable. It really takes the 
pressure off when looking at your options on 
the market. Funny enough, even hardcore sex 
toy enthusiasts love these toys for their unique 
design and variety of uses. They are easy to 
use and easy to love. 

What strategy will you follow to strengthen 
brand awareness for CuteLittleFuckers? 

Marina: We use many different strategies, one 
of them being showcasing CLF at different 
conventions. Once you see them in real life, 
it’s difficult to say no to buying one. We have 
recently launched a digital marketing campaign 
targeting various countries in Europe and are 
sending testers and brand materials to our 
partners around the world. 

How will you support retailers? Can they ac-
cess POS materials, etc.? 

Marina: We provide all our retailers with both 
in-store testers and POS materials. All of our 
partners have access to our image database 
and SEO-optimised product descriptions to 
boost their sales. Everyone can reach out to us 
for a product training session, and we will clear 
any questions with the manufacturers directly.
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So, would you tell us how you got 
involved in sexual health and pleasure PR 
and communications?

Kathryn Byberg: My story began very far 
away from sex toys. I spent the first decade 
of my career working as a scientist before I 
retrained as a journalist. After a stint working 
in sports marketing in Ireland I moved to 
Shanghai where my real adventure began. I 
directed PR and communications at LELO 
for the better part of the last decade and 
later took over their female intimate health 
brand Intimina too. I helped to shape 
the narrative of the brands and worked 
on some fun campaigns that really got 
the media and the general public talking, 
bringing sex to the forefront and starting 
much needed conversation. I manage 
Little Leaf Agency, along with my sister 
who spent the past 5 years working at a 
top PR agency in the UK and Ireland, and 
she is also a former LELO employee too. 
PR is all about starting conversations and 
normally when it comes to sexual health 
and pleasure, people tend to shy away from 
being too outspoken, but we relish in the 
challenge of getting people to expand their 
comfort zones.

How can the sex toy world leverage PR?

Kathryn: In a world where we are 
bombarded with advertising, PR is key. 
And in a world where intimate health 
is still blocked by many advertising 
channels, PR is even more important. 

When it comes to pleasure and sex toy PR, there 
are few in the market who know more than the team 
at Little Leaf Agency. The brainchild of two Irish 
sisters, Little Leaf Agency is a leader in pleasure 
communications. Today we catch-up with founder 
Kathryn Byberg and discuss how sex toy brands can 
leverage PR, how the media landscape has evolved 
over the last decade, and what the future holds.

Sex toys are no longer going  
mainstream, they have arrived!
Kathr y n  By b e rg  on  p lea su re  c ommun ic a t ion s

Kathryn Byberg started Little 
Leaf Agency together with her 
sister, Emma
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PR is fundamental to building your brand and 
building consumer trust in your brand, but 
many companies still underestimate the value 
and impact because it can be a bit trickier than 
other marketing channels to measure.
It’s not just about running press events and 
getting some nice glossy magazines to write 
about products. It’s about building trust in a 
brand and straddles many areas of marketing.
At its core PR is ideally about gaining ‘earned’ 
coverage for a brand. Getting publishers, both 
online and offline, to regularly write positively 
about the brand.  This helps instil trust in the 
brand with the consumer. In the sex toy world, 
positive reviews are also crucial. Whether it’s a 
review on a top website, or a recommendation 
from a sex expert, a dedicated toy review or 
a social influencer post, it’s essential to have 
online reviews available. Customers can’t 
exactly try before buying a sex toy, so it’s 
important that they can find honest reviews 
about the product to help them make an 
informed decision before buying. From a 
digital marketing point of view, PR can have 
a big impact. It can generate lots of backlinks 
coming in to your website, driving traffic back.  
A well-placed product could even bring you 
repeat traffic and sales for years to come. 
These backlinks can also help to boost the 
ranking of your website. We could go on for 
pages about how to leverage PR but we don’t 
think you’ll have enough space!

How has the media landscape changed over 
the last decade?

Kathryn: Sex toys are no longer going 
mainstream, they have arrived! 
10 years ago, sex toys sadly were still in the 
shadows and it was tricky to get the media 
to talk about sex, but that has all changed. 
Every magazine and website now has a team 
dedicated to covering sex content, which 
means sex toy brands and retailers have the 
opportunity to get in to the media throughout 
the year, not just at Christmas and Valentine’s 
day. There has been a whole shift in the 
narrative too with a real spotlight being shone 
on female rights and pleasure and LGTBQ+ 
issues too. The #MeToo movement has had a 
big role to play. Sexual health and pleasure is 

“ IN  A  WORLD WHERE INTIMATE 

HEALTH IS  STILL  BLOCKED BY 

MANY ADVERTIS ING CHANNELS, 

PR  IS  EVEN MORE IMPORTANT.” 
K ATH RY N  BY B E R G
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finally being taken seriously and the media and 
mainstream retailers are paying attention.
As social media evolved, so too has the way 
that we communicate with each other. There is 
a whole generation who is now able to share 
ideas and connect immediately with likeminded 
people right across the world which has 
accelerated the awareness of sex positivity.  
Content is still king however and the sex toy 
industry has really nailed this. With so many 
restrictions on advertising and social media, 
sex toy communications has had to be really 
creative and it’s paying off. Pleasure brands 
are becoming credible voices in their own right 
and the mainstream awards they are winning is 
testament to this. 
And now that the media and influencers are 
comfortable in the sex space, celebrities 
are becoming more open too. Partnerships 
are becoming a big thing. Lily Allen recently 
openly stated that she masturbates in a great 
campaign with Womanizer; Lora Di Carlo works 
with Cara Delevingne and it doesn’t stop at just 
celebrities, brands are getting in on the action 
too. Pantone in October released a new colour 
‘Period’ in a great partnership with Intimina.

It’s a really great time to be involved with 
pleasure and sexual health PR and I’m glad 
we’re getting to play a role, however small, in 
helping to drive this change. 

What big trends do you see emerging in the 
sex toy world in the future?

Kathryn: As sex continues to go mainstream, 
we’re finally starting to see investors move 
 into this space. Companies like Amboy 
Street Ventures are coming on to the market, 
who are dedicated to investing in pleasure 
and sextech, and I’m confident this area will 
continue to grow, as will the sextech  
category as a whole.
We also think that while the past year has 
been a great year for the industry as a whole, 
it has also really helped to highlight the 
responsibilities that companies have when it 
comes to sustainability and carbon neutrality. 
Green brands are on the rise and we will start 
to see more products crop up in the market 
that are more eco-friendly, from packaging 
right through to the batteries. 

“AT  ITS  CORE PR IS  IDEALLY ABOUT 

GAINING ‚EARNED‘  COVERAGE FOR A 

BRAND.”
K ATH RY N  BY B E R G
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When did you discover your passion for 
lingerie and what does it mean to you to 
work with these products? 

Leandra Burgers: When I design, I 
want to make sure that people feel sexy, 
strong, and good about themselves. 
Lingerie does all of that. If you wear sexy 
lingerie underneath your clothes, it shows. 
You feel more confident to the outside. 
So, it really does something for people 
individually. But of course, you also feel 
more sexy for your partner.

What did you do professionally before 
joining SHOTS? 

Leandra: I always knew I wanted to create 
things so after graduating High School, I 
started Fashion School in the Netherlands 
at the age of sixteen. I graduated after four 
years and several internships, including one 
in Barcelona, Spain. But I knew I wanted 
to learn more. So I moved to Denmark to 
study Fashion Design and Technology at 

SHOTS are determined to become a 
major player in the lingerie market and 
to get one step closer to that goal, they 
have secured the services of Leandra 
Burgers. As the company’s new Linge-
rie Specialist, she will primarily focus 
on SHOTS’ own lingerie brand Le Désir. 
In our EAN interview, we talk about Le-
andra’s passion for the lingerie product 
category and about SHOTS’ ambitious 
plans for the Le Désir brand.

We are ready to explore  
every possibility for Le Désir
L e and r a  Bu rg e r s  j o in s  th e  S HOTS  tea m 
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the VIA University in Herning. This school was 
great, I learned a lot, and I loved being there. In 
my third semester, I got picked to do an ex-
change semester in Toronto, Canada. I wanted 
to do this to see different learning paths in the 
fashion industry. Because one direction is not 
always the right direction. After successfully com-
pleting my semester in Canada, I moved back 
to Denmark and did my specialisations such as 
purchasing and factory research in Vietnam. The 
last half year of my study, I developed my own 
collection, ‘Beauty begins the moment you love 
yourself’. With this collection, I wanted to show 
the strength and sexiness of a woman and her 
body through the look and feel of fabrics.

How did your involvement with SHOTS come 
about? 

Leandra: My studies, specialisations, creativ-
ity, mindset, and my business perspective on 
fashion and the fashion industry matched what 
SHOTS was asking for, and so I got this job! 

What attracted you to your new role at 
SHOTS? What are your expectations for this 
new challenge? 

Leandra: Le Désir is a line that has just been 
launched at SHOTS. It already is a big success 
but we want to make it even bigger. I want 
everyone in this industry and beyond to know 
and wear Le Désir. Because of this drive, I am 
busy with many new and exciting collections. It 
is a great challenge and that’s what I love about 
this function.

What makes you confident that you picked the 
right company? What are SHOTS’ strong points?

Leandra: SHOTS is a very fast-growing com-
pany. There are so many opportunities. Not just 
for me as a person, but for the whole company 
as well. And the industry really speaks to me 
because it is so open. There is a lot of accep-
tance. This really fits my own ideals. But even 
though there is already a lot that is known, 
there is still a lot to discover, and I am looking 
forward to do that. 

Could you give us some insights into the tasks 
and responsibilities associated with your new 
position at SHOTS? What is your daily work 
routine like? 

Leandra: Well, the most fun part of my job is that 
it is different every day. So, there is no daily rou-
tine. One day, it is all about designing and devel-
oping new collections. The next day, I work with 
the purchasing department to add existing col-
lections. I communicate with a lot with factories, 
think about fabric choices and designs. When 
the collection is done, I make sure that the photo 
shoots are arranged and of course I am going to 
the shoots as well. In the future, when everything 
is open again after corona, I look forward to 
travelling to factories, visiting clients, and going 
to fairs. Actually, my job covers everything from 
beginning till end - from designing and developing 
to doing photo shoots for the final product. 

What ideas, visions, plans do you want to 
implement in your new position? 
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Leandra: We want to make Le Désir 
an even bigger success than it 
already is. I want everyone in this 

industry and beyond to know 
and wear Le Désir. I want 
everyone to be able to find 
themselves in the collection, 
to find pieces that match 
their sexiness. Everyone 
deserves to experience that 
self-love. But I also want to 
see it growing in terms of 

trends, fetishes, catering to 
the various types of consum-

ers. I would love to open up 
the conversation about personal 
sexiness with Le Désir and at 
the same time make it main-

stream to talk about it. There are 
many nice collections coming. Take 

for example Le Désir Queen Size. 
And with Holidays collection coming 
soon, we can also dress sexily for 
Christmas! 

How do you evaluate SHOTS’ 
activities in the lingerie category? 
What strengths do you see? And is 
there potential that has remained 
untapped so far?

Leandra: We had such a beautiful start with Le 
Désir, we really rocked the launch and things 
have continued to go smoothly afterwards. 
And with Le Désir still being quite new, that 
means there is so much potential for even more 
growth. SHOTS is very innovative and creative, 
so we are ready to explore every possibility for 
Le Désir on the market. I also believe that one 
of SHOTS’ qualities is that we offer really good 
value for money; delivering good quality at a 

good price is one of our strengths. And above 
all that, we always try to be ourselves. We 
want to make it fun, but we also want to keep 
it tasteful. Le Désir really keeps the balance 
between sexy and tasteful.

What can the market expect from SHOTS in 
the coming months in terms lingerie products? 

Leandra: There are three new collections in the 
making. A very important new project for us is 
the Le Désir Queen Size that is being released 
shortly. Beauty and sexiness come in all forms 
and sizes, so the curvy line is an essential ad-
dition, and it turned out to be really wonderful! 
For summer 2021, we have Bliss in the works. 
This is a colourful collection that can be worn 
to festivals or in everyday life, adding some 
colour to your life. Following that, we have our 
first Holiday collection. I am very excited for 
that one as well. It is mega sexy! Perfect for a 
hot Christmas! We are always working on new 
collections and new ideas - so a lot more will 
follow for sure!

What is there to know about the private person 
Leandra Burgers? 

Leandra: As a person, I always want to be my-
self, but also accept and respect other people. 
I try to laugh as much as possible. And definite-
ly believe that if I am good to others that I will 
be treated well in return. I’m very passionate 
about my job. I have a no-nonsense mentality, 
and I’m a big perfectionist. I always want to 
be the best at everything that I do. On a more 
personal level, I really love to travel. That’s also 
where I get my inspiration. My dream is to  
see all places in the world, no matter how  
big or small.
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The year started with a first: For the first 
time in the company’s 15-year history, 
there was a product redesign at TENGA 
as the TENGA CUP Series has been 
renewed. Why this step?

Marie Aoyama: Last year not only 
marked TENGA’s 15th anniversary but the 
15th anniversary of the original 5 TENGA 
CUPs - the flagship products launched 
by TENGA back in 2005. The launch of 
the CUPs was our very first success, as 
we shipped over 1 million units in the 
first year alone. During the past 15 years, 
we have accumulated a lot of expertise, 
learning not only about manufacturing 
methods but also about production 
technologies we can utilize. In addition to 
that, we have 15 years’ worth of feedback 

In spite of the ongoing corona crisis, the first 
six months of the year have been very suc-

cessful for TENGA. Their new products 
haven’t just been popular with fans of the 
brand, but the critical response was also 
very positive. For instance, the updat-
ed TENGA CUP line and the brand-new 
TENGA AERO masturbator are both win-
ners of the prestigious ‘Red Dot’ Award. 
And there is still more to come in 2021 
as Marie Aoyama explains in our inter-
view, teasing more TENGA products for 

the second half of the year.

We have some new products in the  
pipeline to be launched in Europe this year!
TENGA’s  ha l f - t im e  r e v ie w  fo r  2021

Marie Aoyama, 
Global Marketing 
Department TENGA
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from our fans and customers. We took the an-
niversary year as an opportunity to utilize all of 
those valuable assets and crafted an improved 
version of our popular TENGA CUP Series. 

What exactly have you changed in this legend-
ary product line? 

Marie: All CUPs now have the classic TENGA 
hourglass shape which makes the products 
easier to hold. In addition to that, all internal 
designs have been improved to provide even 
greater pleasure. Furthermore, all new CUPs 
got new SKUs, and three CUPs were also 
renamed. New variations were added so that 
now, ‘Gentle’ and ‘Strong’ variations of three 
CUPs are available. All variations feature their 
own unique internal designs and differing 
degrees of material firmness. Last but not 
least, the RRPs have been modified to be more 
affordable for our customers. 

Product redesigns are very common in our 
market. Why has TENGA avoided them so far?

Marie: It’s not that we have been avoiding 
product redesigns per se, as all TENGA prod-
ucts go through small running changes based 
on customer feedback during their lifetime. 

With the EGG, for example, we updated things 
like the thickness of the EGGs to allow them to 
stretch more, we included a user manual inside 
the EGG, and we adjusted the placement of 
internal details to make it feel better. As for the 
CUP renewal, initially, we were hesitant to do a 
full-scale redesign, because a lot of fans loved 
the CUPs just as they were. Doing a renewal 
meant that the outcome had to be better than 
the original versions to convince both our loyal 
fans as well as new customers. However, 
thanks to our accumulated expertise and the 
big advances in technology over the past years, 
paired with the implementation of customer 
feedback, we were able to create a worthy 
upgrade of the already successful TENGA CUP 
Series. 

“ IT  IS  QUITE  CHALLENGING TO 

BE  CONTINUALLY INNOVATIVE 

AND PROVIDE NEW VALUES,  BUT 

WE GUESS THAT APPLIES  TO ANY 

PRODUCT CATEGORY.”
M A R I E  A OYA M A

The renewed 
CUPs series
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In April, you launched TENGA AERO, a reus-
able masturbator. What are the unique selling 
points of TENGA AERO? How does it differ 
from the many other masturbators on the 
market? 

Marie: The most innovative part of the AERO is 
the so-called Aero Dial, which is a dial-operated 
suction control that allows the user to manually 
adjust the internal vacuum suction and tight-
ness during use. The Aero Dial has 10 levels 
and allows for 10 completely different suction 
experiences. 

Is it true that TENGA AERO has already won 
a Red Dot Award? In which category was the 
product triumphant?

Marie: Yes, what an honour! The TENGA 
AERO received the distinction ‘Red Dot’ in the 
category ‘Product Design’ for its innovative 
Aero Dial technology. With the TENGA AERO, 
we now have a total of eight TENGA Series 
products - plus several items from the iroha 
brand - that have received this distinction. 

How difficult is it to keep breathing ‘fresh air’ 
into this product category and come up with 
new innovations time and again?

Marie: It is quite challenging to be continual-
ly innovative and provide new value, but we 
guess that applies to any product category. At 
TENGA, we attach great importance to taking 
enough time during the R&D process to pursue 
and clarify the actual innovation, discussing 
the added value our customers would get from 
a product. That is the lengthiest step, but at 
the same time also the most important one 
because we don’t want to create a product just 
for the gimmick of a novel piece of tech - it has 
to be a good product overall. 

More and more modern technologies are being 
incorporated in the masturbator category - 
TENGA, however, continues to rely on manual 
use of the products. Why so?

Marie: While it is very exciting to see other 
brands diving right into new fields of tech-
nology, our approach for product creation is 
to focus on designing things that suit us, our 
customers, and our brand vision. We like to be 
a fashionable and innovative brand and keep 
on creating new products, but that doesn’t 
necessarily mean that each and every tech-
nological innovation actually works for us. We 
do incorporate modern technologies in our 
product development, however, most of them 
are not visible in the end product as they mainly 
happen behind the scenes during the manufac-
turing process. Compared to 15 years ago, our 
manufacturing techniques, methods, and tech-
nologies have advanced considerably, allowing 
us to manufacture more effectively, while at the 
same time maintaining the highest quality. The 
TENGA GEO is a good example to show the 
improvements in moulding methods during the 
past years. Just a few years ago, we wouldn’t 

TENGA AERO 
received the Red 
Dot Award in the 
'Product Design‘ 
category for its 
innovative Aero  
Dial technology
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have been able to create a product featuring 
patterns this delicate. 

We are all asked to avoid waste, hence the 
question: Are disposable products - such as 
TENGA CUPs - still in keeping with the times 
at all, or does the future belong to reusable 
products alone?

Marie: The main reason for keeping our dis-
posable product line is to provide affordable 
options for users who want to try different 
sensations before making a larger purchase, 
as reusable products tend to be more pricey. 
Having an affordable alternative is also a huge 
benefit for those who have never tried self-plea-
sure items before, as they allow beginners to 
test and see if they like sex toys or not. 

Let’s go back to the Red Dot Awards 2021: In 
addition to TENGA AERO, the TENGA CUPS 
also received awards, but TENGA GEO was 
probably the biggest winner. Would you share 
with our readers what honours were given to 
this line?

Marie: The TENGA GEO has been awarded 
the ‘Red Dot: Best of the Best [2021]’ in the 
category ‘Product Design’ - the highest award 
of a given category that is only given to the 
most outstanding products. This is quite a big 
deal, not only for us, but also for the sex toy in-

dustry as a whole since the TENGA GEO is the 
first sex toy ever to receive this accolade in the 
65-year history of the Red Dot Design Awards! 

What do these awards mean for TENGA? What 
do they mean for the sex toy market?

Marie: Considering the fact that the ‘Red Dot 
Award: Product Design’ is one the world’s larg-
est design awards, receiving this distinction is 
a big honour for us. It means that our products 
and the values behind them are being accept-
ed and approved, far beyond the borders of the 
sex toy industry. 

What are TENGA’s plans for the upcoming 
months? Are there any other product releases 
coming up?

Marie: As always, we have some new products 
in the pipeline to be launched in Europe this 
year! One product we are especially excited for 
is a new iroha toy made of a completely new 
product material, providing sensations never 
experienced before. As for TENGA, we can’t 
reveal too much at this stage, but we’ll be 
sending off a veteran member to their well-de-
served retirement, and we will be welcoming the 
next generation of sensations. We are hoping to 
launch these items around eroFame, so fingers 
crossed that we’ll be able to all meet at the so 
we can present them to you at our booth! 

TENGA GEO 
won the coveted 
'Red Dot: Best of 
the Best [2021]‘ 
Award for 'Product 
Design‘
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The situation is in flux, changing on a 
daily basis. How is ORION Fachgeschäfte 
GmbH doing right now, in mid-May? Some 
of your stores are open again, right? 

Jens Seipp: Yes, the situation is con-
stantly changing. The federal govern-
ment, the Länder, the counties, and even 
individual cities continue to present their 
own regulations. Being a company that 
is doing business nationwide, we do our 
best to keep up with these changes, 
maintaining close contact with our individ-

ual stores. Right now, we have stores that 
are closed, stores that can do business 
through click & meet, and stores that are 
fully open. We keep updating our website 
with the latest opening modalities on a 
daily basis so our customers always know 
what’s what.

Are services such as “Call & Collect” or “Call 
& Meet” in high demand? Are those real 
alternatives to regular opening hours, or is it 
just the proverbial drop in the bucket? 

Whenever we interview industry members 
about the current situation in the market, 
there is a chance that the situation develops 
too fast for us to keep up with it. After all, 
this is a monthly publication, and things can 
change overnight, with no regard for our 
deadlines. This interview with Jens Seipp, 
head of marketing and communications at 
ORION Fachgeschäfte GmbH & Co KG, was 
conducted in mid-May, when a lot was going 
on in the retail trade in Germany. Jens talks 
about the vagaries of the pandemic and the 
political response, about plans for reopening 
stores and loosening restrictions, about the 
steps he wishes the powers that be would 
take, and about his optimism in spite of 
everything that is going on.

Ultimately, the bricks and mortar 
trade needs a clear perspective
The  b r i cks  a n d  mor ta r  r e ta i l  t r a de  i n  G e rma ny  i n  Ma y  2021

Jens Seipp, head of marketing 
and communications at ORION 
Fachgeschäfte GmbH & Co KG
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Jens Seipp: That depends. Some stores are 
faring quite well with these systems, and in 
other stores, it doesn’t work at all. There is 
a gnawing sense of uncertainty among the 
consumers, and when in doubt, many of them 
give wide berth to bricks and mortar stores. 
Considering how our store managers have 
dealt with this situation, I really need to praise 
their initiative. Many have been quite creative, 
shaping the bricks and mortar shopping experi-
ence around their local requirements and trying 
to provide their customers with as much ser-
vice and advice as possible. That wasn’t very 
easy, and it still isn’t. For instance, how do you 
explain to a customer that they need a negative 
coronavirus test for entering an ORION store 
when they’ve just been to the supermarket and 
all they needed there was a mask? It is regula-
tions like these that create a sense of frustra-
tion among customers, and some of them take 
this frustration out on the store managers.

When stores are closed - or shopping is made 
more difficult through “Call & Collect” services - 
that could motivate many consumers to switch 
to online shopping. Have you lost many of your 
customers to e-commerce that way? 

Jens Seipp: Of course, the ORION online store 
is seeing a lot more activity than usual right now 
but let’s be honest, that was to be expected. 
However, even our online sales can’t offset the 
bricks and mortar losses. The matter of the fact 
is that a lot of customers don’t buy sex toys any-
where right now, opting to wait and see instead.

For more than a year, the pandemic has had us 
in a headlock, and it has been a wild rollercoast-
er ride: First, there were lockdowns, then restric-
tions were eased, then new lockdowns were 
imposed, etc. How do you keep a company 
afloat in unstable times such as these? 

Jens Seipp: A rollercoaster ride - that is a great 
description of the current situation, with all its 

In May, some ORION stores were open while 
others operated in 'Click & Meet‘ mode, and 
yet others were still fully closed





ups and downs. We have ‘corona meetings’ 
on a regular basis to see how things have 
changed and how we should respond to them. 
We try to make our decisions as transparent 
and comprehensible as possible, and we 
make sure that there is close contact between 
the team at our headquarters and the sales 
personnel in our stores. By and large, those are 
the most important steps we take. 

Are you happy with the way the government is 
handling the situation? Or would you like to see 

more uniform regulations across Germany and 
more support for the bricks and mortar trade? 

Jens Seipp: You have to acknowledge - and 
we absolutely do - that the federal and the 
state governments have been faced with a 
situation no one in this country has ever en-
countered. The effects of the pandemic affect 
everybody, either directly or indirectly. During 
the first weeks and the first lockdown period, 
we definitely understood and supported the 
measures that were taken, and we acted in 
accordance with them to be able to open our 

ORION Fachgeschäfte GmbH continuously 
update their website to keep consumers infor-
med about which stores are open “HOW DO YOU EXPLAIN 

TO A  CUSTOMER THAT 

THEY NEED A  NEGATIVE 

CORONAVIRUS TEST  FOR 

ENTERING AN ORION 

STORE WHEN THEY ’VE 

JUST  BEEN TO THE 

SUPERMARKET AND ALL 

THEY NEEDED THERE WAS 

A  MASK?”
J E N S  S E I P P
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stores again and make the shopping expe-
rience safe for our sales personnel and the 
customers. Then came the second lockdown, 
and many members of the retail trade started 
getting the feeling that these measures were 
not really based on the findings made during 
the previous months. There are simply a lot of 
things that we can’t wrap our heads around. 
Uniform, countrywide regulations would cer-
tainly have made things easier, and politicians 
should have accepted the fact that retail stores 
are not corona hotspots. There are problematic 
areas, but retail stores are not it.

A term that has been thrown around a lot lately 
is multi-channel marketing - i.e. the notion that 
retailers should add or expand their online 
presence to make it through the crisis. Isn’t it a 
bit simplistic to think that this is enough? 

Jens Seipp: Indeed, it is. Of course, 
multi-channel strategies can help, and there is 
no doubt that the current situation has sped up 
certain processes that had already been going 
on before. But ultimately, the bricks and mortar 
trade needs a clear perspective, a clear mes-
sage from the authorities. The situation in the 
inner city shopping streets had already been 
problematic before COVID, but now, more  
than a year after the pandemic began, the 

authorities simply need to do more.  
Retail stores, restaurants, cultural offerings – 
we need clear, concise, clever concepts for 
these establishments, especially in city and 
town centres. Concepts that create new  
perspectives and bring back customers.  
Ultimately, the lessons of the past months 
should make it possible to prevent another 
lockdown, as long as everyone adheres to  
the hygiene concepts and safety measures. 
Retailers, restauranteurs, and artists need  
security, they need to be able to plan and 
create strategies.

What is your prediction for the time after coro-
na? How will the bricks and mortar trade fare? 

Jens Seipp: As I mentioned before, the 
authorities need to be more flexible in their 
decision-making. There are some very clear 
expectations we have on whoever wins the 
upcoming election. Right now, we expect cus-
tomers to come back, so the situation should 
stabilise once stores can fully open and things 
go back to normal. We will definitely do our 
best to support that process with concerted 
marketing efforts. Going by the current situation 
and the information available to us, we are 
hopeful about the re-opening of the bricks and 
mortar trade.
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You have been working with SHOTS for 
quite some time. Now you have expanded 
your partnership. Why is SHOTS the 
right partner for the challenging task of 
distributing your products in Europe? 

Briana Watkins: This is a great question 
and I’d have to say it has a lot to do with 
trust. I’ve known and worked alongside 
Oscar, Hein, and Ard for several years and 
have always been impressed with how 
committed they are to their customers. 
We share common goals and business 
values, which is very important to me. 
It’s no surprise that I have a very close 
relationship with the entire SHOTS team, 
and they have become like family. They 
have always supported me, and I know 
we can do anything together. We work 
hard, have fun, and build successful 
business together. Their commitment 
goes way beyond customer service. The 
SHOTS team has shown me how they 
back brands 100 percent and I knew they 
were the right ones to partner with. 

There has been a lot of discussion 
about the pros and cons of exclusive 
distribution. What were the reasons 
that made you decide to abandon your 
previous strategy and work with only one 
distributor in Europe from now on? 

Briana: We will be forever thankful to 
our past partners, but it was time to 
make changes with the current state 
of the world. Working with SHOTS will 

SHOTS and Swiss Navy have taken their long-standing business 
partnership to a new level as the Dutch distributor is now the exclu-
sive distributor for the products of M.D. Science Lab - the company 
behind the Swiss Navy brand - for the European market. This new 
agreement is the main topic of our EAN interview with Briana Wat-
kins, the VP of Sales & Marketing at M.D. Science Lab, and Hein 
Schouten, Sales Director at SHOTS.

We work hard, have fun, and 
build successful business together
SH OTS  i s  no w  th e  exc lus i v e  d i s t r i bu to r  o f  S w i s s  Na v y  i n  Eu rope

Briana Watkins, VP 
of Sales & Marketing 
for M.D. Science Lab
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allow Swiss Navy to partner on marketing, 
promotions, events, and serving customers 
throughout Europe on a more one-on-one 
basis. SHOTS and all their expertise become 
an extension of the Swiss Navy brand -  
and this is an incredible benefit to retailers 
carrying our products throughout Europe. 
We couldn’t provide the exceptional level of 
customer service and engagement that we will 
be able to achieve by joining forces with the 
SHOTS team. 

What are the strong points of Swiss 
Navy? What sets this brand apart from the 
competition?

Briana: Swiss Navy was established in 
1998, so we bring decades of experience in 
this space to this partnership with SHOTS. 
Our steadfast focus of creating the best 
products to help consumers live healthier, 
more enjoyable lives has always remained the 
same. We have in house chemists and state 
of the art manufacturing facilities, so we have 
100 percent control of all products. Employee 
longevity speaks volumes alone, we are like 
one big family. That was one of the main 
reasons why I came on board. It’s amazing to 
work for an owner who treats his employees 
like family. We laugh, we have fun, which 
makes you want to work that much harder. 
The Swiss Navy team is very service oriented 
and own some of the best relationships in 
the industry. It’s our continual commitment 
to product quality, intimate wellness, and 
nutritional good health that sets us apart from 
other manufacturers. 

How long has your brand been present in 
Europe? And how important is the European 
market for you? 

Briana: I’ve been part of the Swiss Navy family 
for a little over a year now and I can share that 
the European market is incredibly important 

Leroy Klunder, 
Brand Ambassador, 
SHOTS / Swiss Navy
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to us. We have built a very loyal customer 
base over the years and strive to bring the 
best products into the market. Our products 
are considered essential to many consumers 

worldwide and we want to allow them easier 
access to them. We know a lot of people value 
our made-in-America, top quality products, 
and by partnering with SHOTS for exclusive 
distribution we know we’ll be able to better 
fulfil European consumer needs. 

What are the most significant differences when 
you compare your home market - the USA - 
with Europe? 

Briana: With Europe, we put more focus on the 
different cultures and how are products can help 
them in unique ways. Additional legal issues and 
label adherences need to be considered. These 
are some of the reasons we know partnering 
with SHOTS is so important because they’ve 
been serving European countries for over 26 
years and can help navigate nuances in the best 
way possible to ensure Swiss Navy products 
provide the solutions international customers  
are seeking. 

What are your expectations for this expanded 
cooperation with SHOTS? How big is the 
potential for your products in Europe? 

Briana: Truly, there is no limit to the potential 
of our Swiss Navy products in Europe. We’re 
currently in development on trendsetting 
products that take into account overall wellness 

trends that are important worldwide. We want 
to continue providing consumers with the 
formulas and healthy choices they are seeking. 
As our product line and offerings continue to 
expand, we know our partnership with SHOTS 
will be an integral part of our growth and 
success. 

How will you support SHOTS in its mission to 
promote Swiss Navy in Europe? 

Briana: Our entire Swiss Navy family is 
excited to support the SHOTS team in any 
way possible. I’ve been hand-building a team 
that includes the best-of-the-best of our 
industry and their many unique talents will 
serve our European expansion in wonderful 
ways. We will have a dedicated Swiss Navy 
brand ambassador through SHOTS that will 
be 100% focused and dedicated to our brand. 
Customers can expect continued top-notch 
service and more. The SHOTS team is in a 
league of their own and our visions perfectly 
align. I’ll be working closely with Hein on 
specific strategies and appreciate being able to 
have his expertise and guidance to support us 
as well. We make work fun!

“THE SHOTS TEAM HAS SHOWN ME HOW THEY BACK BRANDS 100 

PERCENT AND I  KNEW THEY WERE THE RIGHT ONES TO PARTNER WITH.”
B R I A N A  WAT K I N S 
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Can you tell us what new products the 
European market can expect from you in the 
next few months? 

Briana: We launched two new collections 
earlier this year, Desire by Swiss Navy and 
4-in-1 Playful Flavors, which we are excited to 
get into the hands of European consumers. 
We are developing additional products that 
focus on overall wellness, which our research 
found to be the most important intimate trend 
throughout multiple markets. I don’t want to 
say too much, but let’s just say, GET EXCITED! 
We are just getting started, stay tuned!

You have been working with Swiss Navy for a 
while now. What has led you to expand your 
partnership and make SHOTS Swiss Navy’s 
exclusive distributor for the European market?

Hein Schouten: We strongly believe in the 
potential of Swiss Navy in the European 
market. It is one of the best, if not the best, 
lube in the world. The Swiss team is a 
perfect fit to the SHOTS team. That golden 
combination led us to discuss the potential for 
exclusivity, and in the end, that is what we did.

What does this step mean for SHOTS? How 
important is it for you to be able to offer Swiss 
Navy as the exclusive distributor in Europe? 

Hein: It is recognition that we are doing 
the right thing. Our principles that we have 
developed over the years, our vision, and 
our beliefs. Our service and dedication to the 
customers is something that we are proud of. 
To partner with one of the world’s top brands 
exclusively is a big step for us.

“TO PARTNER WITH ONE OF  THE WORLD’S 

TOP BRANDS EXCLUSIVELY IS  A  GREAT 

STEP FOR US.“
H E I N  S C H O U T E N 

Hein Schouten, 
Sales Director 
at SHOTS
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What are Swiss Navy’s unique selling points? 

Hein: Quality, quality, and quality. If a consumer 
has never tried Swiss Navy before, we will make 
sure they do. Because once they tried it, they 
will be a fan for life. That quality, in combination 
with the price point and our extensive marketing 
plan, will create an awareness all over the 
continent about the USPs.

What expectations does SHOTS have 
regarding Swiss Navy? How much potential 
does the brand hold in this competitive 
marketplace? 

Hein: The brand is already quite well known 
in the LGBTQ community. We will continue to 
support and make that market grow/flourish. 
We have several budgets available to support 

the customers and the community itself. On 
top of that, with the additions of the new Desire 
and 4-in-1 Playful Flavors collections, we will 
grow the female and couples market for Swiss 
even more.

What is the strategy that SHOTS and 
Swiss Navy will work with to increase brand 
awareness and visibility in Europe? 

Hein: We have a dedicated sales and 
marketing team for this project. We will roll 
out several strategies and plans to generate 
awareness and let everyone experience the 
Swiss Navy quality. We will have several 
in-store programmes ready, such as training 
sessions and a tester programme, both online 
and offline.

M.D. Science Lab, the producer behind  
Swiss Navy, also has other brands and 
products in its portfolio. Does the distribution 
agreement apply to them as well, or is it 
limited to Swiss Navy? 

Hein: The full assortment of all M.D. Science 
Lab items which are okay to sell in the EU.

How will SHOTS assist retailers to maximise 
their success with Swiss Navy? 

Hein: We have a wide range of sales and 
marketing solutions, all to be rolled out in 
the coming 12 months. They include: free 
testers for every formula, in-store displays, 
marketing budgets, front-page banners, 
sponsorships. The SHOTS account manager 
and the dedicated brand ambassador will be 
in touch with our customers or, if they prefer, 
they can reach out themselves to get all 
the details.

Working together 
to ensure mutual 
success in the future
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How did you get the idea to create candles 
in the shape of sex toys?

Em: I was searching for Christmas pre-
sents on Etsy and noticed shaped candles 
were a trend. Female torsos, shells, and 
knots were really popular. I thought, ‘let’s 
take this a step further and make candles 
in the shape of sex toys’. I searched the 
internet and couldn’t believe nobody 
had had the same idea before. Veiny 
phallic candles existed but nothing cute 
and abstract. I messaged some friends 
and they all thought it was hilarious, so I 
ordered some candle-making supplies and 
started learning how to mould candles. 

Did you always plan to build a real 
business with your candles or did your 
hobby become your profession? 

Em: No, I didn’t expect anyone to buy 
them! But I wasn’t really worried about 
that. I just saw it as a fun project to keep 
me busy during lockdown. I thought, ‘if I 
don’t sell any, I’ll just give them to friends 
as gifts’. I’ve been pleasantly surprised 
by the reaction online. I never imagined I 
would get the number of orders I’ve had! 

What did you do for a living before you 
dedicated yourself to candles?

Em: I’ve always worked in marketing. 
Before Covid, I was a Content Marketing 
Executive at a travel company. 

I never imagined I would get  
the number of orders I’ve had!
Se xToy C and leCo . c om -  Em New ton  c rea tes  c a n d les  i n  th e  sh a pe  o f  d i l dos  a n d  p lugs

When Em Newton started making candles and shaping them like sex 
toys, it was primarily intended as a pastime during the lockdowns. 
She didn’t expect that these products would get a lot of attention, 
but she was soon proven wrong as more and more consumers start-
ed asking for her unique candles. So far, Em has been selling them 
on online marketplace Etsy, but her success has caught the eye of 
wholesalers and distributors, so SexToyCandleCo may soon become 
a much more well-known name in the industry. 

Em Newton at work 
- all Sex Toy Candle 
Co products are 
made by hand
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Unfortunately, Covid hit the company pretty hard 
and I was made redundant along with 80% of 
my colleagues. I’m really lucky as my experience 
in marketing has helped so much with things 
like creating a website, branding, writing a press 
release, and building a following on Instagram. 
I’m also really lucky that some of my friends 
have experience in ecommerce and offered me 
some amazing advice. 

How big is your assortment so far? 

Em: So far, the range includes 4 designs. Each 
comes in 6 pastel shades, from classy cream 
colour to a hot pink shade. The smallest design is 
a 4-inch Spiral Butt Plug Candle and the largest is 
the 8-inch Beaded Dildo Candle. Plus, I also sell 
Breakup Boxes which come with a bullet vibrator. 
And I sell eco-resin candle plates designed by a 
small business friend I met on Instagram. I have a 
few more designs I’m currently perfecting though, 
including one which will be the biggest yet! 

Is it true that you make your candles by hand? 

Em: Yes. I do everything by hand in my kitchen. 
I even design my own moulds. And I package 
everything on my dining room table. 
I live with my Mum and stepdad and they’re 

very patient despite the fact that our house is 
overflowing with packing materials and there’s 
wax dripping all over the place! 

What materials do you use for production? 

Em: I have all sorts of weird utensils I use for 
candle making. I use a big soup kettle to melt 
my wax. I then pour the wax into metal jugs 
and use a jewellery scale to measure the dye. 
My moulds are made from silicone and I use 
elastic bands to hold them together. I use a 
giant darning needle to thread the wick.

Your candles are non-toxic, natural, vegan, 
biodegradable... your packaging is made 
of recycled material. How important is this 
commitment to you? 

Em: This was non-negotiable. I think every 
business owner has a responsibility to ensure 
they are doing everything they can to avoid 
contributing to the climate emergency.
Not many people know this, but paraffin 
candles actually pollute the air with toxic 
compounds. Plus, scented candles can be 
poisonous for pets. For those reasons, I make 
my candles from unscented soy wax. 
Although it’s more expensive, I package my 

“ I  DO EVERYTHING BY  HAND IN  MY 

KITCHEN.  I  EVEN DESIGN MY OWN 

MOULDS.  AND I  PACKAGE EVERYTHING 

ON MY DINING ROOM TABLE.” 
E M  N E W TO N

What started as 
a hobby during 
lockdown has 
quickly turned 
into a veritable 
business



 So far, there are 
four designs, and 
more are already 
in development

The soy wax cand-
les are non-toxic, 
natural, vegan, and 
biodegradable

products sustainably. Obviously, my candles 
are very delicate but I didn’t want to use tonnes 
of plastic. I use packing peanuts made from 
corn starch, green bubble wrap, and paper 
parcel tape which has a natural adhesive. 

Who are your customers? What is their 
motivation to buy candles in the form of plugs 
and dildos? 

Em: I’ve had all different sorts of customers, 
from friends buying ‘coming out’ gifts for 
LGBTQ+ friends to lockdown birthday 
presents. I even had a couple of Mother’s Day 
orders! It’s important to stress that my candles 
are not actually sex toys! They’re the perfect 
novelty gift and make beautiful, quirky interior 
design additions but they’re not designed to go 
inside you.

How have you been selling your products so far? 

Em: I sell on Etsy and on my own website - 
www.sextoycandleco.com. Since January, I’ve 
sold over 600 candles.

What role does social media play in  
your activities? 

Em: Social Media plays a huge part in my 
business. Sex Toy Candle Co is close to hitting 
1,000 Instagram followers and a huge portion 
of the visitors on my website come from 
Instagram. But I don’t care about the numbers. 
Being part of a supportive community of lovely 
customers and friendly small business owners 
is the best thing! It also makes my day when I 
see customers share photos of their candles on 
Instagram.

Could you imagine offering your products 
through retailers, wholesalers and distributors 
as well? 

Em: Yes. I’ve had loads of wholesale interest, 
so watch this space!

What will happen next with Sex Toy Candle 
Co? Do you plan on further expanding your 
portfolio? Will it always be candles or could 
you imagine adding other products, such as 
fragrance oils, room scents, etc.? 

Em: I’m working on some more designs which 
I hope to release soon. Stay tuned, as I’m 
planning something bigger and better than 
ever! I also have plans beyond candles but 
that’s all top secret at the moment, I’m afraid! 
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DATEX
Datex is a revolutionary material 
made of natural rubber latex, 
printed on an elastic knitted 
fabric. The result is a very 
stretchable material with the 
looks and touch of latex on the 
outside and the softness and 
comfort of the stretchy fabric on 
the inside.

PRINTED
DATEX

LEATHER
Real leather combined with firm seams, draw strings and metal zippers. 
High quality materials that are professionally processed into beautiful 
products with fine details.

WETLOOK
The material of this range of 
products is made of elastic  
knitwear that is laminated with 
polyurethane, which gives it the 
typical sexy wetlook appearance. 
The shiny fabric is very elastic 
and fits smoothly around the 
body, for a comfortable and 
sensual feeling and a sassy look. 
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Aneros launches the Helix Syn V - is the 
search for the Holy Grail of sex toys over 
for your customers now because there is 
finally a vibrating Helix? 

Forrest Andrews: When it comes to 
consumer products there will always be 
wish lists, adult products are no different. 
In the case of the Helix, within a short 
time after its introduction we started 
receiving requests for a vibrating version. 
In the years since, the demand increased 
significantly. The aspects that gave this 
‘Holy Grail’ status were the consistency 
of the requests from a large, devoted 
following, combined with the fact that the 
technology wasn’t available to manufacture 
it, until recently.  It’s hard to say whether 
these same set of circumstances will 
develop again or not. By way of our 
online forum, we have an open line of 
communication with our customers, and 
we have always taken their suggestions 
and requests into consideration as we 
develop new products and will continue 
to do so into the future. In the meantime, 
we are very confident the Helix Syn V will 
delight all of those who have patiently 
waited for its arrival. 

How long did the development of Helix 
Syn V take? What hurdles did you have 
to overcome or what was the difficulty in 
developing a vibrating Helix? 

Forrest Andrews: If one counts from the 
time that we first researched the feasibility 

of a vibrating Helix, it took 17 years. While 
that might seem like an overly long period 
of time, there were certain constraints 
that made this a protracted process. First, 
we knew that to call the product a Helix, 
it would have to have the same shape, 
size, weight, and over all conformations 
of a Helix.  Furthermore, we knew it 
would have to perform as good or better 
than a Helix with or without power. That 
simply wasn’t possible until the recent 
development of smaller more powerful 
motors and batteries. 

Critics might argue that there are many 
vibrating prostate massagers on the 
market. What makes Helix Syn V so 
special? What are its unique selling points?

Forrest Andrews: It’s an Aneros product 
so the Helix Syn V is designed to perform 

Consumers have been 
waiting for a vibrating 
Helix product for a long 
time - almost 17 years, to 
the precise. Now, the wait 
is finally over as Aneros 
brings us the Helix Syn V. 
In our EAN interview, For-
rest Andrews, the Director 
of Product Development at 
Aneros, tells us how diffi-
cult it was to create a toy 
such as this, why it simply 
couldn’t be done before, 
and why the Helix Syn V 
is something like the Holy 
Grail of sex toys among 
fans of the brand.

Simply put… the Helix 
Syn V is an Aneros on steroids
An in te r v i e w  w i th  Fo r res t  An d rew s ,  An e ros ‘  D i r ec to r  o f  P roduc t  D ev e lopmen t

Forrest Andrews,  
Director of Product  
Development at Aneros

Aneros present their very first vibrating 
Helix design – the Helix Syn V
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in harmony with the body. Our products are 
specially balanced to be responsive to the 
smallest contractions, producing focused 
stimulation effortlessly. The Syn V’s vibration 
patterns and power modes were developed in 
cooperation with our testing group comprised 
of long-time Aneros users. The result is 
24 sensory experiences that range from 
subtle rumblings to hammering  stimulation 
specifically tuned to the male G-spot and 
traditional orgasms. The Syn V is small 
enough to wear out (underneath clothing) 
and can be used for an astonishing 6 hours 
on a single charge (low speed), which should 
make a day at the office far more engaging.  
The Helix Syn V is an ultra-compact vibrating 
product that takes up the legacy of our most 
popular product (the Helix Syn Trident) and 
amplifies it. With the addition of one’s own 
contractions, the pleasure potential of the 
Helix Syn V is almost limitless.  Simply put….
the Helix Syn V is an Aneros on steroids. 

Which target group do you have in mind for the 
Helix Syn V?

Forrest Andrews: We strongly believe the 
Helix Syn V will appeal to anyone who enjoys 
prostate stimulation.  It’s terrific for those who 
are new to anal/prostate play and great for 

existing Aneros users who don’t own any of 
the Helix family of products.  With a little larger 
profile and firmer arms, the Syn V has a unique 
character of its own, producing more robust 
stimulation even when powered off, so there 
something in it for current Helix users too.  As 
one of our testers put it, ‘if you can only have 
one product…the Helix Syn V is the one to get, 
it’s the ultimate Aneros.’ 

The Helix line originated in 2004 and now 
enjoys a legendary status. Why is that? How 
difficult is it to keep living up to that reputation? 

“WHEN IT  COMES TO CONSUMER PRODUCTS,  THERE WILL  ALWAYS BE WISH 

L ISTS ,  ADULT PRODUCTS ARE NO DIFFERENT.”
FO R R E S T  A N D R E W S

The Helix Syn V comes with eight vibration patterns  
at three speeds, providing 24 sensory experiences 
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Forrest Andrews: From the beginning, the 
Helix struck the perfect balance between 
responsiveness and focused prostate 
stimulation.  It established itself very quickly 
as an excellent product for both new and 
advanced users. When asked to identify 
the model that gave them their first Super 
O, our users have always named one of the 
Helixes, by a wide margin. Keeping up that 
reputation is a story of the evolution of a 
classic. The Helix body style is 17 years old 
this year.  In lieu of retiring it, long ago we 
opted for seeking to find ways to improve it. 
The Helix V is a 5th generation device (V is 
also for numeral V) that represents a series of 
innovations over the years, including the use 
of different materials, new external structures, 
rebalancing and now electronics. The public 
has embraced these changes all along the 
way establishing the Helix models as flagship 
products in our line, making them the most 
popular items we sell. We look forward to 
Helix Syn V taking its place up front in this 
family of products. 

We see more and more sex toys equipped 
with modern technologies. What is possible in 
this regard in the field of prostate massagers? 

Forrest Andrews: Stay tuned and find out!

“WHEN IT  COMES TO CONSUMER PRODUCTS,  THERE WILL  ALWAYS BE WISH 

L ISTS ,  ADULT PRODUCTS ARE NO DIFFERENT.”
FO R R E S T  A N D R E W S

Through which distributors / wholesalers can 
European retailers purchase your new product? 

Forrest Andrews:  Eropartners / SHOTS / 
Lovely Planet.

What can you tell us about Helix Syn V’s 
pricing? 

Forrest Andrews: The Helix Syn V is a very 
versatile piece of pleasure gear. It has all the 
features of the Helix Syn Trident with impressive 
feature upgrades that add up to powerful 
orgasms with or without vibration. On pricing, 
we feel like Syn V is a significantly upscaled 
version of our best-selling product at an 
excellent value. 

What will the market hear or see from Aneros in 
the coming months?

Forrest Andrews: In June, we’re launching 
the Helix Syn V. A little later in the year, we will 
present a special edition product plus several 
accessory items that our fans our going to love. 
So, stay tuned!
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What retains excitement longer than a sex toy, doesn‘t require batteries, and provides a unique experience 
each time you play with it? An adult game! Whether your preference is an adult beverage-laced party (socially 
distanced on Zoom, of course) or just prior to getting down and dirty, Kheper Games has a solution for every level 
of pandemic boredom. President of Sales Cathy Ziegler says the company noted the same rise in orders as the 
sex toy sector since March of 2020. Throughout last year, Kheper often saw their controversial card games – like 
Extreme Personal Questions, a question-and-answer game that‘s as embarrassing as it sounds – played on TikTok 

and Instagram. In the midst of Covid, honestly answering ‚Where was the 
last place you really crapped your pants?‘ or ‚What was the worst thing 

your parents walked in on you doing?‘ live on social media didn‘t 
seem so unthinkable anymore. As Ziegler reminds us, laughter 

lets off steam, and Kheper Games became a popular option 
for quarantined couples and distanced friend groups. 
Ziegler reveals that Kheper is far from tapped out of new 

ideas, and the team will be promoting another new game, 
called ‚Mansplain It!” this Spring.  In Ziegler‘s interview with 

EAN, Kheper Games reflects on branching out into mainstream 
wellness streams and incorporating gender-neutral themes to 

create inclusive games for all.

We know that a good time fueled by hilarious banter 
and sarcastic communication are always welcome
Cathy  Z ieg le r  o f  K he p e r  Gam e s  p r ove s  l aughte r  i s  th e  bes t  med ic in e  f o r  th e  c ommon  Cov id  sex  ru t
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Looking back on this wildly unpredictable 
year of Covid, how did the games niche 
fare in adult product sales? Was there 
anything that surprised your team about 
last year’s sales or trends?

Cathy Ziegler: Games and activities of 
any kind to distract from the horror of the 
pandemic to help relieve us of our misery 
fared well. These fun, adult party games 
distracted from our lives now spent alone, 
and were instrumental in bringing instant 
interactive communication with a heavy 
dose of laughter, prompted by intellectual 
foreplay to actively pursue delivering 
the winning answers. We have so many 
games that can be played socially distant 
and online!

Cathy Ziegler, 
President of Sales 
Kheper Games 
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What are some of your latest product releases, 
and how do they bring something new to the 
adult games niche?

Cathy: Our Mansplain game, ‚Mansplain It!‘ is 
brand new and will be released next month at 
the latest. It’s a game of condescending clues, 
and the players have to ‚mansplain it‘ on their 
given topic while their team tries to guess what 
it is. After you give the clue on the card, then 
you can offer other clues and you try to score 
as many points as you can in one minute. 
For example, if your card topic is a night out 
drinking, some ‚mansplaining‘ clues could be: 
‚It’s just guys from work,‘ ‚I’ll only have one 
drink,‘ or ‚I’ll be thinking of you the whole 
time.‘ The concept pokes fun at how ego-
centric men often attempt to ‚man-splain‘ away 

and excuse annoying or bad behavior; a topic 
that‘s been popular on social media with young 
consumers. 

What are some of your longest-running best 
sellers that are still going strong?

Cathy: Sex Card Game offers 4 games, 
including a very popular one called Year of 
Sex. This card game features 52 positions, 
each with a beautiful drawing of a Kama 
Sutra position, instructions on how to perform 
each position, and whether each is difficult or 
easy to engage in. We’ve sold over 3 million 
of these. I like to call it my little sex bible, as 
there is a lot to say about the contents of that 
little box.
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How has the adult games sector evolved 
over the last few years? What are consumers 
demanding lately from this niche?

Cathy: We’ve been in business for 26 years 
and it has been a very interesting ride. We 
work within a few different industries, both 
mainstream and adult, and in brick and mortar 
as well as e-commerce. Adult games have 
been more accepted by the mainstream within 
the past 7 or so years, and are being carried 
currently by more and more mainstream 
companies. They are entertaining on an adult 
level, and appeal to adult perceived comic 
relief. A healthy belly laugh is always welcome. 
We are offered in so many retail stores that are 
adult in nature as well. We know that a good 

time fueled by hilarious banter and sarcastic 
communication are always welcome. Games 
let off steam, and winning is always a good self 
achievement.

How has Kheper Games kept up with the 
latest trends and fresh product launches? Has 
the team made any exciting new changes to 
the business?

Cathy: We gave a lot of attention to gender 
fluid products. We have 2, which have 
exceeded our expectations in terms of sales 
and consumer satisfaction. Mind Body and 
Soul was our first gender fluid product released 
in 2018, and it won the Best Adult Game at the 

“WHEN YOU THINK ADULT FUN,  REMEMBER KHEPER AS 

THE PREMIER SOURCE FOR FUN CANDY,  PARTY GAMES, 

ROMANCE GAMES,  AND ACCESSORIES TO USE AT  PARTIES!”
C ATH Y  Z I E G L E R
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Seductions kits contain a generous amount 
of accessories to accompany each foray into 
these genres for beginners, along with 20-24 
cards detailing what couples can experiment 
with. The cards help couples get to know 
how to engage in these types of romance if 
they are curious. We offer many categories of 
romance and sex games that are really foreplay 
how-tos, from hard to soft. We also have a few 
romance games that are G-Rated, like Mind 
Body and Soul, as well as our best selling 
Date Nights.

How will Kheper be participating in the B2B 
sector this year, considering we still aren’t out 
of Covid yet? Is there anything you’d like to 
share with the industry?

Cathy: We will continue to offer both funny, 
comic relief games and hot, new romantic 
games to help you get your adult choice of 
relaxation in gear. When you think adult fun, 
remember Kheper as the premier source for 
fun candy, party games, romance games, and 
accessories to use at parties!

XBIZ Awards in 2019. It’s focused on how to 
get to know your significant other in terms of 
how to heal your chakras with your lover, and 
surprisingly, this game doesn‘t feature any sex 
acts. A fabulous feature is that it can be played 
by any couple, be it same or opposite sex. We 
are very proud of this game and thrilled at how 
well the adult community has embraced this 
product. It sells almost immediately wherever 
we put it. This game is available in both English 
and Spanish. We are absolutely giddy about 
the mainstream category supporting strong 
sales as well. We see this mostly in health and 
wellness departments across several corridors 
of retail trade. We followed this mainstream 
success with Intimacy, which is a game for 
any couple, same sex or hetero, and focuses 
on physical intimacy, also within the heath and 
wellness category. We serve several markets, 
as most of our romance and sex-orientated 
games and accessories are geared towards 
foreplay and how to get the sex going. We 
offer a very diversified range of products to 
fit many genres of sex. We are the premier 
light-kink resource for beginners with our kits. 
Our Bondage, Fetish, Chocolate, and Massage 

This interview is 
contributed by Colleen 
Godin, EAN U.S. 
Correspondent
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One Big W*nk’ - that’s the name of the 
campaign that caused a splash in Aus-
tralia in March and April. Are you satisfied 
with the response?

Julia Margo: It was great to finally be 
able to bring our war on stigma to the 
southern hemisphere with our first official 
campaign in the region, One Big W*nk. In 
under four weeks, more than 80,000 or-
gasms were registered on the beat map - 
our map of masturbation hot spots. It was 
amazing to see so many Australians get 
behind our cause to normalise sex and 
masturbation at a time when the country 
badly needs a healthier relationship with 
the subject.
 

Even though the name of the campaign 
seems rather funny, the intention be-
hind it is serious: ‘One Big W*ank’ is the 
response to Australian politics and its 
handling of sex education. Could you 
please explain this in more detail?

Hot Octopuss launched a nationwide 
campaign in Australia in March 
and April to call for a more open 
conversation about masturbation 
and rid the topic of old taboos. The 
campaign was titled One Big W*nk, 
and in our EAN interview with Julia 
Margo, the co-founder and COO of Hot 
Octopuss, we learn why this campaign 
was focused on Australia and what 
results it yielded. 

There is no denying that Australia 
is facing a sex culture crisis
One B ig  W*nk  –  H ot  O c top us s ’  s ucce s s fu l  ca mpa ig n  i n  Aus t ra l i a

Julia Margo, 
co-founder and COO 
of Hot Octopuss 
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Julia: With recent events that have come to 
light in Australian politics, there is no denying 
that Australia is facing a sex culture crisis. Our 
belief is that if we can get people talking more 
openly about masturbation and sex through 
activations like One Big W*nk, we can make 
a collective step in the right direction towards 
addressing this very serious issue that Australia 
is facing. 
 

One Big W*nk’ - that’s the name of the 
campaign that caused a splash in Australia 
in March and April. Are you satisfied with the 
response?

Julia Margo: It was great to finally be able to 
bring our war on stigma to the southern hemi-
sphere with our first official campaign in the re-
gion, One Big W*nk. In under four weeks, more 
than 80,000 orgasms were registered on the 
beat map - our map of masturbation hot spots. 
It was amazing to see so many Australians get 
behind our cause to normalise sex and mastur-
bation at a time when the country badly needs 
a healthier relationship with the subject.
 

Even though the name of the campaign seems 
rather funny, the intention behind it is serious: 
‘One Big W*ank’ is the response to Australian 
politics and its handling of sex education. Could 
you please explain this in more detail?

Julia: With recent events that have come to 
light in Australian politics, there is no denying 
that Australia is facing a sex culture crisis. Our 
belief is that if we can get people talking more 

openly about masturbation and sex through 
activations like One Big W*nk, we can make 
a collective step in the right direction towards 
addressing this very serious issue that Australia 
is facing. 

What do you think are the reasons that Austra-
lian politicians have such a hard time with sex 

education? Why is there a ‘sex 
culture crisis’ in Australia?

Julia: We need more open 
conversation about sex and 
masturbation and to stop 
treating the topic as taboo. 
Research shows that sexual 
repression can be associated 
with feelings of shame and 
guilt and in some instances 
has been linked to sexual 
violence.  Simply by speaking 
about it more freely, we can 
make a positive impact with 
how we broach sex educa-
tion and consent - not just in 
politics, but in schools and 
at home when it comes to 
talking to younger genera- 
tions about it. In doing so,  

we can foster a healthier relationship with sex 
and masturbation that isn’t shrouded in shame 
and guilt.

Back to ‘One Big Wank’: How did you commu-
nicate the concern to destigmatize masturba-
tion in your campaign?
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The top five cities from Hot Octopuss’ 
Australia’s Biggest W*nker campaign

The masturbation heat map 
mentioned in the interview

Julia: We created a landing page filled with 
information about the benefits of regular mas-
turbation that was all backed up by science. 
Some of these benefits include its release of 
dopamine, serotonin and oxytocin, making 
it a natural mood enhancer, as well as its 
immune-boosting properties and the fact that 
it can help prevent prostate cancer in men 
later in life. By gamifying it with our beat map 
to find Australia’s Biggest W*nker, we were 
able to slot in some sex education while also 
entertaining people.

You let Australians get directly involved in your 
campaign, and thousands actively partici-
pated. What exactly did they have to do to 
support your campaign?

Julia: To get involved, Aussies were asked 
to register their orgasms on the beat map - 
a heat map showcasing w*nkers and their 
masturbation tallies from coast to coast. 
Participants could register with their name or 
anonymously and go in the running to win a 
year’s supply of sex toys while also being eligi-
ble for discounts on Hot Octopuss products to 
upgrade their orgasm.

So, the campaign has led to the crowning of 
‘Australia’s Biggest W*anker’. Is that an official 
title the winner is now allowed to use with their 
name? Or what other honours do they receive?

Julia: Correct! It is now an official title, and he 
has won a year’s supply of sex toys on us!

How important is the Australian market for your 
brand? How is Hot Octopuss positioned in the 
Australian sex toy market?

Julia: Australia is a big focus for us over the next 
few years. We’re seeing a growing demand for our 
products in the region and so this is just the first of 
many campaigns we have in the pipeline for Down 
Under. How we position ourselves in Australia is 
exactly the same as the rest of the world - we are 
an inclusive sextech brand on a mission to help 
everyone have healthier, happier sex lives.
 
 
Are campaigns similar to ‘One Big W*ank* 
feasible or planned for other countries?

Julia: We’re not ruling it out, 
watch this space!
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Which sex toy brands are making great 
toys that either fit lesbian couples, or are 
at least inclusive of them and great for all 
genders? 

Loretta Goodling, buyer and manager 
at Excitement adult stores: I love the NS 
Novelties Colours dongs as these appeal 
to many vagina owners with the various 
sizes, shapes, colors and feel. More 
exciting is the newly released silicone 
double dongs by NS Novelties! I also am 
a huge fan of the new Boundless Line by 
Cal Exotic. I personally used to purchase 
the Cal Exotic Packer Gear Boxers to 
use as a strap-on harness and I wanted 
something more marketed to all genders, 
and here these come. The Boundless 
Line also includes various dongs to use as 
strap-ons! I really enjoy Sportsheets line of 
BDSM products, as they are marketing to 
all genders and sexualities. I am stoked to 
see their new line of dongs coming soon! 
I think b-Vibe and Le Wand do a great job 
at appealing to everyone and I am a fan 
of their products. My favorite is the new 

The ‘L’ might be the first letter in LGBTQIA+, but lesbians are far from the most recognized consumer niche 
in the sex toy space. In fact, for as much girl-on-girl themed porn exists, one would assume women who love 
women would have been given their own toy line by now. Rather contrarily, sex toys designed for and marketed 
to lesbians are still few and far between. The retailers who take notice (and action), like the lesbian-centric 
WetForHer.com, can earn an advantage that’s equal parts good business and even better ethics. Shani Hart, a 
queer sex educator and co-owner of retailer Hart’s Desire, and Loretta Goodling, a proud lesbian who handles 
buying at Excitement adult stores, know the art of pleasing a woman – both personally and professionally. If 
you’re wondering where to seek great products and sex-ed advice for your consumers, Hart and Goodling 
have a few tips and top toy choices to grow your Pride selection. When you bust out the rainbow banners this 
summer, can you truly represent all the letters of LGBTQIA+? Hart and Goodling report from the front lines on 
the pleasure toys that are topping their inventory (and bedroom must-have) lists this Pride 2021.

Employees like myself have a passion for 
pleasure and are eager to help you find a good fit
Shan i  Ha r t  and  L o r e t ta  Good l i ng  s ha r e  r e ta i l  t i p s  on  rea c h in g  th e  e lus i v e  l e sb i a n  c on sumer

Loretta Goodling,  
buyer and manager at 
Excitement adult stores
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stainless steel toys! I really want to try one of 
the textured anal plugs soon.

Shani Hart, sex educator and co-owner of 
retailer Hart’s Desire: My favorite toy brands 
that I recommend to customers and use myself 
are SpareParts, Fun Factory, Sportsheets, and 
a new company called Banana Pants that I 
found at an online trade show.

What are some great products for lesbian 
couples that are actually made for and 
marketed to lesbians? 

Loretta Goodling: The Together Vibe is made 
for lesbians and marketed as such. I was 
honored to have been gifted one of these and 
OMG! Sadly I am single now and haven’t had 
the chance to use it lately, but the few times 
I did, I was blown away with the technology 
and feel. You legitimately feel your partner 
orgasm and for me, it then made me have one 
simultaneously, too. Huge shout-out to Megan 
Swartz for bringing this out.

Shani Hart: The Em. Ex. Active harness line 
from Sportsheets is amazing. They truly stay 
put and the Silhouette model is crotchless, 
giving some easy access to those that enjoy 
clitoral stimulation while doing the penetrating. 
The Bumpher by Banana Pants is freakin 
fantastic. It is a silicone piece that goes 
on the end of the dildo, resting against the 
person wearing the harness. It provides some 
protection from thrusting pain and gives some 
extra stimulation. I love the idea of strapless 
strap-ons, and the Fun Factory StrapHer offers 

a great design made of high quality silicone. I 
could never get it to act right, but that has way 
more to do with my awful stroke game, ha ha! I 
don’t think you’re a real dildo thrower if you’ve 
never tried the Joque by Spareparts. I feel it’s 
a gold standard of comfortable, long lasting 
harnesses.

Are there any sex toys that aren’t necessarily 
marketed to lesbians, but would be great 
suggestions for them to try? 

Loretta Goodling: I felt strange about the 
We-Vibe Sync when I first started in the 
industry many, many years ago, as it was 
mostly marketed to heterosexual couples. 
Over the years, the models have improved 

Shani Hart, sex educator 
and co-owner of retailer 
Hart‘s Desire
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drastically and so has my creative mind and my 
relationship with the brand. I love the new We-
Vibe Chorus and it can be used during lesbian 
sex, such as scissoring where both partners 
would feel the sensations. Other products that 
I think are huge for lesbians are the clitoral 
suction products, such as the Womanizer and 
the Satisfyer. We already know these make 
great solo toys, but holy smokes, add these 
in the bedroom with lesbians and you have us 
mimicking the suction on each other. I am a die 
hard fan of these products!

Shani Hart: Toys with longer handles are great 
for play time for all body parts. Sometimes my 
thick thighs (even though they save lives) get 
in the way of getting to my clit. A toy like the 
Magic Wand allows myself or my partner to get 
in there and still have control.
I love using my hands a lot when having sex 
with another person with a vulva. Hands-free 
toys, like finger vibrators, make it fun to roam all 
over my partner’s body. My favorite finger vibes 
are the Fin by Dame and the Yumi by Vedo 
Toys. A clitoral suction toy is great to pre-game 
on a partner’s clitoris if they have a harder time 
reaching orgasm. I know I don’t have the time 
to be ‘down there’ all day, so using this type of 
toy to speed up the arousal process and get 
the blood flow going can save yourself from a 
lot of neck cramps.

What tips would you give lesbians, whether 
solo or coupled, on finding great resources for 
sex toys that work for them when they’re totally 
clueless about the current market offerings?

Loretta Goodling: Do your research, read 
blogs, follow sex educators in the industry, 
and talk to your local sex store staff. These 
employees like myself have a passion for 
pleasure and are eager to help you find a good 
fit. I strongly encourage you to shop in-person 
at brick and mortar stores! Also, lube can be 
your best friend, so don’t forget to have some 
on hand at all times.

Shani Hart: Technology changes so fast. There 
are so many options out there, and sometimes 
it’s hard to distinguish between biased, paid 
reviews and reliable recommendations. I 
suggest finding a community of like people 
where you can share ideas and honest 
information. There are many to be found 
on social media by searching keywords or 
hashtags.

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

“DO YOUR RESEARCH,  READ 

BLOGS,  FOLLOW SEX EDUCATORS 

IN  THE INDUSTRY,  AND TALK TO 

YOUR LOCAL SEX STORE STAFF. ”
LO R E T TA  G O O D L I N G
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You worked for several companies in the 
industry, but now you are your own boss. 
How does this feel? 

Pavel Zalevskiy: Toughest boss I  
ever had!

What was your childhood ambition? 

Pavel Zalevskiy: I wanted to be an 
archaeologist after watching all the 
Indiana Jones movies. 

How did you get into the industry? 

Pavel Zalevskiy: I was offered a position 
by a friend from university. 

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

Pavel Zalevskiy: I graduated with a 
Masters in Finance, so probably some 

investment banking or maybe some 
crazy start-up. 

What was the biggest step in your 
career? 

Pavel Zalevskiy: Quitting my first job 
and accepting a new role. 

Where do you see yourself in 10 years’ 
time? 

Pavel Zalevskiy: I hope to see myself 
more in a recreational environment rather 
than business.  

How do you envision the future of the 
industry? 

Pavel Zalevskiy: As a very stormy  
sea. I see more ‚mainstream‘ companies 
and funds tapping into our industry.  
I see smaller players having to find their 

Going into business for yourself is a big step, as Pavel Zalevskiy confirms  
in this edition of Monthly Mayhem. Even though years of experience in the  
erotic industry and his university education had prepared him, it was still a 
dauting task. But Pavel loves a good adventure – which is also why, after 
watching the Indiana Jones movies as a kid, he dreamt about becoming 
archaeologist for a while. Of course, that is just the tip of the iceberg of this 
Monthly Mayhem, in which we also learn why Pavel likens the future of the  
erotic market to a stormy sea.

M O N T H L Y  M A Y H E M
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niches and bigger retailers consolidating 
powers. And I see a lot of business going  
via e-commerce

What is your idea of a perfect working day? 

Pavel Zalevskiy: When you have a  
good to-do list that you can go through  
in a calm way without any urgent  
life-or-death situations happening  
every 5 minutes. 

How do you relax after work? 

Pavel Zalevskiy: Cooking dinner for the 
family, and then the kids will keep me busy. 

Who would you consider your role model  
and why? 

Pavel Zalevskiy: Good question! I never 
really liked the idea of following one particular 
example. I was always looking for good things 
to pick up across different individuals. No point 
trying to copy something 1 to 1.

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

Pavel Zalevskiy: Probably my wife. Managing 
our crazy family through tough times while also 
having a demanding full-time job. 

Which personal success are you proud of? 

Pavel Zalevskiy: Drifting into starting my own 
company and mastering all the aspects of 
running one. Things may not always be  
straight-forward, and administration can 
sometimes be overwhelming. 

What do you particularly like about yourself?  

Pavel Zalevskiy: My ability to not rush 
important decisions and to make a good 
analysis before plunging into something

Which vice could you never forgive? 

Pavel Zalevskiy: Can’t really say. I am  
usually a forgiving type. Everyone has their  
own reasons. 

What song do you sing in the shower? 

Pavel Zalevskiy: Could be anything, really, 
whatever is stuck in my head that time. 

Who would you never ever like to see naked? 

Pavel Zalevskiy: Distant relatives. 

With whom would you like to go to the cinema 
and what film would you watch?
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Pavel Zalevskiy: Looking forward to some 
epic fantasy film with my son(s). But they are 
too young still. 

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

Pavel Zalevskiy: Australia! And then I’ll 
probably make some trips from there around 
that region while I am there. 

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

Pavel Zalevskiy: A knife with lots of extra 
tools, maybe some huge book to read, and a 
bottle of whisky for when life gets tough. 

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

Pavel Zalevskiy: Some professional athlete, I 
was always curious how their lives are. 

Is there anything you would never do again? 

Pavel Zalevskiy: I don’t like dropping phrases 
with absolutes in them (like ALWAYS or 
NEVER). You can’t predict how your life is. 
Why commit to something?

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

Pavel Zalevskiy: Do your thing, listen to 
advice but don’t take it too close to heart. 
Believe in yourself and give your best to  
your job and the people around you and  
you will succeed.

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

“BEL IEVE  IN  YOURSELF 

AND  G IVE  YOUR  BEST  TO 

YOUR  JOB  AND  THE  PEOPLE 

AROUND YOU  AND  YOU  WILL 

SUCCEED . ” 
PAV E L  Z A L E V S K I Y



Take your success to the next level. Be part of  XBIZ Retreat, the adult retail industry’s 
premier all-inclusive event that brings together top buyers and product manufacturers 

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

xbizretreat.com

Business + Pleasure
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Perfect cream to stimulate butt enlargement with an unique ingredient com-
bination. Suitable for daily use, perfectly combinable with but t exercises.
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HOT Intimate Depilation 
Cream for a nicer and 
smoother skin sensation. 
It removes body hair 
particularly, easy and safe.
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drops

One of the most famous aphrodisi-
acs to give women and men a totally 
different amorous experience. 
For more fun during sex, lust & love.
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NEW

Strap-ons for  
         hot hours!

Strap-on-me Bendable  
Strap-on black M

Strap-on-me P&G 
Spot Dildo S

Bendable Dildo  
purple XL
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