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N E W S

EDC Wholesale and

Eropartner Distribution join forces

letter from the editor

Dear Ladies and Gentlemen

Jumbo merger

Even though a large part of
this issue revolves around
the corona crisis once
again, I started writing this
editorial determined not
to mention the pandemic.
However, that turned out
to be much more difficult
than I had thought. You
simply can’t ignore what is
going on in the world today.
Actually, I had trouble
remembering what these
editorials were about before
the world went topsy-turvy
a year ago. Of course it’s
not like our market stood
still during that period. So,
yes, there are definitely
topics to talk about other
than corona, and over the
course of the past year,
we tapped into all of them,
but an editorial still has that
special kind of status, and
we want to live up to that.
So, considering that corona
has affected and continues
to affect all of our lives,
it only seemed right and
logical to bring this topic up
in our editorials, ever since
February 2020. And now
here I am trying to not even
mention it once. Well, as
you can tell, it didn’t work
out. But I pledge to try
again in the next months.
Let’s hope my goal will be
easier to achieve by then.

Veendam, The Netherlands - Erotic giant EDC Wholesale and European wholesaler
Eropartner Distribution are joining forces. EDC, the parent company of EDC Wholesale,
and Eropartner join forces to take the industry of ‘sexual wellness’ to a higher level.

E

DC, supplier of both consumers and
retail shops, is undergoing a stormy
development. Last year, the company
had a turnover of 65 million, compared
to more than 33 million in 2019. Eropartner Distribution has grown into one
of the largest wholesalers in Europe. It
supplies many companies in Germany
and Scandinavia with erotic
items and had
a turnover of
40 million euros in 2020. By
joining forces,
the companies
want to further
increase their
effectiveness
in Europe. The
aim is to ensure that every European has a sex toy
in their bedside table. “The demand for
erotic products is growing rapidly, partly
thanks to the growing group of millennials since customers’ acceptance of the
industry is increasing more and more.”,
says Eric Idema, CEO of EDC. “With this
step we can further expand our e-commerce platforms. We are able to supplement our range with new products, and
so can Eropartner. We can share our

That‘s it for this month!
Matthias Johnson
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knowledge and in this way we can complement and strengthen each other.”
Both EDC and Eropartner produce their
own brands. In addition, Idema believes
it can achieve purchasing benefits now
that products are jointly purchased. “We
are very excited about this joint venture” commended Chris Bakker, CEO
of Eropartner
Distribution. “It
makes perfect
sense to join
forces and
create a synergy to become
a solid partner
for both our
suppliers and
customers.
Together we
are better than
we are apart, we can learn a lot from
EDC and visa versa. We will continue
to grow and bring the industry of sexual
wellness to a higher level.” Although
the companies merge a number of
activities, they continue to operate
independently in their day-to-day
operations. Nothing will change for
the staff. Employees will continue
to work in Veendam and Zwaagdijk
respectively.
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Briana Watkins, VP of Sales &
Marketing for M.D. Science Lab,
on her goals and the challenges
awaiting in 2021
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Robert Strzelecki shares his
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Lovehoney B2B announce

new Fifty Shades of Grey lingerie
Fifty Shades of Grey Captivate
Bath, England - Lovehoney have unveiled their sophisticated new Fifty Shades of Grey
Captivate lingerie collection, in celebration of 2021 marking a decade since the first erotic
novel by E.L James.

A

dding lingerie to Lovehoney’s
best-selling Fifty Shades of Grey
Official Pleasure Collection for the first
time, the Captivate range comprises of
three luxurious lingerie pieces: a bodystocking, mini dress and spanking tights,
all finished with a revealing cut-out at
the rear, allowing users to explore their
own spanking fun. Expertly designed inhouse by the Lovehoney lingerie team,
the bodystocking and mini dress incorporate delical floral lace and fishnet,
while the spanking tights use a glossy,
sheer finish and silky-soft feel. To ensure everyone can get a piece of the Fifty
Shades action, each piece is available
in a choice of three one-size variations;
One Size, One Size Plus (which can UK/

AU size 18-24/ USA size 14-20/ EU
size 46-52) and One Size Curve (which
can fit a UK/AU size 26-30/ USA size
22-26/ EU size 54-58). Sales Executive
Jade Bawa said, “To celebrate a decade
of Fifty Shades of Grey is to celebrate
pleasure products being introduced to
the masses, inspiring people to embrace their sexuality. This is something that
Lovehoney does not take lightly, and we
have been preparing to celebrate the
anniversary with this lingerie collection.
Our customers have been asking for
Fifty Shades of Grey lingerie for quite
some time. Deeply provocative, and
elegantly erotic, we hope the launch
meets the appetite of Fifty Shades of
Grey fans everywhere!”

New from MINDS of LOVE:
The Sweetie Massage Set

Wadgassen, Germany - The MINDS of
LOVE brand has been extended with
the Sweetie Massage Set, suitable for
everyday pleasure. The set consists of a
powerful, small massage product in an
impressive, beautiful, ergonomic design
and a Shunga massage candle (30 ml).
The massage product is equipped with a
powerful motor that has ten vibration and
08

pulsation modes, as well as stimulation
nubs. Together with the massage candle,
it provides a stimulating and passionate, soulful massage. A satin pouch for
storage is included. Material: Silicone and
ABS plastic, soft, odorless, easy to clean,
waterproof, easy to operate with the on/
off button and mode button, rechargeable
via USB cable (adapter not included). 
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simply
effective

The Realm is

available at Tonga
Fantasy inspired pleasure toys

Axel, The Netherlands - The Realm is a line
of fantasy inspired pleasure toys to awaken
fantasies, made by Blush Novelties and
available at Tonga.
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ecently the remarkable Drago
lock on sword of this
label and the matching
lock on dildos – including a blue one with
dragon skin called
Draken – got company. The new additions
in Blush’s The Realm
collection are the lock
on handle Rougarou
which is a werewolf,
the black and red lock on dildo Lycan with
the same werewolf theme and a waterproof
silver bullet vibrator that can be inserted into
the Lycan dildo or used as is. This rechargeable vibrator is appropriately called Silver
Bullet and offers 10 rumbly deep vibration
functions. They have striking designs, very
different from the usual and are especially
popular with lovers of Role Play Game and
fantasy. In February three more The Realm
products will be added to this eye-catching
collection: three multispeed vibrators with
a fantasy design. They are called Medusa,
Knight and Minotaur. Each of them has a
smooth body and adjustable multi-speed vibrations. They are perfect for solo or couples
play, both for internal and external use.

Tel. +49 461 5040-210 / -114 · Fax +49 461 5040-5346 · wholesale@orion.de
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XR Brands debuts remote-control

portable ‘Pro-Bang’ Sex Machine
LoveBotz

Huntington Beach, USA - XR Brands is now shipping the Pro-Bang Sex Machine,
the newest high-tech sex device from the top-selling LoveBotz collections of unique
sex machines.

T

his portable, lightweight machine is
equipped with powerful thrusting action packed into a conveniently movable
and maneuverable shape that makes
the Pro-Bang Sex Machine one of the
only portable options on the market.The
Pro-Bang Sex Machine can be utilized as
a handheld device or with four included
suction cup mounts that allows users to
secure it a flat smooth floor. The machine
features five satisfying thrusting speeds,
2.5 inches of total stroking length – up to
240 strokes per minute – and a plug-in
design that gives the Pro-Bang enough
power to keep the thrusting action going
all night long! The Pro-Bang features convenient controls on the machine as well
as a wireless controller, making it easy to

use either solo or with a partner, and is
compatible with a wide variety of dildos
so users can attach their favorite and
prepare for the ride of their life.
“Shoppers are always curious about sex
machines and LoveBotz is known for
making them accessible, approachable,
and easy for retailers to keep in stock,”
XR Brands President Rebecca Weinberg
said. “The Pro-Bang Sex Machine is exciting because it can be used in a variety of
ways, including hands-free, and lets users
customize their mechanized sex experience via thrusting speed, angle, and the size
and shape of the insertable they choose.
We expect the Pro-Bang Sex Machine
to be a big hit with our customers and
their shoppers.”

Beneden-Leeuwen, The Netherlands Put on your best face with SHOTS’ fashionable range of sexy, easy to wear face
masks! Made from high-quality fabrics in
different patterns and designs, they are
perfect for matching to an outfit or brightening up the day. Just because you can’t
show your face doesn’t mean you can’t
be sexy, SHOTS says! These superior
cotton fabrics can be easily washed and
reused, and they are sure to add a sexy
statement to the wardrobe! They also give

a fun fashion accessory to keep in the
bag or pocket for whenever it is needed.
The mask has been designed to give a
perfectly snug fit over the nose and under
the chin. The nose piece contains a small
metal thread that allows to push the mask
onto the bridge of the nose, making it a
perfect fit for all. The ear straps are adjustable and will fit to most sizes. The mask
comes with 2 extra disposable filters for
added protection, after use any regular
filters will fit.

New sexy face masks from SHOTS

10
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Rocky Bowell joins

M.D. Science Lab Team
Brand Ambassador

MAKE YOURSELF TREMBLE

Pompano Beach, USA - The M.D. Science Lab
family continues to grow with the addition of
industry veteran Rocky Bowell as their brand
ambassador.
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owell brings over 20
years of industry retail
experience to the Swiss
Navy team and will be a
valuable addition to support
future growth plans. “Rocky brings so much experience and enthusiasm to our team,” said Briana
Watkins, Vice President of Sales and Marketing. “We have exciting plans for the future and
know that Rocky will bring a lot of talent to our
industry family. The fact that he has worked in
the retail space for 20 + years, speaks volumes
alone. He will be able to add that personal
experience to retailers as he has worn that hat
for many years. Rocky is an extremely likeable
person and will become and an industry favorite in no time. We are thrilled to have Rocky be
a part of the Swiss Navy family!”
Bowell will use his decades of experience to
work directly with retailers and their staff. As the
M.D. Science catalog of brands continues to
grow with new collections and expansion plans,
Bowell will be able to help retailers increase
their sales with hands-on help and support.
“I am delighted to join such a celebrated company,” said Bowell. “I’m eager to get started! I
am really looking forward to being able to see
retailers in person and help to create strong
bonds between our Swiss Navy brands and the
store staff. My goal is to offer retailers all the
support they need to be successful.” 
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‘Naughty Finger’ from REBEL
New at ORION Wholesale
Flensburg, Germany - A new item has been added to ORION Wholesale’s extensive REBEL
assortment: the ‘Naughty Finger Prostate Vibe’.

T

his flexible, ergonomically-shaped
vibrator in a finger design doesn’t
just provide spot-on P-spot and perineum stimulation, it can also pleasure the
G-spot and the clitoris as well. Furthermore, the removable vibro-bullet’s vibrations
provide exciting and thrilling pleasure. This
Naughty Finger Prostate Vibe can also be
worn over a long period of time thanks to
its ergonomic design and its velvety soft
silicone. The vibrator with its (index finger)
tip should be gently inserted into the anus
so that the wider end, which looks like a
thumb, can rest on the perineum. A bit of
water-based lubricant should be used for
frictionless pleasure. The Naughty Finger

Prostate Vibe can also be inserted into
the vagina as well. The finger will then
provide spot-on G-spot stimulation and
the wider end will stimulate the clitoris.
The vibrations can be turned on at the
push of the button which will add that extra thrill. The Rebel products are delivered
in a high-quality cardboard box that also
has a description of the product in various
languages on it as well. The packaging
can also be stood up or hung up with
the hanger in the middle. More products
will now fit into the sales space because
they’re more compact. They also take
up less space when they’re in storage
as well.

JOYDIVISION: Expert platform established
Hanover, Germany - JOYDIVISION
continues to develop in a consistent and
future-oriented manner, so it is obvious
that this expertise is also constantly being
expanded in the area of knowledge. The
JOYDIVISION online guide, which has
been in existence since 2019 and has
steadily growing access figures, reinforces
JOYDIVISION’s commitment to continuing
to invest in content and to constantly underpin the image of JOYDIVISION brand
products with expertise. Those interested
receive tips and tricks on the most diverse
love trends. From lube to love balls and
14

co., exciting topics about love life are
covered here. The guide has been so
successful for JOYDIVISION that it is now
also available in English, Spanish, Italian,
French and soon Russian. Retailers benefit from a link to the JOYDIVISION guidebook section. Today’s consumers expect
more than a mere product presentation.
Competent background information is a
good way to generate a buying process
and to bind customers to the company. A
link to www.JOYDIVISION.de/en/service/
guide or even individual articles enhances
product offers. 
w w w. e a n - o n l i n e . c o m • 0 2 / 2 0 2 1

N E W S

Cleopatra – the sex toys
with a touch of luxury
New at ORION Wholesale
Flensburg. Germany - ORION Wholesale is now launching their new luxury sex toy label
Cleopatra. This label is for confident women who love mystery and who don’t want to miss
out on a touch of luxury when it comes to satisfying their desires.

T

he button on every sex toy is made
out of high-quality, black silicone and
is in a shiny reflective design which is also
surrounded by beautiful gems. All these
models from the new label are waterproof
which means that Cleopatra can join you
for a relaxing bath or shower. The toys can
be recharged with the USB cable. The layon vibrator ‘Clitoral Vibrator’ is a successful
all-rounder for any erotic occasion. It fits
perfectly around a woman’s contours
thanks to its ergonomic shape. Its 10
powerful vibration modes mean that it can
be used for spot-on stimulation or for a
full body massage. The massage wand
‘Wand Massager’ stimulates all the body’s
hotspots. It has an ergonomically shaped curve and 10 vibration modes which
means that it can therefore pleasure hard
to reach areas on a person’s back and
even relieve slight tension as well. It is also

great for directly stimulating the pleasure
spots e.g. the nipples, clitoris, testicles and
perineum. The flexible ‘G-spot Vibrator’
is perfect for the G-spot. It can reach the
internal hotspots directly and flexibly with
its curved shaft and its tip that gets thicker
towards the end. Once it is in place, its 10
diverse vibration modes provide fireworks
of pleasure.
The ‘Rabbit Vibrator’ is a real all-round,
pleasure-giver that simultaneously stimulates the G-spot and the clitoris with 10
powerful vibration modes. It reaches the
G-spot directly with its curved tip, while the
finger-like stimulation arm massages the
clitoris in a pleasurable way. The luxurious
sex toys from Cleopatra are delivered in
beautiful black packaging with gold-coloured details. The focus is on the respective
product and its features which can be
seen on the side of packaging. 

Pipedream’s King Cock Plus Thrusting Cock with Balls
Wijchen, The Netherlands - The King
Cock Plus Thrusting Cock with Balls is
truly a triple threat that features 1-inchdeep piston powered thrusting motion,
internal warming up to body temperature
in minutes, and powerful stimulating
vibrations for the ultimate experience.
The simple press of a button activates
42

the 7 unique functions of the vibrating
motor, which is strategically located at the
Thrusting Cock’s tip for pinpoint pleasure internally and externally. For optimal
stimulation, dynamic vibration combined
with responsive thrusting action and internal warming creates explosive orgasmic
results every time. Available at SCALA.
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Cottelli Curves: Sexy lingerie

for women with feminine curves
ORION Wholesale

Flensburg, Germany - Exclusive fashion shouldn’t be a problem for curvier women. That is
why ORION Wholesale has also been specialising in plus size lingerie and outfits over the
past couple of years.

T

he lingerie and outfits from Cottelli
Curves are available in sizes up
to 4XL (European size: 60/62) or up
to an F cup. The high-quality lingerie
and outfits are for women who want to
emphasise and show off their curves.
Each designer piece has been designed
exclusively at ORION’s headquarters.
The designer pieces are made out of
seductive materials, have playful accessories, excellent designs, and wide bra
and suspender straps for a perfect and
comfortable fit. Women with feminine
curves have sexy assets that can be
shown off in a sexy way in these styles

from Cottelli Curves. The lingerie and
outfits from Cottelli Curves are available
in the sizes L (European size: 44/46) to
4XL (European size: 60/62) or up to an F
cup. They are now available from ORION
Wholesale and are delivered in attractive
and environmentally-friendly packaging.
Selected outfits from Cottelli Costumes
and Cottelli Bondage are also available
in plus sizes as well. ORION Wholesale
is offering its customers a special Cottelli
Curves catalogue for its retail customers.
The 32-page catalogue (item number
09135880000 / Bundle of 25) is in
German and English.

Daring Intimates
Wijchen, The Netherlands - SCALA is
excited about the arrival of a new lingerie
brand: Daring. Daring Intimates is for the
woman who wants to feel sexy 24/7, even
if the rest of the world has no clue what
kind of lingerie she is wearing underneath
her everyday clothes. She doesn’t dress
up for anything or anyone. Only for the
sole reason that she wants to celebrate
life, her body and her femininity. Intimates by Daring is an ode to herself. Using
44

high-quality fabrics, such as soft mesh
and delicate lace, Daring Intimates makes
sure that any woman wearing these
panties goes into the world fearlessly
and feeling like the powerful, confident
woman she is. Daring Intimates includes
sexy panties and provocative crotchless
panties. Especially made for when you
are ready to trade the intimate, powerful
moments of the day for the more daring
and seductive moments of the night. 
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SHOTS is now offering the

entire range of Slube products
Distribution agreement signed for the European market
Chester, England & Beneden Leeuwen, The Netherlands - Slube is proud to announce
that SHOTS has become a European Wholesaler of the slippery, scented, lubricant range.

S

HOTS is now offering the entire range
of Slube products to their customers,
helping consumers gain easier access to
the range without the need for retailers to
import from outside of the EU. “SHOTS is
thrilled to be working with the Slube
brand. The product is so very innovative
and was an instant must-have in our
assortment. The moment we started conversing about putting our heads together
it was smooth sailing, the collaboration
came naturally. Again; we are thrilled!”
says Ard van den Brandhof, head of
purchasing.“We’re very excited about
this venture” said Daniel Miller, Director of
the Slube brand. “There is a big demand

for Slube from European consumers
and as SHOTS will now be offering the
range to retailers, it will enable them
to order the product more easily than
ever, expanding brand recognition and
customer accessibility. We’re thrilled to
be working with Shots and we think they
are a perfect fit for Slube!”As well as the
Slube Bath-Based Lubricants, SHOTS will
also be offering Slube’s newest product,
Slube Water-Based Lubricant. The thick,
sensual, water-based formula is condom
safe, comes in a handy pump bottle
and is available in Pure and Strawberry
Daiquiri varieties (to match the
Bath-Based versions).

Glans vibrator ‘Glans Stimulation Loop’
from You2Toys

Flensburg, Germany - The product managers at ORION like working together
with inventors when they are developing
new and innovative sex toys. The latest
toy is the glans vibrator ‘Glans Stimulation Loop’ from You2Toys and it is now
available from ORION Wholesale. The
‘Glans Stimulation Loop’ provides
vibration that goes directly to the head
of the penis. The metal ring vibrator gets
placed over the glans and pleasures the
sensitive nerves on the frenulum with 7
52

vibration modes. The vibrations can easily be adjusted from gentle to powerful
with the one button control on the flexible silicone handle. This slightly different
vibrator can also be used to pleasure
other areas like the clitoris, nipples,
etc. The ‘Glans Stimulation Loop’ is delivered in high-quality, sturdy packaging
that also has a description of the product
in various languages on it as well. The
packaging can also be stood up or hung
up with the hanger in the middle. 
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TENGA is announcing the renewal of the TENGA CUP Series
First redesign in fifteen years of company history
Tokyo, Japan - Utilizing 15 years of accumulated expertise and technology, TENGA is proud to announce the first product
redesign in company’s 15 year history:

T

he New TENGA CUP Series. What has
changed? 1. New Designs – 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 an even greater pleasure.
2. New SKUs and Names – While all new CUPs
got new SKUs, three CUPs were also renamed. 3. New Variations – From February, there

will be ‘Gentle’ and
‘Strong’ variations of
three CUPs available, all featuring their
own unique internal
designs and differing
material firmness. 4.
New Prices – The RRPs have been modified to
be more affordable for customers.

N E W S

pjur wins ‘Health, Wellness

and Beauty Award 2020’ by Watsons
pjur Original
Wasserbillig, Luxembourg - pjur has recently won the Watsons Health Wellness Beauty
(HWB) Award 2020 (Silver) in Hong Kong in the category ‚Family Planning Products‘.

W

ith this Award, Watsons recognizes
the most outstanding beauty products within the Watsons’ chain. With over
7,800 stores around the globe Watsons
is Asia’s leading health and beauty retailer.
Only the most reliable supplier can achieve
this recognition for outstanding performance in Watsons based on customer
feedback, sales, and transactions in the
previous year. “We are proud that we have
received a Health Wellness Beauty Award
for the first time. The competition is very
fierce and we are honoured to have received this award for pjur ORIGINAL”, says
Alexander Giebel, CEO & founder of the

pjur group. pjur ORIGINAL is a best-selling
silicone-based personal lubricant from the
pjur group. It has been on the market for
more than 25 years, enhancing consumers (love) lives’ all around the world. The
premium personal lubricant is long-lasting,
leaves a pleasant feeling on the skin and
never gets sticky. The ingredients are
skin-friendly, odourless and neutral in taste.
“I think the award is also characteristic
of the long-term business relationships
in the Asian market”, says Alexander
Giebel. “Many thanks to our long-standing
business partner Trade Anywhere Limited
to be part of our success!”

Veendam, The Netherlands - Panthra is
designed with the powerful and sleek
appearance of the leopard in mind and
takes you to the wildlife of the savanna
in Africa. The leopard print is translated
to the products of Panthra, which represents everything the leopard stands for.
The combination of colors and print is
powerful, glamorous, and sexy. Animal
prints have been well represented in the
fashion scene for years and are now
making a fashion statement in the erotic
scene. Panthra represents a collection
of both popular and classic items with
leopard prints, a trend that goes back to
the 60s. The Panthra collection includes

soft BDSM items, a wand vibrator, a couples’ toy, a g-spot vibrator, a power bullet,
ben-wa balls, a vibrating egg, and many
more items to discover within the range. To
upgrade the brand value, the wholesaler
created a package that can be used as a
fashion item. The waist and shoulder bag
or toiletry bag allows you to carry the toys
around discreetly. No one will know what
sexy secret is kept inside the trendy bag.
Panthra is an affordable midrange collection and now available for retailers to order
at EDC Wholesale. Panthra takes the
animal print trend out of the fashion scene
and into the nightstand and reaches out to
everyone that loves leopard prints. 

EDC Wholesale launched Panthra

54
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Boundless by CalExotics
Available at SCALA
Wijchen, The Netherlands - Boundless, by definition, means infinite, vast and has no boundaries.
This definition encompasses the Boundless collection by CalExotics perfectly.

B

oundless is a selection of probes and harnesses that provide unlimited and infinite
possibilities for everyone. Boundless probes
come in varying sizes, available in smooth and
textured designs, and are curved for comfort
and ease of use. Boundless harnesses are

available in 3 distinct styles; Backless
Brief, Thong with Garter and Boxer
Brief. Each design is fashioned like
a stretchy and supportive undergarment yet works like a premium
harness.

TWOSOME
FUN
Rechargeable

Schneider & Tiburtius Rubber Vertriebsgesellschaft mbH
D-66787 Wadgassen-Hostenbach
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Launching We-Vibe

Tango X and Touch X
Reinventing the bullet vibrator and lay-on vibrator
Berlin, Germany - We-Vibe introduces Tango X and Touch X,
a new generation of the all-time favorites from the We-Vibe portfolio.

T

en years and several positive reviews
after the first Tango and Touch
models hit the shelves, the two vibrators
have been re-engineered with new vibes
and a fresh design.Tango X is taking the
iconic bullet vibrator to the next level with
a revamped design for better grip and a
powerful motor with deeper vibrations in
the lower levels. The core of the product,
the pinpoint tip, remains unchanged for
a powerful and precise stimulation of
the clitoris. “Bullet vibrators are considered as one of the classics among
sexual wellness products and a popular
choice for sex toy “newbies””, explains
Johanna Rief, Head of Sexual Empowerment at We-Vibe. “Easy- to-use,
small and discreet, bullet vibrators give
great pleasure and are the perfect travel
companion.” Small in size and with an

integrated travel-lock, Tango X can easily
be taken anywhere, just like a lipstick in
a handbag. The newly designed handle
made from body-safe silicone offers a
better grip to hold onto Tango X, while
the powerful and deep vibrations send
pleasure waves through the whole body.
We-Vibe Touch X is a versatile multi-purpose vibrator. With its new shape, it is
sculpted to stimulate different erogenous
zones and can be used for full-body
massages or clitoral stimulation. Touch X
is a vibrator and massager at the same
time, offering endless opportunities to
be used alone or together with a partner.
The allrounder is now equipped with a
practical travel lock. The small size is
perfect for taking it anywhere without
the fear that it might accidentally turn
on in the bag.

ST RUBBER is official distributor of Satisfyer
Wadgassen, Germany - German wholesaler ST RUBBER proudly announces
that the company is official distributor of
the successful Satisfyer brand and carries almost all of the brand’s products.
“With Satisfyer, we have one of the strongest global brands in the erotic market
in our range. The worldwide popularity
as well as the design, the packaging and
56

the price make this brand so special. We
are looking forward to a great and successful cooperation,” says ST RUBBER’s
purchasing team. If you have any further
questions, ST RUBBER’s customer
service will be happy to help under
the telephone number: +49 6834 4006-0
or simply visit the online shop:
www.strubbi.com
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Pipedream debuts

Milk Me Silly Mega-Masturbator
20-Pound powered Milking Machine twerks, shakes and gyrates
West Hills, USA - Pipedream Products is shipping the much-anticipated Milk Me Silly
Mega-Masturbator from their Midwest and European Distribution Centers.

W

ith dual gyrating roller massagers
engulfed in over 20 pounds of
super-soft Fanta Flesh TPE, the plug-in
powered Milk Me Silly combines the unrivaled realism of Pipedream’s traditional
Fuck Me Silly with the power and performance found in PDX Elite’s award-winning
high-tech guy gadgets! With loyal FMS
fans eagerly awaiting the next generation
Fuck Me Silly, Pipedream engineers were
hard at work designing an ultra-strong
gyrating, plug-in powered life-size version
of their legendary RD174 Fuck Me Silly
Mega-Masturbator. Until now, the only
vibrating option guys had for Pipedream’s
life-size, realistic Mega-Masturbators was
a tiny, AA-powered bullet buried into the
backside of the full-size fuck toy. The Milk
Me Silly is NOT just a twerking bubble

butt and it’s definitely NOT just for show–
it’s a super-sneaky multi-functional fuck
machine built inside of a full-size Fuck Me
Silly! Adorned with a cute belly button for
target practice, perfectly placed ‚thumbgrip‘ back dimples, and intricately decorated labia and anus, the versatile Milk
Me Silly can be positioned for missionary,
piledriver, and doggie-style penetration
on nearly any surface or furniture! The
Milk Me Silly includes a 24V transformer,
which makes it one of the most powerful
strokers in the world. The included World
Power Adapter pack is approved in over
100 countries worldwide. All boxes also
include an eye-catching printed 5” X 7”
shelf-talker decal that can be displayed
on the box itself, on the slatwall, or at the
cash wrap. 			

MINDS of LOVE Timo new at ST RUBBER
Wadgassen, Germany - From now
on, retailers can order the MINDS of
LOVE vibrator Timo from ST RUBBER.
This vibrator is equipped with a clitoris
stimulator and a remote control. The tip
and clitoral stimulator are best suited for
stimulating the G-spot and clitoris. Two
powerful motors with ten functions (both
vibrating and pulsating modes) provide
exceptional stimulation. A satin pouch
for storage is included. Material: silicone,
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soft, flexible, odorless, easy to clean,
waterproof, easy to use with the on/off
button or conveniently via remote control, rechargeable via USB cable (adapter
not included). Total length: approx. 13
cm, insertable length: approx. 10.00 cm,
diameter approx. max. 3.70 cm, clitoral
stimulator length: approx. 6.50 cm,
clitoral stimulator width: approx. 4 cm.
For more pleasant insertion, the use of a
water-based lubricant is advised. 
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ELECTRASTIM WISHES A
HAPPY BIRTHDAY …

and give you a 20% discount * on
selected ELECTRASTIM articles!
*Only on selected items in the promotional period and only while stocks last! More information in the shop or in the newsletter!
From 02/01/2021 to 02/28/2021.
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Lovehoney launches

into McCauley Pharmacy
Stepping into the Irish mainstreasm market
Bath, England - Lovehoney has launched into McCauley Health and
Beauty Pharmacy (Republic of Ireland).

T

he Pharmacy chain is now selling fifteen
new sexual wellness products aimed at
couples and singles exploring their sexual
wellness. The range includes vibrating love
rings, bullets, g-spot and finger vibrators,
kegel balls and lubricants available online
now at McCauley.ie. Sarah Poole, National
Account Manager at Lovehoney, comments: “The COVID crisis has sparked a big
boom in sex toy sales. In fact, it’s one of the
biggest we’ve seen in recent times! We’ve
seen a major shift in bedroom behaviour
in the last eight months with lots of new
customers coming to the market for the
first time and looking to experiment with sex
toys.” “We’re excited to boost our presence
in the pharmacy category in response to
this surge in demand with this new range
at McCauley Pharmacy. The products are
aimed at couples and singles alike who
are new to the sexual wellness category

There is always time for

and are looking to spice things up in the
bedroom, helping them pick up some of
our most popular products at competitive
prices while they are stocking up on bathroom and beauty essentials.”Jackie Kelly,
Trading Director at McCauley’s, comments:
“Even though research has shown that a
healthy sex life can lead to improved self
confidence and allow you to have greater
knowledge on your intimate health, people
still find it a difficult subject to talk about.
Through stocking Lovehoney products at
McCauley Pharmacy, we are trying to make
it easier to have this important conversation, as well as making it easier to access
content and knowledge so customers can
feel more comfortable exploring their own
sexual wellbeing! Sexual wellbeing is an
important but often complex part of human
nature and we are hoping to make it a little
less intimidating for our customers.”

wine with Uncorked by CalExotics

Wijchen, The Netherlands - From the jet-set
life to the office hustle, the Uncorked by
CalExotics knows just what you need after
a long day. Choose your favorite: Rosé,
Merlot, Pinot and Cabernet. Each of the
silicone vibrators is packed with 10 speeds
of sensational vibrations deliver earth-shattering stimulation. Effortlessly control pure
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pleasure with an easy-touch button control
and hold for 3 seconds to turn on or off. Get
playful with up to 2.5 hours of passionate
pulsations with every charge. Recharge up
your passion in only 2.5 hour by plugging
the provided USB cable into the self-sealing
charging port on the back of the massager.
Available at SCALA 
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PHEROMONES are sexual attractants which
are emitted by humans to attract the opposite sex. Scents to
serve the biochemical communication between living beings.
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Online group sex is now available
to all owners of Lovense toys
Group control feature
Singapore - Lovense has announced the launch of the Group control feature in the Lovense
Remote App, which allows users to arrange online orgies with up to 100 synced participants.

E

ach Lovense toy owner (who is registered in the Lovense Remote App) can
create or join any active group they wish.
Participants can then use the app slider to
set the vibration power and frequency to
control other toys in real time. They can also
download existing patterns uploaded by
enthusiasts around the world. But it’s not
just one person running the show. Control
can be passed to anyone in the group,
so everyone can experience all aspects
of the online orgy. This new feature also
includes the existing long-distance sex
functions of Lovense Max, Max2, Nora,
and Mission. All someone has to do is use
their own toy, and the other toys will react
to the movements – creating a replicated

sex event. “We continue to develop our services, offering our users more and more interesting and useful options. And now, while
many people are locked in their homes,
limited in human contact, and experiencing
loneliness or boredom, I am confident, that
the Group control feature comes at the
perfect time and will please a lot of people,”
says Dan Liu, Lovense CEO. The Lovense
Remote App allows each user to participate
in 50 group-controlled chats at a time.
To find friends among other Lovense
owners, please visit the open forum at
www.lovenselife.com. The Group chat
feature is available in Lovense Remote App
version 3.9.5 and higher for Android and
version 3.8.2 and higher for IOS.

Free products up for grabs with RCC Wholesale’s Sale
Belfast, Northern Ireland- It looks like 2021
is going to be a great year for retailers of sexual enhancement supplements! Because
RCC Wholesale are kicking things off with
an unmissable new promotion. The deal
is when you buy two packs of customer
favourites Kuh-Nekt, Hard Man or GoldMAX
PINK, you get another pack free. Of course,
the bigger the pack size, the better the deal,
so you can stock up for the months ahead
and go on saving every day. It’s all part of
their plan to help retailers grow their business. Judith Smith, Sales Manager at RCC
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Wholesale said, ‘We go out of our way to
offer added value because our retailers are
very important to us. We’re in this business
for the long term and we’re keen to build
good relationships. The Buy 2, Get 1 FREE
Sale means our retailers receive increased
profits for less investment. It’s just another
way of demonstrating our commitment
and our appreciation.“ But the Buy 2, Get
1 FREE Sale won’t be around forever. It
ends March 2021 and stocks are limited, so
hop on over to WWW.RCC-WHOLESALE.
COM and get your order in!
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Damiana Consulting tapped by

WOW to produce WOW Tech Academy
Retailer education series created by production, project management & education firm
Damiana Consulting is pleased to announce that they are the production team behind WOW
Tech Academy, a new efficient and easy-to-use way for retailers on all levels to gain a better
understanding of WOW Tech brands and products.

P

roduced and managed by Damiana
Consulting CEO Sarah Tomchesson,
this visually stunning series of education
videos feature popular sex educators and
sex experts who take viewers through
the WOW Tech catalog with a uniquely
engaging style. WOW Tech Academy
is an educational initiative that includes
product education videos on the full range
of WOW Tech products and brands. The
Academy was designed with interactive
video content and accompanying sales
training tools to build product knowledge,
as well as enhance the viewers’ understanding of pleasure and the unique ways
WOW Tech products can enhance it.“The
opportunity to develop and produce WOW
Tech Academy was a perfect fit for my
team,” Tomchesson said. “We were able to
bring together our decades of sex-positive
retail and pleasure-based sex education

Sarah Tomchesson

experience and combine it with our video
production skills to create a much-needed
training tool for retailers. It was a pleasure
to work with the WOW Tech team and
connect them with the diverse educators
we featured in the video series, and we
look forward to our next production project.” The development of WOW Tech Academy content and training materials includes input from key retailers across North
America and feedback from real users,
and each video features a different sex
educator from the sexuality field: author
and activist Vanessa Carlisle, PhD; Sex
Nerd Sandra’s Sandra Daugherty, Dating
Advice Girl Erin Tillman, Jocelyn Silva of
Sex Coach Jocelyn, and more. WOW Tech
Academy also includes accompanying
quizzes, participation incentives, and sales
training sheets to offer retailers a diverse
range of training tools and materials. 

My Pod by CalExotics:

Available at SCALA

Wijchen, The Netherlands - CalExotics
introduces a new product, unlike any
we’ve seen before. My Pod is the world’s
first wireless charging massager with
built-in sanitizing capabilities. The sleek,
fully self-contained vibrating massager
comes with a wireless charging case that
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cleans and sanitizes the massager using
UV light technology. The sleek, 7 function
vibrating massager drops easily into the
case; no messy cords required. Cleaning
is also easy; a UV sanitizing light automatically disinfects for 10 minutes when
the massager is inserted into the case. 
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Ultra realistic TPE skin
Realistic fingers & toes
Flexible joints
Lifelike vagina & anus
Incl. two wigs with artificial hair:
Blonde - long hair
Black - short hair

Nice
to meet
you!
0538469

2101-009

ORION-WHOLESALE.com
Tel. +49 461 5040-210 / -114 · Fax +49 461 5040-5346 · wholesale@orion.de

N E W S

LELO is launching SILA
The art of slow sex
Stockholm, Sweden - There’s a case to be made for quickies and unbridled passion. But
then there is a time for slow, mindful and intense sex. With that in mind, sexual wellness
buff LELO introduces the newest addition to the class of tech-savvy pleasure products for a
‘never before experienced’ orgasm.

A

s an ode to sexual wellness LELO
SILA is dedicated to this slow
journey. Orgasms aren’t about a race
to the finish line but enjoying your best
pleasure every step of the way. SILA’s
owners know that having good sex is
about being in the moment, sensing and
expanding pleasure in all its forms. We
often tend to forget that sex is about
more than just the touch, kiss or penetration. It is all about living the fantasy and
enjoying the experience. It is about all of
your senses and getting to know your
taste. Being in the moment and engaging all of the senses makes sex infinitely
more erotic and pleasurable.Redefining
the meaning of pleasure, SILA allows you
to soar to new heights of sonic ecstasy.
As gentle waves surge from the tip of your

clitoris all the way down, SILA pulsates,
suctions, and stimulates you in all the
right places – for a lip-biting, toe-curling
orgasm you’ll never forget. SILA offers a
new way to experience foreplay, teaching
you about self-love, teasing you to reach
your climax slowly as you listen to your
body for a more intense orgasm. Unlike
any other similar product, SILA’s design
offers a new and much-demanded way of
whole clitoral pleasure. Its softer, deeper
and overall bigger mouth will give you
complete satisfaction from top to bottom.
Featuring an ample range of sonic wave
intensities for whole clitoral stimulation,
and a mouth that gently encompasses
the centre of your pleasure for progressive
satisfaction, SILA allows you to explore
new ways to reach climax. 		

Lust is still a must
Hauppauge, USA - Lust has a little more
luster. Male Power’s best selling fetish line
is now being presented in a new, edgy
and exciting way. These dangerously
decadent garments have always attracted those with a desire for the perverse
pleasures. They are made from leather
look stretch fabric, decorated with nickel
plated studs and rings designed for dress
up role play; perfect for the woman in
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charge, and the charge who needs a
little discipline. You can choose from a
luscious selection of 27 strict and steamy
styles in which to demand compliance.
The entire collection is now being sold in
new, scintillatingly sexy packaging featuring a gorgeously seductive mistress. And
because punishment comes in all sizes, a
beautiful plus size model now adorns all
boxes of queen size garments. 
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New René Rofé costumes
Arriving soon at Tonga
Axel, The Netherlands - New costumes from René Rofé are soon available from Tonga.
The new lingerie sets include two nurse sets. One set is featuring a white body with open
G-string backside and red garters.

I

t is decorated with red hearts and white
crosses for the unmistakable medical appearance. The other set is a 4 pc bra and
string set with garters and a mouth mask.
This set is different from the usual nurse
costumes as it doesn’t have red as an
accent colour, but green. It shows weed
leafs instead of crosses and has green
trims. The set is called Sweet Mary Jane.
Other new sets in the René Rofé batch
that is expected at Tongas warehouse by
the end of January or early February are
two costumes with popular themes: Tea-

chers Pet and At Your Service. The first
one is a 5 pc set in white with black and
red accents and a red tartan print on the
string and bra. This set comes with 2 red
bow ties to tie the hair into cute ponytails
which completes the look of innocence.
At Your Service is a 6 pc set featuring
a bra, a string, and a tiny apron with the
text ‘Dirty’ on it, made of black fabric and
white lace. The set can be used for room
maid, housekeeping and waitress role
play and is completed with choker and
cuffs made of white lace.

ROOSTER
Zwaagdijk, The Netherlands - Velv’Or
has recently launched a new collection
of penis/cock rings named ROOSTER.
The ROOSTERs are a range of silicone
penis/cock rings ideal to get all men new
to penis/cock rings into a new comfort
zone and all advanced penis/cock rings
user into a zone they always wanted to
be in. The ROOSTERs are created to be
used in company or alone. Velv’Or used
two types of platinum silicone; soft and
hard to give the member of its League Of
EnRinged Gentlemen even more stimulation to collect them all. The ROOSTERs are
available in black, brown and metallic red.
Until now the feedback of fans of Velv’Or
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as well as many pleasure industry professionals has been stunning, Jelle Plantenga, mastermind of Velv’Or says. Velv’Or is
looking forward EnRinging many men with
this cool collection. And for this reason
Velv’Or says to all retailers and distributors ‘your help is highly appreciated to
accomplish this’. For the online sales of
the ROOSTERs Velv’Or created stunning
images. Jelle is firmly convinced that
these new penis/cock rings will jump of
the shelves and screens. For all retailers
that are interested in stocking these new
ROOSTERs please head over to www.
EroPartner.com. All distributors please
email Jelle at info@velv-Or.com. 
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• Intense orgasms thanks
to a revolutionary kind of
external stimulation
• Silky soft silicone and wavy
shapes that perfectly adapt
to the body
• Elegant – comfortable – precise

Recharageable

Remote Control

Waterproof

Whisper quiet
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7

Soft Touch
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2101-010

29 x 20 x 42 cm
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Swiss Navy’s new

releases are an ANME hit
Desire by Swiss Navy & Playful Flavours
Pompano Beach, USA - M.D. Science Lab, makers of the Swiss Navy brand, officially released their newest additions at the 2021 virtual Adult Novelty Manufacturers Expo (ANME)
and all were met with excitement and praise.

D

esire by Swiss Navy is an entirely new
collection developed by women, for
women. Desire is a comprehensive product line which provides solutions for fulfilling intimate desires with innovative formulas created with the female body in mind.
Every custom-made product features
key ingredients and unique formulations
to engage female consumers and their
personal needs. “Our research found that
women tend to be the purchasers for their
households, controlling 85% of consumer
spending, and that they want to purchase
women-centered innovation that provides
solutions based on the personal desires
they experience in daily life. We kept these
consumers in mind during our development process,” said Briana Watkins, Vice
President of Sales and Marketing for M.D.
Science Lab. Swiss Navy also launched an
assortment of multi-use flavored lubricants,
Playful Flavors. The delicious new flavored

lubricants capitalize on edible experiences
to expand possibilities for intimate encounters. “With Playful Flavors, we wanted to
help inspire confidence and comfortability
for end users,” said Watkins. “As always,
we used our American-made, FDA-regulated formulas that buyers have come to
trust and then created delicious flavors
that encourage playfulness and exploration.” Due to the coronavirus pandemic,
ANME and XBIZ combined forces this year
to create a worldwide virtual expo where
manufacturers and industry buyers could
meet. “Even though we weren’t able to
launch our newest products in person, the
responses we received from everyone was
overwhelmingly positive,” said Ralph Albrecht, M.D. Science Lab’s CEO. “I’m proud
of our entire Swiss Navy family for creating
these new innovations during a trying year.
When we all support each other, magic
can definitely happen.”

Beneden-Leeuwen, The Netherlands Make date night every night with these
new realistic standing love dolls from
SHOTS. Made from body safe supple TPE
flesh that feels just like real skin. These
gorgeous ladies have fully posable arms
and legs so you can bend and shape them
into hundreds of exciting positions. They

also come with removable standing bolts
to give the correct balance and posture
when standing. These girls offer triple the
fun with a tight mouth, vagina, and anus
opening for the full range of penetration
play. The dolls have an inbuilt warming
element that gives an unbelievably lifelike
feeling of warm skin against skin. 

SHOTS presents 3 new real life dolls
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DISCOVER A NEW KIND
OF SENSUALITY
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4

8.5 cm, Ø max. 3.6 cm
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• Vibro-bullet with a clitoral stimulator
• 4 vibration modes – 4 intensities per mode
• Includes a silicone cushion for the clitoral stimulator
and a practical charging station

Rechargeable

Waterproof
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Whisper quiet

Remote control
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International Dreamlove launches XRAY
Clear dildos
Alcalá de Guadaira , Spain - Ideal for beginners and experts alike, XRAY dildos are soft and
comfortable with a flexibility that easily adjusts to any favorite position.

I

deal to use alone or with a partner,
XRAY will adapt to all needs and will
stimulate all places of the erogenous zones. “We are of the manufacturing result
of XRAY,” the company says,“the unique
touch combined with the transparent
material make it a unique range of dildos
on the market.” The XRAY range of
realistic dildos impresses with a soft high
quality TPE skin with double density. The
slim shaft is delicately veined and ends
in a realistic shape. Therefore, it stimulates with precision and intensity. As the

shaft is flexible, it reaches every point
and adapts perfectly to the contours of
the body, both vaginal and anal. With the
robust suction cup, the XRAY dildos can
be attached to any smooth surface. With
the suction cup the dildo can be also
combined with a strap-on. The products
are made of TPE, a safe, phthalate-free
and odorless material. The soft and
flexible texture makes the material very
slippery. It adapts well to the contours
of the body and quickly absorbs the
body heat.

Slowgasm
Bremen, Germany - The new SUNDAZE
pulse vibe has broken every sales record
at FUN FACTORY. Skyrocketing web
traffic in Q4 2020 made this German-engineered toy the star of the show for the
boutique toy manufacturer in Bremen. The
unique types of stimulation that SUNDAZE
offers including tapping, pulsation, and, of
course, vibration have made it a run-away
best-seller since its launch. Slow sex and
slowgasm are trending all around the
world. Taking the slow road to orgasm
involves a great degree of sensuality
and self-awareness. As an alternative to
grabbing a quick orgasm whenever, it
also opens the door to especially intense
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climaxes and even the ability to re-sensitize
nerve endings. That’s why SUNDAZE by
FUN FACTORY offers different types of
stimulation that can be used in sequence
or in combination. These different types
of stimulation can prolong the phase of
arousal. “Our customers are trend setters.
Self-care, self-love, and taking lots of time
for solo pleasure, that’s really big right
now,” says Jordis Meise, marketing manager at FUN FACTORY. “The extremely
positive sales figures confirm this. Our web
traffic has increased by 250% over the last
month. Sales of SUNDAZE are outpacing
those of the pulsator category by nearly
90% compared to the previous quarter.” 
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DILDOS IN A
REALISTIC PENIS
SHAPE WITH A
SQUIRTING
FUNCTION

0542580

DOGGY STYLE
MASTURBATOR WITH
AN ANUS HOLE
AND LARGE TESTICLES

2 sizes:
20 cm 0542296
22 cm 0542300

0545651

0545635

4 sizes:
6” 0545759
7” 0545767
8” 0545775
9” 0545783

PANTY VIBRATORS FOR
DISCREET G-SPOT AND
CLITORIS STIMULATION

STRAP-ON COMPATIBLE DILDOS
MADE OUT OF LIFELIKE TRIPLE
DENSITY MATERIAL WITH
SWINGING TESTICLES

2101-015
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Le roi est mort, vive le roi

Wi l l si l i c on e c o n ti n u e to be th e d o m i n a ti n g sex to y ma teria l?

Yes

W

Matthias Johnson,
editor in chief

For a long time, it seemed
that vibration was the be-all
and end-all of the sex toy
market, but in recent years
we have seen the rise of other
technologies that provide
different modes of stimulation, foregoing traditional
vibration and achieving such
success in the process that
they could actually challenge
the dominance of vibrating
toys. But what about that
other industry standard
whose dominance has
seemed indomitable so far?
What about silicone, the most
ubiquitous sex toy material
on the market? Are there
serious contenders waiting in
the wings or will silicone
continue to rule the world of
sex toys?
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hen companies first started using
silicone to create sex toys, that was
a revolution within the industry. Today,
nobody can even imagine what the sex
toy market would look like if those
pioneers hadn`t decided to mould silicone
into the shape of vibrators and dildos
back then. That revolution changed the
face of the industry, and many materials
that had been used for sex toy production
before disappeared from the market
forever. The use of silicone represented a
major step forward in terms of bodyfriendly sex toys. Some of you may still
remember materials such as Jelly and the
discussion about plasticisers that
surrounded it. Over the course of the
years, silicone became the number one
material for sex toys - a position which it
has held for decades at this point, and
personally, I don’t think it will be usurped
anytime soon. It simply has too many
positive qualities, and there is no other
material that can match this combination
of characteristics. That said, dominance
does not mean uniformity. If you want
something different, you will definitely find
alternatives out there. Just look at the
range of products that populate the
market: There is a multitude of toys made
from materials such as glass or steel and

- to a lesser extent - wood or ceramic.
Also, I am sure that some smart people
out there are busy working on new
materials, but at this point, there is
nothing on the horizon that could really
threaten the hegemony of silicone.
Especially since silicone keeps getting
better as well. A lot of progress has been
made in the production of this material; as
a matter of fact there are several different
types of silicone that are used for sex toys
nowadays. So, it is not like there was
stagnation. We haven’t reached the end
of the flagpole, and as long as silicone
keeps getting better and safer, it will
defend its position. I am almost tempted
to say that the marriage of silicone and
vibration technology is symbiotic. Too
esoteric? Well, then let me word it more
conventionally: This combination is a
success story with great future viability.
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No
There‘s something to be said for recognizing
the revolutionary power of silicone. This
pleasure tool material has grown by leaps and
bounds over the last decade, bringing luxury
and body safety to folks of all budgets. But
while silicone has certainly won the war
against PVC, will it rule all as the market
continues to explode?
While I do anticipate silicone will make up a
large majority of toys - both high-end and
budget – in the near future, I don‘t believe TPE
materials will go the way of toxic PVC and
almost completely disappear. A quick peek at
any sex toy e-tailer will tell you exactly why:
penises.
Type “TPR” or “TPE” into the search box on
websites like Lovehoney, SheVibe and Adam
& Eve, and two resounding result categories
will always prevail: toys for penises and
penis-shaped toys. Hand-held strokers, penis
cages and c-rings, and realistic masturbators
and sex dolls dominated my computer screen
after searching for those 2 otherwise un-sexy
manufacturing terms. The second most
popular use for TPE/TPR, according to my
short search, appeared to be realistic dongs.
I‘m certainly no chemist, but I‘ve been
squeezing fake penises, vulvas and vaginas,
and other squishy sex toys since my retail
shop days. Using TPR/TPE yields a fabulously
realistic toy with serious squish-ability, and
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silicone just can‘t (yet) compare.
Silicone comes really close,
especially modern formulas, but
I‘ve yet to touch a solely-silicone
toy that produces the same ‚wow‘
factor that I‘ve encountered with
realistic TPE toys. Even some of
the best silicone brands, like
Tenga, use a silicone cover over a
cloud-soft bed of TPR - for that
magical, memory foam feel - when
creating an ultra-silky clitoral vibrator.
Though super-porous TPE is notoriously
difficult to clean (on the molecular level,
anyway) and requires regular care to
maintain, it‘s still body-safe when
properly washed and dried. Overall,
though, TPE is just so affordable and
versatile, and that‘s exactly what so
many consumers desperately need. I
predict TPE will yet prevail in the name
of budget inclusivity and unique
design alike.

Colleen Godin,
EAN U.S. Correspondent
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Top mOHments over a

decade of Fifty Shades Of Grey
C om pi l e d b y J a d e B a w a
The story of desire, passion and BDSM in E.L James’ best-selling trilogy and world-wide phenomenon, Fifty
Shades of Grey, has had an impact on billions across the world, opening them up to a whole new world of bondage
play and kink. The erotic story inspired people everywhere to embrace their sexual fantasies and consequently, the
books are widely thought of as the instrumental factor for sex toys and bondage entering the mainstream. With
2021 marking the ten year anniversary of the first best-selling Fifty Shades of Grey installment, Lovehoney Sales
Executive Jade Bawa compiles her Top 10 Fifty Shades mOHments spanned over the past decade.

1) After taking inspiration from Stephenie Meyer’s 2005 vampire
romance Twilight, E.L James began writing her own explicit take on the
story. After publishing it online, her work went viral and in 2011 a small
Australian publishing house agreed to publish Fifty Shades of Grey.

2) After the initial shock sets in from consumers over the explicit
content, within a year, James is engulfed by a frenzy. Women in coffee
shops everywhere began to be heard discussing the sexy scenes in
excitement, rather than disgust, and introducing kink and bondage
into their own sex lives.
3) Sales of sex toys and bondage sky rocket 400% in the first year
of the book alone. In 2012, after witnessing an uptake firsthand,
Lovehoney co-founders Neal Slateford and Richard Longhurst,
both huge fans of the books, worked collaboratively E.L James on
launching the only official licensed Fifty Shades of Grey The Official
Pleasure Collection, which went on to become one of the fastestselling adult product lines worldwide.

4) After its first year, Fifty Shades of Grey cleared the shelves so
quickly that UK printers reportedly ran out of silver ink for the black
and metallic grey covers, which James designed herself.
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5) In-line with Valentine’s Day of February 2015, the first Fifty Shades of
Grey film was released by Universal Pictures. It was an immediate box
office success, breaking numerous box office records and earning over
$571 million worldwide.

6) The release of the first film inspires millions more to reinact their
favourite sex scenes from the movi, helped by Lovehoney’s products
being named after specific scenes from the book. This sparks further
adult product sales uplifts, as well as footfall to adult shops. Lovehoney
themselves saw a significant rise in clitoral clamp, a previously niche
product, with sales rising 86% year-on-year.
7) Thanks to the new widespread acceptance of bondage products,
Lovehoney’s Fifty Shades of Grey Official Pleasure Collection graces
screens everywhere. In a 2017 episode of Keeping Up With The
Kardashians, self-proclaimed ‘momager’ Kris Jenner was filmed trying out
wrist ties from the range, showing that even Hollywood’s rich and famous
are no exception when it comes to opening up about bondage play.

8) The sequel film Fifty Shades Darker is released on the 10th February,
2017, while the third and final movie Fifty Shades Freed released on the
9th February, 2018. Both films dominate the box office and the trilogy is
seen as a global phenomenon.

9) In 2019, the NPD Group reported that the Fifty Shades of Grey trilogy
marked the United States’ three top-grossing books of the last 10 years,
with the series selling 35 million print and e-book copies from 2011-19.

10) In 2021, Fifty Shades of Grey turns 10. There has been vast popular
culture moments in the last decade, but none as monumental for our
category as the Fifty Shades of Grey effect. With the ten year anniversary
happening this year, and ripples of Kink and BDSM conversations being
ignited again, the adult products industry can expect another bumper
year, as shoppers look to embrace their fantasies.
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HOSTILE ENVIRONMENT
M a r k e ti n g Ma tters
In his monthly column,
Brian Gray from
Glasgow-based erotic
marketing agency
Lascivious Marketing
offers his thoughts on all
things marketing. This
month he’s pondering
what 2021 holds for us
and how we’ll react, as
Covid19 still dominates
the external marketing
environment.

In any normal year erotic retailers like
yourself are eagerly looking forward to Valentine’s Day for another sales spike. Hopefully this will come true. While I feel the
pain that bricks and mortar store owners
must be going through during lockdowns,
I hope this can be negated at least to an
extent by a move (partial at least) to online
operations.
If you’re a small to medium-sized enterprise, it’s all too easy to be laser focused
on products, services and promotion and
the sexy stuff that comes with it. But 2020
showed that external events (in marketing
parlance, the macro-environment) had
arguably much more impact on many
companies than hours spent managing
H1 and H2 metatags for the purposes of
website SEO.
When analysing the macro-environment, marketers undertake PESTEL
(Political, Economic, Societal, Technological, Environmental, and Legal)
Analysis to understand the key
factors affecting your company.
As 2020 unfolded it was easy to
see how Covid19 – or rather the
responses to it – was making itself
known in all of these areas, and in
turn your operations. Whether it was
affected supply chains from manufacturers to store shutdowns, govern-

ment ‘support’ for affected businesses,
and the economic effects and so on, the
marketing macro environment became
very ‘interesting’ compared to most other
years.
But as we’re now nearing a year of lockdowns and other restrictions, two questions come to the fore: how long can this
realistically go on for, and how can (and
will) private enterprise respond?
Despite the best attempts of mainstream
media and their central government
advertising paymasters to terrify us into
a constant state of acquiescence and
submission, it can’t last. Something has to
give. We thought governments and their
advisers were being noble and looking out
for us, and had the best data and science
to base their decisions on.
We thought wrong.
Several factors exist which fuel cynicism
and distrust. For a virus with an estimated
(by the US CDC) 99% survival rate among
people aged up until their late sixties, and
94.6% for those aged 70 and above,
we’ve been made to feel like it’s bloody (no
pun intended) Ebola that’s running amok.
Regarding the UK government’s communications campaigns, you can find the
documents online of what they were trying
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to achieve; arguably scaring people witless and
guilt-tripping ‘em for good measure. Goebbels
would have been proud.
There’s also the testing to be considered. The
percentage of false positives, admitted by UK
government officials, can be 90% or higher. If
you’ve seen or read about the Polish paramedics, Austrian politician and indeed the President
of Tanzania highlighting some very strange
things that have tested positive (apple juice,
cola, papaya, quail, and… a goat) it’s unsurprising that eyebrows are being raised.
Furthermore, there’s the matter of PCR test
cycle sensitivity. According to independent
journalists the cycle rates have often been
higher than what they should have been, which
increases the likelihood of a positive test result
from detecting trace amounts of virus from
months ago from someone who wouldn’t now
be contagious. Then there were more funny
numbers flying around as UK officials from the
Department of Public Health and Social Care,
and Public Health England admitted that multiple
tests conducted on the same person were
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being counted as separate cases. The effect? A
20% increase in the daily test stats. No wonder
the media rubbed their hands with glee as the
numbers of cases steadily rose and indulged
in continuous doom porning. There’s no news
quite like bad news.
Talking of bad news, the mortality stats haven’t
been beyond a little ‘selective interpretation’
either. For instance, the BBC’s reported coronavirus death tolls feature a little footnote stating
that the numbers are compiled from those who
had died within 28 days of a positive test result.
There’s a difference however between deaths
associated with Covid (ie. those who’d had a
positive result within 28 days) and those due
to Covid. This discrepancy was perfectly – if
morbidly – illustrated over in Colorado where
fatalities due to gunshot wound were somehow
included in the Covid death stats, purely because they’d had a positive test in the preceding
weeks. Of course it makes perfect sense…
doesn’t it?
I’ve been reading newspaper reports that the
German state of Saxony has approved plans to
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detain repeated lockdown beakers in detention
centres and sections of refugee camps. Those
with a decent grasp of modern history can
appreciate it when the words ‘Germany’, ‘detention’ and ‘camp’ in the same sentence don’t
immediately fill me with warm and fuzzy vibes.
And those facemasks. Nobody seems to have
got the memo or read the small print on the side
of the boxes the masks come in stating that they
don’t actually protect against coronavirus.
But probably the icing on the cake concerns the
vaccine itself. If you’re willing to roll your sleeves
up and get jabbed with an experimental vaccine,
you’re still then told that you can both catch the
virus and transmit it to others. You’ve still got to
wear a mask and socially distance. So when all
said and done it’s as much use as a chocolate
teapot. “And the Worst Salesperson of the Year
Award goes to…”
In short, multiple factors exist that when viewed
together should make citizens very doubtful
about what’s going on and at worst, incensed
with the restrictions placed on everyday life for
large periods of 2020, and potentially well
into 2021.
But nowhere is this collation of Covid questioning appearing in the mainstream media.
Nobody’s joining the dots to tell the wider story.
And there’s a very big reason for this. You don’t
bite the hand that feeds you. A publisher or
broadcaster being told there’ll be no shortage of
advertising revenue coming through their doors
will obviously keep quiet and not dare question
the narrative. So much for the hallowed ‘fourth
estate’. But there’s an old saying that’s particularly relevant in these surreal times. “You can fool
all of the people, some of the time. You can fool
some of the people all of the time. But you can’t
fool all the people all of the time.”
Enough people – whether those with scientific
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or medical backgrounds, independent writers
and journalists or even just people who have
instinctively felt that things weren’t adding
up – have started to dig. And dig deep. And
where mainstream media won’t dare go, today’s
brilliantly tenacious researchers and writers
have gone deep down the rabbit hole to find,
collate, analyse and subsequently disseminate.
They’ve used the internet and social media to
raise awareness of key facts or present new
viewpoints on which to drive objective discussion: the very thing that major broadcasters and
publishers have been so obviously shying
away from.
Consequently, people are taking action. Anti-lockdown protests are occurring across the
continent. They’re routinely ignored by mainstream media, but they’re happening. A few
weeks ago in Italy, thousands of restauranteurs
– some reports suggest up to 50,000 eateries
- opened up in defiance of their country’s lockdowns. Polish businesses owners in the Tatra
mountains have been equally vocal and opened
up their businesses once more. They specifically
cited the threat to the middle class, and smalland medium-sized enterprises. Add to that the
recent disturbances in the Netherlands and one
can easily see that governments and authorities
across the continent are skating on thin ice.
More and more people are deciding that ‘the
new normal’ isn’t an option for them.
Furthermore, it’s not just business owners and
concerned citizens getting involved. We’ve seen
Italian police officers take off their caps and
show solidarity with their fellow men and women. In Spain the ‘Police for Freedom’ movement
has been formed, with a declared mission to
protect the rights of citizens among the lockdown orders.
And regarding the horrible and seriously questionable government mass communication
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But I’m going to stick my neck out and outline
two possible scenarios, both of which will have
major consequences for the years ahead.
One of the potential outcomes is that people
get active in their opposition to continued
lockdowns and restrictions on normal life.
And I mean really active, forming new political parties and pressure groups, with small
and medium-sized business communities
getting involved. As the year progresses and
the weather improves, the number of people
actively voicing their anger online and on the
streets will increase, effectively leading to a
face-off between governments who have lost
their persuasive powers and emboldened and
desperate citizens and groups.
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But when all is said and done, what does all
this mean? How is all this going to pan out? I’m
not generally in the crystal-ball gazing business.

More independent businesses will open up
again, regardless of lockdown status. Mainstream political parties face tougher competition both for having their message heard, and
at the polling booth (English county and Scottish parliamentary elections are being held this
year). In the face of overwhelming numbers
openly resisting lockdown restrictions and
voicing their opposition to the government,
and with the police and army reluctant to
physically control crowds due to the negative
PR and sympathy towards the protestors from
within the ranks, the government eases off
and things return to normal – mostly.
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campaigns that have scared so many people,
nearly fifty psychologists have collectively
written to the British Psychological Society expressing their concern at the campaigns, which
they feel led to the inflation of fear levels among
the population. “Ethically murky” and “morally
questionable” were some of the terms used in
the letter. Enough said, really.
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Aleksandr Solzhenitsyn once said: “You only
have power over people as long as you don’t
take everything away from them. But when
you’ve robbed a man of everything, he’s no
longer in your power – he’s free again.” To a
restauranteur or hotel owner or perhaps an
erotic boutique owner whose company has
gone belly up, their livelihood gone, possibly
their savings too, with nothing left to cling to,
their anger and despair may be harnessed like
never before. They’ll become the most driven,
passionate individuals on a mission. Complacent, arrogant politicians and local bureaucrats beware.
The other possible outcome is that populations continue to suck it up and obey
with mere token questioning or resistance.
Governments, knowing full well that perpetual
lockdown will lead to increased resistance
and a potential mauling at the polling booths,
will indulge in various relaxations throughout
the years only to then be tightened again as
they deem fit. Rinse and repeat. Populations
will be left confused and in a state of what the
psychologists refer to as learned helplessness.
Access to services or travel will be subject to
vaccination status. Small and medium-sized
businesses continue to close as the econw w w. e a n - o n l i n e . c o m • 0 2 / 2 0 2 1
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omy crashes further, and the likes of the WEF
(remember last month’s column) and the UN
continue on their Great Reset / Agenda 2030 /
4th Industrial Revolution way. More control. More
socialism. Less freedom and liberty.
Which of these – if any - do you think will be the
most likely? Which of these would you prefer?
And which would be the most beneficial for your
business and livelihood? Think carefully.

I’m both agnostic and not particularly spiritual.
But a recent podcast I was listening to talked
about the relevance of the human spirit in these
crazy times. And it struck a chord with your
humble marketing columnist. I’d argue that
we’re in the midst of a pivotal time in our lives
where all the macro-environmental factors in
your PESTEL Analysis are capable of changing
not only the way you trade, and the viability of
private enterprise for small and medium-sized
enterprises (SME’s), but the way we function as
individuals; the way we interact with others; our
relationship with our governments, and so on. In
short, the manner in which we live as a whole.
Perhaps I’m being presumptuous, but I don’t
think we’re ready to surrender the freedoms
– personal and economic - that we’ve come
to expect from supposedly living in a liberal
constitutional democracy to ‘do our bit’ to
thwart a virus with a 99% survival rate. I don’t
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see us happily relinquishing the notion of private
enterprise either. Voluntarily abandoning our opportunities as makers and sellers to not only put
food on the table but to act as an essential part
of innovation and (for the most part, positive)
human progress? No chance.
Again, I don’t have a crystal ball. But I know
what I’d like to see in 2021. Obviously an end to
lockdown: that’s a no-brainer. We need to strike
a feasible and viable balance between acceptable risk versus the very real effects of sustained
nationwide lockdown. Yes, Covid19 can kill
an elderly or immuno-compromised individual.
But so can a bad dose of the common cold
or normal influenza. Meanwhile, mental health
issues have risen significantly across children
and adults, cancer diagnosis and treatment has
been terribly affected, and other treatments and
health provision we’d not normally give a second
thought about have been cancelled or affected
in some way. I’d like to see targeted protection
policies introduced for vulnerable people while
letting the rest of the population get back to
normal life – including running their businesses.
And the sooner this happens the better.
I’d also like to see choice when it comes to
vaccination: not only pertaining to which vaccine
to take per se (although that’s important too
for those intending to take it), but whether to
actually take it in the first place. There should
be free choice concerning whether to take it, to
hold off for a while, or to outright turn it down
for whatever reason. There can be no discrimination against those opting to forego taking it
just now (perhaps until more data is available on
the efficacy) or outright refusing. There can be
no ostracising or the de facto creation of parallel
societies (vaccine ‘savages’ perhaps, drawing
on my column last month) depending on who’s
been jabbed and who hasn’t. We don’t bar entry
or access to people without flu vaccinations so it
shouldn’t be the case for Covid19 jabs either.
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But perhaps the biggest potential to be harnessed comes from within ourselves. Think
about how many people you know who work
either for themselves or for other small- and
medium-sized companies. Not just within this
industry but so many others in your locale:
hairdressers, nail technicians, plumbers,
electricians, web designers, personal trainers,

butchers, bakers and (yes, even candlestick
makers too as the phrase goes) so on and so
forth. If you were to all start reaching out to
one another, discuss things and combine efforts, some very formidable peaceful pressure
and special interest groups can be formed to
be a positive force. One that local and national
politicians can’t ignore forever.
Here in the UK, it’s just been announced that
in England, local councils were quietly given
powers to extend lockdowns until July if
deemed necessary. Furthermore, Prime Minister Boris Johnston has also refused to rule out
extending lockdown until summer. Those local
elections have therefore become a juicy target
for disgruntled and determined business
owners to make their presence known and to
bring positive change to their areas.
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The numbers offer significant food for thought.
In the EU, SME’s account for 99% of all
businesses, and contribute to more than half
of Europe’s GDP. In the UK, the Federation of
Small Business statistics estimated that by the
start of 2020, of the six million UK businesses,
99.9% of them were SME’s. Furthermore, they
account for around half of UK turnover and
three fifths of the employment in the private
sector. That’s a huge number of potential
votes, even among the owners, never mind
the employees. They say there’s strength in
numbers: put it to the test.
History shows there’s little to be gained and
everything to be lost by doing nothing, staying
neutral, or blindly complying. You pick a side
and you stick with it from the get go. I hope
that in what looks to be another turbulent year
you’re able to make the right decisions for you
and your loved ones as well as your business. Ensure you have access (from multiple
sources) to the right information at the right
time and being able to analyse it all objectively
to decide on the right strategy for the rest of
the year.
I’ll finish for this month (and what’s probably been my most emotionally and mentally
draining column to write) by opining that we
need to ditch the fear, tell the politicians and
media to sod off, quit with the fear porn and
get on with life and business again with the
right amount of precautions and common
sense (including more handwashing and hand
sanitizer use) while still protecting the most
vulnerable among us. That works for me: what
about you?
Brian can be contacted at lasciviousmarketing.com, found on Instagram @lasciviousmarketing or phoned on +44 (0)141 255 0769
as once again his hairdresser is closed.
Déjà vu?
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#NormalizeLube
A bo u t p j u r ’s f o cus o n f ema le p lea sure

W

In 2021, pjur will launch
the ‚Normalize Lube‘
campaign, which is
aimed at all women
and those who love
women. The declared
aim of the campaign is
to normalize the use of
personal lubricants and
to address taboos that
often lie behind them. The
messages revolve around
women increasingly
exploring their own
pleasure and listening
better to the signals of
their bodies, as well as in
the open communication
of their needs and wants.
Then, according to the
manufacturer of premium
intimate products, a
conversation about lube
would be as normal as
the daily weather report.
The online campaign is
mainly played out via
social media, an attentiongrabbing display at
the POS rounds off the
campaign, which starts in
early February.

ith the current
campaign
#normalizelube, pjur
is setting a sign for
female pleasure. That
one‘s own pleasure is important. For
a careful handling of one‘s own body
and to educate about the causes
of dryness and moisture.
And finally, the open
conversation about
one‘s own needs,
especially in the
case of a lack
of moisture.
Last but not
least, the
appeal to use
personal

Listen to your body - The correlation of
dryness or moisture and sexual arousal,
which also changes during the menstrual
cycle, can be quite complex. Reason
enough to talk about the fact, that
‚moist‘ and ‚dry‘ do not equal ‚aroused‘
and ‚not aroused‘. The pressure to
become moist or even to feel the
fear of feeling pain, can and
should confidently be
met with a bottle of
lube.
Speak openly
about your
needs and
wants One‘s own
feelings

FOR THOSE
WHO LOVE WOMEN
lubricants as means to a more
fulfilling sex life.
Prioritize your own pleasure Exploring one‘s own desires and
prioritizing one‘s own pleasure, for
example through masturbation,
massages, but also during foreplay
or through different sex positions, is a
way to a more satisfying sex life. Only
those who know what they like, can
actively apply this and thus take more
responsibility for their own pleasure.
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about sexuality and pleasure
or problems with it are often not part of
the conversation(s) – neither with friends
or the partner nor even with the doctor.
The resulting lack of visibility leads to
insecurities and discomfort talking about
it. Therefore, pjur starts the discussion
and gives space to encourage women to
speak up about their needs and wants.
Use lube! - The use of personal
lubricants adds moisture to the intimate
area and alleviates symptoms of
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dryness. Everyone should be free to use the
lube that suits their love life best.
About ‚Normalize lube‘ - The campaign,
which starts in time for Valentine‘s Day (Feb
14) and the International Women‘s Day (Mar
8), aims to normalize the reasons for the
use and conversations around the topic of
personal lubricants, with the aim of motivating
more people to take responsibility for their sex
life. Because lube is a universal companion
that can improve everyone’s love life. For more
information about the campaign, please visit:
www.pjur.com/normalizelube
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Innovative changes coming to

WOW Tech Media Library + Academy
WOW Te c h G r o u p

WOW Tech Media Library
Partners now can use the brand-new
Tech Media Library to access all B2B
media assets 24/7. The Library is an
online media hub that houses valuable
resources that retailers can access after
logged in, and by using keywords and
categories to search through a wide
range of assets. Partners may download
these assets directly from the Library.
The Library offers partners the option
to download assets formatted for print
or online, saving time for retailers and
making daily business and product
launches much easier. “We believe that
the new WOW Tech Media Library will
greatly improve B2B marketing workflows
with all our partners,” said Marius Nieland,
WOW Tech Brand Manager.
To use the WOW Tech Media Library
retailers will need new login credentials.

WOW Tech Group is
constantly working to
improve cooperation with
its valued partners, and
the company announced
today major improvements
to two services for
its network of trusted
retailers: First, the WOW
Tech Media Library will
become the one stop shop
for all marketing assets
and, secondly, the WOW
Tech Academy will now
feature new interactive
content from certified
sex educators that will
further improve retailers
knowledge of WOW Tech
brands and product
ranges.
96

Once an account is made, there will be
unlimited 24/7 access to the Library.
Retail partners can sign-up for new
account at medialibrary.wowtech.com
Key advantages of the WOW Tech Media
Library at a glance: Customizable media
assets (download the assets in the format
required, whether for print or online use),
independent access 24/7 (using the
WOW Tech Media Library, partners can
efficiently and independently access the
assets you need 24/7 without ever having
to send a request), user-friendly interface
(use keywords and categories to intuitively
search for the assets partners require
and find them in seconds. Add them
to the basket and download them all
together once ready), immediate access
to new assets (as soon as a new media
asset has been uploaded, it is made
immediately available for use).
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WOW Tech Academy
WOW Tech is also thrilled to announce today
that the WOW Tech Academy has officially
launched with interactive video content that
aims to sharpen sales knowledge, teach the
key features and USPs of our top products
from certified instructors, and promote our
range with confidence.
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“We believe that the engaging and interactive
content from the WOW Tech Academy will help
all our retail partners improve their sexual health
and wellness expertise and boost sales of all
products in the WOW Tech house of brands,”
said Marius Nieland. Retail partners can access
the academy at: wowtech-academy.com
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It’s clear that ballsex and ballgasms are going to be
the talking point for quite some time, if not years
Je r r y Dav i e s p r e s e n ts ba l l d o

The founders of balldo:
Jerry Davies und
Elizabeth Plasencia

Never heard of ‘ballsex?’ Well, that is going to change, starting with this
EAN interview with Jerry Davies, who, together with his business partner Elizabeth Plasencia invented and developed balldo. This ingenious
product makes it possible to use the testicles as a ‘second penis’. EAN
was curious to find out how exactly this is supposed to work, and in the
process, we learned about ‘ballgasms’ and the idea that led to the creation of this unique product.
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Before you developed your product, did you
look at the current range of love toys? What
did you notice? What was missing from the
market?

Before we talk about the balldo, it would
be nice if you could tell us something
about yourselves. For example, how did
you come up with the idea of developing a
sex toy?
Jerry Davies: I’m Jerry Davies, I guess I
would describe myself as a serial innovator
/ entrepreneur. My business partner and
co-developer is Elizabeth Plasencia, a CAD
designer from Venezuela.
I have been ahead of the game three times
now. I built the world’s first Eco Superstore
in Australia <<called ‘Neco’, in 2006 but the
Lehmans crunch caused my investors to
pull out just before the store opened. So, it
holds the title of the world’s first and last Eco
Superstore. Eco is everywhere now.
In 2013, I created a beautiful range of electric
family cargo bikes for carrying adults and four
kids. These had turn signals, horns, brake
lights, and full electric drive with reverse
gear. So, the Boxer Rocket was born and
again, I was 5 years too early with this and
unfortunately my business didn’t make it.
Electric bikes are everywhere now.
I have a feeling that I am there again now
with the balldo. We have effectively created a
completely new genre of sex, ballsex. I have
also opened the door for men to have their first
‘ballgasm’ through using the product.
So for me, it wasn’t about ‘I’m a businessman,
I’m going to research and enter the sex toy
market’ it was about me having a eureka
moment (which could have been about
anything as the examples above show),
thinking and thinking it over and realising I was
on to something potentially very big.
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Jerry: In Oct 2018, we had just lodged all
the patents for the balldo and a suite of other
related products and I thought, before we
leave the subject of patents I must be truly
clear that there isn’t anything else like it on
the market. So, I went to eroFame and was
pleasantly surprised to see nothing like it at all.
I introduced myself to all the big players and
asked a lot of questions (not sure if they will
remember me or not!) because at the time I
thought I was going to license the patents. It
was great to meet everyone and I came away
from the show thinking what a great bunch of
people – I like this industry!

Now to balldo: How did you come up with the
idea for this product?
Jerry: The balldo concept started one day when
my partner and I were enjoying post coital bliss,
it was warm and we just had the sheets off and
started playing with each other; she started
pulling my balls down and as she did I noticed
my cock started getting hard again. So I started
to experiment with ball weights / rings, etc. and
then it dawned on me that there was enough
slack at the top of my balls to make them pull
out quite far away from my groin and this might
be enough to somehow make a second penis
out of them ... So with our 3D printer (we are
both engineers) we made moulds to make a
balldo and the rest is history.

I N T E R V I E W

By wearing a balldo,
the balls are perfectly
encapsulated in the soft
skin-safe silicone cage
behind the penis-like
conical tip – ready for
ease of penetration.

no inner core, the tip would just fold over on
itself when thrusting.
Our first prototype was made out of special
effects silicone and the core made out of bits
of plastic we cut out of packaging! But we
knew we had something big and we needed
to put a lot of hours into getting it right.
We bought a 3D printer and taught ourselves
how to make moulds and how to over-mould
(which is putting an inner core of a specific
material inside a mould, then filling it with
another material).

balldo is short for ball-dildo - could you explain
how balldo is used?

How long did the development take and what
difficulties and problems did you have to deal
with during this process?
Jerry: Yes, it has been a journey of 3 years;
we started off with ugly clattering plastic
prototypes all of which myself and my partner
tested - sometimes very painfully as skin got
caught in joints or pubes got pulled. So we
kept refining until all these pains and pinches
were removed. We also had to spend a lot
of time solving how to easily get it on and off
without hurting the balls at the most sensitive
stage of the process. Once the balls are in the
cage, they are protected but that on and off
regime had to be perfected and that took a lot
of experiments with inner cores that could flex
radially enough to easily slide over the balls
without touching them but at the same time be
re-enforced in the thrusting direction. If we had
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Jerry: Each to their own here, our testers have
reported using their cock first, then coming and
switching over to the balldo whilst they wait to
get hard again ... It definitely makes you get
hard again quicker. You then have the option of
DP Using it in conjunction with the cock one on
top of the other in the ass or vagina, but your
partner has to perhaps train up for the extra
girth! The icing on the cake is that you can put
the balldo up the ass and cock in pussy or
vice versa. So there really is quite a bit of fun
to be had.
It can also be used for solo fun. It’s actually
really nice to just ‘wear’ and have on as you
live your daily life, it gives you a bigger looking
packet, it gives you a soft naughty edge and
feels good. If you are solo naked, then with
plenty of lube you can masturbate with it using
you hand to slide over the tip and over the
skin of your balls ... again, it’s actually quite
penis-like in how you get stimulated. The key
is that the balls are ‘managed’ in a shape that
keeps them in the optimum position for positive
stimulation and protection.
There are two ‘spacer rings’ that come with
the balldo. These are key to the balldo being
used effectively. Nearly all guys have skin at the
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The balldo is the
world’s first ball-dildo

top of the balls that they hang from; now if you
were to just put on the balldo without the rings
it would just hang there and when you thrust,
that skin would just compress - basically you’d
have the equivalent of a small dick. Now with
the extra rings, that loose skin is turned into
length - I can wear three rings and a balldo
comfortably - four at a push - and with 3 the
balldo ring / ensemble is as long and as wide
as my cock. So, we opted for two rings in the
pack and owners can buy more if they need to.
Position is everything with the balldo - you
need the legs out of the way because the balls
are lower than the penis, so legs up missionary
or doggy are perfect, one leg up / one down
is also good. Everyone is different so the best
thing to do is experiment. I don’t profess for a
second to have a complete set of data here it’s too new, and I am sure many couples will
do things we haven’t thought of with it.

Testicles are very sensitive. Doesn’t it hurt to
squeeze them into the balldo?
Jerry: No, that’s the main hurdle we had to
overcome in the design phase. In our research,
we spoke to lots of guys and gals; I think the
general conclusion is that balls are just plain
ticklish - they respond in the same way that
if someone tickles you under the arm or the
foot, you want to curl into a ball to protect
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them right? But if you hold those ticklish areas
with a whole hand rather than feather touch
it, you notice you stop becoming ticklish. The
balls are the same - super sensitive for most
when touched lightly or by a point, but if you
cup them with your hand or put them in your
mouth for example, that ticklish ‘reject and
protect’ response evaporates. So, when the
balls are nicely cupped and presented in the
balldo, the ticklishness is removed - because
they feel protected and they are protected by
the balldo’s supporting cage. It’s almost like
the body knows they are safe because they
are being caressed all over by the soft silicone.
When they are put inside an orifice, you feel
warmth and stimulation instead of that impulse
to pull away.

What is the thrill of what you call ‘ballsex’?
Jerry: There are two aspects to ballsex myself
and our testers have experienced: a) the actual
act of ‘ballsex’ – i.e. penetrating an orifice with
your balls and b) the ‘ballgasm’.
When we first designed the product, we just
thought it would be a great way to keep going
once you had orgasmed, we did not know that
using the balldo itself would actually be able to
trigger an orgasm as well. I have had my balls
sucked by partners in most relationships but it
never made me come. With the balldo there are
three factors that can make you come, 1) the
stimulation of the nerve endings that are in the
skin of the scrotal sack, 2) the thrusting which
comes naturally as if your penis is inside and 3)
the penis being outside seems to feel unusually
sensitive - whether erect or not and I think it is
these three factors in combination that trigger
a ballgasm.
So to describe what it feels like ... ballsex is
like nothing you have experienced before – the
sensation is just like fucking normally but you
look down and there is your penis flopping
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about outside! Guys have only ever really
experienced one type of orgasm to date and
this is new – it’s like this really heavy deep
orgasm that seems to take a long and unusual
crescendo to reach. It’s almost like you are
trying to figure out where the hell it is coming
from!!!! It obviously still results in an ejaculation
from the penis, but unlike sex with the penis
I think there’s a much stronger psychological
stimulation. I guess it is kind of like giving guys
an ‘insie’ as well as an ‘outsie’ as in the female
orgasm. In short, it’s just awesome you have to try it.

Can you give a few more details about the
product? What material is it made of? And is it
true that you have patented the construction of
the inner core of the product?
Jerry: The balldo is phthalate-free silicone
with a harder material as the inner core. It is
designed to be of just the right diameter that
allows protection for the balls, strength for
thrusting, and of course is comfortable for your
partner to take in their body. The patents cover
all aspects of the design and we spent two
years filing for every conceivable variation of
the product. Luckily one of our early investors
is a patent attorney and over lots of beer and
coffee, we are confident we have everything
covered for balldo and also a whole raft of
other products that use the balls for sex. So,
on this basis it would be reasonable to say we
have the ballsex market ‘by the balls’

Who is balldo for? Who is your target group?

What is the difference to conventional
strap-ons?
Jerry: Its quite simple, a strap on gives you no
physical erotic sensation other than thrusting,
albeit you are thrusting from outside of the
erogenous zone so this is limited somewhat –
so a strap on is more a psychological arousal
thing. The balldo uses an erogenous zone
organ with apparently the same amount of
nerve endings as the vulva to anchor this
‘ball-dildo’ and also capitalizes on thrusting
in the same zone – so it truly is almost a
‘second penis’.
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Jerry: It can be gay/hetero, it can be used on
its own for anal / vaginal penetration or it can
be used in conjunction with your cock for DP,
again both anal, both vaginal or one in each.
We have also found that its really nice to wear
whilst out and about or even in the office if you
want a nice soft edge or your packet filling. We
also think it would be great for those who lack
confidence, either as an ED sufferer or guys
who are small. I in fact had ED for three months
after having acute prostatitis ... I just couldn’t
get it up past a limp shadow of my former self
and after a few tries I thought ‘Oh it’s just a
couple of times, it will come back soon ... but
it didn’t despite trying everything’ so I started
losing my confidence and being scared of not
performing. My GF pushed me one day to use
the balldo which to be honest I hadn’t thought
of at the time and this restored my confidence
enough to want to have sex ... In fact, I found
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that when I was using the balldo, my cock
started to get the hardest it would get as I was
recovering. It seemed to get harder because
I was still thrusting and getting stimulated by
the balldo but it was out in the air flopping
about - perhaps it felt left out!! Our testers have
reported the same effect that if they switch to
using the balldo after they come, they get hard
again much quicker than normal.

“ W E H AV E EF F ECTIVELY CREAT ED
A COMP LET ELY N EW GEN RE OF
S EX , B A L LSEX. ”

How do you intend to market balldo? How
and through which channels will the product
reach the consumers?
Jerry: We are launching and effectively taking
pre-orders through a popular crowdfunding
platform, this will have us ride the storm of the
PR. At the same time, we will be building our
network of distributors for conventional bricks
and mortar and e-tailer sales. We have already
had quite a few reports of ‘do you sell balldo?’
So we need to be present here for this one
and all of our follow-on products that use
the patents.

How do you plan to expand your distribution
network in Europe? Are you interested in
working with distributors or do you want to
work directly with retailers?

J E R RY D AV I E S

How has the response to your unique product
been so far?
Jerry: We are only just beginning our PR
journey this week and the level of response from
mainstream media journalists has been very
exciting. It’s clear that ballsex and ballgasms
are going to be the talking point for quite some
time, if not years. From a distributor perspective,
we have been contacted by many and we are
very excited to have the product ready to ship in
spring. The general public are similarly excited
but mostly bemused, but I have learnt from my
previous business endeavours that bemused
means a likely buyer – just much later … Most of
what we get is ’Wow! I need to try this‘.

What can you tell us about balldo’s pricing?
Jerry: We haven’t released pricing to distributors
yet but will do over the next few months – I can
tell you it will be reasonably priced.
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Jerry: It’s most likely we will follow the
conventional route – but you never know,
times are very much changing as we all know.

Will there be more sex toys from you in
the future?
Jerry: Definitely – Our patents are extensive
and with a patent attorney as one of our
key shareholders, we have gone above and
beyond in the details, and we have filed for a
multitude of products that fit this new genre.
Nadgerz Inc was set up to be the brand that
releases all these products. We have two
other ground-breaking products that will be as
newsworthy as the balldo and are likely again
going to be ‘must trys’. These will come out
towards the end of the year. Like the balldo,
each of these has a whole bunch of variants,
shapes, heads, electronics etc.
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We grew almost 40% in 2020, the

best numbers in 25 years for Fleshlight worldwide
Laura C osa n o o n F l e s h l i gh t’s go a l s f o r 2 0 2 1

Laura Cosano,
Marketing Director of
Fleshlight International S.L.

Fleshlight experienced record growth last year, and they started into
2021 with similar success. However, this interview with Fleshlight
Marketing Director Laura Cosano is not just about the past and present,
but also and especially about the future - about upcoming trends and
developments and new products.
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What are Fleshlight’s expectations and hopes
for 2021?
Laura Cosano: Firstly, the most important
thing is to get back some normality in our life.
We hope the corona crisis will be over by
the end of 2021. About the business,
we grew almost 40% in 2020, the best
numbers in 25 years for Fleshlight worldwide.
We have reached a million euros in Europe in
the first fifteen days of January, so we can
say 2021 is starting strong. We hope to
increase our sales in the first months and
then have them stabilise, but I think we’ll
match the numbers of 2020.

How will the market develop in 2021? Growth
despite the corona crisis?
Laura: Certainly, the erotic industry has
drastically increased its sales numbers in
the past months. However, this has been
going on for years. I know many shops have
taken this time of lockdown to get an online
shop ready. I think online shops will grow
more and more.

And what developments do you foresee in the
male toy sector in particular?
Laura: Well, more modern technologies are
flowing into the male toy sector. I think the
most important are virtual reality and wearable
technology. In addition, I think a big point to
introduce is a self- cleaning feature due to the
importance of the hygiene in 2020.
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Masturbators, strokers, sleeves etc. are a dime
a dozen these days. Is it getting more and
more difficult to stand out from the crowd?
Laura: I don’t think so. I mean Fleshlight’s
history in the business is linked to the high
quality of our products and the unmatched
innovation of the company.

How much effort do you have to put in to be
perceived as a brand and to live up to your
brand promise again and again?
Laura: Since I started working for Fleshlight
three years ago, our designers and myself have
worked to create a new image for the brand,
away from ‘only naked girls’. Innovation and
creativity are the most important things to catch
attention. We give more personality, creativity
and value to the brand and the feedback we
received from customers is very positive.

I N T E R V I E W

Can you tell us anything about your plans and
goals for the new year? What product releases
are planned for 2021?
Laura: As you know, we are depending on the
US I+D team for new products, but we carefully
select the products that we think will work well
in Europe. We analyse sales in retail, we do
research of the most popular girls, and then we
decide. We don’t want to launch hundreds of
low-seller products every year, we want strong
products in our catalogue. With this on mind,
we’re going to launch Mia Malkova’s butt for
instance because her lady Fleshlight broke
sales in 2020. Mia Malkova’s Lvl Up and Riley
Reid’s Quickshot were the best launches of
2020, they went directly to the top 10 of best
sellers that year. Also, we’re going to improve
our Stamina family with Butt Stamina, Go, and
Quickshot Stamina. And of course, there will be
new Fleshlight’s Girls and Fleshjack’s boys like
Maitland Ward and Johnny Sins.

Laura: Fleshlight is always supporting their
customers, sending samples, helping with
marketing issues… I think they know they can
count on us if they need anything.
In addition, we’re putting in extra effort in
production, hiring more workers, doing double
shifts since last April to give our distributors all
orders on time. For that same reason, we have
a consulting engineer to improve our production.
We want to be better as a company and give
our best.
It’s also very important to mention the new
distributor website on which the USA team
have been working for so long. On the new
site, distributors and wholesalers can find
more marketing content (product information,
assets, pictures...) but also a new way to do
the purchase by bulk orders. This is very helpful
for both, Fleshlight and customers, because it
makes it easier to manage orders fast.

Working with distribution partners has changed
a lot due to corona. How will Fleshlight support
the retail and wholesale trade in 2021?
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I hope to break the stigma of relationship

coaching especially for the younger generations
Jac q ui Rub i n o f f e n h a n c e s h e r c a r e e r a s a L o veo lo gy U niversity gra dua te a nd rela tio nsh ip co a ch
Jacqui Rubinoff is a love
coach & relationship
expert and also VicePresident of Eye of Love

Which came first, the sex educator or the sex toy? In Jacqui Rubinoff’s case, pleasure products were the key to
a future of well-rounded sexual health expertise, both on and off the industry playing field. In her ‘day job,’ so
to speak, Rubinoff is the Vice President of Eye of Love, a sensual jewelry and scents brand that utilizes pheromone-laced colognes and perfumes to attract and entice partners. Eye of Love’s volcanic rock necklaces and
bracelets can be spritzed with their accompanying perfumes, as the naturally porous material is perfect for
long-lasting wear of scented oils or sprays. Inspired by her daily surroundings, Rubinoff decided to take the
next step in her career and become a student of Loveology University. Developed by famed sex and relationship
expert Dr. Ava Cadell, a Loveology degree equips would-be educators with a wealth of practical knowledge,
geared for solo folks, couples, and every client in-between. Armed with a second and just as successful job,
Rubinoff now spends the rest of her daylight hours as a love coach. Throughout 2020, she continued to grow
her business with Zoom and Skype sessions, teaching Covid cooped-up clients how to master their relationship
struggles or better connect with their sexual selves. Rubinoff – who affectionately goes by ‘Jax’ – promotes
her multi-faceted career and offers coaching sessions via her Instagram page, @JaxRubinoff. When Rubinoff
is wearing her VP shoes, her Loveology background works double-duty during product development or the
creation of sex-ed social media content for Eye of Love. She thinks there’s no better mix than a bit of business
brains and an academic-level grasp of erotic attraction. After all, what adult brand CEO couldn’t benefit from
digging deeper into the sensual human psyche?
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Which came first, your interest in the pleasure
products industry or your desire to pursue a
sex and relationship coaching career?
Jacqui Rubinoff: It all started with being the
go-to friend for anything having to do with
relationship advice. My interest in business
and relationships led me to pursue a degree in
Family and Consumer Sciences. Upon graduating I began working in the pleasure products
industry and focused on products to enhance
peoples relationships. I knew I wanted to further my education and be able to help people
on a more personal level as well.

cation on the side. Although it can feel like
information overload, one of the best things
about the course was how it was broken up
into mini-modules such as flirting, dating, and
marriage. I was able to really dive in and learn
how to help people with every aspect of their
relationship.

What do you hope to pursue and achieve with
your certification? Who do you want to help?

Jacqui: I am the Vice President of Eye of Love
and run several programs. I manage the marketing which includes social media, coordinating photography, graphics and online media. I
also run our product training programs and our
international sales network. One of my favorite
parts is brainstorming and coming up with new
product development and design.

Jacqui: I plan on continuing to provide relationship advice through my social channels and
on a personal level with clients one on one.
Most of my clients have been in my age group
(in their 20’s and 30’s) and I think this is such
an important category that is often not given
enough attention when it comes to relationship coaching. Having my certification has
opened the doors to many new opportunities
such as being a guest on podcast channels
and speaker at expert panels and interviews. I
want to help as many people as I can find love,
enhance their current relationship, or support
them through a breakup if they are in an unhealthy relationship.

Why did you choose Ava Cadell’s certification
course? What did you like best about the program once you got into the coursework?

How does your new knowledge also supplement your career in the pleasure products
industry?

Jacqui: I met Dr. Ava Cadell through the
industry and when I heard about her Loveology
program it felt like the perfect fit. I was able
to take the courses online which enabled me
to balance my job while getting my certifi-

Jacqui: My knowledge has definitely enhanced
my career as they are extremely intertwined.
With Eye of Love I am always creating content
for our customers to improve their love lives. It’s
important to not only have the product but to

Besides coaching, what encompasses your
daily life at Eye of Love?
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“ I WANT TO HE L P AS MANY PE OPL E AS
I C AN FIND LOV E , E NHANC E THE IR

C URRE NT RE L ATIONSHIP, OR SUPPORT

THE M THROUGH A BRE AKUP IF THE Y ARE
IN AN UNHE ALTHY RE L ATIONSHIP.”
JACQUI RUBINOFF

During the pandemic,
Jacqui offers her
services via Zoom and
Instagram Live

know how to use it and how it can benefit you
relationship. I love that I am able to combine
my business brain with my desire to help
people. My knowledge about relationships has
also helped me to know what people need and
are lacking so we can create products that will
benefit them in their daily lives.

Based on what you now know as a coach,
where do foresee the future of sex and relationship coaching heading? Are there any
topics or themes or attitudes you think will
heavily prevail?
Jacqui: I think there will be an increased
demand for relationship coaching especially
with the current pandemic we are in. I also
think we will see more of a shift to online
coaching sessions as people are getting more
comfortable with the idea of having productive work sessions at home. During Covid-19
I’ve continued doing interviews and coaching
sessions over Zoom and Instagram Live and I
think that will continue out of convenience once
the pandemic is over. Businesses in general are
being forced to become more online savvy and
remote-capable to move with the times.
118

What are your plans to use your sex coach
knowledge and certification in the near future?
Jacqui: I hope to break the stigma of relationship coaching especially for the younger
generations. The same way CEOs go through
executive coaching seminars, you can be a
great person and not have any problems and
still improve your relationship with a love coach.
Everyone can benefit from extra tips and advice
when it comes to relationships and my goal is
to work with people on enhancing and preventative measures rather than waiting until it falls
apart. I hope to continue to grow my practice
and help people on a larger scale. People can
stay up to date with love tips on my Instagram
@Jaxrubinoff.

This interview is
contributed by Colleen
Godin, EAN U.S.
Correspondent
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Once in a while something unique

comes along, something like N1up
SH OT S d ist r i bu te s N 1 u p

Ard van den Brandhof,
Head of Purchasing at SHOTS

SHOTS add another
high-profile product to
their range of food supplements: N1up from German
company Pharmedix. Learn more about the distribution agreement, the product itself, and the tricky
food supplement market
in our EAN interview with
Frank Soetekouw, Sales
Manager at Pharmedix,
and Ard van den Brandhof,
Head of Sales at SHOTS.

What can you tell us about Pharmedix?
When was the company founded
and what are its activities? What is
Pharmedix‘s corporate philosophy?
Frank Soetekouw: Pharmedix was
started in 2012 and specialises in
the development, production, and
distribution of food supplements,
over-the-counter pharmaceuticals, and
health products, all of which are made in
Germany. We believe you can improve
your health in significant ways through
innovative products and supplements.
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Frank Soetekouw, Sales
Manager, Pharmedix GmbH

Could you give us an overview of your
product range?
Frank: Pharmedix specialises in health
products in various categories: wellbeing,
muscles and joints, cold prevention, skin,
hygiene, etc.

‚Made in Germany‘ - Your company
prides itself on the high quality of your
products. How do you ensure this
quality? What does quality control look
like at Pharmedix?
w w w. e a n - o n l i n e . c o m • 0 2 / 2 0 2 1

N1UP is available
from SHOTS now

Herbal substances that strengthen potency
have been around for centuries. What can
today‘s products based on natural ingredients
really achieve?

Frank: Every step of production takes place
in Germany and is handled by contract
manufacturers who hold the required
certification for the production of health
products. Pharmedix products also have a
pharmaceutical registration number (PRN)
which means they offer pharmacy quality,
i.e. our products can be sold in pharmacies
in Germany.

The market for dietary supplements is
considered a growing market, but has fallen
into disrepute, especially when it comes to
products that concern erection or potency.
How do you deal with this?
Frank: The bad reputation of this segment
has to do with adulterated products, i.e.
products that include chemical substances
such as sildenafil or derivatives thereof.
This makes them illegal medicinal products.
Pharmedix on the other hand ensures the
purity of our products. Before reaching the
market, every batch of N1up is tested by an
accredited laboratory in Germany to get the
desired certifications.
3
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Frank: Let’s start with the obvious:
Plant-based substances should not be
used to combat erectile dysfunction or
similar problems. If you suffer from such
ailments, you should consult a doctor.
However, what plant-based substances can
do is have a positive impact your energy
metabolismand improve your performance
and stamina.

Let‘s talk about ‚N1up‘, your product for
strengthening the energy balance of men.
What can ‚N1up‘ do that other products in
this segment cannot?
Frank: The extraordinary quality of the base
materials, the high bioavailability of the
ingredients, and the unique mixture of these
ingredients makes N1up a product that meets
the performance requirements of any man.

Which target group do you focus on
with ‚N1 up‘?
Frank: N1up is a vegan lifestyle product for
active men, from 18 to 88, who want to make
sure they perform at peak level when special
occasions arise.

What does ‚N1up‘ cost in retail?
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“ N 1 UP IS A VEGA N LIF ES T YLE PRODUC T FOR AC TIV E ME N, FROM 18 TO 88,
W H O WA N T TO MAKE S URE TH EY PE RFORM AT PE AK L E V E L W HE N SPE C IAL
OCCA S ION S ARIS E. “
F R A N K S O E T E KO U W

Frank: 39.95€ (incl. 7% VAT.) per package
(4 capsules).

comprehensive level, creating awareness for the
brand across the German and the international
(adult) markets.

Which distribution channels will Pharmedix use
to market ‚N1up‘?

What are your expectations regarding the
cooperation with SHOTS?

Frank: We are going to work with bricks and
mortar pharmacies, mail-order pharmacies, and
the adult retail trade, online as well as bricks and
mortar, but we will also rely on direct distribution.

Frank: We expect to boost the popularity and
prominence of the N1up brand, we want our
success to go hand in hand with the success
of SHOTS, and we want our collaboration to be
one of mutual trust and satisfaction.

How did the collaboration with SHOTS
come about?
Frank: SHOTS is a very agile company with
tremendous reach in the international market.
We had very open and constructive talks
which confirmed to us that SHOTS is the ideal
strategic partner to market N1up. SHOTS
has a great team, and we are really looking
forward to working with them and achieving
mutual success.

What requirements do you place on your trading
partners or distributors?
Frank: The audience needs to be addressed in
a targeted and effective way, and the marketing
activities need to be implemented on a
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Do you have plans for other products that could
be sold in the erotic market?
Frank: At present, we are working on a
drinkable energy booster and intimate
hygiene products.

Can you tell us how you became aware of the
product ‚N1up‘?
Ard van den Brandhof: I was made aware
of it when it appeared on the market, and
shortly afterwards, I was approached by
Bernd and Frank. SHOTS is always looking for
new innovative products and with N1up, we
have added a fantastic product to our range,
something that is really new.
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“ TOGE THE R W ITH N1UP, W E HAV E TO
GE T THE SNOW BAL L ROL L ING. IF WE
MANAGE TO DO THAT, THIS C OUL D
BE C OME A V E RY BIG ONE !”
A R D VA N D E N B R A N D H O F

What made N1up a great addition to your
range? How does it stand out from the huge
range of food supplements on the market?
Ard: It’s the brand but it’s also definitely the
people behind it. The story and the product
are completely in sync. This is different from
what is already there, and by telling the right
story and approaching the right customers, it
has great potential.

On one hand, the market for supplements
is large, but on the other hand, it is viewed
critically, especially when it comes to potency
and erection pills. What is your opinion on
this topic?
Ard: You are absolutely right, and that is
how I view it as well. 99 out of 100 products
available on the market don‘t do what they
say they do, and the products that actually
do are either drugs or illegal. We are always
skeptical when we are approached with new
products. But we never close your eyes!
Because once in a while something unique
comes along, something like N1up.
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Which criteria matter most to SHOTS when
you look at products in this segment?
Ard: The complete story and the product
must correspond. And that almost never
happens, especially in this product
group. Often, a product is just being
marketed well but it doesn‘t work,
However, with this one, everything falls so
nicely together. What N1up does is unique
in this segment.

SHOTS is already well-positioned in the
supplement sector, with third party products
as well as your own brands. How does
‚N1up‘ fit into this extensive range?
What new benefits does ‚N1up‘ bring to
your customers?
Ard: SHOTS is the one-stop shop in the
erotic market, the mix between our own
SHOTS brands and the brands that we
import is advantageous for all parties.
Every brand has its own unique DNA,
and this creates a bigger and stronger
range and choice for our customers.
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„ SH OT S IS A LWAYS LOOKING FOR NE W INNOVATIV E PRODUC TS AND W ITH

N 1 UP, WE H AVE A DDED A FANTASTIC PRODUC T TO OUR RANGE , SOME THING
THAT IS REALLY N EW. “
A R D VA N D E N B R A N D H O F

Can you tell us about your distribution
agreement with Pharmedix, the manufacturer
of ‚N1up‘? Where will you distribute the brand?
Will you focus solely on the European erotic
market?

Ard: We will mainly focus on the European
erotic market, yes. But in recent years, our
footprint in the mainstream has grown steadily.
And together with N1up, we will conquer
both markets. We believe in good, effective
communication and cooperation to do this
together!

What potential does ‚N1up‘ have in the
European market?
Ard: I think there is a lot of potential. Together
with N1up, we have to get the snowball rolling.
If we manage to do that, this could become
a very big one! For all customers who have
become curious about this great product and
would like to learn more, contact your account
manager or go to www.shots.nl!
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We should look at 2021 as the year

in which we have to deal with COVID-19
What aw aits i n 2 0 2 1 – a c o nv e r s a ti o n w i th R o bert Strz elecki
Many European countries
are back in lockdown
again, which obviously
raises the question: Will
this create a surge in sex
toy sales, the same way it
did in 2020? Speaking of
which, was 2020 maybe a
turning point in the history
of the international sex
toy market? We discuss
these two questions – and
many more – in our EAN
interview with Robert
Strzelecki, Partner &
Executive Director of
distribution company
PLAYROOM, who is
also a retailer. Among
other things, he shares
his feelings about the
current situation and
his predictions for the
upcoming months.

Robert Strzelecki is the Executive
Director of distribution company
PLAYROOM and also a retailer

The year is starting more or less the same
way the last one ended: The corona
pandemic still has a stranglehold on us,
many countries are in lockdown again,
and there’s no telling when this horror
will end... what does all this mean for
our market?
Robert Strzelecki: Let me start by saying
that I cannot answer this without first
mentioning a general idea that politicians
and certain governments have done
nothing to prove that they deserve their
salaries and positions. What is currently
happening in the European Union - which
is our common economic area and one
big home for us all - is scandalous! The
pandemic and its advancement is a result
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of politicians’ negligence and lack of
competence. Sadly, we all have to suffer
from this. That’s all about politics.
Despite a temporary downturn we had
at the beginning of 2020, business soon
improved. For many people, the entire
year 2020 was one big success, and
the beginning of this year – at least in
the case of our company – was better
than expected, not to say amazing! The
companies that scaled their business and
did not have difficulties due to payment
gridlocks started climbing up quickly. It
seems it was worth it. The non-scalable
businesses which dealt with financial
issues now experience a long string of
problems. Can they get out of them? I
am afraid they cannot. Aid programmes
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for small and medium-sized companies – in
the case of Poland – are insufficient and the
budget is overloaded with many other social
costs. The distribution of social aids by some
governments now means lack of funds for
real assistance to those who generate the
national income, i.e. private entrepreneurs. For
our industry, this means that large and giant
companies (manufacturers and distributors)
may get tempted to substitute the small and
collapsing businesses and take over this part of
the market. One could say: There is nothing to
be done, it is the law of the jungle!

Interest in and demand for sex toys increased
rapidly throughout 2020. Is it imaginable that
we will see the same phenomenon again
this year?
Robert: I wish we and other companies could
benefit from such trend in the future, but the
market economy is unpredictable. So many
factors influence it that it is hard to put forward
a specific forecast. I think that the lockdowns
instigated by many countries will lead to growth
and this growth will remain effective until mid2021. I have analysed sales data of one of
the largest logistics companies in Poland that
renders global and domestic services. Based
on these data, the company has developed
its infrastructure to include new incomingoutgoing points to handle as much as 67%
more parcels in relation to the previous year.
This considerable growth means that, globally,
consumers and companies buy more on the
internet and send and receive more packages.
Business flexibility and competent managers
131

have used this market trend and provided us
all with ready-made logistic solutions. We can
learn a lot from them.

Would it be wrong to say that 2020 was a
turning point for our market much like the year
the first Fifty Shades of Grey novel
was published?
Robert: Ever since I started answering EAN’s
questions, this is the first time I have to say:
Yes, it would be wrong to say that. First of all,
when Fifty Shades of Grey appeared on the
market, the entire media and promotion thing with amazing PR to prepare the market for this
super-blockbuster - was a powerful business
project. Its target was engaging people to
satisfy their sensual desires. The brand was
winning the market step by step, sensually,
through a book, film, interviews… The hype
among consumers was easy to predict and
turned it into this brand. By the way, would this
be a good moment to ask about the current
state and the development of the Fifty Shades
of Grey brand? Secondly, like I said, it had
been a business project based on a simple
rule: global range = big profits. The brand was
repeatedly rewarded, there were hundreds or
thousands of interviews, product reviews, press
conferences attended by the book’s author,
E. L. James. It all worked perfectly. There was
none of the randomness or fear of uncertainty
that was so common in 2020. The year 2020
and the turning point it represented to our
business was purely the result of social factors.
Due to the pandemic, people were forced to
work from home. It probably wasn’t their first
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choice, and they often stayed home for weeks.
Back then, they felt like hunters and rushed
to the internet to do the shopping. Some of
them, if and when they could, visited brickand-mortar erotic stores to have a respite from
social distancing issues, from the pandemic
in general. So, this considerable increase

spikes emerge. As people, we have to acquire
herd immunity– at least that’s what the
scientists are saying. Only then can we go back
to normality. Before that happens - as long as
people remain unvaccinated and governments
act randomly - we won’t return to the way
things were before 2020.

“TH E EN TITIES IN THE MARKE T NE E D TO TRADE FRE E LY,

MOVE GOODS, F IN D NE W MARKE TS, SE L L PRODUC TS OFF
WH ERE IT IS ECONOMIC AL LY JUSTIFIE D.”
ROBERT STRZELECKI

in business turnover was not planned and
calculated, it was purely accidental, arising from
social needs.

In many countries, bricks-and-mortar retailers
had to close their doors again because of the
renewed lockdown. Do you fear that many
shops will remain closed forever?
Robert: Lockdowns across EU states can be
very different. Some countries close all stores,
regardless of the type of business, and leave
alone only those which sell essential products
(groceries, pharmacies). Other states close
large-format stores, that is the ones where
large groups of people come in contact with
one another. If the coronavirus does not
subside soon, and it does not seem to, we
are all likely to witness a worldwide lockdown.
Honestly, it seems smarter than closing and
opening the economy every 2-3 months as
new mutations of the virus and new infection
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If sales shifted even more in favour of
e-commerce, what impact would that have on
our market?
Robert: E-commerce has been developing
for years and this growth follows people’s
expectations and is a result of technological
developments. I don’t think anything can
prevent e-commerce from growing further. On
the contrary, it may turn out that people (after
all, there are still many who do not do their
shopping online) will force themselves and
learn to use online shops. Actually, I’d say that
learning how to use e-commerce, especially
among the elderly, is in the interest of us all.
However, I must share a personal observation.
I cannot imagine a situation in which we only
purchase in online stores and anything else
disappears. For sure, e-commerce will play a
more and more important role in our lives, but it
cannot replace bricks-and-mortar stores. Could
you imagine purchasing a suit or wedding
dress via the Internet?
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What other challenges are waiting for us in
2021? And above all: Will we have to deal with
the same problems that plagued us in the last
few years?
Robert: 2021 started with a lockdown in
many countries. Sadly, some countries have
decided to prolong it, potentially until May.
This means it is going to be mid-2021 and
the economy still won’t operate at full speed.
What can result from that? We should look
at 2021 as the year in which we have to deal
with COVID-19.
How well we do is also up to us - the people.
If many of us continue to question the
importance of vaccinations or even the fact
that COVID-19 is real, I am afraid that 2021
will not be the last year we spend trying to
counteract the pandemic.

One of the big topics in the industry right
now is exclusive distribution: Will the number
of these distribution agreements continue
to increase?
Robert: I love this subject. It is a very broad
subject. Theoretically, agreements limiting
business are not good. For a couple of
reasons. The most important being that
limitations in distribution within specific areas
or countries could be – and in many countries
are – a sign of unfair competition. They may
be legally pursued, but other businesses are
punished because of these agreements.
The second reason is this fictitious idea that
exclusive agreements are good.
It is fiction in the face of global economy.
There are no legal tools serving to inspect
the contractual exclusiveness effectively.
Although every other company presents
itself as ‘exclusive distributor’ or ‘authorized
distributor’, the truth is that it is just an empty
slogan. The entities in the market need to
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trade freely, move goods, find new markets,
sell products off where it is economically
justified. Contractual limitation (exclusiveness)
obviously assures considerable cooperation
comfort, e.g. between manufacturer and
distributor, but it limits the range and
penetration of the market.

What do you expect in terms of new products
and product trends in 2021?
Robert: I dream of discovering something
ground-breaking. We waited for such a thing
in 2019, and in 2020 nothing happened for
obvious reasons… Is the market going to get
something special in 2021?
Based on the information we get from from
foreign partners whom we cooperate with
directly, yes – we will, indeed. The market
will be supplied with a new wave of tailormade products.

At the beginning of January, EDC
Wholesale and Eropartner announced a
strategic cooperation. How do you rate
this jumbo merger?
Robert: Strategic co-operations can hinge
on various aspects and take place over the
course of many years. In this case, it is about
the cooperation of competitive entities in the
same market. We can assume that it is not
about winning new markets or contributing to
the development of non-competitive entities,
representing other lines of business, other
fields of operation.
It is all about sales channelling. The question
is, who will suffer? I mean, which one of
these two companies. That said, I do believe
that such a cooperation will make it easier to
achieve certain goals and I congratulate them
on this decision.
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CBD could help someone shift their mindset

from one of frazzled overwhelm to a state of relief
Se x and c a n n a bi s e d u c a to r A s h l e y M a n ta ta kes p lea sure reta il to sch o o l o n sensua l C B D

Cannabis and pleasure expert Ashley Manta lives up to her name as the Cannasexual (a word
which, by the way, Manta cleverly coined and trademarked herself). Ask this woman literally
anything related to sex – from the basics to serious kink – and cannabis use – from smoking
joints to medical CBD muscle rubs - and she turns into some sort of stoned sex superhero.
No topic is too over-the-top for Manta, who tells all on her website,
AshleyManta.com. This supremely sex-positive woman boasts
a resume that includes pleasure industry credits as a sex
educator and pleasure product brand ambassador (who
also hosts some absolutely fabulous sex parties, or so we
Sex and
cannabis
hear). But rather obviously, her favorite subject is a blend
educator
of weed and getting off. Manta explains that CBD – an
Ashley Manta
important chemical derived from the cannabis plant –
is quite possibly the industry’s most misunderstood
product. However popular anything-cannabis
might be, there are plenty of folks that haven’t
quite grasped how CBD works (or that it doesn’t
make you ‘high’ – at all). Manta currently works
with sensual cannabis extract brand Foria
to help dispel the rumors – and legalities surrounding CBD or THC-tinged topicals
and edibles. The topic is timely, as Mary
Jane-themed brands like Foria, High on
Love and GoLove Naturals are quickly
interspersing into the daily line-up of
recognized adult products. Before
long, CBD lubricants, massage oils
and ingestibles will be just another
celebrated staple of pleasure retail
(mostly) no matter where you are in
the world. When Manta isn’t busy
planning a new sex-ed class or
penning an article for High Times
magazine, she’s available to sex
toy and adult accessory brands or
sex journalists as a sought-after
resource and canna-coach to all.
EAN asked Manta to spill the dirty
details on the industry’s latest
little secret – CBD for wellness
and intimacy.
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In a nutshell, how would you best describe
CBD and its benefits - both for overall health
and for use during sex - to a new user?
Ashley Manta: CBD is one of many
cannabinoids found in cannabis that works
with the body’s endocannabinoid system to
promote homeostasis. According to Ryan
Vandrey, Ph.D, quoted in a 2019 article for
Dome, Johns Hopkins University Medicine
publication, he is conducting long-term
observational research on cannabis, hemp, and

If CBD can help with pain, sleep, and mood, it
makes sense that those individuals using CBD
to address those concerns would be more
likely to be able to access their pleasure and
sexual curiosity.

Why is CBD so highly recommended for sexual
health issues or simply enhancing playtime?
Ashley: It’s important to keep in mind that
CBD works best in conjunction with other

“ I T ‘ S IMP ORTAN T TO KEEP IN MIND THAT C BD W ORKS BE ST IN
CON JUN CTION WITH OTH ER C ANNABINOIDS, E SPE C IAL LY THC .”
A S H L E Y M A N TA

CBD products. He described his initial findings
noting, “We found that, among individuals with
a variety of health problems such as epilepsy,
chronic pain, autism, anxiety and other serious
health conditions, those who were using a
cannabis product — people predominantly
used CBD products — reported a better quality
of life and satisfaction with health, pain, sleep
and mood compared with those who were not
using cannabis products.” While CBD has not
been extensively studied regarding its direct
relationship with sex and pleasure, some of
the conditions that Dr. Vandrey describes can
make pleasure and intimacy more challenging.
137

cannabinoids, especially THC. Even a small
amount of THC can make the effects of CBD
more profound. CBD is understandably more
appealing to newer consumers because its
effects are not intoxicating, lowering the risk of
an unpleasant experience. CBD exists in a legal
grey area, which makes it easier to access in
the United States. Since CBD seems to help
with anxiety, it may be useful for folks who are
struggling with shame around their bodies or
their sexual performance. Additionally, it could
be a useful tool for folks who struggle with
work-related stress. A dropper of CBD-infused
tincture or a few pulls on a CBD-rich vape
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could help someone shift their mindset from
one of frazzled overwhelm to a state of relief.

What’s been your experience using CBD oil in
general, especially prior to or during sex?
Ashley: I strongly prefer cannabis-derived
CBD to hemp-derived CBD because the other
cannabinoids in the cannabis plant are also
quite useful, but hemp-derived CBD is a better
option for folks living in prohibition states or
who cannot use THC. I have used it in topical
form before sex many times and found it useful,
and I’ve used it orally (tincture) for anxiety and
stress management.

What CBD products would you recommend for
use during sex or solo play?
Ashley: Foria makes my favorite CBD
products. I love their CBD-infused massage
oil (Ylang Ylang is my favorite scent!), which I
love using for sensual massages with a partner.
Their CBD vape pen, Flow, tastes a bit like
mint chocolate and helps remind the consumer
to relax, take a deep breath, and slow down.
Botanically infused intimacy oil, Awaken, helps
to stimulate sensation in the vulva and some
users report that orgasms are easier to access
after having used it.

How would you recommend consumers
incorporate CBD oil into their anal play?
How do the effects of CBD differ - if at all when ingested versus applied topically or inside
the body? Is one method better than the other?
Ashley: Topical products don’t directly impact
mental status, so products applied to the vulva
or anus will not relieve stress. However, they
can make penetration more comfortable for
the receiver; both vaginal and anal, whether
in liquid or suppository form. The only thing
that makes one method better than another
is how well it works to address your individual
concerns. Rectal and vaginal absorption is
highly bioavailable, which makes inserting
suppositories an excellent choice for those who
don’t enjoy smoking or ingesting.

Ashley: I would try it both orally, in suppository
form, and on the outside as a topical,
depending on your needs. If your need is
more mind-based, stick with tinctures for oral
consumption. If it’s more for relaxation/comfort,
use suppositories or topicals. For topicals,
remember that it needs time to absorb so
practice patience and go slowly! (Which is an
important rule of thumb for anal generally!)

What makes CBD oil particularly useful and
pleasurable for sex, especially for anal play?
Ashley: Topically it helps to reduce discomfort
without numbing, which is key for anal play. I
would also suggest trying it in suppository form
so that the cannabinoids have the opportunity
to absorb into the mucosa of the rectum.
138

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

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

I N T E R V I E W

We always start the New Year with optimism

and we believe 2021 will be another good year
Bat hm at e c o n ti n u e s o n a tr a j e c to r y o f s u c c ess
Bathmate’s success
in 2020 seems almost
incredible. The coronavirus
pandemic swept across
the globe with far-reaching
effects, and being a British
company, Bathmate also
had to prepare for Brexit,
but in spite of these major
hurdles, the brand grew
and flourished, reaching
unprecedented heights.
In our EAN interview
with Bathmate Brand
Manager Tim Brown, we
look back at the past year
but we also talk about
new Bathmate products
the retail trade can look
forward to in 2021.
Bathmate’s Business Development
Manager Kerri Middleton and Brand
Manager Tim Brown

The new year has begun, and we have
to live with the certainty that the corona
pandemic will accompany us for a while
longer. Does that worry you? What is the
current situation doing to our market?
Tim Brown: Firstly, let me wish everyone
a Happy and Healthy New Year, I wish
everyone a prosperous 2021.
I think everyone is worried about the
coronavirus, the impact on people’s
health, the sad loss of life and the
damage it is doing to the global economy.
It is a very troubling time for everyone. My
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heart goes out to anyone who has lost
someone important during the pandemic,
I can’t imagine how bad that must be.
Hopefully, the roll-out of the vaccines will
start to have an impact pretty soon and
save many lives. The question really isn’t
just about the adult novelty industry it is
a global question about how we all adapt
to the new reality. Going forward I think
people will travel less for business - they
may still travel as much as they did for
pleasure. The cost of traveling round the
world to attend trade shows and show/
demonstrate products is very expensive,
w w w. e a n - o n l i n e . c o m • 0 2 / 2 0 2 1

for the last 12 months we have conducted
our business through Skype, Zoom, email and
even the good old fashioned phone call. This
has provided big cost savings which we have
used to incentivize our direct customers to buy
and promote Bathmate even more effectively. I
think this will become normal business practice
for many companies, with fewer shows being
attended and more reliance on technology to
fill the gap.

How did Bathmate
experience the
past year, which was
undoubtedly unique and
dramatic because of corona?
Tim: I landed back from the States the first
week in February 2020 and looked at how
corona was developing and I thought, I bet we
don’t get on any more planes this year – and I

“WE S OLD MORE P UMPS IN MORE C OUNTRIE S
TH A N EVER BEFORE. ”
TIM BROWN

We also have the certainty that Great Britain
is no longer in the EU. How have you prepared
for that? Have you felt any changes at all
so far?
Tim: Now that is a funny question! We were
kind of prepared, in as much as we could be
we have plenty of stock and raw materials to
make sure we didn’t run out. The paperwork
we were told we needed we had ready.
But the problem is that the UK government
didn’t really have all the answers so we really
couldn’t fully prepare until we knew exactly
what was going on. The good news is we did
get a deal tariff free and so far, everything has
been going into Europe without issue.
141

was right! We took a decision very early on to
ground everyone and ask everyone to conduct
trainings by Skype or Zoom. My team’s safety
is my first priority, and I wasn’t comfortable
getting on a plane, so I wouldn’t expect
anyone else to. It took a while for everyone
to accept the new reality but once my team
and our customers did, then we all worked
together to promote our mutual interests and
make sure our businesses did well.

In your last interview with EAN in August
2020, you said you were very likely to have
record growth. Did this happen and how do
you explain this positive development?

I N T E R V I E W

Tim: Yes, we did have record growth.
Bathmate had its best year to date, we sold
more pumps in more countries than ever
before. In all the companies I have ever
worked for I always try to deliver double digit
growth per annum, I’ve been in sales a long
time and I have a few tried and tested ideas
on how to grow a business. Last year was
very good for Bathmate despite coronavirus.

What expectations, goals, and plans does
Bathmate have going into the new year?
Tim: We always start the New Year with
optimism and we believe 2021 will be another
good year. We have three new products which
will launch this year and we hope by the middle
of the year the worst of Covid will be behind us,
leading to better trading conditions

“IT IS A VERY T RO UBL ING TIME FOR E V E RYONE .”
TIM BROWN

Is it your core category, i.e. penis pumps, that
is responsible for the positive results or has
it also paid off that you have expanded into
some other product categories?
Tim: All areas of the business are up.
Pumps have done very well but so have the
accessories. We have medical products in our
catalogue which have done well, and I was on
radio in the UK this year as well, so all the 1%
kept adding up.

Before we talk about your plans for 2021,
one more question about the situation in
our market: Demand for sex toys has
grown throughout the corona crisis,
which is benefiting e-commerce,
while bricks & mortar stores are
losing out. Is that an accurate
description of the current state
of affairs?
Tim: Pretty much, yes.
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What challenges await this year? And how will
you meet them?
Tim: To be honest this year’s challenges are
almost exactly the same as last year, right
now travel restrictions are in place, Covid still
remains a very big problem. The big change
is that Brexit has happened but judging by
the orders from our European partners Brexit
hasn’t affected sales. My main concern is that
even with the vaccine Covid doesn’t stop being
a problem, to explain that in more detail, if
Covid continues to mutate so that the current
vaccine no longer works, then, are we into a
situation where Covid is a constant problem?
If that is the case how will governments react?
I don’t believe the world is ready for prolonged
and consistent lockdowns, and it’s not
something the economy can afford

Will we get to enjoy new Bathmate products
this year? Do you maybe plan to expand into
even more product categories?
w w w. e a n - o n l i n e . c o m • 0 2 / 2 0 2 1
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“LAS T YEA R WAS V E RY GOOD FOR BATHMATE
DES P IT E COR ONAV IRUS.”
TIM BROWN

Tim: Yes and yes, but you’ll have to wait
and see.

We see more and more exclusive distribution
agreements in the market. Will you stick with
your current distribution strategy?

Will you change anything when it comes to
retailer support, i.e. product training or
POS materials?

Tim: Definitely, our strategy works well for us
and we have no plans to change it.

Tim: We are always updating our POS and
we will continue to do so. It’s available to all
resellers of Bathmate. If your POS does
need updating please email me at
tim@bathmatedirect.com

Has it become more
difficult to support your
customers with corona
around or are you able
to provide satisfactory
customer service
digitally?
Tim: That question is
best answered by our
customers! However,
from our perspective we
feel we have supported
all our partners over the last
year and we are ready, willing
and able to provide them with
whatever level of support they need
for 2021.
144
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Consumers prefer to purchase from brands that stand

for a purpose that reflects their own values and beliefs
Bl ac k H o ne y To y s s ta n d s f o r a n u p l i f ti n g a n d emp o wering sh o p p ing ex p erience
It is no secret that
consumers prefer a sales
environment in which they
feel represented. That is
true across all audiences
and demographics. Feeling
that the erotic market was
still somewhat lacking in
that regard, Abs and Mac
founded Black Honey Toys
(www.blackhoneytoys.
com), an online shop
whose focus is firmly on
people of colour in terms
of product selection
and presentation. That
philosophy has also
driven the development
of their first own toy,
hich is another topic
we talk about in this
EAN interview.

2

Please, tell us what led you to start Black
Honey Toys. What made you decide to
seek your fortune in e-commerce and
sell sex toys?

Could you tell us more about your team?
Do you have a professional e-commerce
background? Did you already have
ties to the sex toy industry before you
launched your online store?

Mac: Black people and indeed people
Mac: BHT was started by wife-husband
from other minority groups enjoy
duo Abs and me, Mac. Our professional
shopping for sex toys just as much as
backgrounds are in
any others but it
media intelligence
is often the case
and project
that we do not see
management so
ourselves reflected
no ties to the sex
in our retail
toy industry at
experiences. Such
all. That comes
experiences only
with its obvious
leave customers
disadvantages as
feeling less than
we do not have
valued. If you went
the contacts and
on the homepage
the background
of any of the
knowledge.
leading online
However, the flip
sex toy retailers
side to this is that
and did a search
we come into the
for ‘flesh tone’ or
industry with a
‘flesh-like’, the
healthy dose of
results you get
curiosity and the
in most cases
ability to confront
would not
challenges with
apply to a
Chocolate Finger is the first
toy created by Black Honey Toys
fresh eyes rather than with
Black or an ethnic
rules of thumb.
minority customer.
We want to change that. We
have made it our mission here
Could you summarise your company
at Black Honey Toys (BHT) to
philosophy for our readers? What makes
provide representation for a
Black Honey Toys different from the
section of shoppers who have
many, many online stores that sell sex
for a long time felt undervalued
toys on the internet?
and underrepresented.
The founders of Black Honey Toys:
Abs (Social Media & Content Lead)
and Mac (Brand & Partnerships Lead)
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Mac: Black Honey Toys isn’t your typical online
sex toy store. We are championing the idea
that online sex toy retailers should be more
racially inclusive in their store displays and
product range. That’s what sets us apart and
our company philosophy is aptly captured by
our tagline – Love yourself, love pleasure. Love
Yourself – we are big believers in embracing who

– the marketing, language, and look and feel of
the products on the market are made to appeal
to the Eurocentric beauty standards.

Do you find that the sex toy industry is doing a
disservice to Black consumers? Where is the
industry going wrong?

“WE ARE CH AMP IO NING THE IDE A THAT ONL INE SE X TOY
RETAILERS S H OULD BE MORE RAC IAL LY INC L USIV E IN
TH EIR STORE DIS PL AY S AND PRODUC T RANGE .”
MAC

you are, and we want to create retail experiences which make people feel valued for who they
are. We want people to feel empowered by their
interactions with our brand. Love Pleasure – we
aim to enhance pleasure and happiness for all.
So whether you are a Black person looking for
pleasure enhancing toys which reflect your skin
colour or you are of any other colour and have a
particular preference for such toys, then BHT is
here for you.

On your website you criticise the ‘mainstream
Eurocentric standards of beauty’ that dominate
the sex toy industry. What exactly do you mean
by that?
Mac: The modern sex toy industry is mainly
dominated by white men, so it is not surprising
that they design and sell sex toys which appeal
to that demographic. So what we currently see
in the industry is a direct consequence of that
150

Mac: Good, racially diverse toys are difficult
to find and that means for Black consumers,
shopping for sex toys can be an alienating and
disempowering experience. We have however
seen some positive changes in the industry (i.e.
increased use of Black models etc) since the
recent resurgence of the Black Lives Matter
movement but there is more to be done to
create more diversity in the industry, and we
firmly believe Black Honey Toys is part of that
long term solution. The more diversity we see in
the industry the more that will reflect in how sex
toys are designed and marketed.

The topic of inclusion is much more present in
the US sex toy market than in Europe. What is
your explanation for that?
Mac: The topic is certainly more prominent in
the US and the recent resurgence of the Black
Lives Matter movement is probably a factor.
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It’s opened up conversations about race and
inclusivity across all industries including the
sex toy industry and that can only be a good
thing. That has filtered through to the European
market and triggered similar
conversations which will
hopefully result in concrete
actions to create noticeable
change in the industry.

because current Covid-related restrictions. We
also continue to explore other alternatives to
the major social media platforms as the use of
these platforms is becoming increasingly frustrating due to the over-censorship of sexual health and
pleasure related images
and posts.

Let’s talk about your product
range. What criteria do you
apply to select products and
brands for your online store?

The competition in the
e-commerce segment
is fierce, and it is global.
How do you manage to
reach your target audience
and turn them into repeat
customers, binding them to
your brand?
Mac: Consumers are more
sophisticated now and often
do not buy from a company
just because it’s the one
that comes up first in search
engine results. We find that
consumers are likely to
spend their money with us
and identify with our brand
if our values and ethos align
with theirs. And we do this
by showing consumers where we stand
through our product range, our online
store displays and our campaigns.

Mac: Our product range is
carefully selected to reflect
the various tones of the
Black skin. For us black and
brown toys are the default.
And we source our products
from suppliers and manufacturers who share our values
and beliefs.

Chocolate Finger by BHT is a dark
brown rechargeable bullet vibrator with
a realistic look and feel of a Black skin

How would you describe
your product range? What
is the main focus of Black
Honey Toys with regard to
products and brands?

What channels do you use to interact with your
customers? For example, how important is
social media for your communication strategy?

Mac: Apart from the colour criteria our
product range is carefully selected to cater to all tastes, kinks and preferences. We are
here for you whether you are a Black person
looking for sex toys which reflect your Black
skin colour, or if you are of any other colour and
have a particular preference for such toys.

Mac: A variety of channels but as a start-up
business, we tend to use social media more
often for its obvious attractions, and we are
now beginning to use virtual markets a bit more

What influences the purchase decision of your
customers? Is it the price? The materials? The
functions? The brand?
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Mac: The main driver would be our brand
and what we stand for. Consumers prefer
to purchase from brands that stand for a
purpose that reflects their own values and
beliefs. We are championing diversity
and inclusion in the sex toy industry, and
people love that and that I guess drives their
purchase decisions.

or brown coloured toys on the market are
intentionally oversized and stark. Our designs
offer an alternative - beautiful and effective
toys that our customers can be proud to own.
Also, with our own branded products we can
ensure that our values and beliefs are fully
reflected at every stage - from design through
to prodution and marketing.

For this year’s Valentine’s Day, Black Honey
Toys launches its first own toy. What kind of
product is it?

What can you tell us about your plans and the
future of Black Honey Toys? What are your
goals for the next few months?

“TH E MODERN S EX TOY INDUSTRY IS MAINLY DOMINATE D BY
WH IT E MEN , SO IT IS NOT SURPRISING THAT THE Y DE SIGN

AN D SELL S EX TOY S W HIC H APPE AL TO THAT DE MOGRAPHIC .”
MAC

Mac: As a start-up business, this is a
major milestone, and we are really excited
about this! Chocolate Finger by BHT is a
dark brown rechargeable bullet vibrator
with a realistic look and feel of a Black
skin. It’s an ideal Valentine’s Day treat perfect for solo play or with your partner,
and equally perfect for beginners or the
more experienced.

What is the idea behind launching your own
branded toy? Will it be just this one product,
or will others follow?

Mac: We are excited about the future. Long
term we plan to offer our customers a wider
range of BHT branded products. For the next
few months, our main aim is to effectively communicate our values and purpose through our
campaigns and more importantly ensure that
every interaction with the Black Honey Toys
brands leave a customer feeling empowered.
Also, our very existence as a Black owned sex
toy retail brand is opening up conversations
about sex, sexuality and masturbation within
the Black community. These conversations are
very important, and we plan to engage more
within this space going forward.

Mac: Chocolate Finger by BHT is the first
of many more to come. Most of the black
154
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We want our M.D. Science family

and our customers to thrive in 2021
A n i nt e rv i e w w i th B r i a n a Wa tk i n s , V P o f S a l es & Ma rketing f o r M.D. Science La b
M.D. Science Lab is
one of those fortunate
companies that managed
to be successful in 2020
in spite of the coronavirus
pandemic. As a matter
of fact, they achieved
considerable growth last
year. The reasons for
this success and M.D.
Science’s goals for 2021
are the main topics of
our interview with Briana
Watkins, the company’s VP
of Sales & Marketing.

Briana Watkins, VP
of Sales & Marketing
for M.D. Science Lab

In a press release in summer 2020, you
thanked all your partners for your strong
growth. So you have grown despite the
corona crisis?
Briana Watkins: 2020 was a unique
year for all of us. Our M.D. Science
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family looked to our customers and
end consumers throughout the year
to gauge what products and services
were urgently needed. We then pivoted
our manufacturing to include sanitation
items and other products that people
around the world were in need of. Our
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team’s ability to be flexible and look to what
customers and consumers essentially needed
for health, safety, and pleasure allowed us
to experience growth in an uncertain and
tumultuous time.

What exactly are the reasons for this growth?
What did you do differently or better in 2020
than in previous years?

became even more focused on helping our
customers grow, which allowed for us to
grow as well.

The market for lubricants and dietary
supplements is huge, but as we all know,
there are countless other players catering to
this audience. How do you manage to stand
out from the crowd?

“ I N 2 0 2 1 WE H OP E TO CON TIN UE TO SUPPORT OUR C USTOME RS AND
S T R EN G TH EN TH OSE RELATION SHIPS, AS W E L L AS C ONTINUE TO

DEV ELOP AN D SUP P LY TH E P ROD UC TS NE E DE D BY E ND C ONSUME RS.”
B R I A N A WAT K I N S

Briana: The spread of the coronavirus and
its repercussions were intense throughout
2020. I came on board early in 2020, and
then strategically brought on a few additional
industry veterans throughout the year to allow
for additional support for our customers. With
sales in the pleasure and wellness industries
booming in 2020, our team was fortified
and prepared to ensure our customers were
supported and their needs met. We didn’t have
stock or component problems which a lot of
companies were struggling with. Customers
knew that they could depend on us to get
them through these uncertain times. Our goals
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Briana: M.D. Science was established in 1998
and our laboratory facilities are located in the
US. This has given us 23 years of experience in
the lubrication and dietary supplement market.
We work with the FDA on our formulations,
something that is becoming increasingly
mandated for lubricants. Our history and
experience have allowed us to build trusted
brands, such as the Swiss Navy family of
products. Our intention to continually supply
consumers with the very best products for
intimate wellness and nutritional good health
has never wavered and is why our products
continue to have a great demand in the global

I N T E R V I E W

confidence with regard to intimate wellness
products. Our team will continue their research
on what ingredients and products can provide
users with the health benefits that they desire.

What expectations and hopes do you have
entering the year 2021?

New from
Swiss Navy:
Desire

marketplace. We also have a great team
that owns some of the best relationships in
this business.

What trends did you identify in 2020?
Will demand for products with natural
ingredients increase? Will ‘organic’
remain popular in 2021?
Briana: In 2020, overall wellness was the
front and centre trend throughout multiple
markets. With M.D. Science meeting regulatory
requirements with FDA cleared formulations
and an FDA approved laboratory, our products
were able to offer the trust that consumers
were seeking. In 2020 sales of our all natural,
glycerin-free, and paraben-free formulas did
increase, so consumers were looking to bring
healthier choices into their lives.
We do believe that consumers in 2021 will
continue to seek products with the best quality
ingredients available. And FDA regulations will
also continue to play a big part of consumer
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Briana: In 2021, we hope to continue to
support our customers and strengthen those
relationships, as well as continue to develop
and supply the products needed by end
consumers. Throughout 2020, our M.D.
Science family learned how to be more resilient
to disruptions and we now know how to better
help our customers. We know that we are all in
this together and we can be stronger united.
Our hope is that overall world wellness
improves this year, and we’ll strive to help
accomplish that in any way we can, be it
supplying hygienic products or creating
lubricants to bring people closer together.

What are your plans for the year? Is it possible
to repeat last year’s growth?
Briana: We want our M.D. Science family and
our customers to thrive in 2021. We know
this will require us to use our innovation and
empathy to better serve our customers. 2021
may require that we reimagine our structures
and goals to meet the challenges and
opportunities that come our way.
We are launching new collections and plan to
introduce our products to new markets and
new users. We are planning for continued
growth and are aligning our goals with those of
consumers in order to fill needs strategically.

What strategy will you follow to achieve
these goals?
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Briana: In 2021 our focus will be on
strengthening our core team to better help
our customers with their recovery needs,
streamlining our production to be more
effective, and investing in research in order
to create purpose-driven products. As 2020
taught us, we will also strive to be adaptable for
our customers and the global marketplace.

customers in order to elevate our service and
support. Having these strong team members
will allow us to continue to grow and prosper.

In order to achieve your goals for 2021, you
have strengthened your team, adding new
employees. Can you tell us about your two
new colleagues?

Briana: I’m so excited to share Desire with you
and your readers! Desire was a labour of love
for me. For several years I’ve felt the need to
help develop a collection of intimate wellness

In January, the new product line Desire by
Swiss Navy had its big premiere. Can you give
us some information about the line? What
kinds of products are in it?

“WE DO BELIEVE TH AT C ONSUME RS IN 2021 W IL L C ONTINUE TO SE E K
P RODUCT S WITH TH E B E ST QUAL ITY INGRE DIE NTS AVAIL ABL E .”
B R I A N A WAT K I N S

Briana: In 2020, two industry veterans were
handpicked to join our team. Cheryl Flangel
came on board as our Senior Sales Executive
and Ana Warren was brought on as our
Director of Sales Administration. We launched
2021 with three more hand-chosen veterans
- Jared Pomerance joining our sales team as
a Sales Executive, Rocky Bowell becoming
our Brand Ambassador to support our retail
partners, and Sunny Rodgers PhD assisting
with our marketing and health initiative efforts.
We consider everyone at M.D. Science part
of our family, and each new individual addition
brings a unique skill and their own robust
experience with them. We know it’s important
to continue to assist our industry as a whole,
and I wanted to be able to share these
new family members with our M.D. Science
160

products created by women, specifically for
women. Desire is a result of this wish.
Desire is a comprehensive product line which
provides solutions for fulfilling intimate desires
with innovative formulas created with the
female body in mind. Every custom-made
product features key ingredients and unique
formulations to engage female consumers
and their personal needs. The global feminine
intimate care market size was valued at USD
1.1 billion in 2018 and research predicts its
expected growth by 3.4% through 2025.
The growth of this market is attributed to
increasing awareness among female consumers
regarding genital hygiene and intimate wellbeing.
We felt this research and predicted growth
directly substantiated the need for our new
Desire collection products.
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How long did it take to develop Desire by
Swiss Navy? How does the line reflect your
brand values? And which target group has it
been designed for?
Briana: It took several months for us to take
Desire from concept to completion. We spoke
with a lot of women and listened to their
individual needs in order to truly match our

products developed by women are the next big
thing according to Forbes and the reported rise
of women-centred innovation and a femaledriven economy based on the pain points
women experience in daily life.

What other products can the market look
forward to?

“IN 2 0 2 0 , OVERA LL WEL L NE SS WAS THE FRONT AND C E NTRE TRE ND

TH ROUGH OUT MULTIP LE MARKE TS.”
B R I A N A WAT K I N S

Desire collection to its intended end-users.
Desire’s target group is decidedly female.
We found that women, in particular, are
more enthusiastic about the involvement in
discussions about sexuality and do not hesitate
in experimenting with sexual wellness products,
particularly ones created to meet their specific
needs. Our research found women to be the
purchasers for their households, with Business
Insider reporting women control 85% of
consumer spending in the U.S., while globally,
women control $36 trillion in total wealth.
Our research also found that wellness is
becoming particularly important to consumers,
withmany mainstream drugstores creating
‘Sexual Wellness’ sections to capitalize on
consumers movement from need to want. Part
of this change to the marketplace is due to a
demographic shift and millennials exhibiting
welcoming attitudes about sexual wellness
and the products that provide them. One more
element was key in our development of the
Desire collection. Our research discovered that
162

Briana: While I would love to share our
research and future plans with you, we need
to keep our products currently in development
under wraps for right now. We want to keep
our focus on Desire and our other new
initiatives so we can fully support their launch.

Products are one thing, customer service
is another - what will your support for your
distribution partners look like in the coming
months?
Briana: Because we’ve been able to fortify our
M.D. Science family with established industry
veterans, we are in a perfect position to supply
our customers with the support they need
immediately.
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With a big smile, I can say that we have

seen nothing but amazing feedback
ROOST ER - Ve l v ‘ O r p r e s e n ts a n e w p r o d u c t line

came up in one of the many brainstorm
sessions we did.

How difficult is it to bring something new
to the cock ring category?
Jelle: Luckily for us, the majority of shops
- brick and mortar as well as online - all
around the world are moving towards
a more diverse assortment of male
products. Due to this, the quality and
design of the products is also improving.
As Velv’Or is a brand that brings design
mixed with great quality, it is not that hard
to bring something new to the market.
Jelle Plantenga,
founder of the
Velv‘Or brand

The Velv’Or brand is known
and beloved for their wide
and varied range of cock
rings. Now, brand founder
Jelle Plantenga has added
a new collection named
ROOSTER to the Velv’Or
line-up, geared primarily
towards men who are new
to the world of cock rings.
For more details, here is
our interview with Jelle.
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What made you decide to launch a new
line of cock rings? And how did you
come up with the idea for ROOSTER?
Jelle Plantenga: Adding more products
to Velv’Or is part of a growth strategy
we decided to pursue when Velv’Or
merged into Concepts Of Love. The new
JBoa designs were the first step and
ROOSTER is the second step to offering
the world a broader collection of Velv’Or
branded products. After brainstorming a
lot about which products we wanted to
add to Velv’Or, it was a logical decision
to add more cock/penis rings since this
is what Velv’Or is known for. The name
ROOSTER of course refers to cock and

How is your brand Velv’Or reflected in
ROOSTER?
Jelle: As many of you know, Velv’Or is
a contraction of the words Velvet and
Vigour, meaning Soft and Hard, and they
refer to the life of the penis. ROOSTER is
a different name for cock which is another word for penis, so it reflects directly to
Velv’Or.

What can you tell us about the individual
products in the line? How big is the collection? What materials are the individual
products made of?
Jelle: ROOSTER is a collection of 14
different platinum silicone penis/cock
rings, two of which are available in
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Gleaming Love
We created a new toy line called Gleaming Love.
The Gleaming Love range features shiny anal plugs with
gem stones in various colours and sizes. Made of smooth
lightweight aluminium and seamless. The jewelled plugs
are beautifully decorated with a delicate heart-shaped or
round gem stone. From tip to base the seamless anal
plugs feature a glimmering sheen that pairs wonderfully
with the sparkle of the matching gem stone. The tapered
bulb shape of the plugs combines ease of use with erotic
backdoor pleasure.
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Jelle: Luckily for us, a big part of this group
of men are already fans of ours. Over the
years, we reckoned that the majority of our
customers came to Velv’Or when browsing
the web or visiting brick and mortar stores
in search of something to enrich their lives.
Something stylish to be worn around their
crown jewels. After their first purchase, the
majority of these men continue buying our
products because they love the quality and
customer service.

What feedback have you received from the
industry for your new line so far?
Jelle: With a big smile, I can say that we
have seen nothing but amazing feedback.
The amount of stores selling our ROOSTERs
is steadily growing every day.
All the ROOSTERs
at a glance

three colours, which brings to total available
ROOSTERs to 22. Each of the 14 designs has
their own benefits and unique way to be worn.
Many of them can be worn in different ways
and evoke the creative spirit of men.

How do you distribute your new products?
Jelle: At the moment, the majority of
our products are available at Eropartner
Distribution, and they will soon be
available from more distributors all around
the globe.

Who is the target group for ROOSTER?
Jelle: With the ROOSTERs, we target all men
but in specific men who have never worn a
cock ring before. As you all know, this is the
majority of all men around the globe and that
is also one of the reasons why we decided to
bring 14 different designs. We already see a
trend of advanced and new cock ring wearers
collecting the ROOSTERs.

What are Velv’Or’s plans for 2021?
Are you going to launch more products?
Jelle: At the moment, we are working hard on
multiple new product collections which we aim
to launch in 2021.
To all retailers and distributors we say, keep
a close eye on our brand and in the meantime,
make a nice number of your clients happy
members of Velv’Or’s League Of EnRinged
Gentlemen.

What does your target audience expect from a
cock ring?
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Everyone can agree that 2020 has been a difficult

year not just for the industry but for people in general
I m pul se N o v e l ti e s i s r e a d y to ta k e 2 0 2 1 by sto rm
Johanna Weston,
International Sales
Executive for Impulse
Novelties
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When a company shies away from the
spotlight, it usually means something big
is brewing behind the scenes. According
to the folks at Los Angeles-based brand
Impulse Novelties, that’s exactly why we
haven’t seen much of them in the press
over the last year. But rest assured, Team
Impulse says they’re ready to charge into
2021 with lots of new products and improvements. Newly-appointed, international
sales executive Johanna Weston tells EAN
that Impulse Novelties’ latest releases are a
blend of current industry trends and customer feedback. The company promises
better products, higher quality packaging,
and a 1-year warranty on their stylish yet
budget-friendly sex toys. Most Impulse
Novelties vibrators now retail for less than
$100, and with options for bendable vibes,
7 to 10-function motors, and thrusting and
rotating shafts, this boutique brand is an
easy sell for any demographic. Impulse
Novelties pleasure toys are also decidedly
feminine. Awash in traditional tones of pink,
purple and ocean teal, they’re undeniably
girly where most major sex toy brands are
shying away from ultra-femme designs.
With brand line names like the Closet
Collection – Impulse’s well-known, signature line – and the BFF Collection, these
dual-stim vibes, wands and rabbit-shaped
toys are the perfect addition for any princess-worthy pleasure product chest. As Impulse Novelties gears up for 2021, they’re
ensuring customers that there’s plenty of
reasons to invest in a retail relationship with
these new and improved brand lines from
an industry veteran business.
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Impulse Novelties has shied
away from the industry
spotlight over the last
year. Could this mean
that your team is
creating something
spectacular behind the
scenes?
Johanna Weston: Our design team is
currently working on several new products
that I’m genuinely excited to share, but I’m
not at liberty to discuss any of them now.
What I can say is that we have listened to
feedback and the products we are working
on incorporate not just the feedback but also
consider current trends in the toy industry.

You’ve just recently joined Impulse as a
sales executive. Can you tell us about your
new position and how you’ll be working with
industry partners?
Johanna: I’m the international Sales Executive
and my primary focus as you might be able
to tell is the international market. However, I
will also be working with retailers in the US. In
2021 I will be planning several training events
with a few other brands as well as events. My
primary goal is to introduce Impulse Novelties
to business owners that haven’t had the
opportunity to work with us and to strengthen
our relationships with those that have.

What are Impulse Novelties’ goals as we move
towards the new year? Beyond just making
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sales, what sort of impact does the company
hope to make?
Johanna: Everyone can agree that 2020 has
been a difficult year not just for the industry
but for people in general. Our goal for 2021 is
to focus on providing our customers excellent
service, support, and additional product
offerings. We would also like do our best to
train and educate retail teams so that we are
all doing our best.

Tell us about Impulse’s latest products.
What have you recently released or are
wanting to highlight to the industry? Are
there any products that are really popular
with your customers?
Johanna: As I mentioned before, we have
several new products in the works now but
I’m unable to go into detail about them. I’d
like to highlight several of the products that
are currently available. Impulse Novelties has
6 product lines each with their own unique
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“OUR GOAL FOR 2021 IS TO FOCUS ON PROVIDING
OUR CUSTOMERS EXCELLENT SERVICE, SUPPORT,
AND ADDITIONAL PRODUCT OFFERINGS.”
JOHANNA WESTON

toys. Kate is a rabbit style rechargeable
vibrator with 10 powerful functions and a
soft bendable shaft to adjust to each user
individually. The Loretta Rechargeable Wand
from the Closet Collection is another bestseller and underestimated! Measuring just
under 8 inches, it also has 10 functions
and the RPM range for a wand of this size
is impressive and ideal for travel due to its
compact size and light weight. The Extreme
Pleasure from our BFF Collection must be
one of my favorites. Why is it called the
Extreme Pleasure? It’s a rechargeable rabbit
style vibrator with 7 functions, individually
controlled dual motors and anal beads for
added pleasure. It’s made from body safe
silicone and an ABS trim. The Thruster is
also a great addition to the BFF Collection.
This rechargeable rabbit style toy offers dual
stimulation to the clitoris and g-spot via
vibration, a thrusting shaft, and 4 rotating
beads on the head of the toy. It also offers
dual motors as well as 7 frequency modes.

Johanna is looking
forward to strengthening
the brand awareness of
Impulse Novelties

features and styles. One of the best things
about our products is their affordability without
loss of quality. In these trying times, we all
deserve good quality products at an affordable
price. All our products are also protected by
a 1-year warranty and retail at under $100
making them affordable for most budgets!
The Kate Rechargeable Duo G Vibe from the
Closet Collection is one of our best-selling
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How is Impulse Novelties growing and
evolving to meet the changing needs of
consumers?
Johanna: Our design team has been
watching the industry and based on feedback
and changes in the industry working on
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SEX TALK
VOLUME 1

How openhearted
do you dare to be?

for
revealing
answers and
hilarious
moments

You joke about sex with your friends but do you really tell them everything you do,
think or have on your mind? How much are you willing to disclose about yourself
and how good are you at guessing your friends’ state of mind? Let your fellow
players surprise you with their sexual fantasies and preferences, because...
Do you know their wishes and limits?

Check the full collection of Tease & Please at www.eropartner.com
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new products for our lines. Our team is also
working hard to maintain high production
standards to ensure the quality and safety of
our products.

that is not only sturdy but also compact and
attractive. Our tester policy and trainings will
ensure that our clients are well equipped to
be successful with our product lines.

What has the company improved upon to
keep your B2B clients happy? What can the
industry look forward to from Team Impulse in
the coming year?
Johanna: Over the last several years our
team has worked on improving the quality of
our products, as well as providing our clients
a straightforward warranty for our products.
We’ve also massively improved our packaging.
We understand the importance of packing
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This interview is contributed by Colleen
Godin, EAN U.S.
Correspondent
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Where would you rather go: Bielefelder
Alm (football stadium of Bundesliga club
Armenia Bielefeld) or Teutoburg Forest
(a group of densely forested hills, which
gained historical importance due to the
Battle of the Teutoburg Forest)?
Nadine Schwalbe: Being a fan of the
BVB football club, I guess I’d rather spend
my time alone in the Forest than at the
Alm stadium.

What was your childhood ambition?
Nadine Schwalbe: Animals have always
been a big part of my life, so there’s
only one job I wanted to have: feeding
meerkats at the zoo.
Do you know what meerkats
are? If not, just ask Nadine
Schwalbe, Brand Development
Manager at Satisfyer. After all,
the cute little critters might
have become the focus of her
work life had things turned out
differently. They also play a role
in our Monthly Mayhem, as do
Teutoburg Forest, Star Wars
versus Star Trek, and eBay
Classifieds. Of course, we also
talk about the tasks of a Brand
Development Manager and
Nadine’s role in the success of
Satisfyer’s products.

How did you get into the industry?
Nadine Schwalbe: I was young and …
naw, just kidding. While at university, I
started looking for a reliable employer that
was open to flexible work schedules, and
that’s exactly what I found in Satisfyer.

If you weren’t in this industry, what would
you be doing now?
Nadine Schwalbe: I’d probably be in
the food industry, helping to create new
sweets. Yes, yes, yes …
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What was the biggest step in your career?
Nadine Schwalbe: Definitively the launch
of the first Satisfyer products. It opened
so many doors for the team and for me,
and we grew by leaps and bounds within
a very short period of time. There is so
much motivation and optimism going into
this brand, and I am truly happy to be a
part of that.

Where do you see yourself in
10 years’ time?
Nadine Schwalbe: Well, I am very happy
in my job, so I wouldn’t mind doing
the same thing ten years from now,
just maybe not from Germany. I really
appreciate that I can basically do this job
from any place in the world, so here’s
hoping that in ten years, it’ll be from
someplace with palm trees and more
sunny days than rainy days.

How do you envision the future of
the industry?
Nadine Schwalbe: I think 2020
underscored the importance of being
or feeling close to the ones you love.
Therefore, I am convinced that products
such as our Satisfyer App Toys are the
way to go. Thanks to the Satisfyer app,
people can connect and be close to
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Nadine Schwalbe
Que sti ons & A nsw e r s
one another - that is the future of the industry:
app-controlled products that erase the spatial
distance between people and enable them to
feel close to one another.

always has my back even though she probably
doesn’t always agree with my viewpoint.

“ TH I N G S A LWAY S T U R N O U T W E L L

What is your idea of a perfect working day?
Nadine Schwalbe: My perfect workday looks
something like this: It’s the day before a big
trade show, we have set up our stand, and
now we decorate it and place the final
products on display, then I take a picture of the
stand and send it to my colleagues so they can
see the cool thing we have achieved together
as a team.

I N TH E E N D , I T ’ S J U S T TH AT YO U
H AV E TO G O TH R O U G H S O M E

R O U G H S P OT S TO G E T TH E R E . “
N A D I N E S C H WA L B E

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

How do you relax after work?
Nadine Schwalbe: Oh, that’s easy. I just have
to open the door of my apartment, and I’ll have
two dogs running up to me. In that moment, I
completely forget about work, all my attention is
on my dogs, and once they have calmed down
again it’s relaxation for the rest of the day.

Who would you consider your role model
and why?
Nadine Schwalbe: That would be my mother,
even though she’d probably see it differently.
She considers herself ‚average‘, but I find her to
be truly inspiring. The way she lives her life, the
values she passed on to me, and the way she
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Nadine Schwalbe: On a personal level, I’d give
a medal to my grandfather. He is 86 years old,
and he managed to work out video calls
during the lockdown; also, and he’s sending
me messages on a daily basis telling me he’s
doing fine! And on a professional level - well,
I could think of several colleagues who deserve
a medal for putting up with me and enduring
my impatience.

Which personal success are you proud of?
Nadine Schwalbe: As a matter of fact, I am
extremely proud of being a part of this team
and this company. I have been here for more
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than eleven years, and there have been lots of
highlights. The incredible success of Satisfyer
has blown our expectations out of the water.
Whenever I see Satisfyer in a magazine or on
social media or on posters at trade shows, I feel
very proud and fortunate to be a part of that.

What do you particularly like about yourself?
Nadine Schwalbe: The fact that I don’t quit
easily. I always want to be able to say that I gave
it my best shot, that I tried everything. As long
as I can’t say that, I will continue looking for
solutions to whatever challenge is in front of me.

Which vice could you never forgive?
Nadine Schwalbe: If someone intentionally
hurt my loved ones or one of my animals, that is
something I could never forgive.

You have a month’s holiday. Where do you go?
Nadine Schwalbe: Definitely Australia/New
Zealand! If I had that much time, I’d explore one
of those two countries, top to bottom.

Which three things would you take with you to a
deserted island?
Nadine Schwalbe: I’d only need one thing:
my cell phone so I could call someone to
come pick me up when I get bored after
about four hours.

If you could swap lives with somebody for a
day, who would it be?
Nadine Schwalbe: I’d like to be a man for a
day. How about Barack Obama?

Is there anything you would never do again?
What song do you sing in the shower?
Nadine Schwalbe: I prefer taking baths.

Nadine Schwalbe: Looking for a handyman
via eBay Classifieds. After that fiasco, I have a
whole new appreciation for real craftsmen, and
I only turn to professionals anymore.

Who would you never ever like to see naked?
Nadine Schwalbe: Myself, in public.

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

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

Nadine Schwalbe: Things always turn out well
in the end, it’s just that you have to go through
some rough spots to get there.

Nadine Schwalbe: I’d go with one of my
colleagues and force him to watch all the Star
Wars movies. He’s a Star Trek fan, you see.
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Take your success to the next level. Be part of XBIZ Retreat, the adult retail industry’s
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publishing (letter: date of postmark).
I confirm this with my signature.

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

City / Postal Code
Date / Signature

Direct Debit

Or fax it to: 05138-60 220-29

00

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

Bank
Bank Code /
Account Number
Account Holder

Große Kampstraße 3 • 31319 Sehnde • Germany

00

Sales
Huda Lutz (-14)
hlutz@mptoday.de

Date / Signature

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

Banking:
Bankhaus Hallbaum
Sorting Code: 250 601 80
Account: 122 044
Print:
Leinebergland-Druck GmbH & Co.

€49 99
RRP

WWW.SCALA-NL.COM

