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It’s never too early to    think about Christmas...

...and it’s a great time to 
think about your advent 
calendar for 2022

cobeco pharma is producer and wholesaler of pharmaceutical, cosmetic and stimulating products

cobeco pharma wholesale bv • hertzstraat 2 • 2652 xx  berkel en rodenrijs • the netherlands
info@cobeco.nl • www.cobeco.nl • t +31 (0)10 290 09 91 • f +31 (0)10 290 09 94
sales@cobeco.nl • sales@cobeco-privatelabel.nl • t +31 (0)10 290 65 25

As we are specialized in developing and producing products for advent calendars, we 
are happy to help you explore all the possibilities when you start thinking about your 
advent calendar. We can offer unlimited options that may fit your brand and calendar 
theme with festive pleasure products and packaging in different colours and sizes that 
are optimal for advent calendars. Not only can we offer all the suitable products for the 
inside, but with our extensive knowledge, we can also advise you on which information 
is needed on the outside of the advent calendar.

It is advisable to start the preparations for your next advent calendar as early as you 
can. Delivery times are continuously increasing, so an early start of the preparations and 
development is crucial to make sure your calendar is ready in time for the next holiday 
season.

If you need more information, please do not hesitate to contact us.  

We are happy to work together to realize your new 
advent calendar for 2022 and make it a great success!
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Debbie van Steenis (Eropartner) 
analyses a post-pandemic sex 
toy market

Oscar Heijnen takes a look 
back at the past year and 
shares his expectations for 2022

Net1on1 now have a new 
warehouse in the Netherlands - 
Sebastian Gonzalez tells us more

Trudy Pijnacker and Walter Kroes 
outline SCALA’s strategy for 
continued success in the new year

DUSEDO is distributing 
ID Lubricants in Western Europe – 
Dennis Jansen has the details

Raymond Houtenbos pre-
sents the latest Evolved 
line, titled Gender X

The beginning of 
a new year is a 
perfect moment 
to look back and 
look ahead. Tim 
Brown tells us what 
he sees in both 
directions
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But in the case of Jackie White, Exe-
cutive Vice President of CalExotics, 

there was an urgent need to act, as she 
is taking her well-deserved retirement at 
the end of the year - after almost 30 years 
in the industry - so 
there would have 
been no oppor-
tunity in 2022 to 
award her perso-
nally for her long 
and successful 
career in the indus-
try. So the ‚Lifetime 
Achievement 
Award‘ was sent 
across the pond 
and received 
at CalExotics‘ 
headquarters. 
There, Jackie 
was presented 
with a ‚Surprise Award Ceremony‘ by 
her colleagues and the ‚Lifetime Achie-
vement Award‘ was handed over to her. 
“I wanted to thank EAN for awarding 
me this very prestigious award --- I was 
totally shocked!!!  Speechless really…..to 
be honored with a Lifetime Achievement 
award from EAN is a highlight in my 29 
year career in this industry.  I can’t thank 
you enough for making this happen 
before I retire, I know that was not easy 
and I appreciate what it took to accom-

plish. EAN has set a standard in the 
industry and for that I thank you!“ Jackie 
White says. “I will miss eroFame, and 
please know I wish you all the very best, 
much success and most of all health and 

happiness. Thank 
you again for this 
very prestigious 
award I am truly 
honored!“ Matthias 
Johnson, EAN 
Editor-in-Chief, 
had the following 
to say about the 
successful surpri-
se: „Of course, we 
would have loved 
to present Jackie 
with her award in 
person at eroFa-
me, but when 
the decision was 

made that the event would have to be 
cancelled due to the Corona pandemic, 
we knew we had to find another way to 
pay proper tribute to Jackie‘s life‘s work. 
Jackie has shaped our industry for nearly 
30 years and from day one, she has 
been an extremely important part of the 
CalExotics success story. She is an icon 
of our industry! We are very glad that we 
were able to surprise Jackie together with 
her colleagues. We wish her all the best in 
her retirement and future!“ 

Hanover, Germany / Ontario, USA – The cancellation of eroFame 2021 also meant that the 

decision had to be made to skip this year‘s EAN Awards.

EAN honors Jackie White with 
‚Lifetime Achievement Award‘ 
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Before you go on and 
explore the first EAN issue 
of the new year, we’d like 
to seize the opportunity 
to wish you all the best 
for 2022! Let’s hope that 
this year, we will finally be 
able to bid farewell to the 
pandemic and to what we 
have come to consider as 
the ‚new normal.‘ As far as 
our market is considered, 
I am sure we can all agree 
that the past two years 
have been extraordinary. 
Even in the context of a 
market such as ours that is 
subject to constant change, 
the developments of the 
pandemic have been swift 
and often surprising. For 
instance, who would have 
thought that 2021 would go 
down in the annals of the 
sex toy market as the year 
of mergers and acquisi-
tions? Which makes it all the 
more interesting to see what 
will happen this year. Will 
we see more acquisitions? 
Will more investors try to tap 
into the potential of this mar-
ket? And in which ways and 
how quickly will the market 
continue to merge with the 
mainstream? Will we able 
to report that vibrators and 
dildos have truly and fully 
arrived at the centre of soci-
ety sometime this year? And 
another exciting question: 
What new products will we 
get to see in 2022? So, in 
all, there is definitely a lot to 
look forward to! 

That‘s it for this month!
Matthias Johnson 

letter from the editor
CalExot ics ‘  Execut ive Vice Pres ident ret i res Dear Ladies and Gentlemen
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JOYRIDE 
Hand Cleaner  

100 ml

Everything a 
woman loves.
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schwarz

Full of vivid and vibrant colours, patterns, 
fabrics, and textures. Male Basics offers 

a wide collection of briefs, boxers, thongs, 
jockstraps and swimwear, providing a great 
variety for men. Male Basics was founded in 
2003 out of a need to provide men the perfect 
brand for the types of underwear they prefer. 
From sportswear, to thongs, to sexy briefs and 

swimwear; every choice a man could 
want. Male Basics became a reality 
and have been satisfying the clients 
underwear needs ever since. After 
all, it‘s not just the ladies that want to 
look good in their underwear. At Male 

Basics they understand that men want to look 
sexy and confident in their underwear. 

Wijchen, The Netherlands - SCALA is thrilled to introduce Male Basics. 

The sexiest and hottest brand for men.

Male Basics underwear available at SCALA
Briefs ,  boxers ,  thongs,  jockstraps and swimwear



Two new products have now been 
added to the extensive REBEL 

assortment: a special masturbator and a 
glans stimulator.  The ‘F-Spot Massager’ 
provides magnificent stimulation with ten 
vibration modes in three speeds and one 
additional throbbing/pulsating knocking 
function directly on the sensitive frenulum. 
The frenulum, also known as the F-spot, 
is one of the most erogenous areas 
of the penis apart from the glans. The 
frenulum is an elastic band of tissue that 
connects the soft foreskin at the bottom 
of the penis to the glans. The F-spot is 
not an actual spot, but a 1-cm long band 
of tissue with a lot of nerve endings. 
Precise stimulation of this band of tissue 
is said to lead to very intense orgasms. 
People with erectile dysfunction can also 
reach an orgasm this way. The ‘F-Spot 
Massager’ is waterproof and makes hot 

Wijchen, The Netherlands - New and ready 
to order at SCALA: FUCK GREEN. The 
brand took the most popular best-selling 
designs and made them with PLA Plastic, 
so consumers can enjoy their favourite toy, 
without damaging planet earth. This mate-
rial is biodegradable and plant-based. To 
produce this bioplastic material, there is no 
petroleum used, as is the case with other 

moments during a cold shower possible. 
It can be recharged with the included 
USB cable.  The ‘Glans Masturbator with 
3 attachable Dilators’stimulates with soft 
dots and provides spot-on stimulation of 
the sensitive tip of the penis with intense 
vibrations – it almost feels like an elec-
trifying blow job! If a dilator is inserted into 
the masturbator, the pleasurable feeling 
becomes even more special and inten-
se! There are three different sized dilators 
to choose from. Beginners start with the 
shortest, experts can have a go at the 
longest one. When the top part of the 
flexible glans vibrator is turned inside out, 
the dilators can be easily exchanged. The 
low weight of the glans masturbator ma-
kes it very comfortable to hold and it can 
be easily controlled using the button on 
the toy. This means that the glans vibrator 
can also be used during foreplay or sex. 

plastics. Petroleum is becoming rarer and 
causes a lot of environmental damage du-
ring extraction and processing. In addition, 
the CO2 emissions from the production 
of PLA is much lower than other plastics. 
Furthermore, the packaging of all FUCK 
GREEN items is made of craft. Craft is a 
fibre-based material, making it eco-friendly 
and recyclable.   

Flensburg, Germany - The sex toys from REBEL have a distinct, manly design and have 

been created specifically for men.

New sex toys from Rebel for special 
stimulation particularly for men

FUCK GREEN

N E W S

ORION Wholesale
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TIRED OF SEEING THIS ?

Then get the all natural
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10% EXTRA discount on
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Order now at 

EMAIL: trade@rccwholesale.com

TELEPHONE:  +44 (0) 027 193 3553

www.rcc-wholesale.com
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• In-depth conversations in 
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ORION Wholesale has reacted again 
to the demand for lingerie in larger 

sizes with this special collection and is 
now offering lingerie from the best-sel-
ling label Cottelli Bondage in plus sizes. 
However, exclusive fashion shouldn’t be a 
taboo for curvier women. This is why this 
new collection from Cottelli Bondage Plus 
offers high-quality lingerie in plus sizes 
for women who want to emphasise and 
show off their curves. The lingerie is made 
out of seductive materials, has playful 
accessories, excellent designs, and wide 
bra and suspender straps for a perfect 
fit. Black is the colour for this collection, 
and exciting matte look material com-
bined with delicate lace dominates these 
bondage looks. The lingerie designs are 

Bremen, Germany - Pipedream Pro-
ducts is shipping the PDX Elite ViewTu-
be See-Thru Strokers from their Euro-
pean Distribution Centers. Designed to 
enhance visual stimulation with each 
stroke, the incredible ViewTube See-Thru 
Stroker allows the user to be the star of 
the show! The soft and supple interior of 
the translucent sleeve is lined with rows of 
ribs and beads for mind-blowing stimula-
tion, while the transparent ViewTube ma-
gically magnifies the user themselves for 

invitingly open and have fancy details 
and functions – the sewn-on loops are 
there so that a woman’s arms or wrists 
can gently be restrained. The lingerie has 
been designed exclusively at ORION´s 
headquarters and is perfect for captiva-
ting moments of pleasure and passion 
that’s out of the ordinary. There are six 
exciting styles in the new Cottelli Bondage 
Plus collection and they are now availa-
ble from ORION Wholesale. The lingerie 
is delivered in an attractive, high-quality 
cardboard box that can also be used as a 
gift box. This cardboard box is covered in 
an additional slipcase that has a detailed 
image of the respective product on it and 
a description of the product in various lan-
guages on it as well. 

the ultimate visual turn-on! Cleverly dis-
guised by a removeable cap, the 19 cm 
discreet stroker has a stretchy, gender- 
neutral opening that leads to a textured, 
crystal-clear TPE stroking sleeve. Once 
inside, the user can control the amount of 
suction by removing the sticker on the top 
of the cup and regulating air flow with a 
finger. The removeable sleeve is compa-
tible with water-based lube and cleans up 
easily after the fun with toy cleaner and 
warm water.   

Flensburg, Germany - The new Cottelli Bondage plus size collection is now available from 

ORION Wholesale. The exclusive lingerie is available in the sizes XL to 4XL / F cup.

Cottelli Bondage Plus

Pipedream is shipping ViewTube See-Thru Strokers

N E W S

New Linger ie  in  Plus S izes for  Capt ivat ing Moments of  Pleasure
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Featuring eye-catching shimmery shades 
and unique shapes, the new Unicorn at-

tachments are designed for over-the-moon 
P-Spot, perianal, G-Spot and non-pene-
trative pleasure. The new attachments 
include the Uni Horn, Magic Hide, Mystical 
Waterfall, Jackalope, and Two-Nicorn. The 
Uni Horn: The Uni Horn attachment features 
an angled head that targets the prostate 
or G-spot for an epic orgasm, while the 
raised, studded texture provides perianal 
or external vaginal stimulation. The Magic 
Hide: The Magic Hide attachment is desi-
gned for non-penetrative stimulation with 
smooth contours and a studded texture for 

Bremen, Germany - Pipedream Products 
is shipping four new Mega- Masturbators 
from their best-selling PDX Plus collecti-
on: PDX Plus Perfect 10 Booty and PDX 
Plus Perfect Ass XL Masturbator. Available 
in two styles and three seductive skin 
tones, the super-sculpted companions 
feature hyper realistic details, velv-
ety-soft Fanta Flesh, and a pair of perfectly 
placed pleasure holes textured for back-
door bliss! The big butts are Pipedream’s 
largest and heaviest table-top strokers in 
the PDX Plus collection, with the Perfect 
10 Booty weighing over 6 kg and the Per-

full-contactexternal massage.
The Mystical Waterfall: The Mystical 
Waterfall attachment provides full-contact 
stimulation cascade texture bump to stimu-
late the vulva and clitoris or the prostate and 
perianal area with enhanced humping and 
grinding. The Jackalope: The Jackalope at-
tachment offers two satisfying bulbous tips 
to put pleasurable pressure on the prostate 
and perianal areas or the G-Spotand clitoris. 
The Two-Nicorn: The Two-Nicorn attach-
ment casts a magical double penetration 
spell by simultaneously penetrating the va-
gina and anus or by stretching the sphincter 
with its two swirly horns.  

fect Ass XL Masturbator checking in at 
over 5.5 kg. Both booties feature round 
cheeks and high-arched backsides, with 
anatomically correct placement of the 
two textured love tunnels, giving users 
the most realistic experience imaginable! 
With lifelike skin textures, hand-sculpted 
designs and subtle airbrushed details, the 
proprietary Fanta Flesh TPE is super-soft 
and mimics the look and feel of real hu-
man skin! Smack it, slap it, and squeeze 
it– the ultra-realistic rump wiggles and 
jiggles and engulfs every inch with velv-
ety-smooth Fanta Flesh!   

New York, USA - COTR has unveiled a collection of five magical silicone attachments for The 

Unicorn Premium Sex Machine that are also compatible with the Cowgirl Premium Sex Machine.

COTR announces the debut of five new 
silicone attachments for sex machines

Pipedream shipping new PDX Plus Butts in 
‘all-inclusive’ skin tones

N E W S

The Unicorn Premium Sex Machine & Cowgir l  Premium Sex Machine
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The ‘Double Vibrator’ has two ends 
that can be used for spot-on pleasure 

spot stimulation or full-body massages 
and/or massaging the intimate areas. 
There is a small, flexible ball-shaped head 
with 10 thrilling vibration modes at one 
end that provides spot-on pleasure spot 
stimulation of all external (e.g. clitoris, 
testicles, perineum) and internal hots-
pots (e.g. G-spot and P-spot). There is a 
curved shaft with stimulating grooves and 
7 vibration modes at the other end that is 
perfect for full-body massages or fulfilling 
vaginal and anal stimulation. The vibrator’s 
two motors can be controlled separately 
with the buttons on the toy. The ‘Double 
Vibrator’ can also be used in the bath 
or shower because it is waterproof. It is 
covered in a soft touch texture which feels 
great against the skin during pleasure 

Wijchen, The Netherlands - Chíc is 
sophisticated with deep, rich colour and 
stunning decorative accents. Discover 
its unique shapes and styles exclusively 
from SCALA. It‘s powerful with intense 
escalating speeds of pleasure. This 
season, you‘ll find 4 new styles – Peony, 
Lilac, Blossom and Poppy. Peony is a 

and play. The sex toys from Sweet Smile 
are delivered in a cardboard box that has 
a description of the product in various 
languages on it as well. The box can 
be easily opened and closed because it 
has a magnetic fastener. The toy can be 
seen inside the eco-friendly cardboard 
tray once the front of the box has been 
opened. The sustainable packaging 
contains almost no plastic. There is just a 
small plastic insert inside the packaging 
for hygienic protection and it is not glued 
to the box. This means that the cardboard 
and plastic can be separated very easily. 
The packaging can 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. 

sensual wand massager with an 
accentuated g-spot curve. Lilac is a 
dual motor massager with body 
contouring curves.
Blossom offers an entirely unique sen-
sation with thrilling oscillating motion. 
Poppy is a full body massager with 
extraordinary power.  

Flensburg, Germany - The lifestyle design of the Sweet Smile sex toys makes people want to 

make love. The ‘Double Vibrator’ has now been added to the extensive Sweet Smile assortment.

New: ‘Double Vibrator’ from 
Sweet Smile with two usable ends

Chíc by CalExotics: Sophisticated. 
Refined. Powerful.

N E W S

ORION Wholesale
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It is even more exciting if a partner can 
also decide on the volume and the 

vibrations. That is why the new ‘Inflatable & 
Remote Controlled’ sex toys from You2Toys 
are now available at ORION Wholesa-
le.  The three new sex toys can be inflated 
using the remote control – for a wonderful 
full feeling and great stretching. Furthermo-
re, they are also perfect for stimulating the 
sensitive vaginal and anal pleasure nerves in 
a thrilling way thanks to their additional 
vibration. The vibrations (7 modes) and 
the pump & air release function can be 
controlled separately with the button on the 
remote control. The sex toys automatically 
pump in different pulsating rhythms when 
the vibration gets turned on. Another press 
of the button is enough to reduce the vo-
lume of air. The fancy sex toys are covered 

Axel, The Netherlands - Tonga and Clan-
destine partner to bring the advanced, 
ergonomic and versatile products of the 
US brand to Europe. “We are very excited 
to have chosen Tonga as our exclusive 
distribution partner in Europe. I have worked 
closely with them in the past and admi-
re their work ethic and dedication to the 
brands that they choose to represent. We 
believe that this partnership will propel the 
Clandestine brand forward in the Europe-

in soft silicone which feels great against the 
skin during pleasure and play. They can be 
recharged with the included USB cable.  
The following items are available at ORION 
Wholesale: the ‘Inflatable & Remote Con-
trolled Butt Plug’ is a wonderfully shaped, 
flexible anal vibrator with a pronounced 
texture on the perineum bar that simul-
taneously stimulates the prostate and 
perineum.  The ‘Inflatable & Remote Con-
trolled G&P-Spot Vibrator’ is a wonderfully 
shaped, flexible G&P Spot Vibrator in a pro-
nounced penis design that simultaneously 
stimulates the prostate and perineum or the 
G-spot and clitoris. The ‘Inflatable & Remo-
te Controlled Love Balls’ are a vibro-ball duo 
with a pronounced texture and a stretchy 
retrieval strap for fulfilling pleasure when 
training the love muscles. 

an market and anticipate great success 
through the presentation of innovative 
products, marketing, training and most of all 
excellent customer service”, Lulu Shwartzer, 
Operations Manager Clandestine Devices, 
LLC., says. Melanie de Jonge, CEO Tonga 
BV, says the following about the agreement: 
“Clandestine products are luxury devices 
that offer great value for money. We’re 
looking forward to the anticipated results for 
our customers in Europe.”  

Flensburg, Germany - The feeling of being literally ‘filled’ during sex is becoming more and 

more stimulating for lots of people.

Inflatable sex toys 
for special stimulation

Tonga distributes Clandestine exclusively in Europe

N E W S

New at  ORION Wholesale
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To love with JOYDIVISION has long 
meant to contribute to climate protec-

tion, but from now on JOYDIVISION also 
becomes a climate protector with every 
business trip. Sustainable actions and 
voluntary commitment to climate protecti-
on are not always a matter of course! For 
JOYDIVISION it is! “As an entrepreneur, 
it has always been very important to me 
to improve the climate balance and I am 
constantly on the lookout for ways to make 
a contribution to saving CO2,” reports 
Oliver Redschlag CEO of JOYDIVIVISION 
international AG. With the brand products 
AQUAglide, BIOglide, Soft-Tampons, 
WARMup and also all other products, 
JOYDIVISION has always consciously 

Wijchen, The Netherlands -  New and 
ready to order at SCALA: Nu Sensuelle. 
Nu Sensuelle is commonly equated with 
delivering extreme power. However, being 
a leader in the super bullet category is 
just a fraction of what establishes Nu 
Sensuelle because the brand is also at 
the forefront of cutting-edge innovation 
and committed to developing versatile, 
ergonomic products that suit users of 
every body type, age, relationship, gender 
identity and sexuality. Trying to determine 
what sensation a product produces while 

focused on climate-friendly production in 
Germany. With BIOglide, JOYDIVISION 
even gives a piece of habitat back to na-
ture! Unfortunately, CO2 emissions cannot 
be completely avoided during the produc-
tion of the products, but the released car-
bon dioxide emission is compensated by a 
high-quality CO2 climate protection project 
“Pacajai REDD” in Brazil. The Pacajai 
project protects nearly 150,000 hectares 
of high conservation value rainforest in the 
municipality of Portel in the Pará region of 
Brazil. The employees of JOYDIVISION 
international AG are pleased to be able 
to travel to customers and trade fairs in a 
relaxed and climate-neutral manner from 
now on. 

shopping for a new toy is not easy! Which 
is why Nu Sensuelle motors now correlate 
to a distinct colour–identified on all product 
packaging for easy reference. Classified by 
the colour red is the latest, most intense 
motor to date–the 60SX AMP. Featured 
in the new 60SX AMP Silicone Bullet and 
Aluminium collection, this motor packs 
double the intensity as the 60SX. This mo-
tor, represented by the colour orange, can 
be found in the new Deux Bullets, which 
offer users a deeper rumbling vibration with 
subtle thumping.  

Hanover, Germany - JOYDIVISION international AG from Hanover is now making business 

trips more climate-friendly.

Love for the environment 
with JOYDIVISION

Nu Sensuelle

N E W S

JOYDIVISION takes part  in  the Glasgow CO2mmitment
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With this edition, the two partners 
want to break down the unrealistic 

expectations of mothers in today’s socie-
ty and encourage them to celebrate being 
women and reclaim their sexuality. The 
collaboration is accompanied by a campa-
ign video called, ‘Rock your #badassmo-
ment,’ where Bonnie Strange and Woma-
nizer offer their point of view on how moms 
can own their sexuality. The badass mom 
Premium eco Special Edition will be avai-
lable since 2 December 2021 for 189€ at 
selected B2B partners and only exclusively 
in German-speaking countries. What does 
Bonnie have to say about it? “I love Wo-
manizer and also always recommend the 
products directly to all the women around 
me. When I got the request to collabora-

Axel, The Netherlands - Tonga and Global 
Novelties are happy and proud to an-
nounce that they signed an agreement 
for the exclusive distribution in Europe 
for the Global Novelties brand products, 
offering innovative designs from outstan-
ding labels. Global Novelties focuses on 
producing quality products at attractive 
price points in fun and fresh, eco-friendly 
packaging. “Tonga is a solid company 
with a great reputation and a strong track 

te, I was thrilled.” Together, Bonnie and 
Womanizer have developed a new, funky 
90s-inspired design for Premium eco. 
Thanks to Smart Silence technology, the 
product is perfect for a ‘badass moment’ 
by allowing users to focus on their own 
needs without worrying that anyone will 
overhear. Smart Silence ensures that the 
toy activates only when it makes contact 
with the skin, and until then, it remains 
in standby mode to keep the experience 
discreet. The special edition also features a 
hidden surprise on the inside of the sleeve 
that is sure to delight all Bonnie Strange 
fans – an autograph and postcard. Both 
cards can be easily detached with scissors 
so that the packaging can continue to be 
used for storage. 

record of building brands. I trust that they 
are the right distribution partner to intro-
duce Global Novelties to the international 
market,“ Autumn O’Bryan, CEO Global 
Novelties, says. Global Novelties applies its 
understanding of consumer behaviour and 
industry trends to create a brand that is 
authentic, and stands out from the crowd.  
They do this with innovative design, 
product development, packaging, content 
creation, marketing and branding.  

Berlin, Germany - Influencer, creative director and all-around ‘it girl’ Bonnie Strange and 

Womanizer have joined forces to launch a ‘badass mom’ special edition of the Premium eco.

Bonnie Strange and 
Womanizer celebrate ‘badass moms’

Tonga is proud to be chosen as Global Novelties’ 
exclusive partner for Europe

N E W S

Womanizer  has jo ined forces with inf luencer  and ‚ i t  g i r l ‘  Bonnie Strange
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The Ramrod collection arrives at Tonga 
in January as one of the first new 

collections of the new year in the tongabv.
com web store. Pumps improve the erection 
and performance. The vacuum also helps to 
get and maintain an erection in case of erec-
tile dysfunction. In each Ramrod box there’s 
also a stretchable penis ring that can help 
keep the erection during or after pumping. 
The pump cylinder is transparent and has 
size marks so the user can keep track of 
progress. They have a quick release valve to 
be able to immediately lower the pressure. 
Because each Ramrod pump comes with 
an extra vagina sleeve, they can also serve 
as a masturbator. The manually operated 
Ramrod pumps offer several types of opera-
tion. The Classic Penis Pump & Masturbator 
has a squeeze ball for pumping. There’s a 
Ramrod pump with trigger operation and 
one with the same trigger operation plus an 
additional vibrating bullet, and a pump with 
a pistol handle. Two manual pumps come 
with a pressure meter, they can be chosen 

Wijchen, The Netherlands - Turn up the 
heat with Red Hot by CalExotics, avai-
lable exclusively from SCALA. The Red 
Hot collection is sexy and playful with 
powerful motors, incredible vibrations, 
and sensual designs.  New and ready to 

with a trigger handle or a pistol handle.Then 
there’s the Automatic Ramrod pump with 3 
speed vacuum sucking that is easy to use 
thanks to 2-button operation. This pump is 
tubeless, the buttons are in the cap at the 
bottom of the pump. The second automatic 
Ramrod device is a pump with a digital 
pressure meter. This one has 2-button ope-
ration as well, but the buttons are located 
on the handheld pressure meter at the end 
of the suction tube. Both automatic Ramrod 
pumps require AA batteries that are not 
included. Each Ramrod pump includes two 
sleeves: the standard black donut sleeve 
and an extra vagina sleeve, that transforms 
the pump in a satisfying masturbator. Se-
parate sleeves are available in the Ramrod 
collection. A vagina sleeve and a mouth 
sleeve can be purchased as single products, 
for those who want to replace their Ramrod 
sleeve or who prefer a mouth over a vagina 
for their masturbation sessions. The sleeves 
are made of TPE, body safe, stretchable 
and soft to the touch. 

order: Fuego, Glow and Flicker. Fuego 
is sexually textured for full coverage sti-
mulation. Glow offers maximum arousal 
with a contoured scoop design. Flicker 
is made for full body exploration with its 
ergonomically curved tip.  

Axel, The Netherlands - Ramrod is a new label from Dream Toys, featuring manual and 

automatic penis pumps with several types of handles and sleeves.

Ramrod

New Red Hot arrivals from CalExotics

N E W S

New from Tonga 
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The Little Pleasures and Mini Pleasures 
sets are available in special edition 

white and silver colors that make a great, 
sensual gift for any special occasion. Le 
Wand’s Little Pleasures Set includes the 
Bullet and Point rechargeable vibes in a 
lustrous Special Edition Silver Chrome 
finish. Each powerful palm-sized vibe 
delivers its own unique stimulation with 
its own pleasure-inducing design. Le 
Wand Point features a rumbly motor and 
contoured shape, approved by Oprah 
Magazine, while the fan-favorite Bullet 
comes with a removable textured silicone 
sleeve and ring for added pleasure. The 

Amsterdam, The Netherlands -  Kiiroo 
announced the newest addition to their Feel 
Stars Collection of personal strokers as the 
multi-talented dynamo; Leigh Raven. Leigh 
Raven’s personal stroker; FeelLeigh, was 
designed to be used with the Kiiroo’s flags-
hip product; Keon. The interactive capa-
bilities of Keon combined with FeelLeigh’s 
life-like textures will bring fans closer than 
ever before to feeling what it is like to be 
with the Star. “I’ve wanted to have my own 
stroker since I got my start in the industry 

Mini Pleasures 4-Piece Collection features 
smaller, perfectly giftable size versions of 
two of Le Wand’s most coveted items — 
the Double-Ended Stainless Steel  
Pleasure Tool and a Mini Wand Vibrator. 
The versatile USB-rechargeable Mini 
Wand Vibrator proves that big power can 
come in little packages, while the petite 
version of Le Wand’s Stainless Steel Hoop 
maintains its perfect curve for targeted 
G-Spot stimulation. Ideal for beginners, 
both the Mini Pleasures set and the Little 
Pleasures set are sleek and stylish,  
with items designed for targeting all  
erogenous zones. 

6 years ago, and I’m beyond thrilled that 
it’s finally happening. Especially with a 
company like Kiiroo, who has made it a 
seamless process and a beautiful product. 
I know you’ll love it as much as I do.” said 
Leigh Raven. “Leigh Raven is the latest in 
our Feel Stars line up, and will round off our 
2021 launches.  Her infectious and friendly 
personality has ensured she has been a 
delight to collaborate with, and with her hot 
content, she is worth the wait!” said Helen 
Zeal, Director at Kiiroo.  

New York, USA - Le Wand has unveiled two new pleasure-packed sets featuring a duo of 

the premium brand’s bestselling items along with accessories and stylish packaging for 

the perfect gift.

Le Wand debuts ‚Pleasure Collection‘ 
ready-to-gift sets 

Leigh Raven announced as Kiiroo’s 
newest Feel Star

N E W S

Litt le  Pleasures ,  Min i  Pleasures sets  in  specia l-edit ion colors
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Clitherapy is a 7-piece collection packa-
ged in eye-catching, iridescent colors 

and branded tongue-in-cheek for the 
digital dating generation. All 7 products hu-
morously entice clitoris owners to embrace 
solo pleasure in lieu of another Tinder 
let-down. The latest editions to Clitherapy 
include:1) It’s A Match, a gel made for 
direct application to the clitoris. Dubbed a 
‘liquid vibrator’ by the company, users feel 
a warming, tingling effect that lasts up to 
40 minutes. Acmella flower extract creates 
the tingle, while Thermolat warms and Aloe 
Vera adds moisture. It’s A Match liquid 
vibrator is condom and sex toy-compatib-
le, and made with eco-friendly ingredients 
and packaging. 2) Swipe Remedy, a small 

Paris, France - Dorcel has unveiled 
its new identity. The new logo of the 
benchmark brand for chic pleasure since 
1979 celebrates its evolution, in tune with 
its time and premium standing. After more 
than 40 years of making millions of adults 
fantasize, the French brand, present in 
more than 75 countries, is more than ever 
the home of pleasure for all. Dorcel is 
increasingly dedicated to helping all adults 
experience a relaxed, happy, refined and 

tin of mints made just for oral sex. Com-
patible for use on penises and vaginas, 
these peppermint-flavored, menthol mints 
add a gentle cooling effect to oral pleasure 
while providing minty fresh flavor. Swipe 
Remedy mints are FDA and CE approved, 
and body-safe for all genitals and use with 
sex toys or condoms. The entire Clitherapy 
brand line also includes 4 sensitizing clito-
ral balms and a finger vibrator.Titled ‘Horny 
Jar,’ ‘Sexting Balm,’ ‘Ghosting Remedy,’ 
and ‘Bad Day Killer,’ each balm is respec-
tively scented with star anise, vetiver, spicy 
ginger or sandalwood. The Better Than 
Your Ex finger vibrator includes 10 intensity 
levels of vibration, 3 of which are  
unique patterns.       

responsible sexuality through its range of 
pleasure accessories, lingerie, films and 
fantasies. Ten years after replacing the 
famous toucan (the brand’s first logo until 
2011) with its pink seal, Dorcel once again 
called upon the Dragon Rouge agen-
cy to support its move upmarket with a 
rebranding symbolizing this evolution. The 
‘crest’ (brackets forming the “O”) under-
lines all the sensuality of the brand in an 
evocative form.  

Barcelona, Spain - Bijoux Indiscrets has added two new additions to the company’s 

Clitherapy product collection: oral sex mints and a ‘liquid vibrator’ gel.

Bijoux Indiscrets debuts 
full ‘Clitherapy’ range

Dorcel establishes itself as the 
‘house of pleasure’ with a whole new identity

N E W S

Two new products are avai lable
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MORINGA POWER
MORINGA is traditionally used to increase sexual 
stamina and desire and to treat sexual disorders in men.

In Siddha medicine, Moringa is used as a sexual potency 
aid to treat erectile dysfunction in men and to prolong 
sexual activity in women.

+DDAMIANA

+MACA

Moringa men
Art.No. 44062

HOT Productions & Vertriebs GmbH /// Wagrainer Str. 35 /// 4840 Voecklabruck /// AUSTRIA
e m a i l :   o f f i c e @ h o t - d l . c o m  / / /  f o n .   + 4 3  7 6 7 2  7 2 0 0 9  / / /  f a x .   + 4 3  7 6 7 2  7 2 0 0 9 - 9

world-of-hot.com

Moringa women
Art.No. 44063Energy capsules from the Moringa tree support  

your immune system and bring POWER into your (sex) life.

Food supplement with L-arginine

PREMIUM  MMORORIINGNGAA       

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

SEX
POWER

_____________ 
LIVE  

VITALITY
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& men
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I‘m sure Jeff Bezos is staunchly against 
my point-of-view on this topic, but 
luckily I‘ve got (almost) an entire industry 
behind me that also refuses to stop 
believing in a retail resurgence in 2022.
Brick-and-mortar stores are poised to 
see a huge renaissance after Covid 
closures. I polled a diverse group of 
pleasure industry colleagues and a 
whopping 26 out of 27 agreed. Only a 
single respondent believed adult shops 
would go the way of the dinosaur and 
the good ol‘ fashioned shopping mall. 
For starters, folks like Excitement Adult 
Stores buyer Loretta Goodling, Tantus 
co-founder Metis Black and 
Subsensuals founder Helaine Oliner-
Katz all agree on one thing: people are 
dying to get back out into the world. 
Plenty of consumers will pop into 
stores, including adult ones, just for the 
sake of reliving the original, in-person 
shopping experience. Goodling thinks 
the satisfaction of instantaneous 
purchases will abound.  UK sex shop 
dynamo Tim Richardson, respective sex 
educators Sunny Megatron and Dirty 
Lola, and Tickle.Life COO Angel Renee 
similarly agree that there‘s nothing quite 
like the knowledge and enthusiasm of 

an adult retail sales associate. As Dirty 
Lola comprehensively described, brick- 
and-mortar shops provide more than 
just products. They‘re centers of sex 
education, affirmation and reassurance, 
and exploration, where toys can be 
seen and felt in a customer‘s hands. 
LGBTQIA+ specialty retailer Mason 
Luke chimed in humorously that “you 
can’t just ask any Walmart employee 
about the dual stimulation rabbit on 
their shelf.” Molly Romeo of Holiday 
Products concluded by saying that 
calling this a brick-and-mortar 
“comeback implies it went somewhere.” 
Romeo says adult stores will be always 
be around, as sex toys are extremely 
personal purchases that require a 
human element for consumers to feel 
their most comfortable and authentic.
The internet might be convenient, 
 but like sex toys themselves, it  
can never replace our need for 
human connection. 

Talking about the end of 
the pandemic seems like 
tempting fate at this point 
given the current situa-
tion. On the other hand, 
we always have to look at 
the road ahead, especially 
when there is such great 
optimism in the industry. A 
lot of people even expect 
there to be a resurgence 
of the bricks-and-mortar 
retail. But Is this kind of 
optimism realistic given 
the steep competition that 
bricks-and-mortar retailers 
are facing from the 
internet? 
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Just to get this out of the way: Nobody 
would be happier than me if I was wrong 
here and if my scepticism was unfounded 
when it comes to this prophesised renais-
sance of the bricks-and-mortar trade. After 
all, we are talking about a major pillar of this 
market and, even more importantly, about 
the livelihoods of a great many people. So, 
again, I would love to see those stores 
bounce back after the pandemic is over ... 
but I have my doubts that consumers will 
flock to the shopping streets any more than 
they did before that pesky virus started 
spreading. Why? Well, there is a clear trend 
here that began long before the pandemic. 
E-commerce is getting bigger and bigger, 
and fewer and fewer people spend their 
money at the store down the street. And it is 
all but certain that corona has only served to 
accelerate this development. It was great to 
hear success stories when retail stores were 
finally able to open their doors again after the 
first lockdown, and then again after the 
second, and so on, but if anything, this 
seems to be a temporary catch-up effect.  
A lot of consumers, who were not typically 
online shopping were kind of forced into 
giving e-commerce a shot due to the 
pandemic, and it remains to be seen how 
many of them are actually going to return  

to bricks-and-mortar stores now 
that they have tasted the sweet 
fruit of online convenience. A 
 lot of them might have gotten 
hooked. Add to that the overall 
development that has been going 
on before the pandemic, and you 
have a pretty good reason why 
there is not going to be a renais-
sance of bricks-and-mortar 
shopping after Covid. But let me 
be clear, that does not mean that the 
bricks-and-mortar trade does not have a 
future because it does. It definitely does – 
just don’t expect it to be a big rebirth.

Matthias Johnson, 
editor in chief
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The Prelude – The Inner City Blues 
The wind blows coldly through the  
empty streets. Left and right, long  
abandoned stores. Vacancies as far  
as the eye can see.... and no people far 
and wide. What sounds like a scenario 
from a zombie apocalypse is reality in 
many medium-sized and smaller cities  
in Europe. If you ask those responsible  
for town planning, they always refer to  
the changes in consumer shopping  
habits caused by e-commerce. It is  
only natural that the finger is often  
pointed at Amazon, because  
Amazon has become synonymous  
with e-commerce.

The Interlude – Comes the monster!
If you asked someone in the mid-1990s 
who or what Amazon was, the answer 
was usually ‚it‘s that online bookseller‘. But 
Amazon always wanted to be more than 
just a bookseller, and you could actually 
end with the sentence ‚the rest is history‘ 
at this point, because everyone knows 
what Amazon has become since it was 
founded in 1994: a company that has a 
decisive influence on the lives of billions of 
people on this planet, that has changed 
the way we consume, work and think.
A company that according to Wikipedia 
had a turnover of 386 billion US dollars 
in 2020, and that today is active in many 
business areas and has long since moved 
beyond just delivering packages to the 
door (and the fact that these packages will 
sooner or later be delivered by drone does 
not seem particularly odd). For Ama-
zon, growth is the top priority, because 
it leads to lower costs, which results in 
lower prices, which in turn leads to further 
growth. A kind of growth cycle, in other 
words, about which many renowned 
economists shake their heads, but which 
apparently functions almost smoothly, even 
if the first profits do not flow until 2016! 
Amazon‘s business model is called the ‚On 
Demand Economy‘: an instant gratification 
of customer needs and/or a universal ful-
fillment of customer desires. At the touch 
of a button. By smartphone or on screen. 
Speed and availability are the pillars of this 
business model, which seems to revolve 
solely around the customer receiving ever 
newer and better purchase  

There are many myths 
surrounding the Sexual 
Wellness Industry. This will 
soon come to an end. EAN 
has spared no expense or 
effort to dispel the myths 
and legends and have 
hired Mythbusters‘ - none 
other than Klaus Lennard 
Pedersen and Chad Jen-
ny. In each second issue 
of the magazine, they and 
the EAN editorial team will 
take on a particular myth 
and give it a hard-hitting 
fact check.

 
Mythbusting in the Sexual Wellness Industry 
Myth  numbe r  2 :  A l i baba  and  Am azon  –  the  ev i l  emp i res ! 

C O L U M N
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recommendations - created by algorithms -  
another very important pillar - based on  
increasingly accurate user data. 

The Blame Game
The question of this article is; ‚Are Amazon 
and other global e-commerce companies evil 
empires, destroying all the retail values we 
hold dear?‘ Well, the answer is a little com-
plicated. They are most definitely empires. 
But are they necessarily evil? Kind of matters 
how you quantify evil. Do they roll over some 
competitors who just can’t compete with their 
low pricing and logistical operations? Sure, but 
they didn’t start that, it’s been happening since 
the beginning of time. Some call it evil, some 
called progress. Really depends on where 
you are standing when that ball gets rolling. 
What we can say is that Amazon and other 
mega e-commerce retailers have changed the 

landscape for all retailers and e-tailers.  
For years, we‘ve been hearing that Amazon 
is wiping out small retail stores. Does anyone 
still remember the time before digitalization? 
Back then, it was always said that the big 
supermarket chains were killing off the mom-
and-pop stores. Now, you could dismiss this 
with a simple ‚someone always gets wiped out‘ 
or call Amazon Godzilla, a market-dominating 
‚corporate monster‘ that is leaving a trail of de-
struction behind it on its way to world dominati-
on, but what is true about the accusations that 
Amazon is repeatedly confronted with? First, 
Amazon is not alone in the world, because 
e-commerce includes many other companies 
that use the same business model as Amazon, 
especially in China with Alibaba and Taobao. 
However, as far as the Western hemisphere 
is concerned, Amazon has undoubtedly and 
based on its indisputable dominance become 

Source: https://www.digitalcommerce360.com/article/infographic-top-online-marketplaces/
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synonymous with the ‚digital threat‘ and the 
decline of downtowns. And the list of com-
panies that have not survived the drain of 
purchasing power from city centers due to the 
rapid growth of e-commerce is truly long and 
equally notable.

The Mythbusters content that these  
empires are not necessarily evil… 
They are just inevitable. It’s the dawning of a  
new day and whether we like it or were ready  
for it, the reality is that it is here, and we must 
deal with it. Let’s look at some stats from  
the US market, where Amazon dominates  
e-commerce and see what to expect in  
their emerging markets. 

• In 2020 Amazon was the number one  
   company in retail sales, earning 38.7% of the  
   market compared to the second-place  
   company, Walmart, at only 5.3%. Meaning  
   Amazon controls more than 6 times as much  
   of the market as its next closest competitor. 

• Amazon’s year over year growth is staggering-  
   2016 net revenue = $135B USD, 2017 it was  
   $177B USD, 2018 it was $232B USD, and in  
   2019 they reached $280.52B USD. Put it this  
   way; Amazon makes more money than 92%  
   of the countries around the world. 

• Amazon earns about $0.50 of every  
   ecommerce spent in the US market. 

GeneralAmazonGlobal
Region / Country

MARKETPLACES - GLOBAL TOP 5
Marketplace Category Mth. Traffi  c

1 5.2B
GeneraleBayGlobal2 1.7B
GeneralMercado LibreLatin America3 684M
GeneralRakutenJapan4 576M
GeneralAliExpressGlobal5 534M

#

C O L U M N

Source: https://www.webretailer.com/b/online-marketplaces/

Source: https://www.digitalcommerce360.com/article/infographic-top-online-marketplaces/
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mini G-spot vibrator to discover 
your g-spot. 
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• To expand this concept globally, Amazon  
   operates in more than 100 countries, and is  
   only the third largest behind Taobao and  
   Alibaba. Meaning this is an economic course  
   that will play out in all markets.  (Source: https:// 
   financesonline.com/amazon-statistics/)

Marketplaces continue to change the world of 
digital commerce dramatically. In only the last ye-
ars 50 of the world’s top 100 marketplaces have 
arrived to the market. 52 of these marketplaces 
are in the United States. 22 are in Asia, 19 are 
in Europe, and the remaining seven are spread 
across Latin America, the Middle East, and Africa. 
Digital marketplaces are popular online shopping 
platforms where customers are attracted by many 
available products that are usually offered at low 
prices. The concept of the marketplace has cons-
tantly evolved in the eyes of consumers, retailers, 
and brands. For example, 59 percent of the 500 
largest online retailers in North America sell on 
marketplaces in 2021, compared to less than 50 
percent in 2017. The world‘s largest companies, 
led by Alibaba and Amazon, dominate the indus-

try. However, there are multiple marketplaces, 
many of which sell products in a specific retail 
category that are growing rapidly. And while the 
top three markets - Taobao, Tmall, and Amazon - 
account for nearly two-thirds of the GMV Top 100 
(Gross Merchandise Value), many other markets 
around the world grew nearly 100% over the 
past year - including Etsy in the US and Ozone in 
Russia. Consumers worldwide spent nearly $4.29 
trillion online in a pandemic-fueled 2020, up from 
almost $3.46 trillion the prior year, according 
to Digital Commerce 360 estimates (Source: 
https://www.digitalcommerce360.com/article/
global-marketplace-sales/).

The 24.1% year-over-year jump in global web 
sales was an increase from 17.9% growth in 
2019. Most of these sales took place on the top 
100 marketplaces, which analysts say was res-
ponsible for more than 95 percent of the global 
marketplace sales.  62.7% of the $4.29 trillion 
in global ecommerce sales in 2020 was spent 
on the Top 100 marketplaces, up from 60.1% 
in 2019. The world‘s largest online markets sold 

C O L U M N

Source: https://www.digitalcommerce360.com/article/global-marketplace-sales/
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$2.67 trillion in 2020. The COVID-19 pande-
mic accelerated growth above the 19.1% GMV 
growth in 2019 as marketplaces attracted more 
consumers to their sites in 2020 when traditional 
retailers had low inventory or long delivery times. 
(Source: https://www.digitalcommerce360.
com/2021/08/05/a-large-distributor-stays-
flexibility-to-grow-post-covid-19/) 

Don‘t hate the player, hate the game! -  
or - Amazon‘s appetite for brick & mortar retail 
While brick & mortar retail is new for Amazon, 
their merchandising strategy is straight outta 
the old playbook. Work with brands exclusive to 
your retail outlets, digital or brick & mortar, and 
when something sells big, go make it yourself. 
How many adult stores and sites have private 
labels for this reason alone? Seems like anybody 
with more than three locations or a website 
thinks they need their own brand in our industry. 
So, Amazon can disrupt an entire economic 
market by conquering e-commerce, then pivot 
into brick & mortar retail and use the old logic to 
conquer that segment as well. Not saying that 
this is the mark of an evil empire, but certainly 
someone with a blueprint and aspirations for 
world domination. But here‘s the controversial 
statement: kudos to Amazon. They did what 

small retailers have been doing for decades, 
only they did it smarter, quicker, and moved with 
purpose and force. They understand volume 
economics and brand dominance. Reminds  
of the old saying, ‚Don‘t hate the player, hate  
the game.‘

Making a life with the evil empires is possible 
But have faith, you can compete in a world of 
Amazons and Taobaos. You might have to  
change up the way you do business, make 
some pivots to add new revenue streams, or do 
more with less but make no mistake you can not 
only survive but flourish. The biggest factor to 
making changes and maintaining your competiti-
ve stature is unfortunately, usually ourselves. The 
thought of ‚This is how I have always done it,‘ 
can be as devastating to a successful business 
as a system hack or a sticky-fingered employee. 
Pride is a requirement for the successful but 
knowing when to cull that pride in favor of a  
better future are what make the successful 
become emperors. 

Let’s look at Jeff Bezos, founder of Amazon. The 
company started with humble beginnings in his 
garage selling books. Just books. He couldn’t 
compete with the likes of Barnes and Nobles and 
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Waldenbooks, so he didn’t try. He pivoted and 
created something new to better identify with 
what customers really wanted. Access to cheap 
goods, not just books but all goods. And alas, 
you still also buy books on Amazon but Walden-
books was dissolved back in 2011. Another great 
example of failing to pivot having dire consequen-
ces is Blockbuster Video. Once the king of movie 
rentals in the USA, literally packed every weekend 
in every town in America. They thought they 
could never fail; people will never stop watching 
movies and we are where they get them. Then 
along came Netflix. They mildly competed for a 
while but to not much fanfare. But then came the 
pivot to downloadable content and expansion 
into alternate revenue streams. Now Netflix is one 
of the biggest multimedia companies in the world 
and Blockbuster ceased operations in 2014. The 
real kick: Blockbuster could have bought Netflix 

for $50 million in September of 2000. As of Oc-
tober 2012, Netflix is valued at over $289B USD. 
John Antioco, CEO of Blockbuster at the time 
of the proposed purchase, made the fatal pride 
mistake. He thought he knew how it would all go, 
because he had been successful doing it his way. 
He is quoted as giving the reason to turn down 
the offer as saying, ‚The dot com hysteria is com-
pletely overblown.‘ Had he been able to accept 
the changing world around him and make that 
pivot, things would have turned out very different 
for Blockbuster and its thousands of employees 
and stores. (Source: https://www.inc.com/min-
da-zetlin/netflix-blockbuster-meeting-marc-ran-
dolph-reed-hastings-john-antioco.html) So, 
Amazon may be evil because of their crushing 
power and failure to watch where they are going. 
They are certainly an empire for changing the 
world and globalizing trade. But the true decider 

C O L U M N

Source: https://www.digitalcommerce360.com/article/infographic-top-online-marketplaces/



//double fucker

21
11

-0
72

Tel. +49 461 5040-308 · wholesale@orion.de

ORION-WHOLESALE.com

0
53

89
14

... extremely intense & twice as good!

DOUBLE 
VAGINAL
OR ANAL 

PENETRATION



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

of the future…the customer… has spoken and 
these empirical juggernauts of ecommerce are 
here to stay. Best to figure out how to work with 
them instead of against them.

If you can`t beat them, join them!  
- or - If you can`t join them, beat them!
So, when it comes to big time players in the 
online retail market game, it may definitely be a 
‚if you can’t beat’ em, join’em,‘ situation. You 
can use their marketplace to access a number 
of customers you could have only imaged in the 
past. They laid out their game-plan, just google 
how Amazon, TMall, or Taobao became suc-
cessful and the facts are right there in black and 
white. The stories about using analytics to sway 
the market in their favor, using a volume-based 

business model, and offering an open-source 
market are literally strewn all over the web. 
Now this method takes some doing and 
dedication to the process. It is an analyze, 
capitalize, then execute model with no room 
for doubt or hesitation. 

However, this might be a little to ‚balls to the wall‘ 
for some retailers. But fortunately, you too are in 
luck. Because it also holds true that ‚if you can’t 
join’ em, beat’ em.‘ Massive online marketplaces 
have turned retail shopping into an eventless 
escapade losing all its pizzaz and pageantry. 
And shoppers still want that show, that warm 
feeling they get when they find the perfect item 
on the shelf or the fun and excitement of human 
interaction as they discover employees who share 
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EAN Mythbuster - Chad Jenny
-14 years in the Sexual Health and Wellness Industry
-13 years with Adam & Eve focused on retail stores, marketing,  
and wholesale/ e-commerce operations
- Recently moved to ECN to be Director of Special Projects focused  
on business development and operational efficiency
- 2019 Xbix Exec Awards winner- ‘Account Executive of the Year’.  
Nominated for 4 different awards over the last 3 years
- Lead or was featured speaker for many industry panels at various  
trade shows and for outside agencies
- B.A. in Communications from East Carolina University (USA)

EAN Mythbuster - Matthias Johnson 
- 19 years in the Sexual Health and Wellness Industry
- 15 years with the EAN magazine / member of the EAN founding team
- Several years of experience in the media business (TV & Radio)
- M.A. in Political Science and in History from Oldenburg University (Germany)
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their interests and passions. Retailers in the adult 
industry have a great advantage in their compe-
tition with online marketplace. Sex is fun to talk 
about! Whether it’s a party, an education night, 
or just that special sales rep you owe so much of 
your success to, these interactions are what drive 
customer loyalty and something an online retailer 
will never be able to duplicate.

Fighting the evil empires!
Despite Amazon‘s dominance in e-commerce, 
there are many private labels and retailers that 
have successful digital platforms. We believe that 
the market has reached a point of no return, and 
the multi-channel train has already left the station. 
First, accept the fact that customers today enjoy 
shopping both online and offline and expect 
certain products to be shipped within one or two 
days. Then create a game plan that uses existing 
physical assets like warehouses, distribution 
centers, and retail stores to offer new services like 
in-store transportation or in-store delivery. Build 
new complementary centers specifically for online 
ordering and home delivery. Of course, many 
factors play a role in an effective multichannel 
strategy. 

Don‘t just compete on price: The smart stra-
tegy is not to compete on price at all. Instead 
of competing for the lowest prices, add to 
your value by offering unique products that 
you won‘t find anywhere else. An example is 

to offer exclusive products in limited quantities 
or collectibles that are only available to your 
clients or club-members. Offer product-specific 
updates, packages or adjustments that can 
only be found in your online shop. Other tactics 
include combining digital and physical pro-
ducts, pre-ordering, or rewarding the purchase 
of high-end tickets.

Prioritize the user experience: Providing an 
exceptional user experience! This means ensu-
ring brand stability and simplicity across your 
platform or platforms. For digital sales where 
you might stand out from Amazon is to focus 
on a more thoughtful design and a simpler, 
cleaner user interface. The old Amazon user 
experience is cluttered and boring. That‘s what 
happens when you‘re trying to sell nearly 400 
million products under one digital roof. With far 
fewer storage units, your store can provide a 
more pleasant user experience for customers.
The most important factor we believe is to  
muster the will of the company and get 
to work.

Postlude: Myth busted - You can‘t stop the 
evolution, you have to take part in it
Since the dawn of time ‚markets‘ have been 
a thing! Since digitalisation has now achieved 
a global reach, the Amazons and Alibabas 
are instantly live and available on all our tech 
gadgets, they can supply their ‚local market-

C O L U M N

EAN Mythbuster - Klaus Lennard Pedersen
- 15 years in the Sexual Health and Wellness Industry
- 14 years with DanaLife (brands MaleEdge and Jes-Extender),  
Co-founder/Managing Partner, in Health & SH&W, global markets
- Multiple award-winner for SH&W ‘retail-concepts’, ‘branding’, ‘product develop-
ment’ and ‘sales systems’,  also ‘Businessman of the year’ at erofame 2019
- Recently launched sensual lifestyle brand ‘Ezensual’, and at ‘Innovagency’ 
working with consultancy, strategic & tactical business development
- Board Member, and Strategic Advisor for companies and organizations
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place‘ to ideally all consumers, on all locations. 
But every seller decides their ‚marketplace‘, their 
margins, their setup and where to find their cli-
ents. And choose who to compete with. Throug-
hout time this has been an opportunity for some, 
a worry for others, since competition shows its 
grim face for sellers not able to either compete, 
who choose not to compete at ‚marketplace‘ 
conditions or by not changing to compete by 
offering what the marketplaces can not. 

The Future – or – A self-fulfilling prophecy 
And what will the future bring? No one knows, 
but what is certain is that an evolution never ends. 
And anyway, nothing is forever - not even Ama-
zon. Apparently, Jeff Bezos, the founder of Ama-
zon, knows that too. At the end of 2018, he said: 
“Amazon is not too big to fail. In fact, I predict one 
day Amazon will fail. Amazon will go bankrupt. If 
you look at large companies, their lifespans tend 
to be 30-plus years, not a hundred-plus years.”

C O L U M N

First wave of e-commerce: 
Amazon was the clear market 
leader. But online sales were 
only 2,6% of the total US  
retail market.

1995 – 2005 2006 - 2015 2016 – 2025 2025 – 2030

Source: https://techcrunch.com/2019/02/27/how-amazon-took-50-
of-the-e-commerce-market-and-what-it-means-for-the-rest-of-us/?

Second wave of e-commerce: 
Brick-and mortar retailers  
were starting to create an online 
presence, but did not change 
their organizational structure 
or supply chain. Most of them 
failed. The online share of overall 
US retail sales grew to 7,5%. 

Third wave of e-commerce: The 
phase of convergence of digital and 
physical retail. Massive investments 
are being made in processes, tech-
nologies and resources to become 
omnichannel. The fight against 
Amazon today is a race to be the 
first choice omnichannel for consu-
mers. According to prognoses, the 
online share of US retail sales will 
rise up to 15% during this phase.

Fourth wave of e-commerce: 
Retailers will transition to om-
nichannels and compete on the 
supply chain. The focus will be 
on profitability, i.e. the balance 
between costs and service.  
According to prognoses, the 
online share of US retail sales 
will rise up to 25% during  
this phase.

The e-commerce timeline
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F E A T U R E

S
he is at the head of Northern 
Europe’s largest e-commerce 
company for sex toys, but this 
is hardly the future she had 
imagined for herself. Mathilde 

Mackowski is slightly dyslexic and school 
was never her top priority. “I’ve never  
enjoyed learning by reading, and that’s  
why I was always challenged by school.  
It was not a method of learning that suited 
me at all. I have a strong mom with a great 
understanding of people. She taught me 
to work hard,” says Mathilde Mackowski, 
co-founder of Sinful. However, Mathilde 
Mackowski has always known that she 
was capable of creating something great. 
She had an intense need to show the wor-
ld that she could succeed. At first she did 
not know how, but that changed quickly. 
“My insecurity has been a huge help in the 
pursuit of success. For me, it’s never been 
an option to go for the mediocre,” says 
Mathilde Mackowski. In 2008, Mathilde 
Mackowski started Sinful together with her 
then boyfriend, Tonny Corydon Andersen, 
whom she had met two years before. They 
quickly discovered they had an insanely 
great dynamic that led them to develop 
products ranging from bicycle helmets to 
toothbrushes. Everything could be done 

7 in a Row: Young  
businesswoman with huge success
Sinfu l  has  won  the  Gaze l l e  Awar d  fo r  the  s e v en th  yea r  i n  a  row

The E-Commerce company Sinful has 
received its seventh Gazelle Award in 
a row. Leading it is a young business-
woman- Mathilde Mackowski – who, 
against all odds, has created a huge 
company with explosive growth.
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better, more beautifully and more user-friendly. 
“We had the same talk about sex toys becau-
se we used them ourselves. We bought the 
products in stores and online, but we never felt 
that we were taken seriously. The packages 
didn’t arrive on time and the products fell apart 
because of their poor quality. So we thought: 
why is no one doing this better?” says Mathilde 
Mackowski. And so Sinful was born. Four years 
later, Mathilde and Tonny broke up as a couple 
but stayed together professionally, building an 
even stronger partnership. Today, this is  
one of the company’s greatest assets.
As the sole female business owner, Mathilde 
Mackowski, along with the rest of the Sinful 
team, has received the Børsen Gazelle Award for 
the seventh year in a row. “It was a big milestone 
when we received our first Gazelle Award. Now 
we have the seventh in a row, and it’s difficult to 
find words for exactly how wild it is. Tonny and  
I have created everything from scratch. We 
have never had a stronger team than now, 

and we’re very proud of that,” says Mathilde 
Mackowski. Earlier this year, the partner duo 
chose to enter into a collaboration with the 
Nordic private equity company, Polaris, which 
bought 57.5 percent of Sinful and became 
co-owners of the company. “Now it’s about 
pushing the accelerator even more and looking 
towards more European expansion – and then 
we’re ready to make sex toys mainstream in 
even more markets,” says Mathilde Mackowski, 
who has a lot of faith in the future. The Gazelle 
Award is awarded to companies that have had 
positive growth and a doubled revenue over 
a period of four financial years. The company 
must have a revenue of at least £113,000 or 
a gross profit of at least £56,500. In 2020, 
Sinful grew by 38 percent, had sales of more 
than £34 million and shipped almost 800,000 
packages to customers across Northern  
Europe. Sinful is the first company in its  
industry to receive the coveted  
Børsen Gazelle Award.
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The incredible innovations arising in Sexual 
Health & Technology that we have seen 
over the past few years are mostly born 
out of necessity. The desire to have access 
to better solutions and products that meet 
our Sexual Health and Wellness needs and 
for those products and services to have 
been evolved with an honest purpose. 

As brands we must not be misguided in 
believing that we know exactly what our 
customers’ needs are or assume their 
behaviours in the future, just because we 
were able to meet their needs once. The 
future of people’s personalised healthy 
pleasure is not a ready-made imitative 
approach. We have entertainment [read: 
porn] for that. The issue is that entertain-
ment does exactly that… entertain. But  
for so long consumers have lacked brands 
that are talking, listening and innovating 
with their needs truly in mind. So, when 
it comes to sexual health and pleasure, 
entertainment has been their only bible  
of instructions. 

The sustained success of any brand in our 
industry will rely almost entirely on at what 

Last month we discussed the transfor-
mational impact brand purpose can 
have on profit. This month Dominnique 
Karetsos, CEO of Healthy Pleasure 
Group, discusses the value to be had 
in talking to your now, next and future 
customer; right from the start of your 
brand journey.

The Competitive Advantage: Introspect  
and listen to now next and future customer
A co lumn wr i t te n  by  Dom inn iq ue  Ka r e t s os
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point they invite their consumer to participa-
te during the concept to commercialisation 
cycle. Across Healthy Pleasure Group we see 
hundreds of brands only invite the consu-
mer into the conversation when they have 
finished their MOQ (Minimum Order Quantity) 
of units, are soft launching into the market 
and attempting to sell. Using all of their blood 
sweat and fundraised marketing dollars to 
persuade customers why they need this  
product and how it will change their life.  
If only they had asked them FIRST. 

The greatest competitive advantage for 
any brand is to start by investing in talking, 
listening and learning from the very consumer 
that is going to buy into the brand, adopt the 
behaviour and purchase the product. Most 

importantly, brands must prioritise this BE-
FORE they launch. There is so much value to 
be had in talking to your now, next and future 
customer and the insights you gather will be 
the root of your successful launch. Custo-
mers are expensive to capture and they are 
even harder to keep if you don‘t return their 
levels of investment in you.

It may sound complicated but it’s not. Take 
time for talk with anything from one-to-one 
interviews and surveys to desk research and 
community deep dives. At a granular level, 
brands will find their secret sauce by holding 
a safe space to listen and discover how un-
derserved communities want to be educated 
about sexual wellness. By understanding the 
language consumers’ wish brands would 



Historically there has been little to no social 
permission for sexual exploration and dis-
covery and few places to go for bibles of 
instructions. As brands we have a sexually 
empathetic duty to prioritise the inclusion of 
our now, next and future customers in how 
they wish to achieve fulfilled living. Prioritising 
our sexual wellness is here to stay and as an 
industry, if we work towards this collectively 
and inclusively we may just succeed at the 
healthiest (and most pleasurable) experiment 
for humankind.

engage them with, brands can discover 
the lexicon and narratives that are ‘do not 
touch’. We know that the brands that invest 
in speaking to their customers from the start 
have not only gone on to launch successfully, 
but have been able to map out their future 
strategy and future innovation pipeline.

In my recent talk at SiGMA Med Tech in  
Malta, I made a point to highlight the words 
of the author Emily Nagoski, “‚here are as 
many sexualities as there are humans.‘ 

C O L U M N
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I N T E R V I E W

Why has a strong brand like ID Lubricants 
led a rather hidden existence on the 
European market (apart from the UK) in 
recent years?
 
Dennis Jansen: In the early 90’s, when 
ID Lubricants was established, it primarily 
focused on using the latest technology 
and trends to perfect its formulas and 
was successful in capturing substantial 
growth and popularity in its own market 
in the United States. During this time, the 
European lubricant market was supplied 
by a handful of local manufacturers. 
Furthermore, European consumers had 
allied themselves with brands that were 
produced ‚locally‘ and a credo applied: 
Some people don‘t trust anything they 
don‘t know. Since European impor-
ters saw little added value in lubricants 
produced overseas, ID was only sparsely 
imported and promoted. ID slowly gained 
some prominence in Europe through 
its uses in American adult film produc-
tions. At this time ID Lubricants saw the 
opportunity to properly market and grow 
its brand in the European market and 
entered into a partnership with a partner 
in the UK, just like DUSEDO one of the 
first European distributors of the brand. 
In addition, the UK was a convenient hub 
to the European mainland. Through the 
years, ID’s popularity has grown and they 
are now in a phase of great expansion. 
DUSEDO’s partnership with ID Lubri-
cants will take them to the next level as it 
widens their reach across many  
European countries.

How did this cooperation come about? 
What led you to take your partnership 
with Westridge Laboratories to a new 
level so that DUSEDO now has exclusive 
distribution rights for ID Lubricants in 
Western Europe? 
 
Dennis: When ID Lubricants was foun-
ded in 1993, DUSEDO was one of the 
few importers to bring their products to 
Europe. During this time, it was only a 
limited range, namely the water-based 
ID Glide. ID Glide was already known as 
one of the few lubricants on the market 
that was long lasting, without becoming 
sticky, drying out or causing irritation. 
Back then lubricant was still a by-pro-
duct for DUSEDO, as the focus was on 
importing and distributing adult films on 
VHS. Only when the peak of the trade 
in pornographic films on DVD had been 
reached and traders started looking for 
alternatives did lubricant became more 
of a focus. This was when DUSEDO 
switched strategies and expanded its 
range of lubricants, initially opting for a 
wide range of brands, taking a good look 
at which individual products matched its 
customers. When ID Lubricants became 
aware of the lubricant market expansion 
in Europe, they chose their partner in 
the UK since DUSEDO at that time was 
mainly known as a distributor to a niche 
segment of the market. Fast forward to 
2021, DUSEDO has since expanded 
its distribution segmentation. On top of 
that, the UK has become less attractive 
as a trading country to contribute to 

Following a deal with 
Westridge Laboratories, 
the company behind the ID 
Lubricants brand, DUSE-
DO now holds the exclusi-
ve distribution rights to the 
entire ID product range for 
Western Europe. Dennis 
Jansen, General Manager 
of DUSEDO, tells us more 
about the details of this 
distribution agreement in 
our EAN interview. Also, 
we talk about the expec-
tations that are tied to this 
arrangement and about 
the strategy that will raise 
the profile of ID Lubricants 
in Western Europe.

 
The potential for ID Lubricants is huge
DUSEDO i s  the  e xc lus i ve  d i s t r i bu to r  o f  ID  L ub r i c a n ts  i n  Wes te rn  Eu rope
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growth on the European mainland. For both 
DUSEDO and ID, it became increasingly clear 
that our partnership in the European lubricant 
market had great potential. When it comes to 
high quality lubricants, there are a handful of 
A-brands, which have been in limited distribu-
tion in Europe for many years. These lubri-
cants often have to compete with an excess 
of cheaper private label lubricants, often of 
very mediocre quality. It was clear:  
To stand out and distinguish yourself as a  
retailer nowadays, you need a lot of creativi-
ty, or simply more choice, and ID Lubricants 
covers both aspects. When ID presented its 
new look earlier this year, the potential for the 
European market became even clearer and  
we continued to discuss how to make the 
most of that potential, which in turn led to  
this agreement.
  

How important is the distribution agreement 
with Westridge Laboratories for you as a 
company? How important is the exclusivity 
element? What position will the brand hold  
in your portfolio? 
 
Dennis: First of all, it should be clear that  
DUSEDO is very proud that we can also count 
a top lube brand such as ID Lubricants and 
their extremely high-quality products among 
our growing range of exclusive brands. Until 
now, we had not yet had a lubricant brand 
from the worldwide A-segment in our exclusi-
ve range. So, when it comes to that, retailers 
in Europe can be sure that we will push ID 
Lubricants forward, should they never  
struggle to make the best choice themselves. 

Dennis Jansen, 
General Manager 
of DUSEDO
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What are the strengths of the ID Lubricants 
brand? What are its unique selling points?
 
Dennis: ID Lubricants uses the latest 
technology and only the best and purest 
ingredients in their formulas. Many of their 
formulas, including their popular ID Glide and 
ID Millennium formulas are FDA 510K cleared 
medical devices. This means the products 
have been made to such a high standard that 
they can even be used in a doctor’s office. 
The advantage of having a lubricant made 
to such high standards is knowing that you 
are using the best product on the market. ID 
Glide is one of the best water-based formulas 
on the market. With its extra slippery, natural 
feel formula it is a widely popular lubricant. 
This also goes for ID Xtreme: A superior, 
high-energy, multi-purpose personal lubricant 
designed to meet the needs of high-intensity, 
high speed, high contact users. ID Xtreme 
is formulated with Friction Reduction Tech-
nology to reduce resistance resulting from 
increased power and high temperatures. 
The ID silicone formulas are one of, if not the 
thickest lubricants available for consumers 
to enjoy. Take the ID Backslide for example. 
This thick, cushiony texture and feel is unlike 
any other anal lubricant on the market. This 
allows for ease of penetration as it keeps the 
anus from unnecessarily contracting while 

not desensitizing the individual completely. 
Or try ID Millennium, to provide you with the 
ultra-long-lasting lubrication using just a few 
drops. Just like with all other ID Lubricants, 
this product doesn’t leave behind any sticky 
residue like some other lubricants can. Mill-
ennium has a light and smooth feel bringing 
absolute pleasure for you however you deci-
de to use it and doesn’t know the meaning 
of the word ‘quit’! It stays slippery for as long 
as you need it to. In fact, its slip is so strong 
and long-lasting that it will even maintain this 
amazing slipperiness while under water. Ex-
emplifying the epitome of sophistication is the 
ID Velvet series. Here is a product that will 
make your erotic sessions feel beyond bliss-
ful. This product was designed in Germany 
and manufactured in the USA with a sensitive 
skin formula, envelops you in soft pleasurable 
seduction and you melt away in ecstasy. Give 
new meaning to the word seduction and let 
yourself be lost in sensual luxury. Long story 
short: You know you’re getting a quality pro-
duct when you choose ID Lubricants, to slide 
you into place…
  

The brand‘s packaging concept has recently 
been revised. Why was this step necessary 
and what are the results?
 
Dennis: The new look for ID Lubricants has 
been long overdue. The new packaging 
features an elevated modern design that 
highlights each formula with the distinct pop 
of colour ID customers is familiar with. To 
complement the sleek bottle design, stream-
lined silver or black flat caps help to create 
an elevated look on shelf. This packaging 
upgrade astonished everyone and deserves a 
huge compliment. This is also clear from the 
reactions from retailers throughout Europe. 
Brick and mortar stores in particular are very 
happy with this new concept, as evidenced 

DUSEDO distribute  
the entire product line  
of ID Lubricants in  
Western Europe
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by the extra space that many have made 
available, to allow a good representation of 
the new ID Lubricants bottles. The excitement 
for the new packaging and extra space all 
automatically leads to higher sales.

The market for lubricants in Europe is compe-
titive, with many brands and products wanting 
a piece of the pie. How much potential do you 
see here for ID Lubricants?  

Dennis: I am always inclined to say that there 
is enough room for everyone and that you 
should also give something to others. Howe-
ver, at the end of the day I also believe that 
the best will always win. That said, I think the 
potential for ID Lubricants is huge, especially 
given the fact that there are still quite a few 
European retailers (off- and online) where 
ID Lubricants is not yet part of their range. I 
predict that this will change significantly in the 
near future.
  

What is your strategy to increase brand awa-
reness and expand the reach of ID Lubricants 
in Europe? 
 
Dennis: Apart from various marketing and 
advertising campaigns that we have planned 
for the coming months, we will also provide 
our customers with the necessary ID samples, 
with which they will quickly become convinced 
of the quality and potential. At the same time, 
we offer downloadable media packs through 
our website that allow online retailers to easily 
add a complete ID section to their program. 
Finally, we offer stunning ID displays, with 
which retailers can draw even more attention 
to the sublime products of ID Lubricants in 
their stores. As soon as the physical visits of 
customers and prospects in groups are allo-
wed and generally accepted again, this will all 
be supplemented with the necessary product 
training on location.
 

Do you have any other distribution deals in the 
works? And what are your plans for 2022?

Dennis: As is generally known, at DUSEDO 
we are always looking for and interested in 
new and innovative quality products. No-
wadays we are also releasing more of these 
types of articles under our own brands. That 
will be no different in 2022, with which I can 
confirm that we certainly have a number of 
similar deals in the planning for the coming 
year, just not so much in the field of lubricants. 
I can‘t say much more at the moment, but I 
would like to advise any retailer to visit the DU-
SEDO website regularly and keep an eye out 
for our weekly newsletters, to make sure you 
don‘t miss out on all the great things we will 
be presenting next year ...

“ ID  LUBR ICANTS  USES  THE 

LATEST  TECHNOLOGY  AND 

ONLY  THE  BEST  AND  PUREST 

INGREDIENTS  IN  THE IR 

FORMULAS . “
D E N N I S  J A N S E N
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How will the year 2021 be remembered? As the 
year of mergers and acquisitions, perhaps? As 
the second corona year? Or rather a year of ailing 
supply chains? 

Oscar Heijnen: 2021 has been a fascinating year 
for many entrepreneurs, regardless of whether 
they have invested in this sector or in others. This 
of course was partly due to incidental factors 
such as Covid 19, lockdowns, the trade war 
between the West and China, and production/
transport problems. I‘d say all round, it was a very 
interesting, busy year. Europe is also beginning to 
see interest from private equity ‚clubs‘ within our 
industry, which we have already seen in America 
for some time now. This is nothing new for us 
and it makes the future more predictable because 
most investment vehicles only have one goal: to 
make as much profit as possible, rake it in, and 
then spend it elsewhere. 
 

How do you feel about the mergers and acquisi-
tions in our market that involve financially strong 
investors? 

Turbulent, challenging, but also fascinating – 
those are three words Oscar Heijnen uses to 
summarise the events that transpired in the 
erotic market over the course of this past 
year. In our EAN interview, we learn which 
events deserve which description, how 
SHOTS fared in the face of all the challenges 
that 2021 threw at us, and what goals Oscar 
and his team have set for themselves going 
into 2022.

 
They say, ‚everything is for sale‘, but SHOTS is NOT!
Oscar  He i j n e n  ta lks  the  b ig  m ar ke t  d e ve lop men ts  o f  2021

Apart from SHOTS, 
Oscar is also busy with 
a number of start-ups 
and a brewery he 
started in 2021
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Oscar: It‘s good for the SHOTS holding compa-
nies that private equity groups are interested and 
active within our industry. They buy various busi-
nesses and then blend them into one big company 
with the goal of making as much profit as possible, 
then sell the company again. On the other hand, 
this industry has traditionally had strong investors, 
who aren’t so easily tempted into selling the com-
panies or the family traditions. Of course, I can‘t 
speak for everyone and just like the weather, ever-
ything can change so quickly. I would love to be 
able to peek into 2022, as there is surely a lot more 
to come but I can‘t, so instead I‘ll wish everyone a 
lot of wisdom and all the best for the future.

 
How do you explain that our market has suddenly 
gone into ‚development overdrive‘? 

Oscar: Corona has given a huge revenue boost 
to our industry as well as many others, allowing a 
group of investors, who were in the right place at 

the right time, to earn a huge amount of money 
and who will gladly reinvest it again. Money is 
quickly depreciating in value and a great deal of 
trade has developed in the buying and selling of 
companies. Twenty to thirty years ago, if you had 
earned some serious money you would’ve in-
vested in ten buildings in Amsterdam. Today you 
would buy ten companies and you‘d melt them 
together into one big giant, which is then (often) 
bought by even bigger investors or floated on the 
stock market. It‘s been like this for years now and 
that doesn‘t surprise me, although I must say that 
I would have expected them much earlier in the 
European market. 

What does this change in the market situation 
mean for your company? 

Oscar: It gives our company a huge boost 
because we run our business as a family 
business.
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This way, we create a more personable expe-
rience for our customers, suppliers, and staff, 
and therefore our likability factor is much higher 
than that of any private equity company. SHOTS 
has a soul and that’s what makes us stand out 
amongst the rest! 
 

Now to SHOTS: What was your personal high-
light when you look back at 2021? 

Oscar: I have been less involved in the day-to-
day operations of SHOTS over the last year as 
the management team take care of daily busi-
ness. I‘m only involved with major  
investments, such as acquisitions and the expan-
sion of our premises in the Netherlands, which 
will begin next year. I have been especially busy 
with five start-up companies in different sectors, 
namely hospitality, fitness, healthcare, real estate, 
furniture, and - perhaps the most exciting project 
this year - a brewery that we started. This has all 
been amazing, but the real highlight has been the 
luxury of not having to travel for 20 months, which  
meant I had more time with my family and  

to see my sons grow up. They’ve become incre-
dible young men if I say so myself! 
 

Are you satisfied with your company‘s  
performance in 2021? 

Oscar: Absolutely! I am more than satisfied, every 
entrepreneur wants to beat their own record but 
more than this would have been excess. Growing 
is great but keeping everything under control is 
even better. 

Was the exclusivity-based distribution agreement 
with Swiss Navy one of the milestones for you in 
2021? 

Oscar: Of course, working with partners such as 
Swiss Navy is extremely important to take both 
our own and our partner‘s business to the next 
level. I knew it would be no small task to take 
over the entire European distribution, but the 
collaboration has exceeded expectations, and 
everything just fell into place. This means we are 
now performing well above target, and it only 
gives us a taste for more. Who‘s next? 
 

What other steps in the realm of third-party 
brands, private label brands, and team expansion 
contributed to SHOTS‘ growth in 2021? 

Oscar: Virtually every ‚3rd-party brand‘ has expe-
rienced enormous growth within our product ran-
ges. Most have more than doubled in sales! The 
biggest seller was a product called Cumface, with 
viral videos accumulating over 40 million views 
on social media platforms around the world. This 
was also the first 3rd party brand we distributed 
in America, and who knows, it might lead to us 
doing more of this. Our team in the Netherlands 
has expanded to almost 100 employees, which is 
a growth of almost 40%. Furthermore, in Decem-

Oscar and his  
vintage Chevy
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ber, another 20 employees were added to this 
number, along with the very important position of 
CFO. The pedal is most definitely pushed fully to 
the metal and with all this horsepower under the 
hood, we are ready for the future! I can’t wait to 
rip through 2022! 
 

Speaking of which:  
What are your plans for 2022? 

Oscar: The target for 2022 is very clear. Our 
focus is on even better automation in all areas 
within the companies. At PharmQuests, for 
example, we have two new fully automated 
lines, which means we have multiplied our daily 
capacity. In addition, we are doubling our offices 
and distribution centre in the Netherlands, and 
we are also expanding our start-up companies 
to make them even more profitable. There is also 
a lot more to come, but until the signatures are 
on the dotted lines, it would be unwise for me 

to comment on this. Our marketing team will be 
busy in 2022, so watch out! 
 

What do you expect to see in the next year? Will 
there be more big changes in the market?  

Oscar: Yes, I know some of the private equity 
guys are now going door-to-door asking ‚Is this 
joint for sale?‘. I respect what they‘re doing and 
I‘m sure they‘re not done yet. What I can tell you 
with great certainty is that we will remain inde-
pendent and will be keeping 100% possession 
of the shares in-house. No one has been able 
to seduce us yet, and I don‘t see this happening 
anytime soon. They say, ‚everything is for sale‘, 
but SHOTS is NOT! 
 

Do you see your company in a good position go-
ing forward as the market continues to change? 

Oscar: I think we perform at our best in turbulent 
market conditions. We have been investing for 
the long-term for 26 years, and we are flexible 
enough to change directions quickly. Of course, 
that is also largely due to the team, who are figh-
ting day and night to conquer and expand new 
segments of the market. All praise to the people 
who fight with me, because without them, I would 
have lost my shirt and my mind!
 

In August 2021, the Wall Street Journal predicted 
8% annual growth for the sexual wellness market. 
Are you similarly optimistic about the future of 
our market? 

Oscar: An 8% growth is way too conservative! 
If there is a company in our industry that shows 
less than 20 to 25% growth, then they have been 
sleeping. I don‘t know of any industry as booming 
as ours. To be honest, I wouldn’t get out of bed 
for an 8% growth!

Oscar Heijnen with 
Souffian El Karoyan, 
a player of Oscar’s 
favourite club, NEC 
Nijmegen
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How important is the market in mainland 
Europe for Net1on1? 
 
Sebastian Gonzalez: We always had  
a presence on the European market over 
the last decade, so we had the oppor-
tunity to build great trading relationships 
across the continent. We cherish our long 
and fruitful partnerships with retailers and 
distributors all over Europe, from France 
to Bulgaria. 
 
The mainland is one of the key focus 
points of our business strategy for the  
next couple of years. It’s a massive 
market with lots of potential customers 
who may have concerns about dealing 
with a UK company due to the difficulties 
related to Brexit. We are here to put  
those concerns to rest as we aim to 
expand our customer base in 2022. We 

Brexit has changed a lot, also and 
especially when it comes to the way 
business is done between companies 
on the British Isles and companies on 
the Continent. Net1on1 can tell you a 
thing or two about that. As a matter 
of fact, they do, in our EAN interview, 
which revolves around the company’s 
efforts to ensure quick, smooth,  
and affordable shipment to their 
customers in mainland Europe. To 
achieve that goal, they have even  
openeda warehouse in the Nether-
lands. Sebastian Gonzalez, Net1on1’s 
Sales Director, tells us more.

We can’t wait to trade  
more with our European friends!
Net1on1  ope ns  wa r e hos ue  i n  the  Ne the r l ands

Sebastian Gonzalez, 
Sales Director of 
Net1on1 Wholesale
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want to introduce our new, improved  
European services and our fantastic  
pricing to more continental adult toy  
stores than ever before.
 
 
Why was it necessary for Net1on1 to open a 
warehouse in mainland Europe now? 
 
Sebastian: Britain’s exit from the European 
Union really threw a curveball at many retailers 
and wholesalers on both sides of the Channel. 
While the terms of Brexit were negotiated, 
we prepared as much as possible to mitigate 
the difficulties that would surely arise, so we 
weren’t caught off-guard.
 
We also spent a lot of time communicating 
with both existing and potential continental 
customers to collect feedback. They were 
reluctant to take on new products due to  
the uncertainty surrounding Brexit at that 
point and they were concerned about  
shipping times and costs – both of which 
were set to increase after the UK’s  
separation from the EU, and the single  
market specifically.
 
We always had plans to open a warehouse 
in Europe, but Brexit accelerated our plans 
considerably. Having a Dutch fulfilment centre 
means we can offer free shipping to a host 
of countries from a much lower threshold. 
We can also provide a much quicker delivery 
service across the continent so our customers 
can avoid both customs delays and duty char-
ges that became commonplace during the last 
12 months. 

Could you give us some examples of how  
Brexit has affected business with your  
EU customers? 

Sebastian: We spent a lot of time and effort 
on preparing for all the Brexit changes that 
we knew were coming. We attended the 
webinars, collected EORI numbers and read 
whatever information was made available. 
 
Unfortunately, despite all that, it was impos- 
sible to avoid teething problems in the first  
couple of months after Brexit finally took  
effect in January. The most common issue  
was parcels bouncing back from customs;  
these packages sometimes took months  
to arrive back at our warehouse. We had a  
lot of headaches with customs officials reques-
ting additional documents and paperwork, so-
metimes sent by snail mail, leading to massive 
delivery delays. Once parcels eventually arrived, 
our customers had to pay duty fees, tax, and 
administration charges to shipping companies. 
 
Our UK-based dropshippers were also affec-
ted - their European customers had to pay 
custom charges upon delivery which made 
our products less competitive to ship to the 
EU.All of this led to a bad expe-rience for  
our customer who got used to our smooth 
and streamlined process. It was all very frust-
rating, but thankfully we worked out the  
kinks and we are back to business as usual.

 
So as of now, your EU customers can 
order from you without these difficulties 
you mentioned? 
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Sebastian: Yes, orders placed on our new  
EU website, at www.1on1wholesale.eu, are 
fulfilled by our Dutch warehouse. This allows 
for quicker and cheaper shipment throughout  
Europe – no more customs issues, delays  
or duty fees for our customers!
 
 
How much time and effort did it take you to 
register a company in the Netherlands, find  
a partner for logistics, and launch a B2B  
website for the EU market? 
 
Sebastian: Setting up the company itself 
didn’t take long at all. Once we understood 
exactly what was required from a legal  
and accounting perspective, we just had  
to find the right people to help us. Finding  
and visiting a reliable and capable logistics  

partner was more challenging, mainly due  
to the pandemic. We knew that it is absolutely 
crucial to find the right fulfilment company 
as the warehouse is pretty much the engine 
room of the business. Thankfully, we are very 
confident in our new logistics partners – they 
have 45 years of experience in warehousing. 
They have a keen attention to detail, great 
personnel and tried and tested processes so 
everything just runs smoothly.
 
 
Why did you choose the Netherlands?  
Because of its central location in Europe? 

Sebastian: We’ve been planning to open  
a warehouse location in mainland Europe for  
over 4 years now. We started exploring the 
possibility right after the referendum results 



NEXUS - GYRO VIBE EXTREME 
HANDS FREE VIBRATING DILDO

Gyrate your way to orgasm with the new 
Gyro vibe Extreme

Shaped for perfect G or P spot play and comes 
with 2 motors for simultaneous stimulation. 
6 vibrating functions in each means you can 
discover up to 48 combinations of pleasure 
and both can be controlled independently so 
you are in full control of your sexual destination.

FEEL THE SUPER SOFT MATERIAL ON THE OUTSIDE OF THE PACKAGING

GyroVibe is made from super soft silcone so it’s non -porous and soft to the touch and 
the shaft is flexible for ultimate comfort. Waterproof/submersible and rechargeable.

ROTATING PROSTATE MASSAGER WITH A PERINEUM 
STIMULATOR THAT 

USES AIR SUCTION TECHNOLOGY

 REMOTE CONTROLLED PROSTATE 
AND PERINEUM MASSAGER 

WITH AN INFLATABLE TIP

REMOTE CONTROLLED 
VIBRATING PROSTATE PLUG 

WITH AN INFLATABLE TIP

exclusively available at eropartner distribution

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

EAN_01_2021_adv.indd   2EAN_01_2021_adv.indd   2 10-12-2021   14:0710-12-2021   14:07



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

I N T E R V I E W

110

became clear, so we put a lot of research  
into this decision. We choose the Nether- 
lands mainly because of its central location –  
couriers can reach most other European 
countries easily from there. This leads to  
faster shipping times and competitive shipping  
rates, a double win!

 
Is your complete range of products available  
to your EU customers or did you focus on 
selected products and brands for starters? 
 
Sebastian: At the moment, we only have 
a limited catalogue available from the EU 
warehouse. Stocking up a new location is  
expensive and while we have invested heavily 
in the stock holding that we offer there,  
we had to be sensible in this initial stage.  
We have curated a list of our bestselling  
SKUs that were already popular on the Eu-
ropean market. These include our in-house 
brand, Loving Joy and such industry power-
houses like Doc Johnson, Fifty Shades of  
Grey and Lubido.

We will continue to add new UK bestsellers  
to the European catalogue, and we are plan-
ning to start shipping directly from some of 
our continental partners in 2022. We are also 
aiming to add more top performing brands in 
the future and would love to discuss distributi-
on opportunities with bigger European sellers.

 
Is it true that you also want to launch your 
dropshipping service, which has been very 
successfully in the UK for years, in the EU? 
What is special about this service? 
 
Sebastian: Our dropship service is, indeed, 
very popular in the UK. It gives start-up 
owners a shortcut to set up their businesses, 
bypassing the need for a large initial inves-
tment. While they focus on their website, 
marketing, SEO and customer service, we 
store their stock, process and package their 
orders and deliver directly to their customers. 
We found that taking the logistical pressure  
ff is a convenience that can really help  
new businesses thrive.
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Soon after launching our EU website for 
wholesale customers, we realised that there’s 
a massive demand for an efficiently running 
dropship service across mainland Europe, 
too. But adding dropshipping capability to our 
European portfolio won’t just help continental 
entrepreneurs. UK-based retailers will also be 
able to take advantage of delay- and dutyfree 
shipments from the Dutch fulfilment centre. 
Through our amazing logistics partner in the 
Netherlands, we can offer extremely competiti-
ve shipping rates throughout the EU.

We are soon releasing our practical  
WooCommerce API for EU customers  
and our developers are also working on a 
Shopify API. This will allow for full end-to-end 
integration with our warehouse system for 
customers who use either of these popular 
eCommerce platforms.

What are your future plans regarding your 
activities in Europe? Do you see opportunities 
for growth here? 
 
Sebastian: Regardless of Brexit, we view  
Europe as our nearest and dearest trading  
partner and a crucial market that we would  
love to increase our presence on. We cherish 
our existing continental relationships, and we 
would really like to make new connections, 
build new partnerships. 
 
We will continue to increase and expand our 
brand offering in our Dutch warehouse and  
we also have plans to recruit an EU Sales  
Representative to help us achieve all our 
growth goals. Despite the pandemic and 
Brexit, these are exciting times in the adult 
industry and we can’t wait to trade more  
with our European friends!
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On one side we have the pandemic, supply 
chain issues, and the Brexit aftermath, and 
on the other side we have high demand for 
sex toys, ever-growing acceptance towards 
these products, and the merging of our 
market with the mainstream. How have you 
navigated your company through these 
turbulent waters? 

Tim Brown: Let’s start with Brexit, due 
to the uncertainty of what would happen 
post Brexit we made a decision to increase 
stock holding in both raw materials and 
made up stock. Our personal experience 
of the marketplace after Brexit has, in the 

lost case been unproblematic, there are few 
areas that have been a little more difficult to 
navigate, but generally it’s been a smooth 
transition. 
 
The demand for adult toys is increasing, 
sales of Bathmate remain strong global-
ly and we are on track for our best ever 
year (2021) with both turnover and profits 
increasing. The public’s opinion of adult toys 
is gradually changing with many‚  
taboo‘ subjects no longer being so. If you 
think about where the industry was five 
years ago and where we are today things 
have changed dramatically. I’m sure if we 
look back to 2021 for 2026 things will also 
be very different with adult toys no longer 
being niche but accepted as the norm. This 
I believe makes many companies in the 
adult arena attractive propositions for buy 
outs, and takeovers.
 
 
What were Bathmate‘s highlights in 2021, 
for example, in terms of product releases?

Tim: We didn’t release new products  
in 2021, but we have two new products  
ready for release in 2022, watch this space!

 
Let‘s look at the market developments  
in 2021: Mergers and acquisitions were  
certainly striking. Did this development 
surprise you? 

Tim: It didn’t surprise me at all, in fact I’d be 
amazed if there weren’t more in 2022.

Everything is pointing to-
wards a rosy future for the 
sexual wellness industry, 
however, there are, and 
always will be obstacles  
to overcome. Which hurd-
les those were in 2021, 
and how Bathmate braved 
them, is the topic of our 
interview with Tim Brown, 
Brand Manager of the Bri-
tish company. We also talk 
about Bathmate’s goals 
for 2022 and how the team 
plan to achieve them.

 
Moving into 2022, it’s full steam ahead.
Bathmate  c ont inue s  to  r i d e  the  wave  o f  s ucc ess

Bathmate’s Business 
Development Mana-
ger Kerri Middleton 
and Brand Manager 
Tim Brown 
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What do you think about these shifts in our mar-
ket? Do they open up new opportunities? Or do 
they intensify the competitive situation? 

Tim: The short answer is yes to both. When 
companies join forces, they normally expand their 
product/category range and open new doors 
for each other, this should, in theory mean both 
companies expand into areas where they haven’t 
traded before. If the new products, or categories 
do well, then it’s natural that the doors will be 
open for new companies to work through offering 
similar products.

 
Given the aforementioned mergers  
and acquisitions, many experts have  
predicted a rosy future and impressive growth  
for our market. Do you share this optimism?
 
Tim: Yes, I do. There are economies of scale 
naturally created when two companies come  
together, also purchasing power increases and 
the ability to drive down costs, plus R and D 
costs can be reduced. You would hope to see 
lower overall costs and higher productivity, increa-
ses in turnover and operating profit. 

What are your plans for 2022? For example, 
will you expand your brand into new product 
categories?

Tim: We have two new products to launch,  
both will still be in adult toys, the first of these will 
be in the first quarter. We will also start  
traveling again with our first sales trip planned  
for Jan ary… Thank goodness! We have a  
new route to market which is very exciting for us 
and we believe this will be a big success!

 
Do you expect any other big changes in the 
market in 2022 like we saw in 2020 and 2021?
 
Tim: I think 2022 will be more of the same, the 
market will continue to grow, but there will hurdles 
to overcome along the way, COVID is stillpart of 
everyday life, and we will have to adapt to that 
particularly during the winter and early spring.

How is Bathmate gearing up to meet thechallen-
ges of the future in this ever-changing market? 
 
Tim: We have several challenges that face  
us next year, no doubt will be supply chain  
issues coupled with rising costs, the battle  
with counterfeiters will continue, COVID won’t 
disappear and of course even with all the  
uncertainty we will be looking to increase 
turnover and profit. Fortunately, we made the 
decision pre-Brexit to always carry six months 
raw materials, we also invested wisely when we 
bought our current premises and developed the 
4.6 acre site into 22 industrial units which are fully 
let out. We have a few new tricks when dealing 
with counterfeiters and this has served us very 
well during 2021 and will continue into 2022. So, 
moving into 2022, it’s full steam ahead, we will all 
be trying to sell more  products, to more people, 
in more countries than we have ever done before, 
I’m sure we can do it!
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2021 was an extraordinary year: We  
had to continue living with the pandemic, 
there were big shifts in our market due to 
mergers and acquisitions … What is  
SCALA’s take on 2021?

Trudy Pijnacker: For SCALA, 2020 was 
the extraordinary year. In 2021, we were al-
ready used to the situation, and we already 
knew how to adjust. In the end, everything 

just goes on and the biggest change 
is that our social life is still a bit 

boring. At SCALA, we didn’t 
notice any big effects from 

the mergers in the industry. 
SCALA is an independent 
B2B partner with a diverse 
brand portfolio, which is 
a huge advantage for our 
customers. We think it 
is incredible to see what 
some companies are 
doing now, and they 
do it very well. We will 
keep focusing on our 
strengths: knowledge, 
portfolio, service, and 
excellent products. 
  

Let‘s talk about the 
market for a moment 
before we get to your 
company. How will 
the market change 
following the afore-
mentioned mergers 
and acquisitions? 

SCALA’s management is highly satisfied with the  
company’s business performance in 2021. Now, the 
goal is to keep that positive momentum going as we 
enter the new year, after all, 2022 is bound to hold lots 
of changes and challenges. To learn about their plans 
for the new year, EAN asked SCALA’s Trudy Pijnacker 
and Walter Kroes for an interview.

We will keep focusing on our strengths:  
knowledge, portfolio, service, and excellent stock
SCALA  ente r s  the  ne w y e a r  w i th  fu l l  s a i l s

Trudy Pijnacker and 
Walter Kroes
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And what does this changing situation mean  
for SCALA?

Trudy Pijnacker: As mentioned in the previous 
answer, the situation doesn’t really change for 
SCALA and we will keep doing what we do best.
 

What other trends and developments did SCALA 
notice in our market in 2021?

Trudy Pijnacker: We see that end customers 
buy more, but with a focus on lower price items, 
like items less than 50 retail. This development 
probably has to do with the internet sales trend. 
Internet sales went up and end customer are 
more price conscious when shopping online. It 
was great to see retail stores recover quite quickly 
upon reopening, except most tourist areas. It is 
good to see that brick-and-mortar still plays an 
important role. 
 

Now to your company: Are you happy with SCA-
LA’s performance in 2021? Are you satisfied with 
the results you achieved?

Walter Kroes: We are very pleased with the 
results on all our goals, financially, socially, and 
sustainability-wise. So, we can say we are very 
satisfied. Of course, we couldn’t have done it 
without our valued customers and partners. To all 
of them: Thank you!
 

What were the most important factors  
contributing to your company‘s positive  
performance in 2021?

Walter Kroes: Transport and rising production 
costs are very challenging, but we kept our focus 
on our stock levels. Having a reliable stock  
fulfilment is very important.
Furthermore, we have great knowledge in our 
sales- and marketing team. Our multilingual 
sales team are in close contact with customers; 
keeping it personal is very important, especially 
when it is not possible to travel.
 

Has the balance between external and first-party 
brands changed at SCALA in 2021?

Trudy Pijnacker: There haven’t been huge 
changes. We did add some new, well-performing 
brands to the SCALA portfolio. Like, Autoblow, 
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Nu Sensuelle, FUCK GREEN, Male Basics, Dar-
ing Intimates, TABOOM, Labophyto, and various 
TOYJOY labels like Ivy, Pride and Love Rabbit. 
 
 
Once more, there were travel restrictions,  
contact restrictions etc., which means that it  
was largely impossible to have trade fairs, in-
house exhibitions and other events in 2021.  
How did SCALA deal with this in the second  
year of the pandemic?

Walter Kroes: Unfortunately, we cannot chan-
ge the situation and we have to anticipate how 
things might change. After two years of dealing 
with COVID-19, we can handle this new situati-
on. For example, we organised a 3D Experience 
Event – an online event based on our yearly 
SCALA’s in-house Experience Event concept. We 
did change the approach, but we can look back 
on a great success.

After the success of SCALA’s 3D Experience 
Event in September, the 3D showroom is now 
available on the website, accessible to all SCALA 
customers. This gives SCALA customers the 
opportunity to walk around the showroom digitally 
(just like Google Street View) and to shop with a 
few easy clicks! The Experience Centre is full of 
store presentations and inspiration with our latest 
releases and best-selling labels. This is all to help 
our retail partners and their teams inspire the 
consumers and refresh their store every season.
 

And now for the new year: What are your plans 
and goals for 2022?

Walter Kroes: We want to make sure we pro-
ceed and do even better than we did last year. 
This means giving our customers more support, 
the best brand portfolio, excellent service and 
being even more environmentally conscious.

 SCALA‘s 3D showroom
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What strategies - new or adjusted - will you  
use to implement your plans and achieve  
your goals?

Walter Kroes: We are already making impro-
vements: More new plastic-free packaging, ad-
ding amazing brands to our portfolio -such as 
like Nu Sensuelle, Male Basics, FUCK GREEN 
and more exciting brands that are coming soon 
- and expanding our sales team.
 

What can the market look forward to when 
it comes to your portfolio of third-party and 
first-party brands? Can you already give us  
a taste of the new products you will launch 
in 2022?

Trudy Pijnacker: We will be adding a new 
couples toy brand, ‘Xocoon’, and a great new 
anal range named ‘Buttocks’ to our brand port-
folio. Furthermore, new arrivals of our exclusive 

partner brands CalExotics, PRIVATE and Daring 
Intimates will be arriving soon. The newest King 
Cock Elite collection from Pipedream is also on 
the way and will soon be available at SCALA. 
 

SCALA has released ‚FUCK GREEN‘, a line 
aimed at environmentally conscious consumers 
who care about sustainability. Is this a subject 
that SCALA plans to expand on in the  
near future?

Trudy Pijnacker:  At SCALA, we think it is very 
important to be environmentally conscious. Two 
years ago, we started to focus more on the 
environment and sustainability within the com-
pany. To create more awareness, we donate 
two trees to plant for every SCALA employee’s 
birthday at ‘Trees for all’.
Sourcing for an eco-friendly brand, we found 
FUCK GREEN, which is a very cool and hip 
brand, but also affordable. Internally we also 
keep improving; our logistic team did an incre-
dible job with reducing packaging materials, 
and we are re-designing the old packaging, 
making it smaller and reducing our carbon 
footprint.
  

What trends in terms of products and brands 
will define the market in 2022?

Trudy Pijnacker:  For so many years, the  
vibrator was the top-selling product in the 
female product group. Nowadays, you can  
see that clitoral stimulation, bondage, and  
anal items are quickly growing in popularity.  
For these product groups and for many brands, 
that is an excellent trend, offering great  
potential for the future.

FUCK GREEN is a 
product line made of 
biodegradable materials
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You use the term ‚universal imagination‘ 
to describe your new Gender X line. 
Why did you choose this motto? 

Raymond Houtenbos: ‘Universal ima-
gination’ for us means that there aren’t 
any restrictions on how people play with 
our toys, or any limitations on how the 
toys are marketed to them. It’s a bit like 
abolishing the ‘blue’ and ‘pink’ zones at 

kids’ toy stores – why can’t a boy play 
with a doll, or a girl play with a tractor? 
Of course, they can! The gender lines 
we construct are not necessary, and 
they get re-enforced with traditional 
marketing. So, we’re taking gender 
marketing out of the equation and  
letting customers discover shapes  
and functions on their own – it’s  
simple, but revolutionary! 

Evolved Novelties are ex-
ploring new avenues with 
their Gender X line, moving 
away from traditional 
gender marketing. As Ray-
mond Houtenbos, Evolved 
Europes’ VP of Sales, exp-
lains in our EAN interview, 
the goal is to embrace new 
ideas and a more creative 
approach to sex toys with 
this product line. Fittingly, 
the motto of Gender X is 
‚universal imagination.‘

We may market a toy one way, and 
someone will use it in another way
E volve d  Nov e l t i e s  p resen ts :  G en de r  X

Raymond Houten-
bos, VP of Sales 
Evolved Europe
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The official press release on the launch of 
the new line states that you are taking a new 
approach and want to leave the beaten path 
of gender-specific marketing behind. Why this 
step? 

Raymond: We’ve noticed again and again 
through consumer feedback that people have 
bigger imaginations than we give them credit 
for. We may market a toy one way, and someo-
ne will use it in another way. This led us to think 
about how many more people might feel libe-
rated to think outside the box if we didn’t focus 
marketing on a particular gender. Describe 
the toys in detail, yes, but keep the packaging 
neutral and don’t impose specific uses. Keep 
the possibilities open-ended and encourage 
creative thinking. Basically, we took this step to 
see if we could offer customers a new way to 
explore, to feel free and excited to experiment. 
 

What considerations went into taking this step? 
What hurdles did you have to overcome? 

Raymond: Well, for one thing we learned how 
much ‚pleasure instructing‘ we were doing. 
In the process of explaining how to use our 
toys, we discovered that we could actually 
be shutting doors to play possibilities. So, we 
decided to adopt a new attitude about toy 
education, treating the toy’s functions more as 
ingredients rather than a finished recipe. Rather 
than saying ‚put this motor here and you will 
feel this particular feeling with that specific body 
part,‘ we’re saying, ‚Here’s how the toy works 
– what would you do with it?‘ Then watch the 
fun begin… 

Gender X is launching with 18 SKUs. What kind 
of product can be found in the line? 

Raymond: We’re launching Gender X with a 
variety of shapes to hit home the idea that this 
line truly is for everyone. We’ve got an amazing 
quadruple stimulator, some really stylish clear 
neon plugs, some partner-play remote toys - a 
strategic array out of the gate to let people 
know that whatever they’re into, Gender X is 
going to be there for them! 
 

And how would you describe the unique selling 
points of the products? 

Raymond: Honestly, the biggest selling point 
Gender X offers is universality. It’s a very appro-
achable category because everyone is included 
in the marketing – or non-marketing as we’ve 
been calling it. Gender X allows people to ex-
plore their curiosities without being judged for 
‚crossing the gender aisle.‘ We’re encouraging 
our sales teams to emphasize that people bring 
their own imagination to the toy, not the other 
way around. It’s a philosophy worth examining 
with the gender-fluid landscape emerging 
around the world. If someone doesn’t want 
to be pigeon-holed, then Gender X offers an 
alternative viewpoint. 
 

The packaging design is certainly worth 
mentioning. What is different about Gender X 
compared to other product lines on that front? 

Raymond: We’re keeping it simple with the 
packaging. Open, clear – let people see the toy 
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and decide for themselves if it’s a shape they’re 
interested in. It’s kind of a no-frills approach 
where we don’t waste time catering to a spe-
cific demographic. It’s the ‘wall for all’ mentality 
that we’re after here – approachable, stream-
lined, straightforward, minimal. Compared to 
our other product lines, it’s much less compli-
cated and clear-cut. But, of course, we’re still 
aiming for appealing elegance!  

 
As mentioned, the new line launched in 
December with 18 SKUs. There are more new 
products to follow, however. What can you tell 
us about your plans on that front? How often 
will you launch new products? 

Raymond: We’re planning to put out two new 
Gender X SKUs every month starting in the 

new year. I’m going to have to leave it at that, 
but there are some very cool new concepts 
lined up! 
 

How are you supporting retailers? Are there 
POS materials for the Gender X line?  
Do you offer product training? 

Raymond: As with all our Evolved lines, we  
will offer comprehensive training for all our  
Gender X toys. We’ll have samples, banners, 
and shelf-talkers for stores to implement as 
well. We go all-in with our retailers for every 
brand, and this won’t be an exception! If 
anything, we might go into more depth for  
this first year of Gender X because we want  
our sales teams to really understand the  
concept and feel confident explaining to  
customers what it’s all about. We think once 
people get the approachability of the concept, 
it will be an easy go-to section in the store –  
for anyone! 
 
 
Can you tell us anything else about Evolved 
Novelties‘ other plans for 2022? 

Raymond: We are really excited for COVID-19 
to be OVER! But that’s still a work in progress, 
so in the meantime we’re taking every op-
portunity we can to expand awareness of our 
brands and meet people in person wherever 
and whenever we can! We’re very proud of our 
super-high fill rate during the pandemic and are 
feeling good about continuing to supply our 
retailers with everything they need to keep their 
customers happy. And obviously, we’re super 
excited about the 2022 Gender X category 
launch!

Gender X launched 
with18 SKUs and more 
products will be added 
to the product line soon
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Despite two years of a pandemic - which 
have driven demand for sex toys and also 
ensured that our market is moving more 
and more quickly towards the mainstre-
am - not too much seems to have happe-
ned in product development recently. Or 
is that impression false?

Gary Ayckbourn: It is true that techno-
logical development has taken a slight 
backseat. Although it has remained front 
of mind for those us with actual manu-
facturing facilities, we have also had to 
focus on managing the market situation 
during the crisis. Lack of availability of key 
components and supply has meant that 
for the first time ever, we have had some 
periods where we could not actually 
manufacture any products. As a result, 
for a couple of months this year, we 
reduced staff working hours to three days 
a week. This was not because we did not 
have the orders - we have actually been 
busier than ever - but because we literally 
did not have the parts that we needed 
to finish assembly. We have invested so 
much time, money, and focus on trying to 
fix and manage the situation that planned 
development had to be put into context. 
Our factory engineering team were tied 
up firefighting, rather than having the time 
and freedom to develop new products 
and technologies.  For example, with a 
lack of chips from reputable sources, 
we were forced to buy locally. Howe-
ver, we could not trust the firmware on 
these chips, therefore we had to wipe 
them clean and rewrite the firmware from 

The past two years have clearly changed the 
sex toy market, as the pandemic accelerated 
and reinforced certain developments. Howe-
ver, with everybody talking about e-commerce 
and new target audiences, we tend to neglect 
the developments that have taken place on the 
product and tech side. Here to remedy that are 
Nina Saini and Gary Ayckbourn, two founding 
partners of Concept to Consumer.

As an industry, we have always  
strived to do better and offer more
Nina  Sa in i  and  Ga r y  Ay ckbour n  t a lk  p r od ucts ,  t ec h ,  a n d  t ren ds

Nina Saini, Founding 
Partner & Vice Pre-
sident of Concept to 
Consumer (CtoC)
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scratch for individual products. This was the 
only way to ensure quality levels were main-
tained. Having said all that, we did not stop 
development, we simply invested more and 
created Concept to Consumer to serve as an 
extension of our development and creative 
team so we would still be able to service our 
clients and to offer further support. 
 

What do you consider to be the most signifi-
cant trend in product development in 2021? 
Are interactivity and the clitoral sucking functi-
on still dominating the market? 

Gary Ayckbourn: As a company, we have 
deliberately never made a clitoral suction toy, 
because we were aware of the patent owners-
hip and the now well-publicized legal battles 
that surround it. We respect companies’  
patents and will never knowingly breach one. 
We’re focused on creating new concepts. 
Over the years, this is something that proved 
to be exceedingly successful for us. We own 
numerous patents ourselves and have others 
in development.

Nina Saini: We are currently in the process 
of launching our latest patented technology 
which we are exceedingly excited about.  
We have an innovative design concept that 
frees the motor and offers a completely  
unique vibrational experience and sensation. 
The initial feedback we have had for this 
 has been really positive and we’re looking 
forward to showing it off soon!
At present, I see a clear split in our market  
in terms of innovation and its utilization. 

Gary Ayckbourn, 
Founding Partner & 
CEO of Concept to 
Consumer (CtoC)
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1) The traditional adult market, that we all have 
lived and worked in for decades, will continue 
to drive real innovation. There is a thirst for 
offering the next new things and I do not see 
this diminishing.

2) The emerging market of direct-to- 
consumer brands or brands with celebrity 
 involvement have years of catching up to  
do on technology; they will no doubt look to 
introduce things as ‘new’ and ‘revolutionary’, 
maybe even claiming they have ‘reinvented  
the wheel’, when those of us who have been  
in the business for more than 5 minutes will 
know otherwise. 

We believe having a strong brand and equally 
strong ‘brand story’ are critically important. 
However, they must remain truthful, honest  
and have integrity. Customers will buy into  
your brands, but that relationship must not  
start with a falsehood.

The market took another big step in the direc-
tion of the mainstream this past year. Is this 
development also reflected in the products we 
saw on the market in 2021? 

Nina Saini: Not necessarily. As an industry, 
we have always strived to do better and offer 
more. It is natural to want to evolve, to develop, 
and to progress. We all want to do better than 
we have done before. 
Mainstream has meant there are more eyeballs 
on the sex toy industry, so this gives us another 
opportunity to show off and to show the rest 
of the world what an innovative industry we 
really are!
It is fantastic that sexual wellness is in the main-
stream and in public consciousness because 
it further opens the conversation around sex, 
whether that’s our own individual sexuality, self-
love, or simply taking away the shame around 
sex. As a result, we are seeing an increase 
in availability and accessibility of information 
which is never a bad thing. 
 

Sex toys are increasingly equipped with, or 
compatible with modern technologies, but the 
majority of products on the market still just 
vibrate, although pundits have been ringing the 
death knell for this long-established technology 
for several years now. How does this 
fit together? 

Nina Saini: The reason the majority of pro-
ducts vibrate is because consumers love them! 
Vibrational toys are popular, and customers buy 
them. If they didn’t, we would see a significant 
shift in buying behaviour and a change in sales. 
Vibration is a well-established, exceedingly ef-
fective, flexible, and a cost-effective way to give 
both those with a clitoris or penis an orgasm. 
The orgasm business is the market we are in!  
It will continue to be the main technology as 
it is the perfect delivery method for individuals 
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and couples who want to explore their  
sexuality and the pleasure of orgasms,  
whether that’s through solo or partner play. 
The technologies we are developing focus on 
supporting vibration, on how these techno-
logies can enhance the experience, and how 
they can add an additional pleasurable  
dimension to play. I still believe that the best 
product, which everyone should either start 
with or have within their portfolio, is the tech-
nologically simple vibrating bullet. Air suction 
toys may be great for clitoris owners but are 
not designed for people with penises.

Other technologies that have tried to replace 
the motor, like sonic technology, have met 
with varying success. This is because sonic 
technology currently is limited when it comes 
to the level and depth of vibrations that can 
be generated. There are also patent res-
trictions to take into consideration. I believe 
vibrations are here to stay and will continue 

to be the main delivery method simply 
because it works.  
 

Was modern technology still a unique selling point 
in 2021; something that could be used to distin-
guish one‘s products from the competition? 

Nina Saini: I think 2020 and 2021 have been 
driven by two things: more consumer aware-
ness and sex toy acceptance by the mainstre-
am media. Together, this introduced first-time 
buyers to the world of sex toys and has made 
sextech and sexual health more acceptable.
As a result, the focus has been on consumer 
accessibility: the brand concept and brand 
message, product design, the materials and 
the technologies, the price points, and how the 
brand communicates with the end consumer. 
A strong online e-commerce presence coupled 
with an integrated marketing strategy.  
All of these things need to work and comple-
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ment each other, with the end goal of sales  
and customer loyalty.  
Going into 2022, all of the above will conti-
nue to be important but so will differentiation. 
Brands will need to be more conscious of what 
their story is, what is unique about them, what 
innovative technology their products feature, 
and so on; as well as how they communicate 
this to their customers. This will be essential 
when it comes to standing out in the market-
place. 
 

And silicone will continue to play a dominant 
role as a material for sex toys? 

Gary Ayckbourn: As an industry, we can only 
work with the best materials available at the 
time. As an inert, non-porous, body-safe mate-
rial, silicone remains the only real choice if you 
want a quality, safe, and softer material. The 
same goes for ABS (plastic). However, In the 
last couple of years, viable alternatives to ABS 
(plastics) have become available and viable for 
introduction into the market. They are still more 

expensive and there are concerns over continu-
ity of supply, however we are working with that, 
and it will eventually take over from ABS, espe-
cially as consumer demand for more sustainab-
le products gets louder, and quite rightly so. As 
soon as there is a viable alternative to silicone 
available, we will explore and investigate this as 
an option going forward. 
 

Everyone is waiting for the next big thing... Will 
it be coming in 2022? What can we expect in 
terms of new products and trends in 2022? 

Nina Saini: As I mentioned earlier, we are plan-
ning to launch our latest technology (code na-
mes ‘Freedom’) so watch this space! We also 
have at least one more technology concept 
up our sleeve for later in 2022. However, most 
of what we do is confidential and we work in 
secret, behind the scenes, so even though we 
may help create a new concept or product or 
brand, it will most likely be us patting ourselves 
on the back quietly then getting on with the 
next project
 

Our market is predicted to grow very strongly, 
two very big players have emerged in Europe, 
mainstreaming continues... how will all of this 
affect product development? 

Gary Ayckbourn: As an actual manufacturer, 
rather than a brand (manufacturer), nothing 
will change for us. Our focus has always been 
product development and ensuring we stay 
at the forefront of the market and giving our 
customers the best possible opportunities…
and products!
As we mentioned earlier, we think there will be 
two paths of development, introducing existing 
and ‘old’ tech to the new market and new 
consumers, who have never seen them before, 
and continuing to develop the next generation 
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of creative tech, for our market and experien-
ced consumers.
 

Will sustainability continue to define our mar-
ket? Some manufacturers already produce 
sustainably, others rely on alternative materials, 
using plastic-free packaging, etc. When will our 
industry be completely ‚green‘? 

Gary Ayckbourn: There are a few different 
types of sustainability, some of which start long 
before an actual product. As a factory, we have 
taken the first step by making our entire facility 
100% solar powered, which we did back in 
2018. As a factory, we are also compliant will all 
global best practices to do with materials and 
by-product wastage. This means we manage 
our operation as closely as possible to be  
as sustainable as we can be. Chinese gover-
nmental regulations have made huge steps 
forward in this area for manufacturers and we 
encourage more. 
The next focus is the materials we use: finding 
alternatives for plastics and eventually silicone. 
We are already working with global suppliers  
of sustainable and ethically sourced materials 
and have invested in machinery to allow us to 
utilize this and create products from these  
new materials. 
The last element, and maybe hardest and 
most costly part of the process, would be the 
recycling of finished goods once they have 

reached their end of life. Creating a truly circular 
process, from material creation to recycling, so 
as to have the lowest possible impact on the 
planet - that is the target. 
 

Regarding production, the majority of products 
sold in our market come from China. This went 
well for years, but now there seems to be a 
spanner in the works. Production and supply 
chains no longer function smoothly, material 
costs are rising, etc. Will this development 
change our market or are these just temporary 
difficulties that won‘t be talked about next year? 

Gary Ayckbourn: With all due respect, I don’t 
actually agree with the statement above.
The situation we have now is 100% created by 
COVID and that fact that this pandemic shut 
down the ‘factory of the world’, namely China, 
for at least 9 months, but probably for over 
a year. 

We had the ‘perfect storm’, the world’s popu-
lation isolated at home, with nothing to do put 
purchase goods, with ease via the internet, 
with all of the money they saved by not spen-
ding it on services which no longer existed. 
This incredible increase in demand happened 
at exactly the same time when the ‘world’s fac-
tory’ was closed. Therefore, when the factories 
opened back up, not only did they have one 
years’ worth of production to catch up on, but 
also the huge demand for new capacities to 
fill the surge of consumer demand while they 
were closed. Everything can be traced back to 
this. The lack of components and the limit of 
raw materials availability, price increases as a 
result, availability of freight, costs of logistics, 
the list goes on and on. The resulting, incredib-
le demand meant some factories cut corners 
which led to other unforeseen quality issues. 
I’m going to be bold here and say, give it 12 
months and everything will be back to normal!

“THE ORGASM BUSINESS IS  THE 

MARKET WE ARE IN!”
N I N A  S A I N I
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You have recently added new BDSM 
product lines to your range, which you 
offer in both the B2C and B2B markets. 
Which new lines are available from you 
as of now? 

Darren: Just go to this link 
https://sextoysaffair.co.uk/collections/
premium-bondage-gear. These are 
the items that are new to our range. 

Why did you decide to expand your range 
of BDSM lines? Is the demand so great 
or growing?
 
Darren: We decided to expand our  
range because up until recently we  
only had a small range of your basic 
bondage gear. We put up a form on  
our website to see if we should introduce 
a wider and better quality range. Then,  
we came across this supplier. The  
quality is outstanding. These items are 
predominantly leather (cows and goat 
leather) but we are introducing a vegan 
range as well! Vegan Fetish is indeed 
a boon for players with vegan beliefs. 
Made of eco-friendly polyurethane  
(waterborne), so it is not made from,  
or tested on animals. Lightweight but 
strong, smooth, and soft for comfortable 
wearing and easy cleaning.

What kind of products can be found in 
these lines? And what materials are they 
made from? 

To meet the demand for high-quality BDSM products, the owner of 
British online shop www.sextoysaffair.co.uk, Darren, decided to look 
for potential suppliers. And he clearly found what he was looking 
for because the British company has only just added several new 
product lines to their assortment - which are also available for b2b 
customers, by the way. What’s most impressive about these new 
products is the quality, as Darren explains in our interview. He also 
made it a point to offer top-notch options for vegan BDSM fans so 
they can live out their fetish fantasies with non-animal products. 

The quality is outstanding
Sex Toys  A f f a i r  e xp and  the i r  s e le c t i on  o f  BDS M p roduc ts
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Darren: We have pretty much everything you 
need - ranging from ball gags and handcuffs to 
hogties and bondage kits. 

What are the unique selling points of these new 
products? How do your new lines differ from 
what the competition offers? 

Darren: All of these ranges (leather) are 
handcrafted, including the encrusted gems on 
one of our ranges. As far as I am aware, we 
are the only supplier of this range in the UK. 
The products are similar to what is already out 
there, but I must emphasize that the quality of 
the workmanship that goes into these products 
is exceptional. 

What criteria are important for you when buying 
BDSM lines? 

Darren: It is all about quality. Price does not 
bother me or even my customers when it 
comes to the comfort and quality of a product. 

What target groups do you have in mind 
with the new lines? What requirements 
do you have to meet in order to satisfy 
these groups? 

Darren: I don’t have a specific target group. 
This range can be for starters and the more 
experienced. 

How has the feedback on your new BDSM 
lines been so far? 

Darren: Little too soon to say as we have only 
just introduced the range. But I am sure we will 
have great reviews.

“PRICE  DOES NOT 

BOTHER ME OR EVEN MY 

CUSTOMERS WHEN IT 

COMES TO THE COMFORT 

AND QUALITY  OF  A 

PRODUCT.” 
D A R R E N
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As we head into the new year as an industry whole, most of us have accepted that Covid and its consequences 
can‘t be simply vaccinated away as we‘d all hoped. For sex toy businesses, the only way out is through. Though 
luckily for us, manufacturers, distributors and retailers alike say that the consumer end of the supply chain is still 
flourishing with promise. Since that fateful March of 2020, Debbie van Steenis, buyer at Eropartner Distribution, 
has found intriguing, telling data in her sales reports. Van Steenis says consumers have pivoted their interests, 

expressing more curiosity in certain toy ca-
tegories that may have been irrelevant prior 
to the new normal.  In summary, van Stee-
nis reveals that male consumers are after 
high-quality strokers (big shocker, right?) 
and women are still devouring the air-pulse 
vibrator trend (to whose surprise?). Some 
folks are still leery of in-person dating, and 
van Steenis points to lonely singles as the 
driving force behind the sales spikes in these 
already trendy product niches. But if you‘re 
a retailer really looking to hit the jackpot, 
app-controlled and distance-friendly toys 
are where it‘s at. Despite sex tech‘s growing 
prevalence in manufacturing, van Steenis 
and the Eropartner team were still surprised 
to watch this category become their over-
all top seller. Couples toys and high-priced 
luxury items also followed suit, which van 
Steenis believes are being bought with 
consumers‘ leftover savings after another 
year of near-impossible, international travel. 
In the nearest version of our sex toy future, 
van Steenis says lubricants, couples games 
and LGBTQIA+ products, like strap-ons and 
gender play gear, will lead the retail charge. 
And believe it or not in the era of e-tail, she 
also thinks brick-and-mortar shops will get 
another big chance to expand. As another 
year comes to a close, we‘ll let the numbers 
do the dictating and let buyers like Debbie 
van Steenis and the Eropartner team foretell 
what‘s truly to come.

We’re closely monitoring new trends in the  
market and are always optimizing our assortment
Eropa r tne r  buy e r  De bb ie  van  S te e n i s  r e p o r t s  on   th e  pos t -Cov id  sex  toy  ma rket

Debbie van Steenis, 
buyer at Eropartner 
Distribution
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These last two years have been complicated 
and unpredictable due to COVID, but as we all 
know in the industry, sex toy sales were wildly 
popular. What types of sex toys or sex toy 
brands were most popular for Eropartner and 
their customers during COVID lockdowns?  

Debbie van Steenis: The COVID period was 
challenging for all of us and forced us to chan-
ge everything. The sales numbers, however, 
were beyond! COVID had such a huge impact 
all over the world and I think it’s beautiful to see 
that people were reconnecting again, not only 
with themselves, but also with their partners. 
People were exploring sexual wellness on a 
new level. 
We’ve seen a shift in the top-selling items. 
The top-3 list was more or less the same for a 
long time, but due to COVID, we saw a huge 
peak in app-controlled toys, as these can be 
controlled from anywhere in the world. These 
toys make the distance between lovers smaller 
in a time when we couldn’t travel and, in some 
cases, still can’t. We’ve also seen a serious 
spike in sales within the category of male mas-
turbators, which can be related to the fact that 
singles didn’t go on dates as much as they did 
before COVID. 
 

Now that COVID has calmed down a bit, are 
there any other sex toy categories that are 
growing in popularity? Maybe some categories 
have surprised you or become popular see-
mingly out of nowhere?

Debbie: Lubricants in general sell a lot, of cour-
se, but this year we’re seeing larger numbers all 

across the assortment, so it seems that people 
are consuming a lot more lubes these days.
Furthermore, we see rapidly increasing num-
bers in games and gift sets, but that is also in 
line with the time of the year now since we’re 
getting closer to the festive season. Couples 
seem to make things more fun at home and 
what better way to start exploring than with a 
box filled with excitement!
 

In the penis toy category, which brands or pro-
ducts are selling the best for Eropartner right 
now? Which types of products do consumers 
seem to want the most, like strokers, cock 
rings, or high-tech mechanical masturbators?

Debbie: Fleshlight is the most well-known 
brand in the category of masturbators and 
the popularity is increasing steadily, but other 
brands like Svakom, Tenga, and Autoblow have 
been performing really strong as well. So, to 
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answer your question; the masturbators are 
best sellers for Eropartner at the moment in the 
penis toy category.
 

For consumers with vulvas and clitorises, which 
types of sex toys are currently in demand? Are 
air-pulse toys still top sellers? What other kind 
of vaginal or vulva toys are growing in sales? 

Debbie: Consumers have saved on expenses 
due to being unable to travel internationally. 
Therefore, people are spending more on luxury 
products, which for us increased the sales of 
high-end luxury brands. Air pulse toys are still 
top sellers, and more and more happy custo-
mers are sharing their experiences, which is 
always the best promotion for any product or 
brand. Especially in our market.
  

Is the LGBTQ+ category popular for Eropartner 
customers? What kind of toys does Eropartner 

carry that are of specific interest to LGBTQ+ 
consumers?

Debbie: We definitely see a lot more aware-
ness for the LGBTQ category and we’ll be loo-
king to expand our offering in this category to 
serve and fulfill the increasing demand. Within 
different brands, we have Pride-oriented pro-
ducts, but with the additions of Strap-on-me 
and Bananapants, we’re continuously looking 
for good additions to the range. 
  

With Covid still roaming around, how has the 
couples’ toys category sold for Eropartner? Are 
toys made for in-person couples play still flying 
off your warehouse shelves?

Debbie: Couples toys have performed really 
well. Actually, both app-controlled and long-di-
stance toys as toys for in-person play. Couples 
who share a home have been looking for ways 
to spice things up at home, while couples that 
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were distanced spend more on long-distance 
toys to be able to play together.
 

What do you and the Eropartner team pre-
dict will be the most trendy toys as we head 
into 2022? Where does your team believe 
consumers are headed in their future sex toy 
purchases?

Debbie: We’re closely monitoring new trends 
in the market and are always optimizing our as-
sortment by adding new brands and products 
to the assortment as they come. 
We are already seeing signs of an increasing 
woman-focused market approach, which we 
expect to continue in 2022. Another category 
that we expect to grow significantly is LGBTQ+. 

Due to an increasing acceptance of sex toys, 
we also see more potential for brands and 
products that focus on enriching the sex lives 
for middle and older-aged consumers. 
Regarding the purchase, e-commerce has 
made big steps during COVID and this trend 
will continue into 2022. However, the overall 
industry is growing fast, so we also expect to 
see growth in physical retail.

This interview is 
contributed by Colleen 
Godin, EAN U.S. 
Correspondent
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There are clear indicators that sex toys have reached the middle of society in New Zealand. For instance,  
the country’s biggest online shop for sex toys, Adulttoymegastore, has joined forces with a mainstream  
company to launch a joint campaign, the goal being to refute the stigma surrounding sex and masturbation 
during menstruation. Also, the owner and operator of Adulttoymegastore, Nicola Relph, has made the short 
list for the coveted ‘Women of Influence Awards’ which celebrate outstanding contributions across all social 
spheres from art to business. So naturally, EAN turned to Nicola to answer the question whether or not  
sex toys have truly become mainstream in New Zealand.

It’s a sign that times are changing, 
which is a great thing
Sex toys  have  (a lm os t )  r e ache d  the  m a ins t r ea m in  New  Z ea la n d



153

In October, you launched a joint campaign 
with AWWA, a company that works in the 
field of period care. What exactly was this 
campaign about?

Nicola Relph: We partnered with a New 
Zealand period proof underwear com-
pany, AWWA, to launch a campaign that 
mixed periods with pleasure. As part of the 
campaign, AWWA offered their customers 
complimentary Share Satisfaction mini bullet 
vibrator from Adulttoymegastore with every 
purchase of AWWA period underwear for one 
week. Throughout the week both AWWA and 
Adulttoymegastore shared content on social 
media about period sex and masturbation 
to spark conversations around the topic and 
engaged our affiliates and social media influ-
encers to be part of the conversation. 

How did the collaboration between you and 
AWWA come about? 

Nicola: We’re always looking for like-minded 
businesses to partner with, and we ap-
proached AWWA with the idea to see if they’d 
be interested in partnering up for the cam-
paign. We chose AWWA because they are a 
sex positive brand that isn’t afraid to push the 
boundaries. They have their own sex educator 
they create content with, and they advocate 
for female empowerment, so we thought 
they’d be a great fit for a partnership. 

What was the intention of your joint campaign, 
which was carried out at the end of October? 

Nicola: Our intention was to help break the 
stigma around period sex and masturbation 
by raising awareness of the benefits sexual 
pleasure can have while menstruating,  
including alleviating cramps, headaches  
and releasing feel-good hormones like  
oxytocin and endorphins. We wanted to  
educate people and empower them to  
explore and connect with their bodies at  
any time of the month, so offering a free mini 
vibrator with each purchase of AWWA period 
underwear seemed like great fit to bring both 
sex and periods together—two completely 
natural, normal things, to help normalise 
sexual pleasure.    

And how was it received by consumers? 
What can you tell us about the results of  
the campaign?

Nicola: The campaign was extremely well 
received and had a lot of great discussion on 
social media with a lot of people expressing 
their support. Within hours of launching the 
promotion AWWA had already sold half of the 
bullet vibrators we provided, so we actually 
had to send them a whole lot more to be 
able to meet demand for the promotion! Of 
course, there were people who didn’t like the 
idea of mixing periods with sexual pleasure, 
and that’s perfectly ok. The goal of the 
campaign was to remind people that it’s their 
body, their choice, and there’s absolutely 
nothing wrong with enjoying sexual pleasure 
while menstruating should they want to,  
and if they don’t want to, that’s perfectly  
fine too! 



154

I N T E R V I E W

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

How important are such campaigns with 
mainstream companies to legitimize our 
industry? 

Nicola: As I’m sure many of us are aware, 
mainstream advertising for the adult indus-
try is difficult with all the restrictions, so it’s 
important for us to get creative. Mainstream 
partnerships enable us to tap into audiences 
that we usually wouldn’t be able to get in 
front of, and usually in an a very cost-efficient 
way that’s beneficial for both businesses. 
Having a mainstream brand align itself with 
an adult business is also important for the 
normalisation of what we do and to help re-
move the stigma that’s still lingering around, 
and it builds immediate trust with their audi-
ence. The more we do it, the more normal it 
will become! 

Are there any plans to have more collabora-
tions in the vein of this campaign with AWWA?

Nicola: Definitely! Part of our strategy for 
growing brand awareness and normalising 
sexual pleasure is through our collaborations 
and partnerships with businesses and organ-
isations from different industries. Our next 
partnership is for Singles‘ Day on 11 Novem-
ber—we‘ve partnered with an iconic donut 
bakery in Sydney Australia to create a ‘self-
love donut‘ with a free vibrator to encourage 
people to take pleasure into their own hands 
for Singles‘ Day. 

Moreover, congratulations are in order as 
you are one of the finalists for the ‘Women of 
Influence Awards’! Would you mind explain-
ing to our readers what these awards are 
about and what kind of achievements they 
celebrate? 

Nicola: Thank you! The New Zealand Women 
of Influence Awards have been around for 
almost a decade and celebrate New Zealand 
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women making a difference in the work that 
they do. There are 10 categories and over 
60 finalists, covering Arts & Culture, Environ-
ment, Innovation, Science & Health, Busi-
ness, and Public Policy. I’m a finalist in the 
Business Enterprise category along with nine 
other finalists from all different industries, and 
the awards ceremony will be held in Auckland 
in February 2022. 

What was it about your 
work with Adulttoyme-
gastore that caught 
the attention of the 
jury? 

Nicola: I was 
nominated for 
growing a suc-
cessful business 
that’s working to 
destigmatise sex 
toys, normalise sexual 
pleasure and enhance 
the sexual wellbeing of 
New Zealanders to create a 
more sex-positive culture. I think 
part of the reason I was chosen 
as a finalist was for the great business 
growth we’ve had over the past few years, 
and I think the other reason was because 
of the work we’ve been doing to normalise 
pleasure through our marketing activities, 
partnerships, and educational content 
we create. 

What does this honour mean to you on a 
personal level, and what does it mean for 
this market? 

Nicola: It fills me with excitement because 
not only does this nomination help to 

further normalise and destigmatise the adult 
industry, but it also shows that New Zealand 
is becoming a more sex positive place. I 
doubt you would have found the owner of an 
adult retailer among the finalists of influential 
women when it started nine years ago. It’s a 
sign that times are changing, which is a great 
thing. It’s an incredibly honour to be a finalist 
among so many amazing women doing great 
things in their fields, and I’m really looking 

forward to meeting them and 
the potential partnerships 

and opportunities that 
may come from it. 

In a press release, 
you are quoted 
as saying that this 
nomination would 

not have happened 
if you simply sold 

products. What 
exactly do you mean 

by that? 

Nicola: We’re a mega store 
so obviously selling products is 

what we do, but that’s not all we 
do, and I don’t think you can build 

a memorable brand and award-winning 
business if you don’t have a mission and 
vision that’s bigger than just making sales. 
What I’m most proud of is that we’re a sex 
positive business that advocates for the sex-
ual wellness, empowerment and happiness of 
our customers and the feedback, growth and 
accolades we’ve received tells us that what 
we’re doing is actually making a difference. 
Kiwis are openly talking about, and recog-
nising the importance of sexual wellness, 
and we’re proud to have helped facilitate 
that change of perception and acceptance 
through our efforts over the past 12 years. 
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It gives me great satisfaction knowing that 
what we’re doing is bigger than ourselves, it’s 
making a positive difference in people’s lives, 
and that’s what keeps me passionate and is 
what makes me want to leap out of bed in 
the morning. 

There are many signs that the sex toy market 
has reached the mainstream. What is your 
opinion? Are we there yet or do we still a few 
steps to go before we reach the finish line? 

Nicola: I think we’re almost there! Percep-
tions are changing and more people are 
becoming aware of the benefits sex toys can 
have when it comes to their sexual wellbe-
ing. Sex toys are also becoming increasingly 
accepted in the business world, which is 

illustrated by the openness of non-adult 
businesses to form partnerships with adult 
brands and mainstream retailers adding adult 
toys to their offering. Of course, there’s still a 
way to go, but I think education and normal-
isation is vital to growing the market and its 
acceptance by society and we’re moving in 
the right direction.
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How did Swiss Navy perform in 2021? 
Did you hit all of your goals? 

Briana Watkins: 2021 was a distinctive 
year because of the worldwide pandemic 
and how it affected so many retailers 
and manufacturer supply chains. 
Swiss Navy actually pivoted to meet 
the challenges presented to our own 
customers. When hygiene became of the 
utmost importance, we shifted to include 
hand sanitization options in our product 
offerings. When online retailers experien-
ced a surge in orders due to lockdowns, 
we added a second manufacturing shift 
to our production schedule. 
What was particularly satisfying for Swiss 
Navy this past year is that we were able to 
find creative ways to help our customers 
keep their income sources secure and 
assisted many who were struggling with 
the parameters of the pandemic. While it 
was a difficult year for many, I believe it al-
lowed Swiss Navy to rise to the challenge 
to support our industry family. 

 
What led to the growth of your brand in 
2021? New product lines? The expansion 
of your team? The expansion into new 
markets? Pandemic-driven demand for 
sexual wellness products? 

Briana: We at Swiss Navy were fortunate 
that we were able to pivot our focuses—
and by concentrating foremost on our 
customers, our brand naturally grew. 
Our new product lines were developed 

In our interview with Swiss Navy’s Vice President of Sales and Mar-
keting, Briana Watkins, we talk about the past year and about the 
company’s plans for 2022. Among other things, we learn that the 
cooperation that Swiss Navy forged with SHOTS last year really hel-
ped the company extend their reach in the European market. But at 
the same time, there were also challenges in 2021, and Briana tells us 
how the company faced and overcame those. Last but not least, EAN 
wanted to know how Swiss Navy intend to keep their winning streak 
going in 2022.

We want the European marketplace  
to know we care and we’re here to help.
Usher ing  i n  the  ne w y e a r  w i th  B r i ana  Watk ins
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in direct response to the changing consumer 
marketplace. The Desire by Swiss Navy collec-
tion was my personal project and was brought 
about by the majority of purchases being driven 
by female buyers. It made good financial sense 
to create a line of products that women are 
seeking—and the tremendous success of this 
collection shows that this strategy paid off. 
Our 4-in-1 Playful Flavors collection reflects the 
rapid growth of the multi-use product market. 
During the past year, many consumers were 
looking for intimate experimentation and, at the 
same time, were keeping a sharp eye on their 
budget. 4-in-1 Playful Flavors provided a smart 
way for consumers to try four different types of 
stimulation without breaking their budget. 
The success of our new collections and the 
growth in our manufacturing schedule synergi-
stically led to the need for more help to ensure 
our efficiency. This led to our partnership with 
SHOTS and to us adding more team members 
to our roster to better serve and support our 
customers globally. 2021 taught us a lot of 
lessons and I’m thankful to say, we have plans 
in place to continue our growth and customer 
support into the coming year as well. 

 
What were the biggest milestones for you 
in 2021? Expanding your collaboration with 
SHOTS, for example?

Briana: Partnering with SHOTS was definitely a 
highlight for Swiss Navy this year! The SHOTS 
team has the same goals and customer-centric 
ideology that Swiss Navy has, so our partners-
hip has been seamless. It made sense to part-
ner with a highly regarded and well-respected 

company to better serve our international Swiss 
Navy customers—and obviously SHOTS  
was our perfect partner!
We are also proud of receiving three prestigious 
awards for ‘2021 Lubricant Manufacturer of the 
Year’, in addition to ‘Foreign Lubricant Supplier 
of the Year’ and ‘Outstanding Enhancement 
of the Year’ for Swiss Navy’s Sensual Arousal 
Lubricant. It was fulfilling for our team to see 
the efforts of all their hard work recognized by 
so many of our peers. And, of course, expan-
ding our team with seasoned veterans, such 
as Janet Reynolds most recently, allowed us 
to better help our customers, who we consider 
family, succeed during a trying year. Being able 
to take steps to better help those who needed 
it the most was also an important milestone. 

 
Speaking of Europe and SHOTS, you announ-
ced your new collaboration with SHOTS at the 
end of April 2021. What has happened since 
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then? Has Swiss Navy already been able to 
expand its reach in Europe?

Briana: Our partnership with SHOTS has  
been incredible since the beginning! Having  
an entire team based in Europe gave our brand 
better representation and we have been able to 
help more customers, more quickly.  
To me, collaboration and strategic partnerships 
are essential to improve our business, and this 
move has allowed both SHOTS and Swiss 
Navy to be more successful because of it. 

 
What trends have defined the market for  
lubes? And how much have these trends  
been influenced by the pandemic? 

Briana: As with many manufacturers in 2021, 
safety remains Swiss Navy’s top priority. When 

we developed our new Swiss Navy and 
Desire by Swiss Navy Toy and Body Wipes, 
we made sure to include tea tree oil as an  
active ingredient because of its antimicrobial,  
antiviral, antifungal, and antiseptic properties. 
We are also concentrating on researching  
new lubricant ingredients for people with  
sensitive skin and allergies and are exploring 
more natural substances that are less 
likely to cause skin irritation. Part of my 
role with Swiss Navy is to keep an eye on 
future consumer trends and where the 
intimate marketplace is heading so that 
our products can better reflect what people 
want and need.  
 
 
In 2020, there was a strong increase in  
demand for sexual wellness products.  
Did this trend continue in 2021?

At the end of April 
2021, Swiss Navy 
and SHOTS announ-
ced a new collabora-
tion between the two 
companies
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Briana: Absolutely! The growth of the global digital 
marketplace, the increase of sexual health educa-
tion, and acceptance of sex as a healthy part of a 
person’s lifestyle all helped the demand for intimate 
wellness products to continue to skyrocket. 
According to the book ‘Sextech Revolution: The 
Future of Sexual Wellness’, this is a recession-proof 
industry that will continue to rapidly expand—and I 
couldn’t agree more!

 
The increase of consumer interest in sex toys 
during the corona crisis has been much discussed, 
but what does Swiss Navy do to turn this ‚new‘ 
audience into loyal customers?  

Briana: By staying true to our priority of quality! 
We know consumers have many choices, so we 
remain true to our core values of continually crea-
ting award-winning products dedicated to helping 
consumers live healthier lives, with a focus on 
intimate wellness and overall good health.
We also listen to consumer feedback and pay 
attention to lubricant market trends so we can bet-
ter create products that directly address evolving 
consumer desires. 
 

In 2021, supply chain problems were felt almost 
everywhere. Almost all industries were or are 

affected. Did or does this development have 
an impact on your company? 

Briana: Fortunately, our manufacturing takes 
place in Florida, and we were able to be 
hands-on and proactive with our producti-
on schedules and managing our supplies. If 
anything, our manufacturing schedules dou-
bled, and we further increased our production 
capacity to keep up with  
demands. I have to thank our founder, Ralph 
Albrecht, for having foresight and being able 
to shift focuses quickly to serve our customers 
and their demands. Being able to efficiently 
increase production and stay ahead of sales 
forecasts was incredibly valuable for Swiss 
Navy this past year. 
 

Can you tell us something about your plans  
for 2022? 

Briana: I can share that we have a lot of great 
plans in the works! I feel the industry will be 
pleased with our new products currently in  
the works that we hope will directly solve 
consumer concerns. We are also working on 
new ways to serve our customers more effi-
ciently and support their specific needs.  
It’s all very exciting! 

 
What role will the European market play for 
Swiss Navy in 2022? 

Briana: All our customers, domestic and 
international, are important to Swiss Navy. 
When we look at trends and expansion 
possibilities, we always include the European 
market, and will continue to do so. 
What I can say is that we understand the 
pandemic continues to affect our customers 
throughout the world and we will do our  
best to support their needs so they can be 

“WHILE  I T  WAS  A  D IFF ICULT 

YEAR  FOR  MANY,  I  BEL IEVE  I T 

ALLOWED SWISS  NAVY  TO  R ISE 

TO  THE  CHALLENGE  TO  SUPPORT 

OUR  INDUSTRY  FAMILY. “
B R I A N A  WAT K I N S
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successful. That’s something that became 
very important to Swiss Navy in 2021 and  
will continue to be crucial—we know that 
there are retailers that are experiencing 
hardships that no one could expect. I’m  
not only talking about financial situations,  
but how the pandemic has affected emplo-
yees and families everywhere. This is why 
our entire team will continue to nourish our 
friendships, as well as our business partners-
hips. We want the European marketplace to 
know we care and we’re here to help. That’s 
one reason our collaboration with SHOTS 
meant so much to us. 
 

Do you expect any big changes in the market 
this year? For example, will sustainability 
and respect for the environment become an 
increasingly important issue? 

Briana: From my research, it seems as though 
more personalized products and experiences 
will lead purchases by millennials and Gen X 
consumers. While sustainability and concerns 
for the environment will definitely be a factor 
in our future marketplace, studies are showing 
that 80% of consumers will be looking for 
more customizable products. We are hoping 
to provide consumers. 
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Vincent Renou, Sales Manager at Gangbangster, has a wish for 2022 that most members 
of the industry probably share: a return to normalcy and a stable market not plagued by 
lockdowns, supply chain troubles, etc. That said, things have generally moved in a positive 
direction in 2021, he says in our EAN interview, pointing out the fact that bricks-and-mort-
ar retailers were able to open their stores again as a big win. This is particularly important 
because Vincent considers the bricks-and-mortar trade to be an essential part of the market 
that must not be forgotten just because of the current e-commerce hype. Other topics we 
discuss include the latest developments in the market and Gangbangster’s plans for 2022.

We would like to see a return to normalcy  
and for the market to stabilize again
Gangbangs te r  has  b ig  p l ans  fo r  2022
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Vincent Renou, 
Sales Manager of 
GANGBANGSTER
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Let’s start this interview a little differently:  
What do you wish for in 2022?   

Vincent Renou: Tolerance, kindness, bro-
ther- and sisterhood, the end of racism, hate 
(and therefore Twitter), and conspiracies. I 
know these are very namby-pamby wishes, 
but I really do want this, but then I remember 
that there will be elections in 2022, and that 
Santa Claus probably can’t afford one of my 
wishes.
 

Now let‘s look back: When you reflect on 
2021, how do you feel about the year with 
respect to your company and your activities?

Vincent: 2021 has been really good actual-
ly, and the re-opening of brick-and-mortar 
shops has been great for all of us. It was 
amazing to find professional salespeop-
le behind their counters again, selling sex 
toys - these people are the essence of this 
business, and many people have forgotten 
about them during the lockdown in favor of 
e-commerce. That‘s our conclusion: Not to 
call the future of e-commerce into question, 
but this year 2021 has served to reinforce 
the importance of stores and human relations 
which are simply irreplaceable.
 

What contributed to the positive performance 
of your company last year? Could you list the 
highlights of 2021 for your company?  

Vincent: In early 2021, we merged with SJ 
Trade GmbH whom you may have already 

seen at eroFame 2019, and we were able 
to expand our European and international 
network in the fetish and hardgay world. 
Gangbangster has been recognized for the 
2nd consecutive year at the XBIZ Europe 
Awards as the BDSM Brand of the Year and 
is nominated for the big ceremony of the year 
in January in Los Angeles. It has been a very 
successful year for us creatively. The launch 
of our Mr. Sling brand has been fantastic, 
and we are happy to collaborate with SHOTS 
to whom we have granted the exclusive 
distribution rights for the brand in Europe. We 
are also working hard on several collections 
made of high-quality leather made in Europe, 
but I will tell you more about that in 2022.
 

You serve very specific segments of the 
market with your products. What trends were 
most influential in these niches in 2021? 
What were consumers looking for in the 
second year of the pandemic? 
 
Vincent: I wouldn‘t say niche market  
but more original and specific (which is the 
translation of niche). The products we propo-
se are not exclusive to any one type of sexu-
ality or desire; www.fundistri.com for example 
is a wholesale site made to measure for our 
customers. Each product they want  
in the store is researched by our team  
and proposed at the best-possible price. 
To get back to your question, we have  
observed that customers want to invest in 
their object of pleasure and no matter the 
price, they want a quality companion that 
lasts. Same thing for the accessories; we  
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observe a very strong tendency to acquire 
the solid and the original. Our best seller of 
2021 is our 4- or 5-point sling frame with  
16 hooks for BDSM play – a playground  
for kinky players, easy to assemble and  
disassemble. 

And how would do you sum up 2021 with 
respect to the erotic market in general?  
Was it the year of mergers and acquisitions?

Vincent: It would be difficult for us to say  
no, given our merger. This year, we have wit-
nessed some pretty amazing mergers  
with Lovehoney and WOW Tech for 1.2 billion 
dollars; but also EQOM which is growing  
very fast following the latest events and the 
acquisition of Amorelie. We ourselves are far 
from this kind of ‚Wall Street market and busi-
ness‘ - actually, we just asked a friend ‚How  
about working together?‘ 
 

Our market, like other industries, suffered  
and continues to suffer from supply chain  
difficulties. You have your own production  
facilities in France which makes for short 
transport distances. Does this also mean  
that the current situation is not a concern 
for your company? 

Vincent: Absolutely, we currently have 94% of 
our production on Gangbangster in stock and 
except for maybe some increases cost due 
to transport, we are very optimistic for 2022. 
Our European leather and metal production 
is of course experiencing some troubles, but 
production times will not be impacted.
 

What are your expectations for the year 2022? 
What challenges will our market have to over-
come in the new year? 
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Vincent: We don‘t have any expectations; we 
simply look at what is expected of our industry 
and respond to that as best we can. On a 
more serious note, we would like to see a 
return to normalcy and for the market to stabi-
lize again; it is not easy to make projections at 
this time, as I am sure you will agree.
Our main challenges are to give birth to our 
two flagship projects that we had set up in 
2021, and to continue to export to the United 
States and the rest of the world.
 

What trends and developments do you expect 
to see in 2022? Which brands and products 
will set the tone? 

Vincent: I never expect anything, so I don‘t 
get disappointed. But I will follow closely the 
new creations of SHOTS which are always 
successful, I think. And as usual, I have a 
particular interest in the success of Boneyard, 
XR Brands, but also LoveToy, Addicted, and 
Chilirose
 

What are your ideas, plans, and goals 
for 2022?

Vincent: To work, to work, and to work.  
But always with the smile!

“2021 HAS BEEN REALLY GOOD 

ACTUALLY,  AND THE RE-OPENING 

OF  BRICK-AND-MORTAR SHOPS 

HAS BEEN GREAT FOR ALL  OF  US . ”
V I N C E N T  R E N O U

Benoit Cauet (CEO 
Gangbangster) and 
Vincent Renou  
(Sales Manager 
Gangbangster)
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Tough as they look, the anal toys 
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potential, body safe and all for a 
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The days of the simplistic sex toy are fading into the rear view, and com-
panies like ZALO are delivering the full luxury experience from the 

moment consumers pick up the box. By now, ZALO is a known name 
in the high-end pleasure niche. They‘ve positioned themselves in 
the market with top-tier technology, artistic and striking product 
design, and packaging that‘s fit for a queen (which is, not coinci-
dentally, also the name of a sex toy in the company‘s Legend brand 
line). Peter Ovsanka is the president of ZALO USA and a major, 
driving force in the company‘s international expansion. For the 
last half-decade, Ovsanka has grown ZALO to include both unique 

inventions and re-vamped iterations of popular products. Just 
in time for the new year, Ovsanka says ZALO distributors 

and retailers can expect plenty of new releases and 
brand lines to keep customers curious. While 

heavily promoting the Legend series, a collec-
tion of vibrators with a gorgeously Egyptian 
queen-esque theme, the company‘s new 
Rose series will also be at the forefront of 
Ovsanka‘s efforts. Just launched at the end 
of 2021, ZALO‘s Rose sex toy line will inclu-
de 2 dual-stim toys, a respective thruster 
model and a vibrator, both of which feature 
clitoral stimulation. ZALO‘s Unicorn set, a 
triple-play kit including an air-pulse clitoral 
toy, a mini luxury bullet, and a slim, inserta-
ble vibe, will similarly debut to match the 
soft, pastel aethetics of the Rose collection. 
As Ovsanka highlights, young consumers 

want more than luxury for luxury‘s sake, and 
that‘s the heart of the ZALO mission. Provi-

ding consumers with the absolute best value 
for their money – while also satisfying their need 
to dive into a well-decorated box of self-love 
splurges – will remain ZALO‘s cornerstone. 
Peter Ovsanka reflects on ZALO‘s prior, success-

ful year and reveals what the future holds for his 
promising collection of new releases.

ZALO has always prioritized  
quality and design first and foremost
ZALO USA  p r e s id e nt  Pe te r  O vs onka  e xam ine s  c on sumer  t ren ds  a n d  de ta i l s  n ew  re lea ses

Peter Ovsanka, 
president of 
ZALO USA
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Since EAN last caught up with ZALO, how has 
the company evolved and progressed their 
business? Besides new product releases, does 
Team ZALO have anything exciting to share 
with the industry?

Peter Ovsonka: In the past few years, ZALO 
has released a number of innovative products, 
such as our KING, a combination vibrator 
and thruster, detailed with gold, jewelry-grade 
accents and a Swarovski crystal. Released last 
Valentine’s Day, the BESS clitoral stimulator has 
been dubbed the Swiss army knife of sex toys 
by our PR team because of it’s versatility. Both 
ends vibrate, and there are attachments for the 
clitoris, nipples and G-spot. Just debuted this 
summer, KYRO is our multi-functional AV mas-
sager that is rechargeable and powerful. The 
two most recent releases of the Legend Series 
have both impressed and won the hearts of 
consumers all over the world.
 

We hear ZALO just released a brand-new sex 
toy, the Rose Rabbit vibrator. Can you tell us 
about this toy and what makes it amazing?

Peter Ovsonka: Our Rose Rabbit Vibrator  
is ZALO‘s latest toy, just unveiled this past 
month. The Rose Series comes with two  
types: Rose vibrator and our Rose Thruster. 
Young consumers are no longer blindly  
following luxury goods, and instead crave  
interesting and cost-effective products and 
brands. Both Rose toys are dual function,  
combining vibration, heating, thrusting,  
and suction. We make sure customers are  
getting the highest value for the price.
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What other products is ZALO focusing on 
at the moment? Do you plan to release any 
other new products this year that you‘d like to 
promote?

Peter Ovsonka: Like I mentioned above, this 
month we’ll debut the Rose Rabbit’s sister toy, 
a dual stimulation clitoral suction and thrustrer 
combination. In time for holiday gifting season, 
we’ll introduce the Unicorn Set which includes 
three toys for the price of one: a clitoral suction 
toy, a bullet vibrator and a thrusting bullet vib-
rator, available in strawberry, lemon and purple 
tones.
 

What did ZALO notice about the market th-
roughout these last 2, Covid-tainted years? Did 
anything change remarkably for your wholesale 
business or manufacturing capabilities?

Peter Ovsonka: COVID definitely had a big 
impact on the industry. People have had to 
stay at home, which has led to more people 
purchasing their first toy, and we saw a pattern 
that after they bought their first toy, the gates 
have opened. Consumers have definitely gotten 
more curious about different ways to experien-
ce pleasure. We have seen remarkable sales 
increase in the past 2 years. We have recruited 
more people, and our production capacity is 
two to three times more compared to 
pre-COVID. 
 
 
How is ZALO continuing to service their custo-
mers as travel restrictions and health warnings 
are still in effect?

Peter Ovsonka: As we continue to grow, ZALO 
is recruiting more sales teams and training staff 





all over the world, to provide ZALO retailers and 
distributors local training on our products. As a 
brand we hope to hold more online events to 
deepen the interaction between customers and 
our product collection.
 

Can the industry expect anything new and ex-
citing from ZALO as we head into 2022? What 
can ZALO reveal about their plans for the next 
year or so?

Peter Ovsonka: Between BESS, KING, 
QUEEN and KYRO, our Legend Series is 
ZALO‘s most popular collection. We plan to 

add several new designs to the Legend series, 
with better design, more convenient use, better 
experience, and gift box packaging. We always 
take into consideration our customer demand 
and feedback when creating new additions to 
our line. At the same time, we will also launch 
several entry-level products to meet the needs 
of consumers in different markets, and also 
some new products designed for couples.
 

Where will ZALO be focusing their efforts to 
continue the growth and evolution of the 
company? What areas are most important 
to the team at this time?

Peter Ovsonka: ZALO has always prioritized 
quality and design first and foremost. We want 
customers to recognize ZALO products at the 
first glance. Our brand was founded on making 
quality intimacy accessories that reduced the 
shame of pleasure and masturbation with 
sophisticated aesthetics that customers would 
want to display. We create products that custo-
mers are not only excited to use because of 
how stunning they are, but will continue to use 
because of the experience they have with our 
products. Our products fit into our customer’s 
lives and routines. We don’t cut corners. All of 
our products use the highest quality silicones, 
motors and we put extra attention to the tech-
nology within all of our toys.
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This interview is 
contributed by Colleen 
Godin, EAN U.S. 
Correspondent
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Your new website is the result of a 
development that has been affecting our 
industry for some time: search engines 
and social media platforms restricting or 
burying sexual wellness content (informa-
tion about products as well as advertise-
ments). How damaging is this develop-
ment to our industry? 

Julia Margo: Incredibly so. We find it 
ridiculous that in today‘s age of under-
standing and equality that being able to 
advertise products that fulfil a legitimate 
human need (sexual wellness) is nearly 
impossible. For many, sex toys are a life-
line in terms of their relationships, mental 
health and personal expression. From an 
industry standpoint, the continued blo-
cking of content and the adult classifica-
tion of genuinely useful sexual health mes-

saging is making it harder for businesses 
to make a profit. Predominantly due to 
reduced campaign effectiveness and an 
ever-dwindling pool of media partners that 
will allow ads on their networks. 
 

How can this hostility on the part of  
search engines and social media plat-
forms be explained when sexual wellness 
products are becoming more and more 
socially accepted? A lot of people believe 
these products have already arrived  
in the mainstream ... 

Adam Lewis: We believe sex toys are 
well and truly mainstream these days.  
Most of this is thanks to TV and film, with 
shows like Sex and The City and movies 
like Fifty Shades Of Grey where they des-

It is a sad fact that compa-
nies and brands in the se-
xual wellness industry are 
often faced with problems 
when trying to present 
information and content 
online or when advertising 
their products in the digital 
realm. Hot Octopuss has 
been having those pro-
blems as well, and after 
Google gave them a parti-
cularly hard time, the team 
decided to launch a new 
website. Julia Margo and 
Adam Lewis, the founders 
of the brand, tell us more 
about the idea, the site, 
and the troubles that got 
the ball rolling.

The frustration is that society has moved one way  
but the media giants have moved in another direction
Hot  Oc topus s  l aunch  ne w we bs i te  i n  r e s p onse  to  G oog le  p rob lems

Julia Margo and 
Adam Lewis, the 
founders of Hot 
Octopuss
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tigmatize sex and sex toys. The frustration is 
that society has moved one way but the media 
giants have moved in another direction. The 
reason for this (as far as we can see) is fear. 
Fear of lawsuits and complaints from people 
who disagree with making sexual wellness part 
of the conversation.  Fear of backlash and lost 
profits from users leaving their platform if they 
make the first move and fear that the content 
will be seen by an underaged audience that 
would be mentally scarred by it. The question I 
would ask is ‚how easy is it for my 12-year-old 
son to seen porn?‘ Answer: Super easy, even 
with parental controls all he needs to do is 
open an online VPN and everything’s on offer. 
It’s about a balance. Do I want sex toys to be 
advertised directly to my son? No, but that’s an 
easy fix. Don’t show ads to under 18 year-olds. 
There are many ways media companies could 
safely allow sex toys to be advertised online. 
They just don’t want to take the risk.

 
At the end of the day, money talks. Will these 
companies become more accepting of the  
sexual wellness category sooner or later to  
get their piece of the pie?  

Adam Lewis: Some maybe, but with the 
revenues some of the larger companies ge-
nerate, it can make it a fight not worth having. 
Shareholders are always nervous of change 
and especially if that change involves being the 
first mover on something that could be contro-
versial. If the business is on the up and profits 
are rising, why risk anything that could upset 
that. Our belief is that it will be the challenger 
networks and media businesses of the future 

that change the conversation. And change 
can’t come soon enough for our industry. 
 

In an official press release regarding the launch 
of your new website, you criticize Google in par-
ticular. What have they done to draw your ire?
 
Julia Margo: We have imperial evidence of 
Google continually disapproving our search ad-
vertising, even when it 100% meets their criteria. 
We’ve had Google experts agreeing that there’s 
been a mistake, allowing our ads to go live again 
and then unapproving them the next day (each 
time this happens it takes 2-3 days to get the ads 
back up). This is happening to us on a weekly ba-
sis and it’s costing us thousands each month (in 
time) just to keep the account operational. Their 
problem but at our cost. It is unfair. 
 

Can you tell us more about your experiences 
with Google‘s new initiative? How has it affec-
ted your business?  

Julia Margo: There are so many things we’d 
like to say, but as a prime example every time 
Google changes its algorithm (about 3-4 times 
a year) it crashes our SEO. More and more 
of our content gets classified as adult (most 
completely unfairly). Whilst Google is supremely 
clever, it’s abundantly clear its intelligence has 
not been trained to understand and contextu-
alize sexual wellness content. Mention sex too 
many times: Adult, use slang words like ‘Dick’: 
Adult. Sex is not a dirty word.  The use of lan-
guage doesn’t make content adult in a modern 
age……but Google seems to think it does. 
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Your answer to Google’s unfair treatment of Hot 
Octopuss is a new, self-learning website. How 
long did it take to develop this new site?  

Adam Lewis: Longer than we thought. We 
were working on a six-month timeline, but in 
the end it took over a year. As with everything 
worth doing there were some challenges (espe-
cially the self-learning part), but it is live now 
and we are already starting to see the benefits 
of a fully connected web ecosystem. Users  
are spending more time on site, engaging  
with more content and ultimately buying  
more products because they’re getting a  
better experience. 
 
 
What can your website do that traditional web-
sites can‘t - especially when it comes to  
search engines?  

Adam Lewis: Our entire website architecture 
is custom coded. This means we aren’t locked 
down by the same constraints off-the-shelf 
websites are. We spent months segmenting 
our content and tagging every image with 

contextual information to create search engine 
‘clusters’ of content designed to improve 
our ranking in key areas. Because of the way 
our new website is designed, all new cont-
ent automatically drops into a search engine 
‘cluster’ when we publish. Without need for 
manual analysis or SEO skills. This means we 
can move faster, rank higher and do it with less 
human interaction. 
 

What results has your new website generated 
so far? And most importantly, how have your 
consumers responded to the site? 

Julia Margo: We’ve seen an 89% increase 
in time on site, our conversion increased by 
21% (48% on email traffic) and we are steadily 
seeing our organic ranking on Google rebuild.  
Feedback from customers has been overwhel-
mingly positive. People love the site’s speed, 
the new clean look, and the browsing experien-
ce. We’re over the moon to be planning 2022 
knowing we now have the online capabilities 
to take on whatever Google (and the rest) 
throw at us.

Hot Octopuss’ new 
self-learning website is 
a response to Google’s 
restrictive approach to 
sexual wellness content 
and ads





I N T E R V I E W

w w w . e a n - o n l i n e . c o m  •  0 1 / 2 0 2 2186

Dildos can kiss their high sales numbers goodbye. Can 
we surmise to be well within the decade of the ride-able, 
grind-able vibrator? While there will always be plenty  
of consumers who adore penetration, the sex-positive  
movement has given other types of sensual stimulation  
a deserved platform. If pleasure boutiques can sell slat  
wall after slat wall of sex toys to target G-spots, there‘s  
bound to be just as many consumers who would gladly help  
products for grinding and humping to disappear from the  
shelves – if only such products even existed. Tabitha Rayne, 
the industry-famous erotica author turned sex toy inventor,  
felt this exact conundrum when she launched the original 
Ruby Glow ride-on, external vibrator with manufacturer 

I want to do better by people who  
have been overlooked in this industry
Tab i tha  Ray ne  p r e p s  fo r  the  l aunch  o f  he r  nex t  r i de -on  v i b ra to r,  Ruby  G low  B lush

Rocks-Off. After a successful run 
with the industry‘s (maybe) first 
small-scale, saddle-style pleasure 
toy, Rayne and the Rocks-Off team 
decided it was time to release  
her second iteration to the mas-
ses. The brandnew Ruby Glow 
Blush promises even more com-
fortable grinding, versatility, and 
one-of-a-kind external pleasures. 
Smoother and curvier than the 
original, the Ruby Glow Blush is 
rechargeable and includes fun 
remote control features to better 
accommodate couples play. Ruby 
Glow Blush is made especially for 
on-top grinding positions with 3 
erogenous zone-hitting bumps for 
users to hump against. Each  
bump offers 10 functions of speed 
and teasing patterns. But this 
time around, Rayne added extra 
features for those who love vulva 
vibration just as much as internal 
rumbles. The Ruby Glow Blush‘s 
rounded, wand-style shape can 
be held in the hand and safely 
and pleasurably inserted into the 
vagina or bum, or pressed firmly 
against the clitoris from above 
for pin-point stimulation. After 
another typical Covid delay, Rayne 
and Rocks-Off are finally slated to 
debut the Ruby Glow Blush this 
year. EAN grabbed Tabitha Rayne 
for an exclusive interview on her 
latest creation and the future of 
the grind-on sex toy.

Tabitha Rayne is an 
erotica author and 
inventor of sex toys 
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So us folks at EAN Magazine hear you‘ve got a 
new version of the Ruby Glow hitting the retail 
market soon. Are the rumors true?

Tabitha Rayne: Yes! It’s absolutely true – the 
new Ruby Glow Blush will be ready for action  
in early 2022!

 
In case some readers aren‘t familiar with the 
original Ruby Glow, can you give us a run- 
down of your initial design that you released with 
Rocks-Off a handful of years back?

Tabitha Rayne: The original Ruby Glow was 
a concept I came up with way back in 2014 
when I wanted a saddle style toy to grind on 
while I wrote erotica. I thought I’d find what I 
needed online but it hadn’t been invented so I 
had to just make it myself. After about a year of 
R&D I pitched my work to Rocks Off who took 
a chance and added it to their range where it’s 
gone on to win awards and has a loyal following. 
It’s basically a portable ride on vibrator that you 
can straddle and hump on your chair, delivering 
hands-free orgasms in an easy and pleasurab-
le way. My history of using sex toys was fairly 
sparse as I didn’t want penetration and found 
phallic toys intimidating so there didn’t appear to 
be much for people like me. I was very keen to 
create a shape that didn’t resemble genitals at 
all and in fact the design  
is inspired by a nude in repose. 

Why did you and the Rocks-Off team decide to 
re-vamp Ruby Glow? What feedback inspired 
this decision?

Tabitha Rayne: 
The Ruby Glow Blush is not 
just a re-vamp of the original, it is a whole  
new product! 

At my first meeting all those years ago with Rocks 
Off, I actually pitched both designs. Because it 
was such a new concept, and  
developing sex toys is extremely expensive,  
the Rocks Off team had to chose one to ‘test 
the market’ and ensure a second product would 
be a winner. We’ve had Ruby Glow Blush in the 
pipeline as long as Ruby Glow  
has existed so it really is a thrill to finally be  
able to shout about it and let everyone know. 

The great thing about taking this time to really 
develop the product is that we’ve been able to 
incorporate the lessons we’ve learned with the 
first toy. Of course, the feedback will always be 
that sex toys should be rechargeable, which the 
Ruby Glow original isn’t. The reason for  
this is that every bit of tech adds to the cost  
so we really had to bring out a battery powered 
product first until this little toy proved itself.

We’ve worked really hard to ensure this Ruby 
Glow Blush is as inclusive as possible from ease 
of use to the language used on the packaging 
and instructions. I’m delighted that we’ll have 
no plastic in the packaging and it will be fully 
rechargeable. However, the Ruby Glow original 
will remain battery powered so there is choice for 
people who prefer that  
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– for example I have some older friends and 
family who know where they are with batteries, 
so it’s also important we don’t forget about those. 
#orgasmsforall

 
How will the new Ruby Glow differ from the  
original? What can fans of the original look  
forward to?

Tabitha Rayne: The Ruby Glow Blush is similar 
in concept as it is a humping, grinding, ride-on 
toy, but with one key difference: it is (I believe) the 
world’s first ride-on and wand combo. The wand 
lifts free of the ride-on cradle to enable pinpointed 
hand-held clitoral stimulation, and also internal 
stimulation. Because there is a  
fabulous middle hump in the wand, it can also 
be used for anal play. One of the frustrations of 
the original being battery powered is that it can’t 
be used in the bath so we’ve made absolutely 
sure that this new wand, once separated from 
the cradle, is fully submersible. Grind on bath 
fun, here we come! The ride on aspect differs as 

there’s an extra smaller hump at the rear to give 
a hint of bum fun. While researching with my 
RTV silicone prototypes way back when, 100% 
of my testers found this design brought them 
to orgasm more quickly. There is also a remote 
control for added sexy dynamics.

 
Looking back, what positive feedback have you 
received over the years on Ruby Glow? Why is 
this ‚niche‘ toy still such a fan favorite?

Tabitha Rayne: The best feedback I ever recei-
ved, and something I use to drive me on when 
times get tough, was from a disabled trans man 
who had felt detached from his body and sexual 
self. The Ruby Glow gave him the first orgasm 
he’d had in a year. Iwant to make sure people 
like him are considered and their pleasure im-
portant. It made me rethink my entire business. 
I want to do better by people who have been 
overlooked in this industry. As a whole, we are 
definitely doing great things and technology, 
new designs and awareness has led to some 
incredible sex-tech innovations over a few short 
years. However, I still think us humpers and 
grinders are a little left out!

I think the fact that my toys offer full vulva  
stimulation is what gives them a unique place  
in the market. I also love that because they offer 
external stimulation, they can be used through 
underwear or while wearing menstrual cups or 
tampons.

 
Since the Ruby Glow was released, thus spur-
ring interest in grinding-style, vulva and clitoral 
toys, do you think the industry has finally taken 
notice of vulva owners who desire external 
stimulation over penetration? 
 
Tabitha Rayne: I really do think the industry has 
hugely improved and is now bringing toys that 
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offer so much more than penetration. Thinking 
about air pulse technology, and wonderful clitoral 
vibes which give much more coverage than a 
bullet, it really is going in the right direction. I’ve 
been given exclusive inside information that the 
next biggest trend in the sexual pleasure world 
is grinding so I’m hoping to be ‘riding’ that wave 
along with all my dear humper friends!

 
How can pleasure product brands do better to 
serve the ‚few‘ of us that, frankly, couldn‘t care 
less about dildos, dongs and penetrationcentric 
sex toys?

Tabitha Rayne: I think listening to your custo- 
mers is key. The fact that I was just an ordinary 
person who couldn’t find what I was looking for, 
has led to a genuine design. Like, I’ve always 
known at least *one* person in this world who 
will use it! And here’s the thing, are there really so 
‘few’ of us? I’d say you always hear of women 
and vulva owners finding their first sexual plea-
sure through things like climbing a rope,  
riding a pony or rubbing themselves with the 
back of their hairbrushes! If that’s not saying ‘I 
need a ride-on vibrator’ I don’t know what is.
 
 
Do you think there‘s enough of a market  
for more toys like Ruby Glow to prosper?  
How can toy designers and consumers like 
yourself convince more manufacturers to  
create similar products?

Tabitha Rayne: I think it’s all about reach and 
education. Teaching people about their bodies 
and sexual pleasure really is key. Letting them 
see that there are so many ways to satisfy your 
urges, and if you’re not into penetration we have 
options. I’d urge manufacturers to really think 
about how people stimulate themselves and 
how we can aid that. I guess the best way  
for me to convince other manufacturers that 

they really need to get on this ride-on trend is  
to make sure Ruby Glow Blush is an international 
success. I really hope the versatility of the  
toy with its multi-functionality and ease of use will 
give it an edge and inspire new designs to cater for 
all sorts of tastes.

While primarily catering for pleasures of the  
vulva, the gentle ‘hook’ shape in the wand is lovely 
for cradling the penis or balls too so it really is a toy 
everyone can explore.

I’m in a very privileged position of being in the  
erotica world where talking about sexual pleasure 
is not taboo, in fact, it’s celebrated. If I’d chosen 
any other career, I might not have felt comfortable 
exploring this side of me or speaking out about 
what I craved. So I guess talking about desires 
openly and making sure others know it’s OK to 
be sexual with yourself will open up all sorts of 
discussions and ideas we’ve not even considered 
yet. Exciting times indeed!

“THE  FACT  THAT  I  WAS  JUST 

AN  ORDINARY  PERSON WHO 

COULDN ’T  F IND  WHAT  I  WAS 

LOOKING  FOR ,  HAS  LED  TO  A 

GENUINE  DES IGN . “
TA B I TH A  R AY N E

This interview is 
contributed by Colleen 
Godin, EAN U.S. 
Correspondent
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Frank, you have been part of this industry for 
quite some time. Would you have imagined, 
even a few years ago, that the market would 
evolve as rapidly as it is doing right now?

Frank Soetekouw: E-commerce has ob-
viously contributed to this rapid growth, as 
have the lockdowns. Personally, I think we 
need to find a new balance. The great thing 
is that the products in our market are much 
more accessible to the masses than they 
ever were. And they are also much more 
widely accepted. Today, nobody is shocked 
or enraged about sex toy ads on TV. But we 
mustn’t forget the personal element. This 
industry benefits most when there is someo-
ne the consumers can turn to if they have 
questions or need advice.
 

What was your childhood ambition? 

Frank Soetekouw: I don’t think I ever had a 
clear idea of what I wanted to be ... except I 
never wanted to be a policeman or a  
firefighter.
 

How did you get into the industry? 

Frank Soetekouw: I think it happened the 
same way many careers in this industry 
begin – through happenstance. Also, a friend 
recommended that I should give working in 
the erotic market a shot; that also played a 
major role.
 

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

Frank Soetekouw: I’d definitely be in  
distribution somewhere.

What was the biggest step in your career? 

Frank Soetekouw: Having the opportunity to 
create a whole new brand in the erotic market 
together with Bernd Poitz und his product: N1 
Up Natural Power Booster for men!
 

Where do you see yourself in 10 years’ time? 

Frank Soetekouw: Still working in the indu- 
stry, probably on a global scale by then, get-
ting our customers interested in our products.
 

How do you envision the future  
of the industry? 

Frank Soetekouw: The market will definitely 
keep moving toward e-commerce, and big 
alliances will be forged across borders and 
across markets. I am convinced that there 
will still be room for personal interaction with 
the consumers, and for companies to create 
and maintain business relationships  
in person. 
 

What is your idea of a perfect working day? 

Frank Soetekouw: When I get positive 
customer feedback at the end of the day.
 

Who would you consider your role model  
and why? 

Frank Soetekouw: Stephen Hawking. And 
not just because of his intelligence but also 
because of his perseverance. Suffering from 
a debilitating condition and still achieving the 
impossible, making the most of your life and 
the time you are given. 

Finding someone who didn’t 
want to be a policeman or 
a firefighter when they were 
a kid is hard, and it is even 
harder to find someone who, 
if given the chance to swap 
lives with someone for one 
day, wouldn’t pick a powerful 
politician, a genius scientist 
or a famous actor but rather 
stay in his own skin. But there 
are those rare exceptions, and 
EAN has found one: Frank So-
etekouw, brand ambassador 
of N1 Up. In our Monthly May-
hem, we talk about Stephen 
Hawking, an EAN special issue 
titled ‚People Frank Soete-
kouw would never want to see 
naked‘, and the importance of 
cherishing personal relations-
hips even in times of digital 
progress.

M O N T H L Y  M A Y H E M
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Frank Soetekouw
Quest ions  & Answers
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Imagine you have been asked to award a medal  
to someone. Who’s the lucky winner? 

Frank Soetekouw: Well, medals are always 
awarded to individuals, be it in our industry or in 
society in general. However, I feel everybody who 
maintains a healthy balance between rationality 
and emotionality deserves great respect, so I hope 
you have a lot of medals for me to hand out.
 

Which personal success are you proud of? 

Frank Soetekouw: There is no individual success 
I’d single out, but it is always great to have your 
closest friends and family join you on the path to 
these successes. It is not just the result that makes 
the whole thing worthwhile but the whole journey.
 

What do you particularly like about yourself?  

Frank Soetekouw: I am not the type to pat myself on 
the back, but I would say I am a people person; also, I 
am enthusiastic, and I have a healthy sense of humour.
 

Which vice could you never forgive? 

Frank Soetekouw: Narcissism. 
 

What song do you sing in the shower? 

Frank Soetekouw: I feel I’d get in trouble for noise 
pollution if I ever sang anywhere. But I like to listen 
to typical 90s music.

Who would you never ever want to see naked? 

Frank Soetekouw: You’d need a special issue of 
EAN if you want me to go through the entire list.

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

Frank Soetekouw: I would like to visit the north 
pole and the south pole.
 

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

Frank Soetekouw: A return ticket, the latest issue 
of EAN, and good humour.
 

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

Frank Soetekouw: Actually, I am quite happy with 
my own life, so …
 

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

Frank Soetekouw: Always trust in your own skills. 
Think about solutions not about problems. We are 
all working in an interesting, vibrant industry filled 
with opportunities and challenges, not to mention 
lots of great people.
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•  Provides extremely 
intense pleasure with its 
3 powerful motors

•  Stimulates the very 
sensitive AFE zone deep 
inside the vagina

•   Massages THE female 
hotspot – the G-spot

•   Makes the clitoris 
tremble with pleasure

TRIPLE THE AMOUNT OF PLEASURE!
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