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Kick-off at Dorcel
Dear readers
Over the course of the past
years, the question whether
or not the sex toy market
is crisis-proof has become
a staple of our interviews,
probably because we are
seemingly stumbling from
one international crisis into
the next. Given the current
situation, there is another
question that begs answering - a question we have
been asking since March
and that we will probably
continue asking for the foreseeable future: How much
is left of the optimism that
had permeated the past few
months? We all remember
the promising forecasts,
predicting a golden age
for this industry once the
pandemic had blown over.
Is all of that optimism dead
at this point? The answers
of our interviewees vary, but
while their statements can’t
be broken down to one
common denominator, the
general attitude seems to
be that there is no reason
for excessive pessimism.
And that is certainly a
positive message in these
trying times.
That‘s it for this month!
Matthias Johnson

Caldas da Rainha, Portugal - The Orgie company is gradually resuming its on-site training
sessions for its customers. It kicked off with a long-planned 5-day Dorcel tour that began at
its headquarters in Paris and then moved on to its stores in Le Mans, Tours, Angers, Nantes
and Bordeaux.

“T

he Dorcel tour finally happened after a couple of postponements due
to the pandemic’s highs and lows, we
finally made it and it was a great comeback to presential trainings. Aside from
being more effective (and fun!)
trainings than
online lessons
or webinars,
stores are where
we get the most
interesting questions about our
products, learn
how we can improve our POS support,
how our products are going, consumers
feedback and preferences, and get
some great suggestions either for Orgie

products on the shelves and for development of new products. It’s brainstorming
together and that’s only beneficial for both
sides. Retailers are the bridge between
our brand and consumers, so both sides
benefit from our
training. In every
Dorcel store we
visited, we met
professional
employees who
strive to make
their store a
perfect shopping experience
for their customers. Their attention and
willingness to deepen their knowledge of
our products more than convinced us,”
explains Raquel Shaw (Orgie Company).

Wijchen, The Netherlands - Experience
the sensational shapes and insatiable desires of porn star Julia de Lucia
with this PRIVATE Tube
masturbator. This pussy
masturbator not only looks
very realistic, but also has a
soft, lifelike feeling. With her
tight opening and ribbed structure on the
inside, Julia de Lucia will have you screa-

ming and begging within no time, just like
in her movies. The PRIVATE Tube is made
of body-safe, high-quality material and
can be used in combination with water-based lubricant. Julia de Lucia is sexy
scorpio, who are known
for being irresistibly sexy
and seductive. Her feminine shapes and
naughty look in her eyes says it all..

PRIVATE adds Julia de Lucia
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XR Brands launches 3 ‚Master Series‘
multi-piece Bondage Kits

Sexy sets feature all the accessories users need to explore their kinkiest fantasies
Huntington Beach, USA - XR Brands has unveiled the latest additions to the top-selling
Master Series collection: the Master of Kink 10 Piece Deluxe Bondage Set, the Captive
Cobra 6 Piece Bondage Set, and the Wild Sex 7 Piece Bondage Set.

T

hese multi-item sets make it easy
and economical for shoppers to
take home all they need to explore their
kinkiest fantasies with one purchase. The
Master of Kink 10 Piece Deluxe Bondage
Set includes wrist cuffs, ankle cuffs, collar
with leash, breathable ball gag, plus a few
kinky items including a flogger paddle and
blindfold – everything needed for basic
bondage! There are two nickel-free adjustable chains that connect to the wrist and
ankle cuffs, plus a leash that connects to
the collar. All cuff and collar straps are adjustable, and the five D-rings make it easy
to attach and detach the chains. Additionally, the vegan PU leather is soft, plush,
and comfortable against the skin, perfect

for long, kinky sessions. Anyone can bring
out their inner animal with the Captive
Cobra 6 Piece Bondage Set and the Wild
Sex 7 Piece Bondage Set. The Captive
Cobra set comes with two wrist cuffs, two
ankle cuffs, a collar, and a matching chain
leash. Each of the cuffs connects with
short, golden chains that match the chain
leash and the golden buckle closures,
and the pink vegan-friendly faux leather
features an iridescent rainbow shine.The
Wild Sex 7 Piece Bondage Set comes
complete with wrist cuffs, ankle cuffs,
collar, and mask featuring a striking jaguar
print as well as connecting chains ideal for
bondage fun, plus a leash to take roleplay
to the next level.

Swiss Navy sales team members become certified
sex educators

Pompano Beach, USA - Swiss Navy‘s
sales team has received certification
from the American College of Sexologists International. Rocky Bowell, Cheryl
Flangel, Janet Tamborelli and Briana
Watkins are now certified sex educators
and will add the post-nominal letters
ACS to their names. „A high-value certification ensures that we maintain a high
level of knowledge in those areas that
can successfully assist
08

our customer-partners,” said
Watkins, who serves as VP of sales
and marketing for M.D. Science Lab,
maker of the Swiss Navy brand. „We
felt it was important to have the first
wave of our domestic sales representatives certified to show how committed
we are to mastering our skills in this
field. We hope to have our international
and sponsorship team members
certified in the future as well.“
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We-Vibe Nova 2 in a new, intense colour
Midnighr Blue
Berlin, Germany - Rabbit vibrators are among the most popular sex toys. With Nova 2, We-Vibe, has reinvented the
classic rabbit. The bestseller is now also available in Midnight Blue.

N

ova 2 in Midnight Blue features an adjustable internal G-spot stimulator that adapts to
the body as well as an external stimulator that
maintains constant contact with the clitoris – ideal
conditions for a blended orgasm. Perfect for masturbation, Nova 2 can also be used with a partner.
The free We-Connect app, allows control of Nova
2 via smartphone from anywhere, regardless of
whether your partner is in the same room or on

the other side of the world. The integrated travel
lock ensures that the rabbit vibrator does not
switch on accidentally. Product details: Clitoris
and g-spot stimulator / Flexible arm / 10 vibration
levels / Control via We-Connect app / Waterproof
(IPX 7) / Running time: 120 mins / Charging
time: 90 mins / Travel lock / Made of silky soft
silicone – without phthalates, BPA and latex /
Colour: Midnight Blue

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

STRUBBI.COM
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XR Brands debuts Extreme

Bondage Portable Massage Table
Taking erotic restraint to the next level

Huntington Beach, USA - XR Brands is now shipping the Extreme Bondage Table, the newest
addition to their crowd-pleasing Master Series collection of advanced fetish and BDSM gear.

T

his smooth black vegan leather padded table is built to create countless
opportunities for pleasure and play with
a durable design that feels secure, no
matter how rough it gets. The Extreme
Bondage Table is built durable and meant
to last. The provocative design allows
users to fit the wrist and ankle cuffs on
their partner’s legs and arms in a manner
that is both snug and comfortable, then
attach them to any of the 20 D-Rings to
keep them in place while playing out their
fantasies and desires. The padded PU leather surface makes the Extreme Bondage
Table comfortable to kneel or lie on while
the face and crotch holes make access
easy and extra sexy while restrained. With
adjustable cuffs and 20 D-rings, users can
be securely attached while leaving plenty

of room for additional accessories. With
no assembly required, setup is super easy
and, as the PU leather is easily wiped
clean, maintenance is a breeze. Most
importantly, the Extreme Bondage Table
boasts a strong, durable design built to
withstand all the thrusting and writhing
users can dish out. “The Extreme Bondage
Table is an exciting addition to our array
of portable bondage furniture from Master
Series,” XR Brands President Rebecca
Weinberg said. “With more people than
ever exploring BDSM, shoppers are looking for high-quality items that let them take
their kink play to a more involved level. It’s
so exciting to be expanding this line with
such a high-quality product. We expect
this to become a staple in home dungeons and at play parties!”

Boosting anal pleasure with Buttocks by TOYJOY
Wijchen, The Netherlands - Buttocks by
TOYJOY is a premium line of high-performance butt plugs, created with a
variety of special features to boost
anal pleasure. The Buttocks collection
includes vibrating, inflating, and thrusting designs in a beautiful metallic blue.
Each plug is USB rechargeable, remote
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controlled and made of body-safe silicone. The experience levels are indicated
with the intensity on the packaging.
There is something for every lover of
backdoor fun, from beginners to advanced players. Buttocks by TOYJOY is the
perfect choice for next-level stimulation.
Available at SCALA.
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With only the best ingredients..... safe and effective.
AND a Money Back Guarantee !!
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Sportsheets is shipping their first

addition to ‘Sincerely’ in five years
The Bow Tie Collection
Cerritos, USA - Earlier this year Sportsheets teased the release of 6 new items from
Sincerely for the first time in 5 years.

T

he wait is over, the Bow Tie Collection
from Sincerely has arrived and is shipping. The Bow Tie Collection formally invites consumers to get dressed up and get
down, without leaving the house. Eternally
chic and simple, the bow tie is the symbol
of elegance and sophistication, once
associated with the most formal of affairs is
now fit for the bedroom.Their latest release
includes four faux leather pieces a collar
and leash, wrist cuffs, ball gag, pasties as
well as nipple jewelry and a paddle. “’Dress
up to get down’ became our mantra while
designing this collection. We aimed to
create a collection of elegant pieces meant
to be used in the naughtiest of ways,” said
Creative Director Chaney Cox. “From the

products themselves, to the imagery and
copy used to tell their story, this collection
transports the consumer to the black-tie
affair of their wildest dreams.” “It is always
exciting to show customers something
totally new; something they haven’t seen
before”, B2B Sales Manager Julia Harney
notes. “There really isn’t anything like this
collection in the market and the reactions
from our customers prove it.” These new
additions follow Sportsheets recent launch
of Kits; reusable gift-box kits designed for
prepackaged pleasure. “We are proud of
every product we bring to market but this
year we are pushing the envelope and we
cannot wait to share what else we have in
store,” CEO Julie Stewart shares.

New range of Waterfeel lubricants
available at Dreamlove

Alcalá de Guadaira, Spain - Waterfeel is
a high-quality water-based lubricant that
is available in the product versions Heat
Effect, Natural, Anal, Cold Effect, Cherry
Flavor, Vanilla Flavor, Cannabis Flavor and
Passion Fruit Flavor and also contains a
Toy Cleaner. With Waterfeel, consumers
not only use a high-quality lubricant, but
they also benefit from dermatological
testing of the product for all skin types.
Waterfeel is registered as a medical device
14

and has CE certification. It meets all the requirements of European legislation in terms
of safety, health and environment. It has a
moisturising effect and is long-lasting, the
presentation is discreet and transparent.
Waterfeel has a MSRP of €10.95 with a
wholesale price starting at €2.59.Recently,
Dreamlove has developed a new formulation with longer lubrication and offers a
revised bottle design with 175 ml at the
same price as for 150 ml.
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New Le Désir lifestyle images
Available from SHOTS
Beneden-Leeuwen, The Netherlands - As Hein Schouten, CEO at SHOTS Europe puts it:
“SHOTS is working its way to the next level”.

O

ne way of achieving that goal is by
stepping up their game for marketing
materials. That’s why SHOTS creative
department went to Alicante, Spain for
lifestyle images for Le Désir.“We really
want to show the brand to the world,”
explains Leandra Burgers, lingerie designer at SHOTS. “So, we thought, let’s
make beautiful lifestyle images to show
everyone what Le Désir can look like
outside of a photo studio.” And that’s
what they did. They flew to Alicante together with their model and photographer
they’ve worked with before. Stef Hartog
is a well-known photographer in the field.
“Stef has worked with Playboy. We’re so
lucky to have him.” And their gorgeous
model is Lindsey Boxhoorn. “Without Stef

and Lindsey, the images wouldn’t be so
great as they have turned out. We really
did this together as a team.” Their goal
was to show off the fancy, but sexy style
that is Le Désir. And they reached that
goal: The images are now included in
FHM Magazine together with an interview with Lindsey. Leandra tells: “We’re
so very proud to be in the magazine!
This is how we can show the world the
beauty of Le Désir. This is our first step
to this next level!” Are you being curious
for these images? You can find them on
the SHOTS image bank. Simply use the
keywords ‘le desir lifestyle image’ and
they pop up. All materials can be downloaded, so you can use it for your own
marketing strategy.

SCALA’s 3D Experience Event was a huge success
Wijchen, The Netherlands - The registrations to participate in SCALA’s 3D
Experience Event kept coming. The
event was fully booked. Customers
feedback on the event is very positive.
Also, the sample boxes and discount
voucher were very well received. After
the success of SCALA’s 3D Experience
Event in April, the 3D showroom is now
available on the website, accessible
16

to all SCALA customers. SCALA gives
customers the opportunity to walk in
the showroom digitally (just like Google
Street View) and to shop with a few
easy clicks! The Experience Centre is
full of store presentation and windows
inspiration with the latest released items
and newest brands. This all to help
retailers to inspire and to help style
and refresh their stores every season.
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Get Real Naked by TOYJOY
Exclusively at SCALA
Wijchen, The Netherlands - Get Real by TOYJOY introduces the Naked collection,
exclusively available at SCALA.

C

urrently there are four different
designs to choose from, with all
their own special features. The Vibrating
Dildo, which features deep rumbling
vibrations. The Rotating Beads Vibrating
Dildo features stimulation rotating beads
and powerful vibrations in the shaft. The
Up & Down Rotating Vibrating Dildo,
this design has it all; it moves unlike any
other rotating, vibrating, or thrusting dildo.

These functions are all combined in this
one dildo. And last, but certainly not least;
the Magnetic Pulse Thrusting Dildo. This
design provides a lifelike experience with
its unique Magnetic Pulsating Thrusting
movement. All Get Real Naked items are
made of high-quality silicone, USB rechargeable, remote controlled and comes with
a strong suction base. The items are also
strap-on compatible.

The ‘GoGasm Panty Vibrator’ for pleasure on the go
Flensburg, Germany - After the successful launch of the ‘GoGasm P&A Balls’,
the vibrating version of these new love
balls and the vibrator model with clitoral
stimulation, the ‘GoGasm Panty Vibrator’ has now been made available at
ORION Wholesale. The ‘GoGasm Panty Vibrator’ provides intense moments
of pleasure – anywhere and in a discreet
way! The wonderfully shaped Panty Vibrator from GoGasm has a stimulating texture
and magnetic wings for a non-slip fit. This
means that it can directly stimulate the
clitoris and vulva in an intense way. The
10 vibration modes can be easily adjusted
with the button on the remote control – it
can also be used by a partner for surprising fun and games of control. The quiet
18

but powerful vibrations pleasure anywhere
and everywhere. The vibrator is extremely
discreet which means that nobody will
know it’s being worn / used! The small,
light toy can also be used in the bath or
the shower because it is waterproof. The
high-quality silicone material feels great
against the skin when it is being worn and
during pleasure. It can be recharged with
the included USB cable. A battery for the
remote control is included. All the GoGasm products are delivered in attractive
packaging with a space where the product
can be seen. There is a description of
the product in various languages on the
packaging as well and the packaging
can also be stood up or hung up with
the hanger in the middle.
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#FemaleMasturbation
pjur is focusing on female masturbation this spring
Wasserbillig, Luxembourg - With its latest campaign topic #femalemasturbation, pjur is
addressing another taboo which mostly affects women.

V

ery little is said (in public) about female
masturbation, so pjur decided to check
in with women who masturbate. The survey
pjur&yourself sums up the results and
wants to encourage more open discussion
about masturbation. Six facts (Source: pjur
& yourself, survey about masturbation,
conducted in 2021) about masturbation
that deserve more attention: 1) Women like
to do it using their hands, toys and a lot of
personal lubricant. When women are asked
how they masturbate, those are the three
most common answers: with their hands,
toys and per- sonal lubricant. Several said
that personal lubricant helped them to
orgasm. 2) Getting to know their own body
and their own desire is just one of the reasons women masturbate. Orgasms are also
the number one reason women masturbate. 3) Being in a relationship is not a reason
for not pleasuring yourself. It became clear
that whether or not someone masturbated

was not related to their relationship status.
Masturbation is primarily a part of our relationship with ourselves, and part of our own,
lived sexuality. It is not replaced by sexual
activities with other people. 4) Women most
frequently masturbate in the bedroom,
under the shower or in the lounge. Women don’t want to restrict themselves to
one location, so there’s no clear winner. A
change every now and then is a good thing.
5) 63% of women masturbate 2-4 times
every week. This demonstrates that women
who masturbate do so regularly, and it is
definitely not a ‘minority activity’ (any more).
Yet another reason why it shouldn’t be
taboo to talk about it. 6) 68% of women
prefer pjur WOMAN Aloe for masturbation.
In a practical test, the consistency of the
water-based personal lubricant and its
compatibility with sex toys were mentioned,
and it was chosen as the preferred formula
by more than two thirds of testers.

Diamonds are a girl’s best friend
Wijchen, The Netherlands - SCALA is
thrilled to announce TOYJOY’s newest
arrival: Ruby Red Diamond – the newest
addition to the TOYJOY Designer Edition collection. This Ruby like diamond
offers intense micro vibrations for brilliant clitoral orgasms.Ruby Red Diamond
20

features a high-tech motor for strong,
intense vibrations and pulsating functions. Made of 100% pure silicone and
a jewel-shaped ABS plastic outer case.
Ruby is waterproof, USB rechargeable
and offers 4 pulsating function and 3
vibrating speeds.
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PDX Brands shipping Milk

Me Silly Mega Masturbator in Brown
20-pound powered milking machine twerks, shakes and gyrates
Bremen, Germany - PDX Brands is now shipping the best-selling Milk Me Silly MegaMasturbator in Brown from their European Distribution Center.

W

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

Me Silly! Adorned with a cute belly button, perfectly placed “thumb grip” back
dimples, and intricately decorated labia
and anus, the versatile Milk Me Silly can
be positioned for missionary, piledriver,
and doggie-style penetration on nearly
any flat surface or furniture!The Milk Me
Silly includes an industrial grade 24V
transformer, making it one of the most
powerful full-size strokers in the world! The included World Power Adapter
pack is approved in over 100 countries
worldwide. All boxes also include an
eye-catching printed 5” X 7” shelf-talker decal that can be displayed on the
box itself, on the slatwall, or at the cash
wrap. In-store shoppers can then use
their mobile device to scan the QR- code
and play Pipedreams viral Milk Me Silly
Teaser commercial, allowing shoppers to
“try-it before they buy-it” inside the store.

Sexy Outfits from NO:XQSE
Flensburg, Germany - There are now
seven new outfits from NO:XQSE
available from ORION Wholesale. Fancy
designs meet generous views – whether
it’s a body, catsuit or mini dress. These
outfits are pure eroticism for any occa22

sion. NO:XQSE stands for cheeky, sexy
outfits at great prices. These items are
made out of extremely stretchy material
and are available in a practical onesize-fits-all or in plus sizes so that the
designs will fit any figure.
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Swiss Navy launches Desire

Wellness Center
www.B2BSwissNavy.com/Desire

Pompano Beach, USA - M.D. Science Lab released a female-focused collection developed
by women, for women last year: Desire by Swiss Navy.

S

ince its release, this award-winning
product line has been one of Swiss
Navy’s bestselling collections, setting
new sales records with its products and
formulas, all uniquely created to support
female intimate wellness and sexual
health. This year, Desire by Swiss Navy,
and the women behind its creation, were
recognizing World Health Day. On April
7, 2022, World Health Day focussed attention on global wellness. This day was
created by the World Health Organization
(WHO) to celebrate its founding date in
1948. To commemorate this important
date, Swiss Navy launched their Desire
Wellness Center (www.B2BSwissNavy.
com/Desire). “Designing a thoughtful
collection of products that support

women’s health has been incredibly
fulfilling. And the fact that this entire line
is so successful just shows how much it
was needed,” said Briana Watkins, ACS,
M.D. Science Lab’s VP of Sales and
Marketing. “Of course, we want to do
more. Which led us to create an online
wellness center that could support our
retailers with training and information
throughout the year.” Every day, people
are more aware of their health and wellbeing. For that reason, wellness centers
have become the preferred place for
people who want to improve via advice,
data, and knowledge. The Desire Wellness Center aims to provide retailers with
intimate wellbeing information to allow
them to better serve their customers.

System JO promotes staff
Santa Clarita, USA - System JO is excited
to announce three position promotions last
month. Tori McCrobie, formally the Regional
Sales Manager for System JO, has been
promoted to National Sales Director. Tori has
served skillfully in several positions within
System JO for over 7 years, actively leading
the JO team in growth and development.
Staci Cruse and Timothy Ferencz, former
Account Managers for System JO, have
earned the promotion to Regional Managers, with Staci taking over the East Coast
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(East Coast Regional Manager) and Timothy
the West (West Coast Regional Manager).
Staci has been in the industry for over 12
years with the last five dedicated to System
JO. Staci also holds the title of product
specialist and is a certified sex educator,
managing several key accounts for System
JO. Timothy began his journey with System
JO in 2021 as a System JO Account
Manager successfully managing multiple JO
accounts. Timothy will now be overseeing
everything west of the Mississippi river.
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‘Modern Emotion’ has become ‘justlove’
Free, neutral customer magazine
Flensburg, Germany - The first edition of the erotic lifestyle magalogue ‘justlove’ is
now available.

T

he ‘justlove’ magalogue will replace
the previous free and neutral customer magazine ‘Modern Emotion’. The
focus is on sexual wellness and sex positivity both visually and in terms of content.
There are 40 pages full of exciting topics
about the best pastime in the world. The
first edition of ‘justlove’ is available in
English and German. Specialist retailers
can order the free neutral magalogue for
erotic lifestyle so that they can pass it on
to their customers. This A5 magalogue
is perfect for customer retention:  justlove Edition 1 > Spring / Summer 2022
(German), item number 09151570000 /

pack of 50 / justlove Edition 1 > Spring
/ Summer 2022 (English),item number
09151650000 / pack of 50. The new
edition of ‘justlove’ is now available as
an online magalogue in the download
area at www.orion-wholesale.com. Just
download it and integrate it into your own
online shop – to increase demand and
sales. Are you interested in advertising
your product in one of the next editions
of ‘justlove’ so that you can promote it
in an eye-catching way and reach your
target audience? Then please get in touch
with Claudia Jensen at ORION Wholesale,
E-Mail: cjensen@orion.de

Big Booty Mega Masturbators

by Pipedream available at SCALA
Wijchen, The Netherlands - It’s time to fulfil
your sexual fantasies with the Perfect 10
Booty and Perfect Ass XL mega masturbators by PDX Plus. Made from Pipedream’s incredibly realistic feeling Fanta Flesh,
these mega masturbators mimic the look
and feel of natural skin for incredible realism
and explosive climaxes. The soft, supple
material warms to your body temperature
and feels just as good as the real thing! The
Perfect 10 Booty weighs in at 14.2 lbs. (6.4
kg) and features an “open-cheek” design for
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easy access to the anal cavity. The Perfect
Ass XL weighs in at 12.6 lbs. (5.7 kg) and
was designed with closed thighs and
tighter ass cheeks for a more snug fit.
Both pieces feature big round ass cheeks
that are perfect for squeezing, while the
vaginal and anal cavities are lined with
pleasure nubs that were designed to
massage every inch of your shaft. We
hope you’re ready, because every detail
has been carefully crafted to give you
the ultimate lifelike experience!
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Love Not War celebrates

winning an award
iF Design Award

London, England - British, eco-conscious pleasure toy brand, Love Not War is celebrating
after being awarded a prestigious Gold iF Design Award 2022, their highest recognition, for
its outstanding design achievements.

T

he iF Design Award is one of the world’s most prestigious design awards.
Organised in Germany since 1953, the
iF seal signifies great product design, for
consumers and the design community.
Dubbed the ‘world’s first sustainable sex
toy brand’, the entire Love Not War range
is made from FDA-grade silicone and
recycled aluminum. The range comes with
an interchangeable battery base that is
compatible with the brand’s detachable
heads, allowing you to have multiple toys
in one, and reducing the need for multiple
lithium-ion batteries. Will Ranscombe,
Co Founder and CEO of Love Not War
commented on the award win: “We’re absolutely delighted to receive this iF Design

Award. When Love Not War was co-founded, we set out to make our products as
sustainable as possible, so winning this
award, a week before Earth Day nonetheless, is a great testament to our efforts
and designs. We are really proud of the
entire Love Not War range, so it’s exciting
to be recognised this way. Since we first
launched in 2021, we have witnessed
reviewers, influencers, the media and our
customers rave about our products and
their capabilities. We also have some more
products and exciting things planned for
Love Not War, and with the confidence of
the iF Design judging panel, we can’t wait
to hear feedback from customers
and reviewers.”

ORION Wholesale is one of the exclusive
distributors of BMS Factory
Flensburg, Germany - ORION Wholesale
is one of the exclusive distributors of the
Canadian company BMS Factory’s PowerBullet products and it has a selection of
nearly 40 items from the well-known BMS
labels including Naked Addiction, Swan,
PalmPower and Pillow Talk. “We highly
appreciate the team and the high-quality products from BMS Factory and are
proud to be able to intensify the previous
cooperation and successfully market the
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products”, said Björn Radcke, Head of
Sales & Marketing at ORION Wholesale. Gordon Bannister, Director of Sales
at BMS Factory, is also pleased with
this cooperation: “BMS has strategically
narrowed its distribution in Europe. We
equally cherish this relationship, and like
ORION, BMS is also family owned and
shares similar core values including
Ecological Sustainability Efforts and
Quality Production Standards.”
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PDX Brands launches

new B2B Resource Portal
www.pdxbrands.com
Bremen, Germany - PDX Brands is announcing the formation of a new company and the launch
of pdxbrands.com, the new comprehensive digital resource hub for partners to sell, market, and
promote the PDX family of award-winning brands.

T

he new PDX Brands company will
house the manufacturer’s historic flagship collections including PDX
Extreme, PDX Elite, PDX Plus, PDX Male,
Fuck Me Silly and Ultimate Fantasy Dolls.
“The new website is the ultimate online
resource for everything PDX Brands,”
said a PDX Brands rep. “The products
are unique, our audience is unique, so the
story each brand tells should be unique
as well. The brands need their own home
to continue to drive growth and build
awareness, which will help shoppers find
these types of products in your store. The
PDX Brands Pipeline is the perfect portal
to deliver a curated experience along with

the digital resources that resellers need to
create eye-catching campaigns, engaging
email blasts, stunning merchandising
displays, and exclusive PDX-branded
content!” The expansion will give customers tailored marketing tools to target the
PDX Brands core demographic and help
increase distribution for their hardcore
offerings. PDX Brands customers will be
able to monitor daily updated inventory
feeds and place online purchase orders,
access order and billing history, chat with
customer service representatives and product experts, and have full access to PDX
Brands comprehensive library of digital
sales and marketing tools.

Lovense now ships to Brazil
Singapore - Lovense is constantly
working to expand the geography of
deliveries and is proud to announce the
opening of delivery to Brazil. Delivery
to Brazil is available when buying
Lovense products in the official online
store at Lovense.com. “We have received a lot of requests for direct shipping
to Brazil from our customers and are
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pleased to finally announce that this
is now possible,” said Dan Liu, Lovense
CEO. “The South American market
is one of the fastest growing, and we
have a lot of Lovense fans there. We
will continue to work on developing
in the region and invest in logistics
to ensure lower prices and faster
shipping times.”
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pjur and U-GEM form a partnership
U-GEM expands pjur distribution in Taiwan
Wasserbillig, Luxembourg / Taipei, Taiwan - The pjur group and U-GEM Corpo-ration have
announced that they will be collaborating from 1 April 2022.

T

heir partnership aims to further expand
distribution of the pjur brand on the
Taiwanese market. U-GEM will also look
to use its knowledge of the local market
to expand pjur brand awareness through
targeted marketing activities. U-GEM will
distribute premium personal lubricants and
enhancement products from the pjur group,
the leading supplier of premium intimate
products. The products will be marketed
under the „pjur“ brand, which has achieved
a high level of brand awareness worldwide
thanks to its continuous innovations. All pjur
products combine pure experience and
enjoyment with premium cleanliness and
quality. They are dermatologically tested
and subject to rigorous quality and safety
management in line with German law.
Jason Hwang, CEO of U-GEM Corporation,
believes pjur is an asset for their personal
lubricant portfolio: „pjur is a premium brand
with more than 25 years‘ experience.

The products are registered as tested
medical devices, which builds trust with
consumers. At U-GEM we have high
expectations of the products we distribute, which is why we are delighted to be
working with pjur.“ Customers will benefit
from the partnership thanks to U-GEM‘s
many years‘ experience in the Taiwanese
market. The team will be the first point of
contact for customer concerns, and also
be responsible for operations. „In U-GEM
we have found a partner with extensive
market expertise that covers a variety
of online and offline sales channels. As
part of their approach, they reach out to
customers where they already shop and
offer excellent service. They are a strong
partner that will drive the distri-bution of
pjur premium intimate products. Together
we will bring pjur products even closer to
consumers,“ explains Alexander Giebel,
CEO & founder of pjur.

MALESATION introduces new penis rings
Wadgassen, Germany - The male brand
MALESATION introduces new penis rings,
which can now be ordered at ST RUBBER. All rings are made of stainless steel
(410), have a smooth surface and are of
first-class workmanship. A satin pouch
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for storage is included. If you have any
further questions, ST RUBBER’s customer service will be happy to help under
the telephone number: +49 6834 4006-0
or simply visit the online shop:
www.strubbi.com
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The next challenge
I s o ur ind u s tr y c r i s i s - p r o o f ?

Yes
Matthias Johnson,
editor in chief

The sex toy industry may
not have the same storied,
century-spanning history
as other industries, but it
has already witnessed its
fair share of crises. Usually,
those crises are followed by
calmer years but that is certainly not the case right now.
As we hope and pray we’re
finally out of the woods as
far as Covid is concerned,
we suddenly find ourselves
amid a new global crisis as
Russia has launched a brutal
war on Ukraine. Already
now, the effects on the
economy have been severe,
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As mentioned in the introduction, this
market has already been witness a
number of crises, and if you look at
those phases, you will notice that the sex
toy industry remained largely unshaken
by economic and financial upheaval even
if other markets and industries suffered
tremendous problems and financial
losses. Just think back to the big
banking crisis of 2007, the euro crisis of
2010 or, most recently, the economic
crisis that was caused when Covid hit in
2020. Admittedly, the Covid crisis is the
odd one out on this list as our industry
wasn’t just spared the worst ... it actually
ended up being one of the winners of the
pandemic years, the reasons for which
have been well-documented in this
publication and others. But even if we
ignore that example and limit ourselves
to the other aforementioned crises - or
any of the other troubles and slumps that
sprang up in between -, you will find that
none of these downturns caused a
significant decrease in the demand for
sex toys.
Now, as the cost of living is going up and
the prices for food, petrol, electricity,
gas, and heating oil are exploding, we
keep hearing stories in the media about

industries and markets that are already
seeing a steep decrease in consumer
spending. Of course, that only seems
logic when the consumers have less
money in their pocket at the end of the
month. And yes, the feeling of
uncertainty hanging over our heads is
tangible, and nobody knows where this
horrible situation will take us. When
leading politicians explain that tough
times lie ahead and that the days of
growth and economic wine and roses
may be over for the immediate future,
that’s a very clear sign. But that doesn’t
mean that the companies in the sexual
wellness market should bury their heads
in the sand. Why am I so optimistic?
Well, even when times get tough, people
still want to spend a little money to treat
themselves or their partners to
something special. They will simply do so
on a lower budget now, going for
something affordable with a favourable
price-quality ratio. It’s the same kind of
behaviour we have seen during other
crises. Big investments - be it a new car
or any other big-ticket item - are put on
hold, but people will always be ready to
spend money on some affordable fun
and enjoyment.
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No
As my colleague and founder of Joyboxx,
Deborah Seemer, told me while sourcing this
column, ‚nobody cuts back on orgasms in a
recession.‘ However, the Covid crisis proved
that the usual stability of the pleasure space
couldn‘t rely on our usual simplicity of
affordable fun. From manufacturers to
retailers, everyone experienced difficulties at
some point over the last 2 years. Want to
make a brick-and-mortar retailer laugh? Tell
them our industry is completely crisis-proof.
Physical stores had to hustle the hardest to
stay alive during the pandemic.“Knowing that
Covid was going to shut China down and
cause our distributors to have shortages, we
bought heavy and put items in storage. Little
did we realize that America would shut down,
too,” said retail shop owner Linda Koch.
“Here we were with all the inventory in the
world and no customers.” Believe it or not,
some stores weren‘t even close to prepared
to move to online sales. Retailer Shani Hart
saw many brick and mortars close for
months on end without a way of reaching
customers or selling products. “A lot of
people in our industry had been doing things
the same way for decades, because it
worked,” said Hart. “Many retailers didn‘t
have a social media presence, email list, or
website.” Even if your store was prepped for
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disaster, there was a good chance
you couldn‘t secure products. As
Johanna Weston of Adrien Lastic
poined out, our industry heavily
relies on international logistics.
“While we continued to see growth
during difficult times, we also had
a hard time keeping up with stock
demands,” said Weston. “We‘ve all
experienced how issues at the
ports, manufacturing plants closing
down across the world, and an
employee shortage can cause a
significant impact on operations.”
Covid was a huge wake-up call for
sex toy businesses everywhere,
and a stark reminder that being in
the business of fun isn‘t a guarantee of survival when the lubricant
hits the proverbial fan.

Colleen Godin,
EAN U.S. correspondent

C O L U M N

The Competitive Advantage: Iteration

Vs Innovation - how honest is your brand?
A c o l um n by D o m i n n i q u e Ka r e ts o s
Last month we discussed the importance of integrating education into
community spaces to capture customers and develop brand advocates. This
month Dominnique Karetsos, CEO of
Healthy Pleasure Group, discusses the
steps to creating honest innovation.

Sexual Health & Technology today is
already a billion dollar industry. However,
with the rate our industry is scaling due
to demand and customer sophistication,
the industry is soon to hit the trillion dollar
mark. With this exponential growth comes
challenges (or, depending on your mindset, opportunities) and the need to close
the trifecta of Sex, Health and Technology
with honest science is escalating rapidly.
With society prioritising sexual health and
wellness, every brand is racing to the gate
to shout the loudest that their product or
service is unique, that it’s a disruptor of
innovation creating behavioural change,
that it promises social impact and tantilizing guestimates of income streams never
delivered before!
In an industry like ours, unfortunately
customers start off at a disadvantage.
As an iOverall there is little trust, with a
gaping void between customers wanting
to meet their sexual needs and issues but
not knowing whose products to trust to
solve them; a distinct lack of education
and almost zero regulation. With this in
mind it’s no wonder that consumers find
it easy to miss-identify product iterations
38
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as true innovation. Let’s take the supplement
market as an example. Whether to tackle stress
reduction or loss of libido, I have lost count of
the amount of supplements going to market as
everything from tonics to gummies, from pills to
drops under the tongue; yet every single brand
promises that their supplement is the one that
will make all the difference. That their iteration
of digestible solutions are more innovative than
the rest. Stop! Most supplements are iterations
of existing formulas; an extra sprinkle of an
ingredient here or there does not an innovation make. Nor does it justify marketing claims
promising a cure for something that isn’t broken or enhancing something that is not lost.
When we look closely at our industry there are
not yet many true disruptor brands, so understandably those that are new to the market
are iterating to compete. It’s a P&L response
to gain more customers, garner more press
and make more sales, though often with little
success.
True innovation is honest, transparent and
disruptive. Honest innovation focuses on being
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accurate and evidence-driven. Brands that
invest in cumulative iterations of their Minimal
Viable Products (MVPs) throughout the entire
process of product development before they go
to market, are the brands that will gain the trust
of their consumers. It is only by iterating during
the product development stage that brands
can ensure that their marketing claims are clear,
honest and proven to deliver on their marketing
promise.
To create honest technology for anything in
our industry that creates both impact and income; invest in product market fit. This means
starting by determining your target customer,
identifying their needs and how to date these
have been underserved, and defining your value proposition - why and how will this product
add value to your customer’s life? Detail your
MVP’s features, benefits and attributes, go
ahead and create your MVP and then… Do
not stop! Do not pass go! Do not go to market!
Instead get feedback on your MVP: test it
with customers and iterate, iterate, iterate
to improve and create true, honest and
disruptive innovation.

F E A T U R E

Tonga transforms an adult shop into a candy store
T he Dut c h w h o l e s a l e r c o l l a bo r a te s w i th A m s terda m-ba sed reta il sto re

Elizabeth van der
Heide, shop manager
of HeaveNo7

Spring is in the air and at the same time, the coronavirus restrictions, that limited public and social life for two years, are falling
one by one across Europe. HeaveNo7, a retail store in the red
light district of Amsterdam, celebrates this combination of more
sunshine and more freedom in their own, unique way: Since March,
the store’s shopping window holds a colourful, candy-themed
display. This feast for the eyes is the result of a collaboration
between Tonga BV and the shop manager of HeaveNo7.
40

H

eaveNo7, situated prominently at the corner of two
busy Amsterdam streets,
is part of a family business. Running the store
in 23-year old Elizabeth, who has set
up the interior in the vein of a designer
store. The white, high-polish shelves
create an atmosphere of luxury, which
is only befitting of the sex toys that are
presented here, covering various product
categories and price ranges. In the
centre of the store, a display boasting
the same radiant colours as the shopping window. It is all about Candy Shop,
the new product line of Dream Toys, one
of the brands of Tonga BV. Starting in
2011, HeaveNo7 developed a concept
for their store that Elizabeth describes
as ‘design your sex life.’ The goal was
the provide people with an open, inviting
and yet educational way to broach topics
such as sexuality. The goal is to dispel
taboos and common misconceptions by
countering them with expert knowledge
and scientific facts. “By discussing the
wishes of our customers, we can provide
them with the perfect sex toy. It is often a
relief for our customers to talk about sex
toys in a professional and fresh way. This
is very satisfying for us.” Elizabeth says.
“Many customers find it a relief to shop in
our fresh and bright store. By presenting
sex products in a ‘normal’ environment,
we lift the discomfort that people sometimes feel around these products. This
makes them more at ease, and sex also
becomes more discussable. Even when
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The shopping window
decoration is a joint
effort of HeaveNo7
and Tonga

people walk past the store, our cheerful and
playful shopping window makes them more
comfortable, and therefore they are more likely
to come inside and discover our services. In
5 to 10 years, I hope to be able to transform
the store even more into a place where sexual
health is central. Questions about how the
female and male body works, questions about
different orgasms, etc. will then be answered
even more extensively through videos and
other study materials. Perhaps we can
conduct workshops about which sex toys
are popular and why. On the basis of this
information, the customers can then come
to us for the latest products ‘to design
their sex life’.”
Tonga BV has decades worth of experience
as a wholesaler and distributor of sex toys.
The company offers a wide range of products
to their retail partners, including more than 50
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leading brands - many of which are distributed
exclusively by Tonga in the European market. Moreover, Tonga also have a number of
private brands such as Dream Toys, a brand
which is very much in sync with the times,
setting trends and also appealing to audiences
who are new to the world of sex toys. Tonga
states that the company doesn’t believe in a
one-sided buyer/seller relationship. Rather,
the company is an advocate of doing things
together, with one side helping the other,
sharing information for mutual benefit. “Our
account managers are our antennas in the
market. Their job is to see what the needs of
our customers are. To see how we can create
a win-win situation. Joint advertising and individual promotions are part of our tailor-made
solutions. Our collaboration with Elizabeth
from HeaveNo7 is a good example of this.”
says Melanie de Jonge, CEO of Tonga BV.
w w w. e a n - o n l i n e . c o m • 0 5 / 2 0 2 2

F E A T U R E

pjur DIGITAL DAYS Partner Summit
pj ur ’s se r i e s o f d i gi ta l s u m m i ts f o r c u s to m e r s a nd p a rtners returns f o r 2022
In June 2022, pjur Digital
Days are back for a third
instalment – the Partner
Summit – set to take place
virtually from 14-17 June
and designed for all pjur
customers and partners.
Attendees will be invited to
discover more about pjur’s
2022 product innovations,
alongside all the latest
news and updates from
the pjur brand, and they
can even help shape some
exciting upcoming activities with pjur. And besides
all that important business,
there are some great prizes up for grabs, too!

“

14 – 17 June
2022

pjur Digital Days have successfully
found a foothold at the halfway point
in the year, the perfect opportunity to look
back over the past six months and discuss
what the next six have in store. We want to
open up a conversation with our customers,
helping them plan some great activities for
the coming quarters with their pjur contacts,
while also developing plenty of interesting
background knowledge”, says Alexander
Giebel, CEO and Founder of pjur, as he
explains the benefits of the pjur Digital Days
Partner Summit.

Highlights of the upcoming pjur
Digital Days Partner Summit:
1) 2022 product innovations - Attendees
have good reason to be excited... pjur is
set to unveil a product innovation for the
second half of the year that will certainly
cause a stir on the market. Premium
pjur quality paired with product design
that stands out and satisfies. Exclusive
news – pjur customers and partners hear
it first and only at pjur Digital Days.
2) pjur redefined. News about the pjur
brand - All signs point to pjur: the pjur
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brand is bringing in a few changes...
pjur customers and partners get all
our latest news ahead of everyone else,
along with insights and background
information on the brand. What’s
more, the results of recent brand
campaigns #usequalitylube and
#femalemasturbation will be presented
and explained.
3) Prize draw - There’s also the chance
to win some great prizes at the 2022
pjur Digital Days Partner Summit. Anoth
er reason not to miss out!
pjur Digital Days Partner Summit at a
glance: Date: 14-17 June 2022 / For pjur
customers and partners / Exclusive advance information about pjur product innovations for 2022 / Plan activities with pjur’s
Smarketing team / Find out more about
‘pjur redefined’ / Win some great prizes /
Digital event / Easy to access – links will
be sent out by email / Take part wherever
you are in the world / Flexible appointment
scheduling / Register now at:
www.pjur.com/digitaldays
About pjur Digital Days: Launched in
October 2020 in response to COVID-related
cancellations in the trade fair calendar, pjur
Digital Days are now firmly established,
promoting direct contact between pjur and
our customers and partners worldwide. So
far, more than 300 customers and partners
from 47 different countries have taken part
in Digital Days, attended discussions and
planned marketing activities with pjur.
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SVAKOM cooperates with Drop

in the Bucket for the second time
Suc c e ssful c o n s tr u c ti o n o f a s e c o n d w e l l i n U ga nda

Previously SVAKOM
worked closely with Drop
in the Bucket to secure
successful drilling of a water well close to the Alim
Health Center II, Uganda.
In an attempt to further
assist those in need, SVAKOM continued its work
with Drop in the Bucket,
and through donations given by SVAKOM a second
well has been constructed
within close proximity of
the Alero Health Center
III. “We are happy to see
SVAKOM continue working
with us,” a rep of Drop in
the Bucket said. “We have
many health centers in
Uganda that still urgently
need water.”

A

wor Stella Grace, 36, shared
her life story and experiences working in medical
profession without access
to clean water. “Growing
up, I spent so much time sick and always
remember the care given to me by the
doctors…” she said. “…It made me want
to become a nurse so that I could help
others too.” Awor witnessed many of her
fellow students drop out on her journey
to become a nurse due to a variety of reason, she reflects that fulfilling this dream
was not an easy task. “… Coming up with
the school fees each term was a struggle,
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but with every sick patient I helped, my
resolve to graduate became stronger”.
Before her current position in the Alero
Health Center III, Awor worked in her
childhood hospital St. Mary’s as well as
many other medical facilities. “I love my
job, but the lack of clean and constant
water has been a major problem for me
and my patients,” she said, regarding
the previous situation in which she would
need to travel long distances to fetch
water. “This well either gave us muddy
reddish water, or it produced no water at
all”. Lack of clean water within easy reach
of a medical facility poses a great risk to
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patients’ recovery. “… [before] a mother came
to deliver but we did not have water at the
facility,” Awor added whilst reflecting on her
experiences at the Alero Health Center III prior
to the construction of the new water well. “…
Normally we would go to our homes in the
nearby staff quarters, but this time we had no
water there either. I quickly grabbed two of my
neighbors and asked them to run with me to
fetch water from the well.”The lack of access
to clean water has left nurses such as Awor
in positions where they need to ask patients
to take medication without liquids, as well as
caused the health center to reach unhygienic
states of cleanliness. “…Without clean water,
we could not clean the equipment or even
wash the blood off of the delivery room sheets
or the floor” A mid-wife at the facility commented. The drilling of these wells is a time
consuming and expensive process, and due
to the global pandemic currently underway
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this process has become further elongated.
SVAKOM looks on with pride hearing the
positive comments from workers and patients
at the Alero Health Center III as their hardships
of their recovery and work are improved via
the newly drilled well. “This is a blessing. I am
really happy and appreciative to [Drop in the
Bucket], and to those who made this possible.” Awor said. Further, a mid-wife in employment at Alero Health Center III commented
“… I am glad my maternity ward now has
constant clean water, it has changed our lives
and the lives of all the babies and expectant
mothers”. SVAKOM is committed to contributing to the betterment of the world. “We are
able to make things better, and that’s what
we want to continue doing. Even the smallest
donation or contribution can make a difference
and you never know what dreams can come
true when you try, after all, dreams have no
limits” a SVAKOM rep said.
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The idea itself has been

around for more than 20 years
Be r nhard N e u m a n n p r e s e n ts a n e w, e y e - c a tch ing lubrica nt
There are some things that just fit together perfectly, and when you see
that combination for the first time, you invariably wonder: Why didn’t
anyone think of this before? For instance, naming a lubricant SLIPPERY
WHEN WET and combining it with the universally known yellow slip hazard sign. EAN interviewed Bernhard Neumann, CEO of TWNTY TWNTY
UG and creator of the brand SLIPPERY WHEN WET, to learn more about
this lubricant, and as it turns out, it has much more to offer than just the
poignant visuals. Bernhard tells us about the development of SLIPPERY
WHEN WET and the importance of communication, education, and fun in
the lubricant market.

Bernhard, please tell us about yourself and
your career. For instance, how long have
you been part of this industry?
Bernhard Neumann: With pleasure! The
first point of contact with the industry was in
2000 when I joined CONDOMI in Cologne.
The company had hired me to expand their
licensing business - it was all about the
little condom creatures drawn by famous
German comic artist Ralf König. Before that,
I had been working with MAPA (Billy Boy
and Big Ben) and their licensed products in
the textile market.

When and how did you get the idea for
SLIPPERY WHEN WET?
Bernhard: I mentioned my licensing
position with CONDOMI, right? Well, in
addition to that, I became their product
manager for non-condom products. At
some point, I started toying with the idea of
creating a lubricant. I had this plan of using
the ‚Slippery when wet‘ sign – you know,
the sign that you put up in freshly mopped
areas. However, the CONDOMI team didn’t
want to pursue the project at the time.
So, I put the idea in a drawer, and a lot of
time passed - roughly 20 years. But then I
revived the project and continued working
on SLIPPERY WHEN WET.

Bernhard Neumann,
CEO of TWNTY TWNTY
UG and creator of
the brand SLIPPERY
WHEN WET

Combining the yellow sign with a lubricant
seems like an obvious choice. Why didn’t
anybody come up with that idea sooner?
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Bernhard: Beats me. But I am not going to complain. The image - i.e. the iconic Slippery When
Wet sign - immediately catches the eye when
you see it on the bottle, and people really like it.
So, I am actually thankful that nobody made that
connection before. Now, we can all enjoy the
idea, and there’s much more to come. I guess
that’s something I learned at CONDOMI: Kickstart
communication with some wild and whacky
ideas. Whatever the message, it has to be fun.

There are many, many lubricant brands and
products, which makes this a highly competitive
market. Is it a necessity to catch the eye or the
imagination of the consumer if you want to make
your mark as a new brand?
Bernhard: My passion - apart from lubricants
and the sexual wellness market - is developing
brands and products. And every product that I
work on I also consider a means of communication. Our customers often tell me that they like to
put the bottle on their nightstand to let their partner know what they have planned for the night.
So, that’s obviously great. We are very happy
with the launch, and we definitely want to make a
mark, but we must never forget to have fun and
to make our product fun.

How long did it take to develop SLIPPERY WHEN
WET? What was the biggest challenge on the
way to the finished product?
Bernhard: Long story. The idea itself has been
around for more than 20 years. Finally, when I
had a job that paid really well, that gave me the
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necessary creative leeway to hone in on the kind
of product we wanted to develop and ... well,
sometimes the old ideas are the best. From there,
it all went really fast. We found a great producer
for the bottles and tinkered with the design
a bit - I am extremely proud of the shape we
ended up with. Obviously, we also had to find a
first-class producer to create the lubricant to our
specifications and ideas ... and we came across
the perfect team. And, well, here we are now.
We decided to start things off with two water-based lubes, one with Aloe Vera. The next two to
three variants are already in the pipeline. As for
challenges? There really weren’t any big hurdles
we had to clear. We sunk a lot of time into finding
the perfect look for the product, but I’d say that
definitely paid off.

On a visual level, SLIPPERY WHEN WET is
undoubtedly every marketing expert’s dream. But
what about the lube itself? What can you tell us
about the ingredients, certifications, lubricating
properties, etc.?
Bernhard: Right, the inner qualities are super-important. During my time as product manager, a
great many lubricants came across my desk. You
quickly get a feel for what’s good and what’s ...
not so good. What you’d use yourself and what
would also be fun for your partner. I communicated these requirements to our producers, and together we defined the formulation for SLIPPERY
WHEN WET. Following the finger test (to find
out how long the lubricating properties last) and
practical testing - imagine being the guy who gets
to test lubricants; that must be a dream job! - we
finetuned the formulation to achieve maximum
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The look of SLIPPERY
WHEN WET is influenced by
the well-known warning sign

What expectations does this audience have when
it comes to lubricants? For instance, how important are attributes such as ‚vegan‘?
Bernhard: To be perfectly honest, I was a bit
stunned by the consumers’ feedback. I remember doing a lot with CONDOMI to get condoms
out of the ‚We don’t talk about things like that‘
corner, to foster conversation and awareness. And
now, in 2022, I am confronted with the fact that
the benefits of using a lubricant are still foreign to
many people. Even among young women, there
are many who say that this is a product that you
only need once menopause kicks in. Phew. So,
there’s still a lot of educating and illuminating and
convincing to be done, and we will definitely do
our part to spread awareness. As for the ‚vegan‘
element, I think that it’s very important. I mean, the
actual question is: Why not vegan? Why not the
halal way? Why not animal testing-free? There is
no reason not to adhere to these standards.

lubrication. On top of that, our product has been
certified in several categories. It is vegan, meets
halal requirements, can be used with condoms,
and it has been dermatologically tested. Plus,
no animal testing. In short, it ticks all the boxes a
modern product has to tick, and then some.

How would you define the target audience for
SLIPPERY WHEN WET?
Bernhard: As far as target audiences are
concerned, I’d say our product is appealing to
anybody who has sex. It has turned out that
SLIPPERY WHEN WET is very popular in the
LGBTQ+ community, particularly among gay
consumers. I am very proud that we have a
sexually active, demanding, and also very loyal
customer base. Being of the old school, I regard
this to be the ultimate badge of honour.
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What can you tell us about the pricing of your
product?
Bernhard: We are at home in the mid to upper
price segment. Our product is not just ‚thick
water‘ – a lot of hard work has gone into the
formulation, production, the packaging, and the
image of the brand. We want to communicate the
boon of a fulfilling sex life, we want to educate, to
remove the taboo that is somehow still surrounding lubricants, and we want to have fun, exciting
campaigns and promotions along the way. I think
that if you really love something, you understand
its value and you are ready to pay a fair price for
it. And we invest that money straight back into
production and into projects that foster sexual
awareness. As a matter of fact, we are currently
working on one such project ... but it’s too soon
to make any announcements. We are still in the
process of picking our partners. But expect to
hear more about it in due time.
w w w. e a n - o n l i n e . c o m • 0 5 / 2 0 2 2

I N T E R V I E W

So far, there are two versions of the lubricant:
Ultimate Glide and Aloe Vera. Are there plans to
add more SLIPPERY WHEN WET products?
Bernhard: We are here to stay and we want to
create more great products that make the most
beautiful thing in the world even better. Without
giving away too much, I will say that we are going
to launch a CBD product next. We have already
done some testing, and, boy, the response was
extremely positive. Also, a friend of mine, Oliver,
is creating extra-moist condoms for us at KAREX
in Malaysia, so that’s going to be another
SLIPPERY WHEN WET specialty. As wet
as condoms can be. And of course, we
also have ideas for SLIPPERY WHEN
WET soap. Showering ... soap ...
bending over ... you kind of see what
we’re getting at. So, in short, there is a
number of products that you can look
forward to.

Which sales channels do you use, and
is there interest in bringing your product to the sexual wellness market?
If so, could you see yourself working
with distributors and wholesalers, or
would you rather work directly with retailers?
Bernhard: We are a small company. We’ve
had some positive experiences doing business
via Amazon, and we will also expand to other
digital platforms. Obviously, we are also open to
putting our products in bricks-and-mortar stores including stores for adult products, of course. As
for distributors and wholesalers, they are doing
a great job supplying the retail trade, so, yeah,
definitely. On that note ... when are you finally
going to call, Werner?! We want to avoid competing with our own brand on Amazon or other
platforms; sometimes, it feels like the wild west
on the internet. This is very important to us: no
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messing with our prices. After all, we want to be
able to offer our distribution partners a favourable
profit margin. In Switzerland, we have found a
great partner in Basel-based RHEINBRANDS shout out to Steven. In the Benelux countries, we
are represented by Jeroen and Erwin of AWEAR
in Hertogenbosch. We are still looking for partners
in other markets, so if any potent (sic) trade members read this, feel free to get in touch.

Which criteria do you look for when choosing
your distribution partners?
Bernhard: Oh, that’s easy. We look for
people who take their job seriously and
keep their promises. People you get along
with and with whom you could have a
beer or two at the end of a long day.
People who know what they are doing,
who understand their markets and their
customers and have strong relationships
with their retail partners. People who
are successful and easy-going. That’s
the kind of distribution partners we like
doing business with.

How will the market for lubricants evolve in the
next few years?
Bernhard: Oh, didn’t I mention that already?
SLIPPERY WHEN WET will become the global
leader in the lubricant market! Just kidding. Lubricants are the kind of product that thrives on trust.
If you have a positive impact on the sex life of a
consumer, that consumer will most likely stick
with your product. Communication is important,
as is conveying a sense of fun and playfulness.
So, that’s definitely how our brand will evolve in
the next few years. If you want to come along for
the ride and watch us grow, you are more than
welcome to do so at www.slipperylube.com.
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Basically, you need to prepare for

stagnation and long-term sales drops
R o be r t S trzelecki o n th e current crises
How crisis-proof is our
market? Given the current
global situation, that question seems more topical
than ever. The aftershocks
of the coronavirus pandemic have not abated
yet, and we already see
the next big crisis as war
has broken out in Europe.
Robert Strzelecki is Partner & Executive Director
of distribution company
PLAYROOM and also
active in the retail business. In our interview, he
takes a look at the global
developments through the
lens of the sexual wellness
market, and in doing so, he
warns against unwarranted
euphoria.

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

A return to normality was predicted for the
post-Covid phase we are currently in, but
instead we are already back in a state of
emergency - because of Russia’s war of
aggression against Ukraine. So, are we
slipping from one crisis into the next?
Robert Strzelecki: Unfortunately, we are.
We have only just somehow contained
the pandemic - let me remind you that in
some parts of the world, the situation is still
very much developing, and even Europe is
witnessing its return, another wave of infections - and now we are in a new conflict
which started when the Russian Federation
invaded Ukraine. A conflict that will only
grow in my opinion. Europe is still shocked
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that it has been calmed and got dependent
upon Russia. Years of good relationships,
nice political talks, quasi-friendships, and
fraternizing have been wasted. NATO and
the European Union have treated Russia
with kid gloves. They have invited Russia,
showed them democracy, military structures, etc. In reality, Russians used all this
information to collect data to strengthen
Russia as an empire. Now we have to deal
with that.

During the Covid crisis, there was great
euphoria that a golden age would dawn for
our market after the pandemic. Was this
optimism justified? Or would sales figures
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and turnover have returned to normal levels even
without the current crisis?
Robert: Optimism is a very subjective feeling, yet
it may infect others and spread throughout units,
groups, entire societies. In 1978, in their book
entitled Pollyanna Principle, Margaret Matlin and
David Stang stated that people in general were
optimistic. Other scientists, including Martin Seligman, believed that optimism could be acquired.
Optimism in our business was premature and
relied on fragmentary data.
Yes, the industry was truly successful in the pandemic years 2020-2021, but in the end - and I
said that in one of the previous interviews - everything that is unpredictable, everything that does
not arise from scheduled actions, may end soon.
The considerable success of our industry in the
aforesaid period was not the result of a development within the market or modern technologies
used in erotic gadgets, but simply the result of
solitude, isolation, quarantine, and even depression. There is nothing you can be happy about.

Seeing that the post-Coved phase is a time of
transition, was it not to be expected that there
would be aftershocks, such as the current problems in the supply chains, dampening the overall
situation?
Robert: For me it was logical and actually predictable. There are a few sources of difficulties
with keeping up supply chains. One of them is
dependence on the Chinese economy and its
pace. Isn’t it funny that in Europe, you have to
follow the Chinese calendar to schedule deliveries? You repeatedly learn that ‘The factory in
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China is having a power cut and the production
is being suspended’. We are equally dependent
on China and Russia (gas and other resources),
and this is never positive to the economy or
business. Diversification is an urgent thing.

Consumers in Europe have to deal with rising
inflation and exploding costs of living. The consumer climate is already cooling significantly
in many countries. Will this development affect
the sex toy market?
Robert: Given the nature of what we sell
and who our customers are, the industry is
experiencing and will continue to experience
problems. Inflation is only a product of other
negative global changes. The war just beyond
the EU border and the rhetoric of threats
adopted by Russia are giving us a scare. Our
potential consumers unite to support Ukraine
but also think about their own lives, their own
families, and their own security. As long as the
discussion about potential scenarios in Ukraine
is in the spotlight, people will focus on providing themselves and their families with safety.
This is natural and typical of humans. In times
of war in Europe (yes, this is the war, not a
‘special operation!’, if anyone is still in doubt)
you cannot expect the sex toy trade to be as
prosperous as in 2020-2021.

The economic sanctions imposed on Russia
are already having an effect on the global
economy. Will they also have a direct and
immediate impact on our market or will there
be more of a long-term effect?
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Russian army withdraws from Ukraine, will require
a considerable multinational support. I assume
that Europe and the United States are likely to
create special funds to reconstruct the country
devastated by Russia, and Russia itself should
pay a high price for that. If you have gotten used
to a few-hundred percent growth, you should
forget about it in the years to come. 20% growth
would be a great success.

Or are we perhaps too pessimistic? After all, our
market has already gone through many crises
without suffering much damage and quite a few
even claim that it is crisis-proof because consumers turn to less expensive ‘pleasures’ - including
sex toys - in times of crisis?
Robert: Many still perceive the sanctions as unclear as sanctions are not so common. Obviously,
not everyone imposes sanctions only to achieve
their own strategies and goals after the end of
a war. This is politics. Anyway, the sanctions
imposed against Russia prove effective, yet at the
expense of some economies, some markets, and
enterprises - but not all of them.
I believe that when you start doing something,
you have to see it through. Even if you realize that
we will all suffer (suffer a lot), this is the only way to
get independent of Russia. For me, it is scandalous that some countries fail to impose sanctions
on Russia or evade them and make agreements
with Russia behind the scenes. This will result in
consequences in the future.

Robert: To remain clear-headed, a pinch of
optimism and pessimism is necessary. Small
business and large enterprises experience crises
in different ways. Selling over the internet is different from selling in a brick-and-mortar store. While
some claim that our industry is crisis-proof, I think
that we are by no means different than other
industries and therefore, we are subject to the
same rules. Consumer behaviours have always
been a mystery and you cannot be 100% sure
how they are going to act.

So, do we have to say goodbye to the growth
that was forecast for our market during the pandemic for the foreseeable future?

It is not only external factors that affect our
market, but also internal ones. Many new sales
and distribution channels have opened up for our
market - especially in the mainstream - but there
is a lack of understanding of where consumers
are today and how to address them, according
to one oft-mentioned criticism. What is your take
on this?

Robert: Basically, you need to prepare for
stagnation and long-term sales drops. The
reconstruction of Ukraine, which should now start
in writing and start in the field shortly after the

Robert: It is a good and thought-provoking
question. Having been in this business for over 15
years, I daresay that consumers’ interests, who
consumers are, how they behave, what they ex-
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pect, etc. - that is actually
a secondary thing. At
least for many,
many brands.
Relying on their
market research
(based on methodologies, sampling,
techniques, and purposes
which I am not familiar with),
the companies themselves
create a certain consumer
model, thinking that it is
real. Taking the example
of a few European brands,
you have for instance a
consumer-woman: rich, easy-going, with a strong
personality, focusing on good clothes and good
fun. And an enormous number of erotic toys is
produced for her, every product in 5-8 colours!
Another company chases a different consumer
model: The woman who is calm, not emancipated, who secretly wants to go party, appreciates
nice product design at low prices. I could give
more examples of this sort. The question is who
is right. Who is the consumer-woman? What
does she expect? And above all, how many of
them are there?
Internally, our industry relies on strong brands
and strong distributors. The latter dominate, but
their domination is the result of the business scale
rather than ideas for business. Their ideas for
business have remained the same for over 30
years: produce, hand to sale, involve distributors,
sell wherever you can! As simple as that! Blinded
due to substantial profits, they are out of touch
with reality.
In the meantime, smaller companies adopt a
completely different approach to the market and
consumers as they can get closer to them and
meet them in person. There is a lot of these companies and they become successful gradually.
They prioritize products, communication with
consumers, looking for niches, and following
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consumer needs rather than concentrating on the
number of goods. And they adapt in a very flexible way. Consumers perceive them as humans in
the first place. They talk, establish relationships,
share experiences, post on social media. Any
now, whose approach is better and who can
build long-term relationships? Trade is one of the
most difficult fields of economy. Selling intimate
and luxurious products is very challenging.

If we were to put everything we have been discussing in a kitchen blender and mix it up, what
would the result be? What challenges await our
market in the coming months or years?
Robert: Starting in Poland, through France,
Italy and ending up with Norway – we are all
experiencing supply chains difficulties and high
prices. The prices of cargo carriage by air are
shooting sky high, rail transport is cheaper but
time-consuming, while shipping by sea, although
cost-effective, is very time-consuming so that you
cannot actually import goods from Asia within a
month. And 21st century and consumers’ expectations are clear: goods availability. Here and now.
It will be a challenge to develop a new routine in
the field of ordering goods and ensuring availability. This is going to be the biggest challenge of
the next months. Sadly, it is our fault that factories
have relocated to Asia in order to manufacture
cheap goods. Now, we must suffer the consequences. And we will.
Another challenge, equally important, will be to
keep consumers interested and make sure they
do not stop purchasing. Every company surely
has its own know-how and they are not going
to share this knowledge. Importantly, more and
more sex toy buyers choose to shop in brickand-mortar stores. They wish to touch, smell,
and talk about products with sales assistants
- and then make a purchase. The price itself
is getting less and less significant. Service,
service, service…
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There are so many great reasons

for people to turn to glass sex toys!
Share Sat i s f a c ti o n l a u n c h N e w Z e a l a n d ’s f i r st sex to y line ma de o f gla ss: Lucent

Taslim Parsons,
Wholesale Solutions
Business and Product Development
Manager

In New Zealand, demand for glass sex
toys has gone up considerably over
the course of the past two years. Share
Satisfaction responded to that with a
whole line of glass toys, titled Lucent.
Here to tell us more about this collection - which just launched with 30
products - is Taslim Parsons, Wholesale Solutions Business and Product Development Manager at Share
Satisfaction. In our interview, we also
delve into the finer details of the glass
toy category.

Is it true that Lucent is New Zealand’s
first glass sex toy line?
Taslim Parsons: Yes! Glass sex toys
from overseas brands are sold here by
retailers, but Lucent is the first range of
glass toys from a 100% New Zealand
owned and operated sexual wellness
brand.

You have said that Lucent is your
response to the increased demand for
glass toys in New Zealand and have
even backed this up with statistics.
What exactly do your figures say?
Taslim: Wholesale Solutions is New
Zealand’s largest distributor of adult
products, we supply over 200 retailers
in our small country of 5 million and
have been in business for almost 15
years, so we’re able to keep an eye on
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The collection
includes dildos,
butt plugs, P-spot
massagers, and
anal beads

sales trends happening across the industry
here.
What we’ve seen over the past few years is
that sales of glass sex toys in New Zealand
have increased by 47.59% since 2020. While
glass makes up a small portion of overall sex
toy sales, it’s still a significant increase and
inspired us to create a range of glass toys to
cater to this increasing demand.

What is the reason for this increased interest in
glass sex toys?
Taslim: There has been an increase in sex toy
purchases in general in recent years. We’ve
found that a lot of it has been for more ‘beginner’ level products that pulsate and vibrate. We
believe that people who are a bit further along
in their sex toy journey and are actively seeking
and experimenting with new pathways to pleasure are attracted to glass toys for a number of
reasons. The firmness of glass toys is perfect
for internal massage, they can be used by any
gender, and they can be warmed up or cooled
down before use to experiment with temperature play. They’ll also last a lifetime if you look
after them, making them an attractive choice
for people who care about wastage.

There are countless glass sex toys on the international market. Why has there been a gap in
terms of beautiful, high-quality, and affordable
products in New Zealand?
Taslim: There are a number of great glass
sex toy brands available in New Zealand from
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overseas, but we felt
there was room to
expand upon what’s
available with a New
Zealand brand. When people think
of sex toys they don’t often think of glass, so
some education is often required for people to
see the value. They also need to look amazing and stand out in stores to attract people’s
attention. With Lucent, we curated a range of
beautiful glass toys that are packaged in a way
that makes you think ‘wow—what is that?!’
They look like works of art. And when you learn
more about the benefits of glass toys and the
affordable price of the products, you’re sold
instantly because they scream luxury without
the price tag.

Which target groups are attracted to
glass toys?
Taslim: Glass toys seem to attract people
who are little more experienced with sex toys
and are on a pleasure journey. They are pleasure seekers of any gender who are looking
to try something new and are wondering
what more there is to explore. Lucent is for
people who like beautiful sex toys that have
sophistication, style and a luxurious feel. To
them, the visual stimulation is just as important as the physical.
They tend to know their body well and
what they like, and they understand that
sometimes less is more. They are willing to
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get back to basics and explore the sensations that rigid, non-vibrating toys can offer,
although there are also vibrating toys in the
collection for those looking for even more
stimulation. They want to explore temperature play, perhaps with someone they trust,
and they enjoy taking their time. They understand that pleasure is a journey, and they are
willing to embrace new styles and sensations
along the way.

Lucent is New
Zealand’s first sex
toy line made
entirely of glass

Why do consumers turn to glass sex toys?
Taslim: There are so many great reasons for
people to turn to glass sex toys! I believe a
big attraction is temperature play and being
able to heat up or cool down the toy to
experience different sensations. The firmness
of glass toys is perfect for internal massage,
such as for g-spot or prostate stimulation,
and glass is hypoallergenic, nonporous, body
safe and is safe to use with any type of lubricant. Being so easy to clean is another great
attribute of glass toys, and when they’re
cared for properly they can last a life time.

How big is the Lucent collection, what kind
of products are in it and what are the unique
selling points?
Taslim: The Lucent collection contains 30
gender neutral sex toys made from borosilicate glass. The range includes dildos,
butt plugs, P-spot massagers, anal beads,
and some with added vibrating bullets, and
come in different shapes and sizes with ridges, curves and undulations designed for pleasure. The unique selling point of the Lucent
range is the beauty of the products and the
packaging. We wanted the experience of unboxing a Lucent product to be like unwrapping a gift. They’re beautiful works of art and
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The Lucent collection launched with 30
products made from
borosilicate glass and more are already
in the pipeline

something that will last so that you don’t
have to keep buying and creating more
waste. We believe glass sex toys are more
environmentally friendly option when compared to electronic or rubber sex toys because they’re built to last. You wouldn’t buy a
glass toy and dispose of it after a year—unless something had damaged it, of course.
But glass toys are a long-term investment
that people can reap the benefits
of for years to come.

Will you add more products to Lucent or will
you take a break from glass toys for the time
being?
Taslim: We will be expanding the range with
more glass as well as crystal sex toys. Glass
has so much scope, and we want to develop
new pieces that are unique and interesting.
We’ve already had great feedback on the
range from our retailers and customers so
we’re looking forward to seeing the range
grow and expand as more people decide
to give glass a try!
collector’s items for pleasure seekers looking
to take their exploration to the next level and
embrace new sensations that are unique to
glass and crystal. We’re very proud of the
collection and how it’s all come together.

In the official press release regarding Lucent’s
market entry, you describe the line as ‘a more
environmentally friendly option’. Why is that?
Taslim: Made from natural raw materials such
as sand, glass is one of the world’s greatest
sustainable and resource-efficient materials.
Ideally, when shopping for sex toys you want

68

Are you interested in distributing Lucent
internationally?
Taslim: Absolutely! We are always looking
for international retailers who would like to
add a trusted New Zealand brand to their
offering. Share Satisfaction has a premium
range as well as sub brands Lucent, Pop
and Kinki. You can learn more by visiting
www.sharesatisfaction.com
And you can get in touch with me
by emailing info@wholesalesolutions.co.nz
or visiting wholesalesolutions.co.nz.
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It still feels like a dirty secret
and it’s the 21st century!

I s S o u th A f r ica bucking th e sex ua l wellness trend?
No Covid-related sex toy
boom. No sex toys in the
mainstream. No substantial growth when it comes
to social acceptance
regarding sex toys. And
on the other side: massive
competition from Amazon.
Being active in the South
African sexual wellness
market is not easy, as Sharon Gordon can confirm.
She has been a part of
this market for 20 years,
running her own retail
company, Lola Montez
(www.lolamontez.co.za),
and in our interview, she
takes us behind the scenes
of the South African sex
toy retail trade, highlighting its unique quirks and
difficulties.

Sharon Gordon,
founder and manager of Lola Montez

Let’s go all the way back to the beginning:
When did you decide to seek your fortune
selling sex toys?
Sharon Gordon: In 2002, I got divorced
and believed that I would never find someone to have sex with again. Because I enjoyed sex and we know sex is good for you
I decided to get myself a vibrator. It was the
most awful experience. On my way home,
I decided to change the way sex toys were
sold because nobody deserved to feel dirty
because they want to play and look after
their sexual health - Lola Montez was born.
What philosophy do you follow with
your activities?
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Sharon: Sex is a normal physical function.
Pleasure needs to be explored and for too
long it belonged to the dark side. Shops
were filled with sticky floors and porn. Lola
Montez changed that. We hung chandeliers, beautiful art, and allowed clients to
touch and feel vibrators. We educated
and allowed our clients to make informed
decisions. The stores are boutiques and
offered a safe shopping experience.

Is it true that you operated bricks-andmortar stores in the past in addition to
your online shop? Does bricks-and-mortar
retailing have no future in South Africa or
why did you focus on e-commerce?
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Sharon: We went online because I was exhausted by the business of bricks and mortar. Rents
were out of control and expenses climbed. I lost
a court battle on premises and needed to make
changes. I was also tired of the associations that
were made. I sell sex toys so I’m automatically a
whore with lose morals. Not having to deal with
the public was just easier. I have opened a store
within a store in an upmarket shopping centre
– Hyde Park Shopping Centre in Johannesburg. We take up space in a shop called Health
Works. It’s not ideal but it works for now.

Countless online shops offer sex toys. What
makes Lola Montez unique? What can your customers expect in terms of product range, customer service, etc. and, above all, what role do
topics like sex education play in your activities?
Sharon: We are certainly not big, but I think we
sell because we have a good reputation. People
who buy from us know that we are not going to
run away with their money, sell their data and if
anything happens to the toy it will be replaced
or we will refund. We will answer calls and give
advice. The relationships we forged during the
bricks and mortar days have been maintained
and we get steady referrals. I also write a weekly
#sexcolumn in the Saturday Star, a national
newspaper. This keeps us relevant.
Our ranges are becoming increasingly limited.
We depend on our distributors who have taken
a knock during COVID. The increased cost of
transport has limited new items being brought in.
South Africa has also brought in new laws which
require all charging toys to be approved by the
SABS (our board of standard) It is a lengthy
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and expensive exercise. It has also stopped
the small independents like Lola Montez from
bringing in our own ranges.
The new toys are also incredibly expensive for
our market as the Rand has weakened significantly and the demographic that plays with
toys is getting smaller (with 3000 people leaving the country every week according to some
statistics) and the other suffering financially due
to the impending recession and the impact of
COVID.

How important is social media in communicating with your customers? Could you tell us
about your social media activities?
Sharon: We have a spray and pray approach,
unfortunately. It is not very targeted and has no
real strategy behind it. I know that it’s important
and keep meaning to do it properly, we survive
because we did such a good job in the past.

The competition in the e-commerce
segment is fierce, and it is global. How do
you manage to reach your target audience
and turn them into repeat customers, binding
them to your brand?
Sharon: See above. The reality is we just
offer the best service and advise we can. If
we mess up, we fix it regardless of whose
fault it is. It is very difficult to compete with
the big boys and Amazon on price. We can
only win on a personal experience. I try to
remain relevant through the weekly column
and offering advice.
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Sharon: Same same. White middle-class men
and women between the ages of 30 and 60.
The younger clients are purchasing directly from
Amazon (cheaper and more anonymous in their
opinion). The black market has STILL not
caught on.

While we’re on the subject, how open is the
South African society when it comes to topics like
sexual wellness and sexual health? How accepted are sex toys?

While not running her
own bricks-and-mortar
store any longer, Sharon still has a shop-inshop section in a mall
in Johannesburg

What are the biggest problems in sex toy e-commerce right now? The omnipotent competition
from the giant online marketplaces?
Sharon: Yup – them! We just can’t compete.
For us the issue remains being associated with
the dark side of sex. Having adverts banned being spammed (I receive approximately 5000 spam
comments and emails a week!) It’s a full time job.
Posts are curated and people still don’t want to
be associated by commenting, liking or sharing. It
is an uphill battle. And then you need one or two
bad reviews (from people you never supplied) and
your life gets really difficult.
As an independent buying wholesale has also
become almost impossible with minimum orders
being required. It ties up cash flow and we will
take years to sell the numbers required to be
purchased.

Who is shopping at Lola Montez? Who are your
customers? And how has the customer structure
changed over the years?
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Sharon: More so than ever before but still in the
dark ages. I cannot begin to tell you how often I
am asked if the name Lola Montez will appear on
the packaging or credit card slip. People don’t
want anyone to see them in the shop, etc. It still
feels like a dirty secret and it’s the 21st century!

Where do South Africans buy their sex toys? Only
online or in special bricks-and-mortar stores or
are these products also found in the mainstream
market, such as large chain stores or supermarkets, drug stores etc.?
Sharon: Recently some large drug store chains
have started stocking sex toys. I have no idea
how they’re doing. I think the market is still specialised stores and now online.

What are your current bestsellers? What trends
can you identify in your market?
Sharon: Lubricants and air technology toys. Old
faithfuls like bullets and rabbits remain popular.
But nothing like We Vibe when they came out.

What criteria are you looking for in the
products and brands that you consider for
your online shop?
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Sharon: I think we need to find good quality midrange toys for our market – we might be going
back to battery operated rather than charging
(because of the SABS - South African Bureau of
Standards - expense) – Lola Montez always looks
for ‘pretty’. It’s less scary and makes the first
purchase much easier.

What are the purchasing decisions of your customers based on? Is the price the most important
thing for them? The brand? The material? How
much weight do your recommendations and
sales advice carry?
Sharon: Functionality – what are they buying it for
and then price. Sales advice is 99% of the sale.
I can see who is working in the shop by what is
sold on the day. Not always the best thing from a
profit point of view.

How has your market changed as a result of
Covid? In many countries around the world, the
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demand for sex toys and the interest in topics
such as sexual wellness and sexual health grew
strongly during the pandemic. Was this similar
in South Africa?
Sharon: Not for us. We have a very different
set of problems in South Africa - our demographic lost their jobs and those in business
had to find ways to survive. We had to endure
riots (factories, shops and homes were destroyed and looted). I don’t think many people
were thinking about sex. But we have survived
and now need strategies for moving forward.

E-commerce is considered the winner of
the pandemic. Would you agree with this
statement?
Sharon: Absolutely. Personally, I now buy
my groceries and necessities online rather
than go to the shops. Online sex toys sales
have remained constant and maybe even
increased a bit.
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The lion share of
customers on www.
lolamontez.co.za are
white middle-class
men and women
aged 30-60

Where is South African sex toy retail headed?
Will other business models - such as bricks and
mortar retail or q-commerce - be able to survive
alongside e-commerce?

to spot the next big thing. I suspect it’s in the
meta verse. Now I just have to figure out how I
lead and own it.

Sharon: I think there will aways be a place for
bricks and mortar until millennials come of age
and start becoming concerned about sex. (right
now, they are bullet proof and don’t need any
toys and if they do Amazon is good enough)
– Personally I like to see what I’m buying – I’m
exploring how we can do this online.

What developments and changes do you see
coming to your market? Will the mainstreaming
of sex toys that we see in other countries also
take hold in South Africa?

What is your focus for the coming months and
years? What challenges await Lola Montez in the
future and how do you plan to meet them?
Sharon: Our biggest challenge right now is legal
and shipping. We are far away from the hub of
things so reading your magazine is important for
keeping up with trends. The big boys are trying
to run all the independents out of town – but this
is nothing new. We just have to stay ahead of the
game. The problem with being an industry leader
and changer is remaining relevant and being able
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Sharon: Wouldn’t that be a fine thing! I can’t
see it happening in the near future. Our education department has been trying to introduce
sex education into the curriculum and is being
opposed at every turn. Teenage pregnancy is
out of control with over 900 girls under the age
of 10 giving birth last year. GBV is a pandemic, so I don’t hold up much hope for sex toys
being mainstream any time soon. Our very
small segment of the population will continue
and maybe we’ll convert a couple along the
way. One good thing about COVID was that
many travellers used to buy the new products
overseas and because of restrictions have
had to buy local – but we’re talking about a
tiny minority.
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We are a real company that sells to real people
A n int e rv i e w w i th D a n i e l l e S e e r l e y, D i r e c to r o f Sa les a t Th a nk Me No w
US company Thank Me Now is still relatively new to the market but
it has already made a splash. Obviously, the rapidly growing success
of the various brands under the Thank Me Now umbrella is a big part
of our interview with the company’s
Director of Sales, Danielle Seerley. On top of that, we also
talk about the corporate
philosophy of Thank Me
Now and the company’s interest in new
distribution partners
for the European
market.

Danielle Seerley,
Director of Sales at
Thank Me Now

Thank Me Now is the parent company
behind several brands. What synergies
have resulted from merging these different
brands? What are the benefits for your
customers?
Danielle Seerley: Thank Me Now started
with one brand, Shibari Wands. As the
company has grown, we have expanded
our product ranges, and it made sense
to create a parent company to house our
brands. Shibari has been converted to a
primarily Amazon-based brand, and Voodoo was created as a brick and mortar only
brand. It was important for us to create a
protected space retailers could find product
that gave them a foothold in the marketplace. We then introduced our Get Lucky
line followed by our newest launch, Gender
Fluid. I feel by curating these sub-brands
that speak to different audiences, we have
been able to give customers strong sellers
in multiple categories. By merging all our
brands, we can give retailers a single
destination to find all of their favourite
products.

What is the corporate philosophy
that guides Thank Me Now in its
activities?
Danielle: Our goal has always
been to give people access to
sexual health and wellness products.
Not just by offering quality products,
but by making them truly accessible.
That philosophy drives everything
80
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we do in our daily business. We make sure our
pricing is affordable, our marketing is inclusive,
and we provide the highest quality of products.
We also want people to have a voice when it
comes to their bodies and pleasure, that’s a top
priority for us.

Since the founding of Thank Me Now, you have
greatly expanded your sales team and more and
more distributors have included your brands in
their range. What is the secret of your success?
Danielle: We have been very lucky to attract
strong talent. Our team believes in the mission
and core goals of the company. Having a team
that believes in the brand and each other is a sure
formula for success. My philosophy has always
been you attract what you reflect. This carries
over into our daily business practices and the
way we treat customers. Kevin Mirachi, owner of
Thank Me Now, has always had great foresight
when it comes to upcoming trends in product.
This helps us always stay current and trending
in the market. We focus a lot on our marketing
programs to make sure we have lifestyle imagery
that is representative of our customer. We are a
real company that sells to real people.

What can you tell us about the brands that are
part of Thank Me Now? What product categories
do they cover and what are their unique selling
points?
Danielle: Voodoo – A brand designed around
sexual health and wellness. Top selling products
from a variety of traditional categories including
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wands, beginner toys, suction, and kegels. This
brand is not allowed on Amazon, giving retailers
a boost to carry products customers can’t find
online. Gender Fluid – A non-binary lined designed to be inclusive of all bodies and genders.
This product line has fashion pieces that were
designed in Australia, unique product to stores
that isn’t currently being offered on the market.
This product range also includes anal toys, strap
on and thigh harnesses with matching dildos,
bullets, and packers. Get Lucky – We wanted to
take a playful and cheeky approach to Dildos,
Masturbators, and Strokers. Making people feel
comfortable in this category was an inspiration
behind the design. Mini halo – a new wand brand
based on our all-time top selling product, the
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What target group do you focus on
with your brands?

The Thank Me Now
sales team at Altitude
Intimates

Danielle: We target all audiences. Part of our
goal in being inclusive is that we are making our
products accessible for all people. We will always
advocate pleasure for everyone. I once heard
someone say 18-80 and I like to think we appeal
to that wide of a range of audiences.

Which prerequisites have to be met to satisfy the
needs of these target groups?
Danielle: We must make products that people
want. We listen to our customer and consistently
deliver what they are asking for. It’s also important
to pay attention to social media and products that
turn into viral sensations. Being able to quickly
manufacture products that are in demand gives
us the ability to convert sales for our customers.

mini halo. The compact massager comes in 7
different colours in unique holographic packaging.
This is a guaranteed top seller.

What are your standards for new products? What
criteria do they have to meet in order to receive
the Thank Me Now seal of approval?
Danielle: We believe it’s quality over quantity.
We release conservative amount of new product
each year, making sure that each launch receives
a well-rounded approach. Having new products
is only part of the process, we focus on creating
a product experience around each launch. Each
toy must be made using body safe materials, it
needs to be quiet, ergonomic, on brand, and only
from top selling categories. We always offer a
1-year warranty, so we only work with manufacturing partners that support this initiative.
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What can you tell us about your distribution
strategy? Through which channels do your
products reach the consumers?
Danielle: We look for distribution partners of all
types. We know that customers like options and
we hope that by partnering with diverse types
of distributors we will be able to encompass
everyone’s needs. Distributors and their retail
base have unique relationships, we hope to
leverage that for everyone’s benefit.

Do you have plans to become active in
Europe as well?
Danielle: We would love to find partnerships in
Europe and are open to distribution inquiries.
We have very strong infrastructure in the US to
support International Business. Europe is such
a special market, and we are well equipped to
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24/7 access to any brand materials they may
need. We have one of the strongest marketing
departments in the industry, our imagery is hard
to beat. We offer flexible training and product
education experiences and are willing to travel
and accommodate retail support needs. Our
customer service department is incredibly
friendly and well equipped to handle any issues
that may arise.

Are there materials for the point of sale?
Danielle: Yes, we offer a variety of POS materials
and in store marketing support. We also have
several displays for our top sellers that are great
POS displays.

Do you also offer product training?
support new partnerships. We can offer support
that is curated to our customer and in turn their
customers.

What criteria do you go by when selecting your
distribution partners?
Danielle: We look for partners that are innovative
and leaders in their market. We want to ensure
that our b2c customers are well taken care of,
and that our distribution partner is reliable. Stability in the marketplace is key.

How do you support your wholesale and retail
partners?
Danielle: We have a large catalogue of marketing
assets and online content available. All customers are granted access to our digital library for
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Danielle: We love product education! We
have an online training Academy that customers
can log into and watch small 3-5 minute videos
about our product and who we are as a brand.
We also do online Zoom meetings, Facebook
Live and other online formats.
We try to be as flexible in our educational
content as we can be.

What’s next for Thank Me Now?
Danielle: We are very happy with how our
Gender Fluid Line has been received. We will
be focusing on that for the next few quarters
and adding select products to it. We will also be
establishing one of our newer lines; Hello Sexy.
It’s a very femme, fun, and flirty line with incredibly
affordable products inspired by Victoria’s Secret!
Stay tuned, I think retail across the globe will be
fans of these new product lines.
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Idon’t think any market is crisis-proof
T h e p o s t- Co vid p h a se: Simo n Presco tt describes th e situa tio n in th e U K
The last few months have
been good for retail companies, says Simon Prescott,
Director of Nice’n’Naughty.
As we slowly return to life as
it was before the pandemic,
more and more consumers
return to bricks-and-mortar stores. However, you
can’t just open your door
and expect customers to
walk in; you still have to
do your homework, Simon
stresses. Moreover he feels
that things could change
very quickly, pointing to the
current events in the world,
which may affect all of our
lives.

Simon Prescott,
Director of
Nice’n’Naughty

Simon, last time we spoke to you was in
September of last year. Back then, you
were happy to reopen your shops after the
lockdowns and you reported strong sales.
A few months have passed since then...
how are things today?
Simon Prescott: The last few months have
been good. Seeing a return to some normality, both for the stores and the customers is
reflected in the positive comments we get
from our customers who walk through the
door and the sales through the checkout.
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What drives consumers into your shops
today? What do they look for there? What
do they find? What do they buy? And have
these parameters changed as a result of
two years of pandemic?
Simon: Since the lockdown has lifted, people were at first a little wary to return to how
things were, but people are learning to live
with Covid as we do with any other virus,
like flu. With a loyal customer base, built
up over 23 years, we have many regular
customers, who in turn tell their friends. All
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people walking in to Nice ‘n’ Naughty are
met with a smiling face and a warm welcome,
ensuring our customer service is second to
none. People come to Nice ‘n’ Naughty stores
who genuinely need help and advise with their
purchase, and we, through our refurbishments
over the last 2 years, provide a welcoming,
stylish space that is both calming and exciting.
Our Boutique stores are rich in textures, with
subdued lighting, and are where the consumer
is taken to a place where there is no taboo and
they can explore their intimate desires without
embarrassment.
We strive to provide a diverse range of
products, with our Boutique customers
having the choice of items instore, as well
as the full online range, and have over the
last few months seen an increase in bondage
lines as well as a growing interest in app
controlled toys. Technology has changed
the way people look at sex toys, as it has
made the use of remote toys less conspicuous,
with a phone sat on a table picking up
the ambient sound to control the toy.

Are you satisfied with your sales or would you
have expected more given the predictions that
were made, pretty much saying that our market
is in for a golden age after Covid?
Simon: Are we ever really satisfied?
At the moment, with regards the recovery
since corona, yes; and as sales have gone,
it is not a bad time for Nice ‘n’ Naughty. But
we must not forget what is going on elsewhere
in the world, as these events will inevitably
have an effect on us all.
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The aforementioned golden age seems to be
delayed. Is the post-Covid phase more or less a
transitional phase where certain afterpains are to
be expected or were the predictions too optimistic to begin with?
Simon: Predictions are made at a second in time,
and unfortunately factors change every day, so
a prediction from 3 months ago is outdated as
soon as it is made. We can never predict how
people will react to coming out of lockdowns or
how they deal with living with Covid. Equally, we
cannot predict what the impact of world events
will have on not only people, but things like the
supply of goods in general.

There was much discussion about the future of
bricks and mortar retailing after Covid, with ideas
ranging from shops dying off on a massive scale
to unbroken desire for personal shopping experiences. There was even talk of a renaissance of
bricks and mortar retail… Is the truth somewhere
in between?
Simon: As we have seen over the last two years,
major retailers with bricks and mortar stores are
readdressing the way they do things. You only
have to look at IKEA, who are closing warehouses and opening high street stores. The consumer
is hungry for something new, and too many
mainstream stores are stuck in an image. We
have noticed, with the reinvention of our stores,
the Nice ‘n’ Naughty Boutiques are attracting new
customers who want more from their shopping
experience, they want the personal experience.
I think lockdown has taught us all that we need
and thrive on human contact, providing that in a
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store that is inviting to walk into will ensure
survival. In life, we learn to evolve, we are doing
that with Covid, evolving how we live with it, and
we have to do the same with our bricks and
mortar stores too.

A lot depends on consumer sentiment. Are you
worried that inflation, rising costs of living, etc.
could dampen that sentiment? Are you maybe already feeling the effects of such a development?
Simon: We strive to be competitive in the market,
and despite the rising cost of living, as we saw in
the years prior to Covid when there were financial
difficulties for the country, people still needed to
have joy in their life. We are investing in a new
website, ensuring we provide the same level of
customer service online as we do instore. We are
in a very strong position which is mainly due to
our incredible team.

This inevitably leads to the question: Is our
market is crisis-proof or not?
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Simon: I don’t think any market is crisisproof. We can never know what is around
the corner, but the adult industry is strong,
there will be new customers each year, as
they mature to an age where they expand
their boundaries, and Nice ‘n’ Naughty
intends to be there to help and advise them
as and when they do.

First corona, now war in Ukraine – we seem
to be in permanent crisis mode. How will
you address the challenges awaiting Nice ‘n’
Naughty in the coming months?
Simon: Our thoughts go out to the people
of Ukraine. As a company, we have all donated
to the disaster fund. I am very proud of the
team for their empathy and generosity donating
a portion of the monthly wages to Unicef.
We all hope for a swift end to the war and a
return of the country to its people and its
beauty. And we will deal with this as we
dealt with corona, together, as a company
and a family.
w w w. e a n - o n l i n e . c o m • 0 5 / 2 0 2 2

I N T E R V I E W

Sexual pleasure is our birth right and if

you obey all the rules, you miss all the fun!
Le Wand ‘s Fe e l M y Po w e r 2 0 2 2 S p e c i a l E d i ti o n is h ere
In 2019, Le Wand began a new annual
tradition of celebrating International
Women’s Day with a special edition of
their Le Wand Rechargeable Vibrating
Massager. Alicia Sinclair, the founder
and CEO of COTR, tells us more about
the origins of this tradition, the message that is rolled up in it, and the new
Le Wand Feel My Power 2022 Special
Edition, which was created in collaboration with illustrator Kelly Malka.

Alicia Sinclair, founder and
CEO of COTR, the company
behind the Le Wand, b-Vibe,
and The Cowgirl brands

On March 8th, you presented your new
Feel My Power Special Edition. Which
artist did you collaborate with this time?
Alicia Sinclair: Since 2019, we’ve
celebrated every International Women’s
Day by collaborating with empowering
artists to launch a special edition version of
our OG Le Wand. This year, we’ve teamed
up with @bykellymalka - An illustrator and
designer from Los Angeles that showcases
her artwork to raise awareness and make
an emotional and tangible impact on mental health, gender equality, and socio-political issues.

Why was Kelly Malka a perfect fit for Le
Wand? What are the areas of overlap in
your work and philosophy?
Alicia: Kelly Malka and Le Wand share
the same values. Our collaboration was
an opportunity to showcase these values,
such as support of all women, the power
90
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of pleasure, using our voices for social changeand to share powerful images of inclusivity. It
really was an ideal partnership and working with
Kelly was one of the most wonderful experiences for us.

What does the 2022 Feel My Power Special Edition stand for? What message does it represent?
Alicia: To advocate sexual pleasure as sexual
health, we created our 2022 Feel My Power
wand to champion how we use our sex toys,
the intimacy and satisfaction of our relationships,
consent, solo sex, and so much more. After all,
sexual pleasure is our birth right and if you obey
all the rules, you miss all the fun! We encourage
folks to challenge misinformation and stigma
and to feel good about their bodies and sexual
experience

The Feel My Power Special Edition not only
consists of a Le Wand Rechargeable Vibrating
Massager but also includes other accessories.
What can you tell us about those?
Alicia: We always include unique, special accessories that are custom created with the commission artwork of every Feel My Power Special
Edition. This year, we included an embroidery
set, woven patch, postcard set, sticker set,
travel bag, enamel keychain,
and pleasure guide.

What about Europe? Where can retailers order
the 2022 Feel My Power Special Edition?
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Alicia: Retailers can purchase this wand from
Eropartner and ABS.

You launched the first Le Wand Feel My Power
Special Edition campaign in 2019. What
prompted you to do that at the time and were
you aware that this was going to become an
annual thing?
Alicia: I attended an exhibit in New York that
featured artwork women illustrators. The theme
of the exhibit was the ‘Future is Female’
and I was really inspired by that.
I wanted to combine powerful
artists -and their messages- with our most powerful
wand. It felt like such a
perfect way to support
women artists and give
consumers a cool, unique
campaign to inspire them
each International Women’s
Day. I didn’t initially create the
campaign to be an annual event.
However, it was clear after the first
edition that this was special for us as
brand, for our retailers, and for consumers.
There is a lot of passion behind each campaign
and that is a totally different way of developing a
product. I believe that this is felt by the consumer. We even have collectors that buy them
each year!

How have the Le Wand Feel My Power campaigns changed over the years? Has the
message always remained the same?
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The 2022 Feel My Power
Edition was created in collaboration with Kelly Malka,
a well-known illustrator and
designer from Los Angeles

Alicia: Each year, the Feel My Power campaign has a different theme, and we work with
a new artist. The message always has an
underlying message that supports all women,
but the theme and style changes. We work
quite closely with artist to ensure that the final
artwork embodies their art and speaks to our
specific message.

inclusivity, and especially those who are fans
of indemand limited release sex toys. These
specialty Le Wands are designed with superfans in mind. By focusing on superfans, who
tend to be the most vocal advocates, it creates
a halo effect that draws attention to the brand
as a whole.

Which audiences to you have in mind for these
Feel My Power campaigns?

What kind of feedback do you get on your
Le Wand Feel My Power Special Edition
campaigns?

Alicia: It is easy to create a product that tries
to be all things for all people. After all, focusing
on a narrow segment can seem risky. In 2019
we launched our first Feel My Power Special
edition that was targeted at customers
who are passionate about women’s rights,

Alicia: The Feel My Power campaign has
become the Supreme drop of sex tech. Each
year our retailers look forward to reviewing t
he collaboration and theme. It’s created a
special opportunity to celebrate International
Women’s Day by honouring women’s sexuality.
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In the next 90 days, we are launching

3 more brands and nearly 20 new products

T he Ve l v e t T h r u s te r te a m r e a l i z e s l o f ty d r e a ms with a ccelera ted biz stra tegy

Alex Fima, Founder
and Product
Engineer of
Velvet Thruster

There‘s no better parent-child bonding experience than engineering
sex toys together – at least for the folks behind the Velvet Thruster. Our
industry has been the home of many a family company, and it‘s often these family-built brands – like Sybian, Sportsheets or Doc Johnson - that
have the strength to stay on track for long-term success. Velvet Thruster
was founded by husband and wife Alex and Danyell Fima alongside
Danyell‘s adult daughter, Kassidy Wasserman, and at this point, they‘re
likely recognized as industry (and EAN Magazine) regulars by now. But
whatever you previously knew of Team Thruster has drastically changed
since the start of the pandemic. After a too-close-for-comfort experience
with Covid that paralleled an explosion in sales, lead founder and engineer Alex Fima promoted his wife and step daughter to new roles that
resulted in almost instantaneous growth. The Thruster trio is now ready
to accelerate into 2022 with more new product launches and brand lines
than some companies dare to muster in twice the time. For retailers with
thrust-loving, sex machine-craving customers who just can‘t justify an
enormous, loud, ride-on pleasure tool, Velvet
Thruster comes to the rescue with all of the
power and performance for just a quarter of
the price. Just as they do behind the scenes,
the Thruster three have all joined together to
tell the European pleasure space how they
plan to disrupt and take over the thrusting sex
machine market with a new business plan and
more new designs than you can fit on a single
shelf.
For starters, tell us a little about the story
of the Thruster. How did you come up
with the idea for such a sex toy? What
was it like going through R&D and
then on to marketing and sales?
Alex Fima, founder and product
engineer: The drive mechanism for
our Velvet Thruster products was
a concept by my dad, back when
Danyell and I owned a metals
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machining and 3D printing business for
Aerospace. Once we sold that company in
2014, we decided to do some engineering
in the Sex Tech space to see if we could
make a powerful handheld thrusting sex toy.
At the time, thrusters weren’t even a product category but fucking machines were,
and our goal was to disrupt that business.
The first model was introduced at Sex
Expo Brooklyn in September 2017, just after we received our patent approval using
the drive mechanism in a thrusting sex toy.
At that first show, our products were very
well received and we met our first retailer
and now friends at SheVibe.
We then released our first Mini Thruster,
Teddy TX, at ANME January 2019. It
was smaller and more economical,
which helped us craft more direct relationships with retailers and increase
sales further.
Again, we took that success and invested that money back into the business
and re-engineered the original Jackie
Thruster products. In July 2019 at ANME,
SheVibe helped us connect with their
network of friends that they had developed
over the years, which included sex toy
reviewers, adult pleasure product critics, and sex education professionals so
we could get their input on the improved
product designs. It turned out to be an
amazing party, where we made new
friends and collected the guidance needed to update our original products.
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Now we have a complete line of both Mini and
Prime products, with multiple options for size,
shape, color and accessories, and all with a
customizable user interface. Now that is an
industry first!

You recently mentioned that Thruster will now be
in the hands of mother-daughter team Danyell
and Kassidy. Why did you ladies decide to take
over company leadership? What will change and
improve under your guidance and management?
Danyell Fima, co-founder and operations
manager: It wasn’t planned. In March 2020,
Alex managed to get Covid-19 right when it arrived in New York and we encountered some extreme Covid circumstances in the family. He was
in the hospital for weeks, which led to me taking
over all operation management. And then the
business immediately started doubling and tripling each month as sex toys did during quarantine. I knew he’d want me to me to take care
of business, so I did. We had always worked
together both starting and operating the brand,
but we had management divided between us.
Alex Fima: She absolutely kept the business
alive and she crushed it! I was in the hospital
for nearly four weeks and when I came out
I was not in any condition to work for several
more weeks. Now Danyell is still managing
that brand and added her adult daughter,
Kassidy Wasserman, to take over the social
channels. My job is new product engineering
for all Velvet brands. In the next 90 days we
are launching 3 more brands and nearly 20 new
products.
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Kassidy Wasserman, marketing and social
media coordinator: This has been such an
incredible industry to learn more about, and
while some people might think it’s a bit unusual, it’s been really amazing getting to work
with my parents. I run more of the social media
and marketing side of things, but I am learning
about operations every day. I really want to
connect with our clients and followers in a way
that feels more personal, and although marketing and social media can be a bit tricky in this
line of work, there is a lot of fun involved.

Does anyone in your family company have a background in the sexual health industry? If not, why was
the sex toys and sexual health industry a field you all
felt passionate to pursue?
Alex Fima: We fell into
sex tech products unintentionally and without
previous sexual health
industry experience.
We knew what we liked
and started to navigate the barriers of the
industry to build
successful products
and brands.

Kassidy Wasserman,
Marketing and
Social Media
Coordinator of
Velvet Thruster
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Danyell and I had engineering and manufacturing experience, but were unfamiliar with the
numerous barriers we found in the sex toy business. We found many vendors wouldn’t work
with us because of the nature of our products,
while most valuable media and advertising channels are still shut off to us for being associated
with sex wellness.
Kassidy Wasserman: The sexual health industry has so many different aspects to it. It’s not
just about making sure someone has an orgasm
(although that’s obviously our product’s purpose). It’s also about sexual health, education, and
feeling comfortable in your own skin.
No, we did not have any background in the
sexual health industry. But we have always been
pretty open with one another about all things,
and having a family business in the sexual
wellness industry has created even more of a
positive environment overall for our family.

What’s new from Thruster lately? Tell us about
some of your latest product releases or any
additions you’ve made to the
collection.
Danyell Fima: We have
lots of exciting new
products coming in the
next several months.
For example, the
Velvet Thruster brand
just added a ‘Universal Thruster’ in

Danyell Fima,
Co-founder and
Operations Manager
of Velvet Thruster
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November 2021. It tuns any vacuum plug dildo
into a Thruster. It is compact and has a suction
cup or can be used with a harness. Now that
gives our users a ton of options with their own
favorite dildos thrusting!
And with the completion of our website‘s “build
your own dildo” interface released, we will
increase the offering of shapes and colors to
include natural tones and unnatural shapes!
Fun surprises ahead.
Additionally, our new personal care brand, Gleam, will allow ‚gleamers‘ to select from unisex
lubes, washes and arousal balms. The focus of
Gleam is to provide body care for everyone and
every occasion.

Thrusting toys are growing as their own niche
category, so what makes THE Thruster really
unique and able to stand out?
Alex Fima: We kind of started the category!
By the time we engineered the sex machine
down to dildo size, it was impossible for people
not to compare them side by side with pulsators, rabbit dildos, and wand vibrators and
we had to deliver great products against stiff
competition, literally.
But joking aside, our cost of goods for the
Thruster is high. We have a bigger battery and a bigger motor than anyone else in the
sex toy industry, almost literally. I know Cowgirl
and Sybyan have us beat. Most manufacturers
can’t spend so much on the quality of goods
because of the required mark ups.
Fortunately, we came at a time when we could
easily build a direct-to-consumer business with
modern e-tailer platforms. We didn’t mean to
eliminate anyone in the supply chain, but we
just couldn‘t support the breakdown of margins
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Were your sales heavily affected by the pandemic? How well did the Thruster sell over the
last couple of years? Did you (hopefully!) hit the
quarantine sex toy boom?
Danyell Fima: Yes, it was an amazing year
for sales and we’ve used all that momentum
to further capitalize growth for the business.
It has also been very challenging for inventory
and production management. We had already
implemented lots of risk mitigation with our production vendors, but the costs have been rising
steadily for raw materials and shipping since
beginning of 2020.

What’s up next for Thruster this year? Can we
look forward to any new releases in the near
future?
Danyell Fima: As we mentioned, we came out
with a Universal Thruster in November 2021.
We will also have 3 new brands within the next
6 months. There is a lot happening, and we
are so excited to bring more variety and selflove options to everyone! Our other 2 new
brands are Viola and L’Acier, which will offer a
diverse range of sex toys all crafted for adult
pleasure and leisure time fun!
required as we were getting off the ground. Our
products are a great value for pleasure product
consumers that like penetration or vaginal
orgasms!
We are supporting the market with more
choices in our economical mini thrusters
as well. Hopefully, we can get the Prime
series with distributors and more retailers for
next year. Until then, we will keep adding key
resellers at our own pace and will continue to
do so on a direct basis for the Thruster Brand.
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This interview is
contributed by Colleen
Godin, EAN U.S.
Correspondent
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Alluvion XLR8 Wand
The Alluvion is the perfect combination of power and versatility
with two motors and dual-ended for clitoral, g-spot, and anal
stimulation! The tapered handle,
equipped with the new 60SX
AMP motor, produces a thumping gyration that is powerful
enough to make users feel as
though they are vibrating from
the inside out! Not to mention
that it can effortlessly bend to
conform to all body shapes
and sizes, making it exquisite for
g-spot or anal stimulation.
On the other hand, the Torrent
motor located in the wand’s
head produces a deeper
vibration and works like a
charm for clitoral stimulation.

Trinitii 3in1 Tongue
Trinitii combines three separate
sensations to deliver incredibly
unique and powerful clitoral
stimulation. One look at Trinitii
lets you know it’s not your typical
toy. Start by placing Trinitti’s
soft, open tip over the clitoris to
experience gentle suction. This
indirect stimulation is perfect for
those who don’t always want
direct contact. Next up is Trinitii’s
flickering tongue that mimics the
sensation of oral sex. And last,
but not least, Trinittii also vibrates
to add one final thrill you’ll feel
wherever it touches your skin.

17506
Trinitti 3in1 Tongue
RRP: €89.99

17505
Alluvioin XLR8 Wand
RRP: €119.99

WWW.SCALA-NL.COM
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We saw tremendous potential

to modernise the brand and expand its reach
F RÖH LE is a i m i n g f o r i n te r n a ti o n a l e x p a n s i o n

Dennis Ramaty,
CEO of FRÖHLE a brand of Blanche
Industries GmbH

The FRÖHLE brand was launched in
1986. Wouldn’t that make it one of the
oldest brands in this market?
Dennis Ramaty: We don’t know when
all the other long-standing companies in
this industry were created but chances
are definitely high that FRÖHLE ranks
among the longest-standing in the field
of (medical) potency solutions. Many of
our products have been patented for
decades, and there can be no doubt that
FRÖHLE did a lot of pioneering work in
this segment.

As we all know, this market is subject
to constant change. Brands come and
brands go. How did FRÖHLE manage to
stick around for 36 years - and counting?

It has been roughly four years since Blanche Industries GmbH took
over FRÖHLE, implementing a comprehensive rebranding process
and getting the long-standing German brand on course for international success. In our interview, Dennis Ramaty, CEO of Blanche Industries GmbH, talks about the reinvention of the brand that was originally
created in the mid-1980s, allowing it to thrive in the modern market
and getting it onto shelves in 44 countries.
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Dennis Ramaty: When Wilhelm Kannengießer developed the first FRÖHLE
products on the basis of cupping therapy, he was well aware that there was a
big gap in the market. For years after the
brand’s launch, Rita Fröhle and Wilhelm
Kannengießer were the first and often
only point of contact consumers would
turn to. They addressed the customers’
questions and problems in a personal
and supportive way, constantly expanding their horizons to provide further
assistance. This also enabled them to
keep launching innovative products and
address the problems of various target
audiences. Such a level of dedication
always pays off.
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Back to the origins in 1986: What was the
motivation for Rita Fröhle and Wilhelm Kannengießer, the founders of the brand, to create
penis and vagina pumps?

The FRÖHLE brand
was launched by
Rita Fröhle and
Wilhelm Kannengiesser in 1986

Dennis Ramaty: The mailbox advertising of
the time, which also included flyers by Beate
Uhse, made Wilhelm Kannengießer aware of
the existence and potential of these types of
products. So, he started toying with the idea
of trying something new in the medical segment. At the same time, there was a doctor
in the Kannengießer family who frequently
and successfully used cupping therapy in his
practice - Wilhelm himself had undergone
that therapy. Putting two and two together,
Wilhelm Kannengießer developed a product
for the male intimate area that followed the
same principle.

So, FRÖHLE products are based on the principles of cupping therapy? Would you mind
explaining these principles to our readers?
Dennis Ramaty: Cupping was originally used
in natural medicine, and people relied on it as
far back as 5000 years ago. With this therapy,
you use cupping glasses, placing them on the
body and creating negative pressure inside the
glass. As a result of the suction effect, much
more blood flows through the tissue of that
area. Having benefitted from cupping treatment
himself, Wilhelm Kannengießer had the idea that
you could use the same principle on the male intimate area, combining the cupping element with
a vacuum pump to add to the size of the penis
and improve the strength of the erection.
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Blanche Industries GmbH took over the
FRÖHLE brand in September of 2018. How
did that happen? What made the brand appealing to you? What potential did you see in
these products?
Dennis Ramanty: We had already been the
third-biggest customer of FRÖHLE for several
years prior, and we were in steady, close
contact with Frau Fröhle. Eventually, the two
founders of the brand decided that they wanted to enjoy their well-deserved retirement, so
they looked for a young, innovative team to
take over the FRÖHLE brand. The condition
was that this new team had to respect the
ideals and the philosophy that had always
guided the brand while also letting it grow and
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evolve. We saw tremendous potential to modernise the brand and expand its reach. I have
nothing but respect for the founders, but I will
say that the presentation of FRÖHLE did not
meet modern standards. Also, the products
were only sold in Germany, Austria, and Switzerland. So, there was room for growth and
expansion, which made this opportunity all the
more appealing to us.

Quality notwithstanding, FRÖHLE didn’t feel
very modern before your company took over
the brand. How hard was it to make the brand
appealing to a new generation?

The streamlined
FRÖHLE assortment
includes 90 products:
penis pumps, vagina
pumps, cock rings,
nipple suction cups,
and lubricants

Dennis Ramaty: The FRÖHE brand has
always had a stable and loyal customer base,
but it is correct that there was limited potential
for growth. Therefore, we initiated rejuvenation
measures once we had taken over the brand,
brand name, and patents. We spent six
months on planning, then implemented
the necessary steps, and our efforts have
proven highly successful, especially on the
international stage.

Could you give us more details about the
rebranding process? Which steps did you
take to bring the FRÖHLE brand into the
21st century?
Dennis Ramaty: For the brand to meet the
wishes and needs of a younger, international
audience, we went for a full 360-degree rebranding effort, complete
with new packaging design and
packaging information in several
languages. The online
and social media presence
was also
changed to
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reflect the new CI, and we had the website
translated into 25 languages. Moreover, we
streamlined the product range, going from
more than 200 SKUs to roughly 90 top-quality
products.

FRÖHLE has a long and storied history. How
hard is it to continue the legacy of the brand and
respect the philosophy of its founders while also
making it appealing to new audiences?
Dennis Ramaty: I wouldn’t say that is a
problem. We had promised the two founders
of the brand to keep the spirit of FRÖHLE
alive and to expand on it - which is exactly
what we have done. At its core, this brand has
always been innovative and very relevant for
its target audience. So, the challenge is not so
much changing the brand, it is changing the
presentation of the brand and putting its USPs
into a context hat aligns with the sensibilities
of today’s younger audiences. And if I say so
myself, we succeeded on both points.

Speaking of which – who is the target audience for FRÖHLE? Which palates did you adapt
the brand to with your rebranding efforts?
Dennis Ramaty: The FRÖHLE brand covers
several different product categories which
makes it appealing to both female and male
audiences. Furthermore, FRÖHLE offers
first-class products to people who are looking
for a solution to their potency problems. And
beyond that, our catalogue is full of products
that are great for anyone who simply wants to
make their sex life more exciting and varied by
adding a little helper to the mix.

At present, the FRÖHLE range includes 90
products. Could you give us a brief overview
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FRÖHLE stresses that its products are ‚Made
in Germany.‘ How much weight does that still
carry? Wouldn’t you say that quality can be
produced anywhere today?
Dennis Ramaty: Our customers appreciate
the promise of quality that goes along with the
label ‚Made in Germany.‘ And it makes sense:
When a product serves such an intimate
purpose, why wouldn’t you go for longstanding, established quality standards? It
basically tells you that you get your money’s
worth. That’s why ‚Made in Germany‘ is also
a big draw in the international markets. Of
course, other companies have launched
competing products over the course of the
years that were cost-effectively made in
China. It’s not that China can’t produce
quality; it’s that many companies who have
their products made there prioritise low
prices, resulting in lesser quality and shorter
lifespans. Those products don’t represent a
threat to the FRÖHLE brand.

of that portfolio? Which categories does it
cover, and what sets the products apart from
the competition in these categories?

Following the takeover and the rebranding,
FRÖHLE’s sales quickly soared. What is your
explanation for this swift success?

Dennis Ramaty: At present, the FRÖHLE
product range covers six different categories,
from penis, breast and vagina pumps to cock
rings to nipple suction cups and accessories
such as lubricants. What unites all of these
products is that they are solution-oriented helpers for men and women. They all contribute
to a more fulfilling sex life, and they all live up
to a quality promise that has endured for more
than 30 years. Not to mention that they all
sprung from the patents of the world’s biggest
pump assortment for intimate use. FRÖHLE
offers a tried and true method for the local
stimulation of the blood circulation, modified
for intimate use and a new purpose.

Dennis Ramaty: Since the takeover, we have
seen a positive trend, especially in the international arena. By now, the FRÖHLE brand is
available in 44 countries - in our recent press
statement we had announced that we were
doing business in 43 countries, but growth
is even quicker than our PR department, it
seems. As I already mentioned before, we
have always believed in the brand message
and the solution-based quality promise that
FRÖHLE stands for. We always believed that
these products could find a greater audience.
Seeing a younger and more international clientele gravitate towards the FRÖHLE solutions is
really impressive.
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Dennis Ramaty: Both sides agreed on this
change in our distribution strategy; it was a
mutual decision. ORION didn’t want to carry
the whole FRÖHLE assortment any longer and
focus on the top 24 bestsellers instead. And
our expansion across Europe progressed at
such a quick pace that one distributor was not
enough anymore to meet the growing demand
in all of these markets. But obviously, we still
maintain a great relationship with ORION, and
we are very thankful to have them by our side
as a trustworthy, dedicated partner.

A thorough rebranding effort was launched when Blanche
Industries GmbH
took over FRÖHLE in
September of 2018

So, where can get retailers get FRÖHLE
products now? Which wholesalers and
distributors carry the brand?

In January of 2019, you announced that
ORION Wholesale would be your exclusive
distributor. What was the motivation to take
that step and only work with one wholesale
partner?
Dennis Ramaty: ORION was FRÖHLE’s
biggest customer at the time of the takeover,
so obviously, it was our goal to continue that
great business relationship. Therefore, we met
with some ORION representatives to show
them the new, modern, more international
packaging design in person, and they were so
impressed that they suggested an exclusive
partnership. Having a rock-solid distribution
partner with a big name and such a wide
reach was a tremendous advantage at that
point, right after the takeover.

However, your products have been available
from several wholesalers and distributors since 2021. Why did you change your distribution strategy?
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Dennis Ramaty: Apart from ORION, our wholesale partners for the FRÖHLE brand include
EDC, ST Rubber, MVW, Freedom Novelties,
and Sexmarkt.ru.

For decades, the FRÖHLE brand was known
primarily in German-speaking countries. How
did you manage to get international distribution partners - for instance in the USA - excited
about the brand?
Dennis Ramaty: That is a direct result of
internationalising our corporate and communication strategy in a logical, consistent way.
The text on the packaging and the instructions
are in English now, and the content on our Instagram and Facebook pages (@froehlepumps)
is also posted in German and English. That
has proven very successful, as the community
on these sites has grown steadily and organically. Now, the international audience makes
up 47 per cent - it has grown to be almost as
big as our audience in the German-speaking
countries. And even if you look at the gender
composition, it’s almost half and half, or to be
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home more. Activities that took you outside the house decreased as a result of the
situation, and many couples saw much more
of each other due to quarantines and home
office work. But I do think that there is an
awareness that will outlast the pandemic. We
saw a general increase when it comes to interest in sexual wellness - which makes sense,
of course. When faced with an unusual situation, people start looking for ways to maintain
their general wellbeing. And indulging in sexual
wellness is an important and healthy option.

How do you support your partners in the
wholesale and retail segments? Do you offer
POS materials, product training, etc?

more precise: On Instagram, our followers are
50.75% men and 49.25% women. That goes
to show that our products are of interest to
many different audiences.

Your products are available in 44 countries
now, proving the success of your international
expansion strategy. In an official press release,
you also announced that sales had increased
significantly during the coronavirus pandemic.
What is your explanation for this development? Can that heightened interest in topics
such as sexual wellness and the associated
products be chalked up to Covid or is it bigger
than that?
Dennis Ramaty: Since the beginning of 2020,
when people all over the world started going
into lockdown because of the pandemic, our
wholesalers have indeed noticed increased
demand in our products. Of course, this is
largely due to the fact that people stayed at
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Dennis Ramaty: We provide all of our partners with detailed onboarding, and we give
them access to a suite of creative materials
covering all the touch points. Moreover, our
customer support is ready to provide assistance whenever our partners in the wholesale and
retail trade need it.

What are your plans for the rest of the year
and beyond? Will there be new FRÖHLE
products? Are you going to further expand
your distribution network?
Dennis Ramanty: We have big plans for
FRÖHLE. Our expansion strategy is based on
continuous yet organic growth. At present,
we focus on supporting our partners across
Northern America, but of course, we are open
to expanding our distribution network in any
direction. And it goes without saying that we
are working on new products, some of which
are already in the prototype stage. So, our trade partners and the consumers can expect to
see new, meaningful additions to the FRÖHLE
assortment sooner rather than later.
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The perfect fit for good sex
A n i n te r v i e w a bo ut co ndo m siz es with E va a nd Ja n Vinz enz Kra use
For 20 years now, Jan
Vinzenz Krause has been
obsessed with the perfect condom fit. Jan is a
pioneer when it comes to
condom sizes, and he has
appeared on numerous TV
and radio shows all over
Europe. In 2019, he shook
up the condom market by
launching MISTER SIZE, a
multi-size condom brand,
guaranteeing particularly
sensitive sexual experiences due to a wall thickness
of just 0.05mm. In the
three years since then, Jan
has steered the brand in
tandem with his wife, Eva
Krause, and together, they
continue working towards
their goal of making
well-fitting condoms a
global standard.

Mr. And Mrs. Krause, are you living
proof that condom sizes don’t just
matter to men?
Jan Vinzenz Krause: A well-fitting condom is just as important for women as it
is for men. If a condom fits perfectly, that
makes the experience safer and more
pleasurable. Men and women can focus
entirely on their intimate encounter instead
of having to worry about a poorly fitting
condom. And being able to embrace the
moment is a prerequisite for good sex.
Eva Krause: The safety aspect is very
important for women. Otherwise, how
can you really let go and focus on the
pleasure? Let’s not forget that more than
half of all condom purchases are made by
women. They benefit just as much from
well-fitting condoms as men do. Also,
the main reason for men to propose sex
without condoms is no longer valid when
you have condoms that really fit and don’t
impede the experience.

How did you get the idea to create
multi-size condoms?
Jan Vinzenz Krause: The first time I used
a condom, I was 16. Back then, I simply
hated those things. Also, I wondered why
they weren’t available in different sizes.
After all, you also get shoes and pants in
different sizes, right? Nobody will wear
shoes that are too small or too big! So,
why would things be any different when
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it comes to condoms? Changing that
situation was an idea that fascinated me
even back then, and it still fuels my desire
for innovation to this day. I know that
there are millions of men the world over
who think that condoms are bothersome
and that they lessen the experience. But
I also know that they will change their
mind immediately when they find the right
condom size with MISTER SIZE.

Your idea to create a multi-size condom
brand has shaken up the market. How did
you manage to create such a stir?
Jan Vinzenz Krause: As I mentioned
before, the idea was born out of personal
disappointment. I just couldn’t accept
that safe sex has to be uncomfortable.
And I was confident that many other
couples were just as dissatisfied with
standard-size condoms as I was. That
really sparked my pioneering spirit. There
was a lot of experimentation, of trial and
error. Now, we have established MISTER
SIZE beyond the borders of Germany and
even Europe; we are selling our perfect
fit condoms all over the world. Of course,
we only achieved this success because
we have the highest requirements when
it comes to the safety of our products.
In order to meet the expectations of our
customers, we have joined forces with
renowned producers such as Karex. This
Malaysia-based producers knows all the
standards for certification that are necessary to get a condom brand to market.
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Eva and Jan Vinzenz Krause

You can offer different condom sizes but for that to
work, men still have to know what size they need.
How do you get men to measure their penis?
Eva Krause: I would say that men are generally interested in learning how big their penis
is compared to other men. We offer various
measuring tools which we developed for different scenarios to help men and women find the
perfect condom. Feedback from our customers
suggests that many couples have actually
made measuring the penis part of love play.
Which is obviously music to our ears!

Is there an audience that is particularly interested in ‚custom-size condoms‘?
Eva Krause: I think that’s basically all condom
users who are not happy with the standard
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size. And there are a lot of them - among both,
men and women. Age-wise, most condom
users range between 18 and 40.

MISTER SIZE offers several measuring tools.
Would you mind telling us more about them?
Jan Vinzenz Krause: Men need the right
condoms, and we provide the necessary tools
to our retail partners so they can give advice
and generate sales. Obviously, bricks and
mortar stores have different requirements than
online shops. Therefore, we offer retailers a free
measuring tool that they can hand out to their
customers when talking about our products in
the store. Naturally, advice is good but sales
are better, and the best way to generate sales
is to offer options to the customer. We have
developed a special test set for that purpose.
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approach will also make it easier for the sales
personnel in stores to help their customers find
the right fit.

In which other ways do you support distribution
partners of MISTER SIZE?
Jan Vinzenz Krause: Keeping in touch with
our business partners and having that personal
exchange is very important to us. There is a
lot we can learn from one another to optimise messaging and sales. We strive to create
solutions that fit the needs of our distribution
partners, and to have them available in the
languages of their markets. Our goal is to adapt
to their business model and requirements as
best we can.

A 3-piece set that can be
sold as a 3x3 bundle. Most
men appreciate it when
they can test two to three
different condom sizes to
see which one is the best
fit. The difference in sensation and comfort can
be surprisingly big. And once men have found
the size that’s right for them, they will only want
to condoms of that size ever again. So, our
new test sets, comprised of three condoms of
different sizes and measuring tape, are a great
tool to help them find that size.

What is next for MISTER SIZE? Which plans do
you have for the future of your brand?
Jan Vinzenz Krause: Our vision with MISTER
SIZE is to make the perfect condom size the
new global standard for the condom market.
We have an ambitious goal: By 2030, we hope
to have helped 1 billion men worldwide find the
right condom so they can enjoy better, safer
sex. Custom size condoms have to become
something that we take for granted.

Eva Krause: Obviously, you can’t measure
your size in store. Dropping your trousers
between the shelves isn’t really a good idea.
So, you will find a line on the side of every
MISTER SIZE product, which varies from size
to size and symbolises the penis width. So,
going by that line, you should be able to get a
pretty good idea of which condom is right for
you. Nobody has ever done something like this
in the condom market, and we hope that our
112
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It’s our goal to continue to help our customerpartners grow their businesses

T he U S sal e s te a m o f M .D . S c i e n c e L a b w e n t ba ck to co llege f o r th e benef it o f th eir custo mers

Briana Watkins, Vice President of Sales & Marketing
at ACS & M.D. Science
Lab, and three of her
colleagues from the sales
team trained to be certified
sex educators. EAN had
the opportunity to talk with
Briana about the motivation for this step, the
process, and the benefits
for the customers.

114

When did you get the idea of having your
US sales team certified by the American
College of Sexologists International? And
what were your motivations for taking
this step?
Briana Watkins: Since heading up the
M.D. Science Lab’s sales and marketing
departments I’ve been focusing on ways
to better help our customer-partners.
During the pandemic, our team supported
retailers who experienced online sales
growth. Now, many of our partners are
having to train new employees and are
navigating ‘new normal’ workplaces. We

realized that our domestic sales representatives and our brand ambassador could
go further than purely selling lubricants,
supplements, and toy cleaners.
We found that new employees entering
this industry have questions about consumers’ motivations and needs. I knew
this was an opportunity for members
of our team to learn more about sexual
health and wellness, and how intimate
wellbeing can relate to our products.
We also launched a new online wellness
centre to align with World Health Day on 7
April 2022. Here, too, we focus on retailer
training and how retail associates can
learn how to better serve consumers. We
encourage your readers to check out our
Desire by Swiss Navy Wellness Center at
www.B2BSwissNavy.com/desire.
It’s our goal to continue to help our
customer-partners grow their businesses.
I’ve learned that continuing education is
integral to continued success—and we
are in the process of having our other
team members certified as well.

For those who don’t know about the
American College of Sexologists International, can you explain what kind of
association it is exactly?
Briana: The American College of Sexologists International is a non-profit association that provides professional standards
and guidelines to the sexology community
and is recognized worldwide for its rigorous standards in granting certification for
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sex educator training. It certifies practitioners
and organizations that meet the requirements
of a certification training program.

Why did you choose the American College of
Sexologists to train your colleagues?
Briana: A certificate from the American College of Sexologists International means that
students, interns, and professionals have not
only met the requirements of training, but that
they are a member of a community committed
to the sexual health and wellbeing of world
citizens everywhere.
The standards of the American College of
Sexologists match our own. And we hope that
our M.D. Science team can inspire others to
expand their knowledge to better serve retailers
and the new individuals entering our industry.

What were the exact requirements to become
a Certified Sex Educators? What did your
colleagues learn?
Briana: Interested individuals should visit the
American College of Sexologists International
to learn more about their offerings, since they
provide different types of certifications.
They have members who have become entrepreneurs and have launched their own sexual
health clinics or teaching institutions. Others
have become bestselling authors, media
therapists, researchers, and global speakers.
And some members operate their own private
practices where they help people to improve
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the quality of love lives. In addition to several hours of online training, each of our team
members have also spent decades within this
industry learning valuable lessons that can be
shared retailers and our customer-partners.
One thing that is common amongst all of us at
M.D. Science Lab is the desire to keep making
ourselves and our team better.

How did your colleagues experience this process? Were they able to learn things that were
new to them?
Briana: Well, candidly speaking, the ‘benefits
of prostate milking’ was a surprise! I think each
of us came away with insights that resonated
uniquely. I also believe each of us learned that
sexual education isn’t currently fulfilled with
regular school curriculums. The more each of
us can learn within our industry will be more
beneficial to all of us as a whole.

Where do you see the biggest knowledge gaps
in our industry? Which areas have the biggest
need for additional sex education?
Briana: Sex education in schools is treated like
an afterthought. We’re finding that come colleges and universities do address sexual health
on their campuses—but not as many offer the
assistance and education that is needed.
And, sadly, the average medical school
student, over the course of 4 years, receives
just 3-10 hours of sexual health education.
The knowledge needed within our industry
not only involves problems, but also includes
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How important is the issue of customer support
in today’s market? And how important is the
personal component, i.e. direct interaction
between manufacturer/supplier and distributor/
retailer, for instance in the form of product and
sales training?

intimate relationships, sexual wellbeing concerns, and how to use sex toys and lubricants
properly.I can see how so many individuals just
entering our industry can get overwhelmed. I
think by taking steps to encourage learning,
consumers will look to retailers and others in
our industry to help them improve their sexual
health.

Briana: We’ve found that the better we can
support our M.D. Science Lab customer-partners, the better end-consumers are helped—
which leads to increased sales.
Consumers are more apt to Google information
online about their concerns and the products
that may help them. This means retailers need
to also know more about the products they sell
and how consumers can benefit from their use.
We understand how important it is for retailers
to have the support they need to better do their
jobs, and it’s our team’s responsibility to thoroughly train individuals on all the benefits that
our Swiss Navy products can provide.

Are there plans to have more members of the
team certified?
How do your customers benefit from your colleagues now being Certified Sex Educators?
Briana: Our customers/partners can already
learn sales and merchandising tips on our
Swiss Navy B2B website, and our own Brand
Ambassador, Rocky Bowell, ACS, films weekly
videos offering retailer tips. But now, our team
can take trainings further and can be even
more helpful.
Retail associates are in need of more insights
as consumers become savvier. We always
keep our customer-partners and their needs in
mind because we know their success, is our
success.
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Briana: Yes! We are in the process of having
Randy Withers, our International Sales Manager, Ellen Friedman, our Regional Director of
Sales & Marketing, and Pat Butler, our Sales
Representative, certified. We are also looking
into future educational platforms to keep our
team apprised of new and changing sexual
health knowledge. In fact, we are also researching more ways to better train retailers
and help them navigate the ever-expanding
world of intimate wellbeing. We invite your
readers to visit our online Swiss Navy B2B
Resource Center at www.B2BSwissNavy.com
to keep updated on all our latest offerings.
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I definitely owe a lot to Instagram
Se x Toy C an d l e Co - Ho w a h o bby p r o j e c t tu r ned into a business
When you started with your candles,
it was more of a fun project during the
corona lockdown. Now it’s grown into a
real business. What is the secret to your
success?
Em Newton: I definitely owe a lot to Instagram. Almost all of my customers find
me through Instagram so I’m really glad
I invested a lot of time and grew my account early on. I’d say another main thing
is the customer experience. Our candles
are high quality, come in gorgeous packaging, and I pride myself on delivering
amazing customer service. Thanks to this,
I get tons of 5 star reviews. This helps to
attract new customers and get repeat
orders!

Candles in the shape of dildos and plugs
- what is your explanation for the great
interest in your products? What attracts
your customers to candles that look like
sex toys?
Em Newton, founder
of Sex Toy Candle Co

Em Newton, the founder of Sex Toy Candle Co (www.sextoycandleco.
com), took up a new hobby during the coronavirus pandemic, but
over time, it turned into a veritable business. When asked about the
secret of her success, Em points to her dedication to quality, sustainability, and customer service but also the power of social media. In
our interview, she tells us about the unbroken demand for candles in
the shape of dildos and plugs, and how this demand actually creates
certain problems.
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Em: I think there are two reasons.
For one, they make a fabulous novelty
gift. I get a lot of orders from hen
parties, Secret Santas, and birthdays.
Plus, society is becoming much more
open about sexual wellness and pleasure.
Five years ago, perhaps a greater majority
of people wouldn’t have been comfortable displaying a soy wax butt plug on
their dining room table. But things have
changed! I love that it gets the conversation going about pleasure!
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The soy wax candles
are non-toxic,
natural, vegan and
biodegradable

In your first interview with EAN, you said that
social media has played a big role in communicating the idea behind the Sex Toy Candle Co.
brand. Are you what is generally referred to as an
Instagram brand?
Em: I would say so. The first place to check for
updates is definitely our Instagram. I take lots of
inspiration from my established Instagram brands
like Gash Trays, Esh Candle, and Doodle Moo
who all have all built large followings and grown
their businesses through their social media.

Where does your commitment to sustainability,
environmental friendliness, etc. come from? And
how important is it to your customers that your
candles are vegan and that you operate in a sustainable and environmentally friendly fashion?
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Em: A lot of candles are made with paraffin a by-product of the petroleum industry. Plus,
a large number of synthetic scents are toxic.
It always struck me as odd that people would
burn anything related to fossil fuels inside their
homes and when I did some research, I was
shocked to discover just how bad it is for your
health to inhale the chemicals contained in a lot
of candles. The last thing I want to do is add to
this. In terms of sustainability, I make a lot of effort
in my personal life to reduce my impact on the
environment. It would’ve been hypocritical to run
a business that wasn’t making an effort to be
sustainable.

The last time we covered your unique candles,
your range consisted of four different designs.
What does it look like today?
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The DIY Mould Your
Own Penis Candle
Kit mentioned in the
interview

Do you have ideas for more products?
Em: Loads! As always, I’m working on a few
new designs so watch this space. The Sex Toy
Candle Co family definitely isn’t complete yet. I’d
definitely like to add a vibrator-shaped candle to
the range at some point.

You make your products by hand, independently and with high-quality ingredients. Are you
already reaching the limits of your capacity?
Do you still see growth opportunities for your
business?

Em: There are still four designs in the core
range, but I’ve added some new colours
including a neon yellow and neon green. I also
now sell gift sets including my infamous Breakup Box which comes with a bullet vibrator and
packets of tissues. I also launched a natural,
undyed candle last year. This is perfect for
wax temperature play - even for those with
sensitive skin.
Plus, the DIY Mould Your Own Penis Candle
Kit has recently joined the crew. I launched that
one just in time for Valentine’s Day.

How did you come up with the idea for the ‘DIY
Mould Your Own Penis Candle Kit’?
Em: The inspiration actually came from dating!
I mention my business on my Hinge dating profile and, unsurprisingly, get a lot of offers from
men volunteering to ‘model’ for a new design.
Naturally, I always decline but it got me thinking, ‘Is there a way to make candle replicas of
people’s penises?’.
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Em: Definitely! I have a pretty demanding day
job so I don’t have as much time as I’d like to
spend building my business. I’m currently looking at outsourcing production so I can dedicate
more time to marketing and growing the brand.
This would also allow me to take on more
wholesale orders.
The trouble is I’m a complete perfectionist so
trusting somebody else to make the candles
to the standard my customers have come to
expect scares me a bit!

Last summer, you talked about wanting to offer
your products through retail and/or wholesale as
well. How far along are your plans in this regard?
Em: As I said, I work full-time alongside running
Sex Toy Candle Co so I have to say I haven’t
been able to dedicate as much time to this as I’d
like to. However, in November 2021, sex positive
online sex toy boutique, Self & More started
stocking my candles.
Taking on more wholesale orders is one of my
main objectives for 2022 so watch this space.
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Creating something new from something old has

been a passion in my crafting since I can remember

G Mart in c re a te s f e ti s h f a s h i o n f r o m r e c l a i m ed ma teria ls

G Martin, the founder and
design mastermind of Broke
Boutique (Photographer:
Hyder Images)

Products made from recycled materials have become common in our
society. While this is a laudable trend,
there are still way too many materials
that aren’t given a second life through
recycling; instead, they end up in
garbage dumps or waste incineration
plants. G Martin, founder of Broke
Boutique (www.brokeboutique.com) is
using exactly those kinds of materials
to create unique products for lovers
of exclusive and, above all, sustainable fetish wear. In our interview, she
explains that sustainability has always
been near and dear to her heart, and
we learn how a small tyre replacement
shop ended up playing a big role in her
business endeavours.
How did you come up with the idea for
Broke Boutique in 2014? Did you work
professionally in fashion before?
G Martin: I came up with the idea of turning Broke Boutique into a fashion brand
after I ended up with an old tractor inner
tube. I’d already spent many years crafting
art and decor from reclaimed materials,
so I regularly ended up with trash to play
around with. It took me several weeks of
playing with the rubber and bouncing ideas
around with other artist friends before I
whipped an old bra out to use as a pattern. I only used the framework of the bra
(not the cups) to build this harness style
top, once I made it I then realised how nice
it was to wear and how good it looked.
I’d never worked in fashion before, I never
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even went on to any kind of further education,
after high school. Everything I’ve learned has
been self-taught through many hours of trial
and error.

Did you focus on the use of reclaimed materials
from the beginning? Was sustainability important
to you from day one?
G Martin: Yes, being low-impact and creating
something new from something old has been a
passion in my crafting since I can remember. I’ve
lived off-grid since I was 18, so sustainable living
and sustainable awareness has always been
part of my life, but outside of my bubble I’d say
less so until a few years ago.

You work with materials that would otherwise
end up in landfills or incinerators. Why did you
decide to focus on these materials?
G Martin: My focus towards materials that
don’t regularly (or ever) get recycled or reused
is because they’re only destiny is landfill or
incineration, there’s no other use for them and
because they’re also man-made they won’t biodegrade. If I can save even just a small amount
of that waste from being added to the, already
oversized, pile of trash then I’ll do it. If I can
make others passionate about it too, then that’s
an added bonus

You are particularly into ‘Butyl’. What is Butyl
rubber used for? And why does it lend itself to
making fashion?
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G Martin: Butyl rubber was invented in the early
20th century, it’s got quite an interesting history,
but in the 50-60s it was redeveloped and from
there became widely used for inner tubes, which
is still its use today. From bikes to tractors, all
their inner tubes are made from butyl rubber. I
used to play with bike inner tubes, but they’re
really thin and don’t hold up like the tractor ones.
The rubber is so perfect for fashion because it’s
stretchy but doesn’t warp over time, I still have
harnesses that I made back when I started and
they’re in the same state as the day I made
them. It’s a synthetic material that has no animal
products in it, nor does it have latex, so it’s a
great alternative for vegans and anyone who
has a latex allergy. Because its original use was
to hold up tractors, the material has no issues
holding up as a garment for several years.

Where do you get your Butyl from and how
should we imagine the process of turning it into,
say, a harness?
G Martin: I know a small tyre replacement business, based in Norfolk, that saves all old inner
tubes for me. Every few months, I collect the
boxes of rubber that they’ve saved up for me.
Since the inner tubes have all been used, they’re
covered in mud, dust, and rust. My process
from start to finish is to organise which pieces
are suitable to be turned into a harness, I then
cut up the rubber into different strips (ready to
be used), when I’m making a garment I draw the
pattern onto the strip or swatch of rubber, cut
out the design and clean it using pjur CULT Ultra
Shine spray, once it’s clean I then assemble the
product into its final form. From start to finish can
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G Martin: I have a range of products from
chokers and mitts to bras as corsets. My most
popular range of items is the Adapt collection,
this a series of garments that I produced specifically to be highly adjustable and so they’re
highly inclusive for multiple body types. They
were specifically designed with the fact that
we all come in different heights, weights and
shapes, so the garments adapt to that.

Apart from sustainability, what are the unique
selling points of your products?
G Martin: The other unique selling points of
my brand are that it’s a truly vegan-friendly alternative that doesn’t make the buyer neglect
other morals like sustainability by having to
buy cheap plastic alternatives or low-quality
products that don’t last. It’s also latex free so
it’s great for anyone with allergies to latex.
A lot of G Martin’s creations are
made from Butyl, a rubber that
is used for cable insulations, air
tubes, and even bubble gum
(Photographer: Matt Payne)

Where do you get your inspiration for new
products?

take several hours. The cleaning part is probably
the hardest and longest part of the process.

Is it true that you give new life to three to six kilos
of ‘Butyl’ per week?
G Martin: Yea, I use at least 3kg of rubber per
week, a single garment can weigh up to 2kg but
that’s mostly because my designs tend to have a
lot of metalware.

Could you give us an overview of your portfolio? What kind of products do you sell in your
boutique?
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G Martin: I get inspired by all sorts, it can be
from films and comics, but it can also be from
the material itself. Most of my style and design
is inspired by punk, post punk, comics (i.e.
Heavy Metal, Tank Girl, Halo Jones, Judge
Dread, well lots of 2000ad stuff!), 80s sci-fi,
artists from Joyce Lee and Sveta Shubina to
Boris Vallejo and other similar artists.

Why do you also offer clothes for rent?
G Martin: The reason I offer a hire service
is because not everyone has the budget to
afford an outfit that costs 100s, or they might
not feel like they’ll wear it more than once and
it would be a waste to buy something that’ll
only get one use. But also, some people may
w w w. e a n - o n l i n e . c o m • 0 5 / 2 0 2 2

The Diamond edition

info@tongabv.com

+31 (0) 115 566 322

I N T E R V I E W

Sustainability was always important
to G Martin, and Broke Boutique sees
this goal realised in the form of fetish wear
(Photographer: Robbie Golec)

want to buy something, they might have had
their eye on a design, but weren’t confident on
sizing or if it’ll suit, this gives them the opportunity to try before they buy.

Who are your customers? Who shops at
Broke Boutique?
G Martin: My customer base tends to be people who go to club nights like Klub Verboten,
Torture Garden or One Night parties. But I also
sell to performers, from pole to fire and festival
goers.

What drives more consumers to your boutique
- the awareness of fashion or the awareness of
sustainability?
G Martin: Good question. I’d say a mix of
both. I have plenty of followers who know my
brand well and are fully aware that my designs
are crafted from reclaimed materials. But then
there are the followers that have found me
and like my brand for the fashion and the
knowledge that it’s a sustainable brand
comes later on.
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Why did you decide to use e-commerce as a
sales channel? Shouldn’t your products be
presented in bricks and mortar stores?
G Martin: E-commerce is a great way to sell
worldwide, I’d say the majority of customers
shop online these days and with a pandemic that
spanned two years, getting into stores wasn’t
easy. I was also a carer up until early this year,
so creating a generous amount of stock wasn’t
something I had time to do. But now we’re finally
coming out the other end of Covid and I’m doing
Broke Boutique full-time, I’ve started getting my
designs into physical stores. FAB London, which
is based in Camden, is one of those stores, I’ll be
adding many more designs to their shop this year.

Do you see your boutique and your handmade
products as an alternative to mass production
or off-the-rack fashion?
G Martin: I see my brand as being a gateway
for people to want to be more sustainable and to
want to buy from small and independent brands.
I’m one of millions of small businesses out there
and I hope that myself, and all those other little
brands, are the future of fashion.
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We are at the beginning of a golden age
Kat e H o d gs o n - E ga n a n d th e r o s y f u tu r e o f th e sex to y ma rket
Will the sex toy boom that
began during the pandemic continue or not? Some
say yes, some say no. Kate
Hodgson-Egan, Head of
Northern Europe and UK
at Lovehoney Group, has
both feet planted firmly on
the side of optimism. In
our interview, she explains
why the golden age that
the market dreamed of
in the pandemic years is
much more than just a
mirage.

When the corona crisis was still going on,
it was prophesised that a ‘golden age’
would dawn in the sex toy market after the
pandemic. Was that too optimistic or has
the arrival of the ‘golden age’ just been
postponed?
Kate Hodgson-Egan: I don’t necessarily
think it was optimistic to think a golden
age of sex toys would dawn following
the pandemic, nor do I think it has been
postponed. I would even argue that we are
at the beginning of a golden age; people are
being more open about sexual wellness and
the topic is being taken more seriously. We
have recently launched products in Tesco,
one of the UK’s biggest supermarkets,
which does a lot to illustrate this point.

If there were a history book on the sex toy
market, the chapter on the Covid years
would certainly be very long. Which areas
of our market were affected the most by the
pandemic, in whichever way?
Kate: The pandemic forced a whole nation
to shop exclusively online (some for the
very first time), turned swathes of people to
remote working, and gave others more time
to focus on themselves and get to know
themselves sexually through worldwide
lockdowns. All of this helped contribute
towards a boom in the sex toy market.

What opportunities have sprung up as a
result of the the changes you mentioned?
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Kate: A recent survey from Lovehoney
found that people in the UK working
remotely were masturbating more and
having more sex than those that weren’t
(43% of those working from home were
having more sex), which has obviously
opened up a whole new avenue for the
sex toy market. Even with life returning to
normal, online shopping, remote working,
and generally having more time to care for
ourselves all have benefits to the sexual
wellness industry.
A knock on effect of all of this (and indeed, something that has been happening
steadily for some time now) is the increased
normalisation of sex toy use, which in turn
presents an opportunity for the B2B market;
because more people are comfortable
talking openly about sex and sex toys, it
allows companies like Lovehoney Group
to expand their reach into the mainstream
market, with our Tesco collaboration a
shining example of this. While this was
happening before coronavirus hit, the last
couple of years of self-reflection and taking
time for oneself seems to have accelerated
this process.

We are currently experiencing the beginning
of the post-Covid phase, which involves a
return to normalcy as we’d known it from
before the pandemic. What does this mean
for the sex toy market?
Kate: Whether directly caused by the pandemic or not, people seem more comfortable than ever discussing sexual wellness,
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so expect the sex toy market to continue to
grow. Despite shops reopening and restrictions
ending, it’s likely that the rates of people shopping online will remain well above pre-pandemic
levels, with the convenience and ease (and
discrete nature) of online shopping a definite
plus for the adult market. However, the beginning of the ‘post-corona’ phase also means that
people are going to be more willing to be out
and about, meaning that footfall will increase,
and brick-and-mortar stores will once again see
an increase in customers, with Adult stores not
exempt from this benefit.
What’s more, despite now entering the ‘post-corona’ phase, many people have learnt the need
to take more time for themselves and have a
better work/life balance, all of which lends itself
to spending more on self-care products, including sexual wellness items.

Which trends and developments that had their
origins in the Covid years continue to play a
major role today?
Kate: Even with consumers returning to stores
and hospitality, nesting habits formed during the
pandemic are due to stick, at least in the shortto-mid term. This paired with a more permanent
remote working infrastructure means people
have more time to themselves than ever before,
and wellness is key.

When we look at the developments on the product side, it is striking that the pandemic was less
disruptive here than in other areas of our market.
How can this be explained?
129

Kate Hodgson-Egan,
Head of Northern
Europe and UK at
Lovehoney Group
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Kate: The development of products can
take between 12-36 months... because of
this many of the new developments we’ve
seen launching over the past year may well
have been in progress far before the pandemic
hit. We may see a slow down across the industry for new launches in 2022 from the impact
of the pandemic. We are so lucky to be part
of an industry that still has so many new
innovations and opportunities to create
product within.

When we talk about the post-Covid phase,
we are also talking about bricks-and-mortar
stores reopening. The pandemic caused
many consumers to shop online - how many
of those consumers will never buy a sex toy
in a bricks-and-mortar store again?
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Kate: At this point it’s difficult to say with
any level of certainty what the consumer will
do, but it’s likely that there will be a mix of
people going back to stores and some
continuing to shop online. On the one hand,
lots of people will be wanting to get back out
there into their favourite stores and supporting
local businesses. With particular reference to the
sex toy market, many customers like to physically
go into stores for product education, and to touch
and feel the products for real, so these numbers
are likely to increase once more; indeed, we
know that a number of stores have started
putting testers back on the shelves, suggesting
that this is indeed the case. However, a whole
swathe of people will also have seen how
convenient online shopping is during the
pandemic, and will likely continue to shop
there exclusively.
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an impact on people far and wide. All we in
our industry can do is support people’s sexual
happiness and in turn their wellbeing, and at
Lovehoney we are proud to do just this. By
working with trade partners to ensure we are
reaching customers with the right products
and advice, we are doing our part.

What are Lovehoney’s plans for 2022? What
challenges do you want to tackle you’re your
company this year?

How can bricks-and-mortar retailing remain
a thriving business model in the post-Covid
phase?
Kate: Lovehoney works very closely with a
number of our mainstream and Adult partners
that have brick and mortar stores, supplying
products as well as point of sale (POS) materials, which are a great way of enticing customers into the store; POS displays should be
eye-catching and immediately attract attention
- if there are any people walking past unsure
about whether to enter, a display can change
their mind.

The sex toy market was always considered
more or less crisis-proof. Now people are having to deal with rising cost of living, inflation,
and the impact of a war in Europe. Will slow
down the positive development in our market?
Kate: There’s an awful lot going on in the
world right now that is understandably having
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Kate: Following last year’s merger with WowTech to form Lovehoney Group, we are hoping
to see more positive growth this year, reaching
even more people to help them achieve true
sexual happiness. This year has also already
seen one of our biggest mainstream collaborations as we launched six products in over
250 Tesco Extra stores across the UK, ultimately helping to normalise sexual wellness.
One of our largest objectives as a company
is to destigmatise the Adult category for the
industry as a whole, which will be beneficial
for all parties from our partners to the consumer, and this is a fantastic step in the right
direction. We look forward to more exciting
activities in 2022!

The sex toy market has been shaken up
quite a bit in recent years - Covid, mergers
& acquisitions, supply chain issues, etc. Can
expect serious changes of the same calibre
we experienced in 2020 and 2021?
Kate: While we’re all hoping we’ve seen
the back of coronavirus, there are still large
changes happening in the background that
might affect our industry – such as the online
safety bill – but the likelihood is that the
market won’t see changes as extreme as
the last few years.
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The hype around CBD has tipped

from exaggeration to outright falsehood
Dr. Jor d an Ti s h l e r a n d Ch e l s e a Ce ba r a e x p l a i n th e truth beh ind th e C B D sex ua l wellness cra z e

Dr.Jordan Tishler

Dry mucous membranes; extreme sensitivity
to pain and touch; sleepiness and seemingly
incurable hunger; and a glazed-over stare
accompanied by mental fog. Had I just tried
one of the pleasure industry’s most soughtafter CBD brands, or had I merely smoked
a $5 joint bummed from the high school kid
around the block? Believe it or not, this was
my experience with Relief suppositories
from a well-knoqn brand, just one of many
CBD-imbued sexual wellness products that’s
flying off retailer shelves. My career as a freelance marketer and writer has often lead me
down the path of promoting CBD cannabis
products, like lubes, oils and products intended for consumption or insertion. Why not put
one of the most popular brands to the test
(in the name of investigative journalism, of
course)? My experience was shocking, though
not unfamiliar. As a California resident, I know
the side effects of enjoying a puff of marijuana flower on a casual afternoon. But CBD was supposed to be different, right? The brand claimed their
suppositories provided a boost to one’s sex drive and sexual response, without all the typical side effects
associated with THC. However, the result was anything but sexy. If I had wanted a parched mouth, a head
in the clouds, and a case of the munchies, I could have done so without the price tag of a trendy sex and
cannabis product. In direct contrast to my marketer’s nature, I knew I had to find out the truth behind the
current CBD sexuality craze with help from the real experts. Jordan Tishler, MD is faculty at Harvard Medical School, President of the Association of Cannabinoid Specialists, and CEO/CMO at inhaleMD, a patient
focused clinical practice. He is a cannabis therapeutics specialist with over 23 years of experience. Chelsea
Cebara is a personal cannabis consultant and product developer. Cebara has been helping humans love
cannabis since 2010 as a medically-certified cannabis consultant, product developer, and owner of Cebara
Consulting at ChelseaCebara.com. Cebara is proud to have formulated the world’s first water-based THC
lubricant, Velvet Swing, and cofounded the Sex & Cannabis Professional Alliance. After putting these Relief
suppositories to the test, I discussed my less-than-ideal results with Dr. Tishler and Cebara. After several
years of promoting and interviewing CBD brands for the pleasure industry media, their answers made me
eat every word of hype I’ve ever written. While adding a CBD lubricant to your retail selection won’t do
your customers any serious harm, it’s still high time (terrible pun intended) that the pleasure industry
understood cannabis products beyond the gimmicky copy writing.
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CBD brands all claim that their products won’t
result in a psychoactive ‘high,’ similar to smoking
a joint or eating a cannabis brownie. However,
that’s exactly what happened during my experience with Relief suppositories. How was this
possible?
Dr. Jordan Tishler, MD: The fact that you’ve had
such an unexpected and odd experience really
points out a whole bunch of problems with CBD
and the industry.

“ M U C H O F TH E T R O U B L E C O M E S
F R O M TH E T R A N S P O S I TI O N O F

E X P E C TATI O N S F R O M TH C O N TO
CBD.“

D r. Ti s h l e r

CBD should not get you high. The fact
that you were so far gone, tells us that
this product was simply poorly made and tested.
It had to be full of THC, whether by accident or
design. CBD products are entirely unregulated
(unless from a state-legal dispensary) and can
have all sorts of things in them that shouldn’t be
there - from THC to heavy metals to pesticides
and even opioids or benzos.

is, well, too much. I’ve treated many women for
such [pain and discomfort] issues quite successfully, but at WAY lower doses. Typically about
10mg of THC. While Chelsea Cebara and I have
differing points of view on this, I find that local
administration of cannabinoids (vaginal or anal) is
less effective than systemic. I often say: most of
sexuality occurs between the ears, not the legs.

Worse, CBD can be converted into other
cannabinoids (like d8-THC) intentionally or
inadvertently. That conversion process
requires some careful chemistry and can
lead to unexpected results if not done right
(including potentially toxic byproducts).
This is a just-emerging area of concern and
there’s going to be more and more about
this in the near future.

In a better case scenario, what should have
happened with a properly designed and
tested product? Isn’t CBD supposed to help
relax the body and mind – and furthermore,
isn’t it supposed to increase lubrication, not
create a dry, parched “cotton mouth” effect?

So what exactly happened here? CBD wasn’t
responsible for my bad experience?
Dr. Tishler: All the unpleasantness you describe
is also THC related. Too much of a good thing
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Dr. Tishler: As for what CBD should have
done for you, there are no data to support
the claims that people are making. CBD has
been shown in the lab to cause smooth muscle relaxation in the vagina, but nowhere near
as well as THC. Similarly, increased vaginal
lubrication is a THC phenomenon, and in this
case, vaginal dryness is not related to THC
like “cotton mouth” is - the mechanisms are
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Chelsea Cebara

What would you recommend to a patient
seeking the mental and physical relaxation
that’s promised by so many marketing
claims?
Dr. Tishler: I don’t expect that CBD would
help with these issues to begin with, so
I would be recommending THC based
products. Further, as I mentioned, I don’t
find local administration to be very useful.
So I would typically advise low dose THC
by flower vaporization. As for what low dose
means and why flower vaporization - low
dose means 5-15mg with 10mg as average.
If you use a flower vaporizer and put 15-20%
THC cannabis flower into it, you get about
5mg THC per puff (defined as a full deep
inhalation). So 1-3 puffs should do it for most
people. (Obviously for those who have driven
their tolerances up, this dose might not be
effective, but rather than use more THC, I
would work to decrease their tolerance because that’s safer).

entirely different. If you had poor lubrication
during these events, it was likely due to being
too stoned, and not a direct effect on the
vagina.
Chelsea Cebara: The hype around CBD has
tipped from exaggeration to outright falsehood in many cases. Much of the trouble
comes, as Jordan says, from the transposition of expectations from THC onto CBD.
Sadly, marketers either take advantage of
the confusion or directly encourage it. While
useful (at sufficient dosage and in conjunction
with other cannabinoids) for inflammation,
pain, or spasticity, CBD does not have the
fundamental oomph that THC does. Oomph
here meaning the ability to dilate blood
vessels, which is the largest portion of the
arousal-enhancing effect THC provides.
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Smoking produces sig toxins and, interestingly, so do the current oil vape pens - so I
advise against them. Oral options are just
too slow and unpredictable for routine use in
partnered sexual situations.
Chelsea Cebara: I am an evangelist for
topical applications for sex specifically
because they do not, in most cases, cause
intoxication. The vagina is a mucous membrane and does absorb some cannabinoids
into the bloodstream, but typically not
enough that the user notices any changes
in their mental state. The vagina is not part
of the digestive system. The rectum, however, very much is. Anal applications are going
to have a much, much higher bioavailability
than vaginal ones regardless of which
cannabinoids you’re using.
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so safely. While I’m not a big fan of government, this is where I do believe regulation
has its rightful role - only the government can
require and assure that these products are
properly manufactured and tested.

Does the scientific community have ANY
proof of the claims made by so many CBD
sexual wellness brands, or is it all a bunch
of marketing hype? Would a proper Pharma
company like Pfizer be more equipped to create and sell these type of cannabis products?

Are there any at-home tests a consumer
could purchase to screen their CBD or THC
products for efficacy or toxins?
Dr. Tishler: Unfortunately there is no way
to test products yourself. In fact, part of the
problem is that even when testing is mandated, some of these toxic chemicals aren’t
detected. It’s frankly quite hard to find things
you don’t know might be there. The chemistry isn’t impossible, but this industry is moving with such lightening stupidity that serious
scientists are having trouble keeping up. It’s
easier to produce something than it is to do
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Dr. Tishler: There is some evidence for CBD
but it’s all in rats. Since we’re not rats, I don’t
think it’s applicable to us. Rats are a good
start but humans have to be tested. So,
yes, it’s all marketing hype. The interesting
thing is that drug companies, like Pfizer you
mentioned, spend millions because they’re
required to prove that their products are
safe and truly work. While the cost is high,
this is because that’s what it takes to do
the necessary research. Cannabis
companies don’t even have to prove safety.
We need a better system.

This interview is
contributed by Colleen
Godin, EAN U.S.
Correspondent
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One global crisis follows the next - do we
have to say goodbye to the predicted growth
figures for our market?

What began as a trip to an
ETO Show turned out an
epiphany for Daniel Miller,
Company Director of Playharda, and his husband.
Following this eye-opening
event, they decided to try their
luck in the sexual wellness
industry - with great success.
Apart from this inspiring story,
our latest edition of Monthly
Mayhem also involves DJing,
flight simulators, stargazing,
Samba, and a very special
award.
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Daniel Miller: I think the adult industry has taken a bit hit recently, especially here in the UK.
Although Covid actually helped to boost sales
in our sector, now that lockdowns and other
measures have been ended by the government, people are spending money on things
like holidays and less on luxury items. The UK
is also facing huge energy price increases,
with gas, electricity and petrol prices rocketing. Add that to the Brexit disaster which has
forced supermarket and travel prices up, and
people here are only just about managing to
pay everyday bills and necessities. I’ve spoken
with a number of manufacturers and suppliers
in the industry recently and it has almost been
as if a light switch has been turned off. Sales
are down for many, and growth is slow. There
are so many fantastic products breaking onto
the market at the minute, it’s just a shame
that our customer base isn’t able to access
them as easily as before all of these terrible
scenarios.

What was your childhood ambition?
Daniel Miller: I wanted to be either a DJ/
music producer or an airline pilot when I was
little. I was obsessed with dance and trance
music, and I would sit in front of my CD or
cassette player in my bedroom for hours on
end listening to different tracks and remixes
and thinking about how they fitted together. I
also had a fascination with airliners and I used
to go to my local airport regularly with my Dad
to watch them land. I do DJ in my spare time
(when I get any!) and I dabble with producing
music at home, although I always seem to
end up with the equivalent of 'writer’s block'

and get stuck. I didn’t ever get to fulfil my pilot
dream, but through the magic of Flight Simulator on my PC, I sometimes fulfil my fantasy
virtually.

How did you get into the industry?
Daniel Miller: My husband and I started by
making VacBeds, believe it or not! We were
just selling on eBay to start with, and we
decided to go to ETO Show one year. That’s
when our eyes were opened, and we saw the
potential of what we could be doing. On the
way home we started planning our business
strategy and the rest was history.

If you weren’t in this industry, what would you
be doing now?
Daniel Miller: Although I love being in this
industry, I often find that we are met with such
disproval from certain parts of business, like
banking for example. I often wonder what it
would be like to have a job where there was no
tip toeing around and remembering to be careful
about what you say to who to avoid causing
offence and getting dirty looks. There’s always
been something about the hospitality industry
that has excited me, and I would love to own
some properties that could be rented out for
holidays. I love to provide people with memories
and experiences, and I think that would certainly
scratch that itch.

What was the biggest step in your career?
Daniel Miller: That’s tough. I’d probably say
that winning 'Innovation of the Year' for Slube at
Sexhibition a few years ago was one of my highlights. The product had literally only just hit the
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shelves when we received the award. We were truly
thrilled to have been awarded for our work and effort.

Daniel Miller: I’m sure I’ll still be in the adult industry
in one way or another. It’s one of those things that
gets under your skin. The people in our sector are so
lovely and there’s always something new and exciting
popping up (excuse the pun!).

We have recently moved house to the coast, and we’re
still exploring the area. I like hiking and adventures,
so any time I get to do this, I try to. I recently went
walking into the nearby woods after dark to do some
stargazing. I’ve honestly never seen so many stars in
the sky, it was really magical! The local beach is one
of my happy places, and I love standing at the edge of
the sand with the water lapping at the beach, listening
to the waves crash. These experiences help me to feel
calm and relaxed and are a perfect way of unwinding
after a stressful day.

How do you envision the future of the industry?

Who would you consider your role model and why?

Daniel Miller: I think we’ll be seeing an end to battery
powered toys soon. It makes sense to move towards
more renewable sources of power and rechargeable
toys eliminate the waste that batteries create. And on
that note, I hope products will become a lot eco-friendlier. Less single use plastic, both in packaging and in
the products themselves. And toys that are built to last,
rather than single use or disposable toys.

Daniel Miller: I wouldn’t say there was anyone I truly
see as a role model. We are all different and I feel that
trying to act or be like someone else takes away your
own individuality and persona. I don’t want to act, think
or be anyone else. Sure, I share values and wisdom
from other people, but they all add up to make me who
I am. I do me, and I think we should all be who we are.

Where do you see yourself in 10 years’ time?

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

What is your idea of a perfect working day?
Daniel Miller: No stress, no fuss and everything going
my way! I’m not the best when things are thrown at
me from out of the blue, as it knocks me off track and
I have to really focus to get back again. I can do it,
but I’d prefer a day where everything goes smoothly
(wouldn’t we all!). But it never does!

Daniel Miller: Absolutely my husband! We’ve been
together for around 12 years and married for about 4
years and somehow, he has put up with me through
all of it. I know that I couldn’t live with me, so how he
has is beyond me, but he has stuck by my side, and I
know he always will be there for me. I suppose I’m the
lucky winner!

How do you relax after work?
Which personal success are you proud of?
Daniel Miller: I do like to DJ at home, and I occasionally livestream my mixes for others to watch. I also
love playing computer games, but I tend to play simulation games like Planet Coaster or Flight Simulator
rather than shooting or action games. Rhythm games
like Beat Saber on VR really help me to relax too.
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Daniel Miller: I’ve done lots in my life, and I’m not sure
there’s one particular thing that sticks out. In my work
career, I’ve launched brands such as Slube, opened
online retail ventures such as www.evaamour.com
and www.thekinksters.co.uk and created a wholesale
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“ L I V E L I F E W I TH N O R E G R E T S

Daniel Miller: I’ve got a MAJOR sweet tooth, so
heaven help anyone who stands in front of me munching away on a bar of chocolate and not sharing it!

A N D E N J OY TH E R I D E . “

What song do you sing in the shower?

DANIEL MILLER

company (www.playharda.uk), all with the help of my
husband. In my personal life, I’m proud to be a part
of Batala Bermo, a Samba drumming group who
perform at carnival events. We recently played with
Batala Mersey in Liverpool and raised over £5,000
for Ukraine! I love drumming and the rhythms really
get under your skin. Another thing that I’m weirdly
proud of is something I did after a music concert in
my teens. I went to see Little Boots, a singer/ songwriter at a small, intimate gig. After the concert, I
was walking past her tour bus and her brother came
running outside with a vacuum cleaner, shouting 'do
you want to lick Little Boots’ Hoover?'. I’m absolutely one to seize the moment, so I thought 'Why
not? When will I get to do this again?'. So, there’s
my claim to fame. I licked Little Boots’ Hoover!

What do you particularly like about yourself?
Daniel Miller: When I was younger, I never really
felt comfortable with myself. I was shy and nervous,
and that held me back a lot. I would feel that people
would often see me as ignorant for not giving them
eye contact or not saying much. I was sometimes
afraid to leave my house alone and suffered a great
deal with social anxiety. I think I’ve discovered
myself, particularly over the last few years, and I’ve
come to terms with who I am and how to understand myself. I like that I’m getting to know the real
me and finding ways on how I can help myself in
everyday life. It’s been tough, but I’m getting there.

Which vice could you never forgive?
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Daniel Miller: I tend to sing trance anthems in the
shower. One of my current favourites is Almost
Home by Above & Beyond (get Googling people!)
but sometimes I’m in a bit of an old skool mood and
start singing songs that I grew up listening to (Madison Avenue, Vengaboys, Sash!, Alice DJ, ATB etc)

Who would you never ever like to see naked?
Daniel Miller: I would NEVER want to see Boris
Johnson naked! Even the thought just… *shudders*

With whom would you like to go to the cinema and
what film would you watch?
Daniel Miller: I have to admit, I’m not a big film
person. I do occasionally like to watch films at home
(Amelie, Spirited Away, Kinky Boots etc), but as
far as superhero, horror or drama films go, they’re
not really my thing. I do enjoy binge watching adult
cartoons though. My favourites are The Simpsons,
Family Guy and American Dad, and I recently discovered South Park. I like things I can dip in and out of
when I can.

You have a month’s holiday. Where do you go?
Daniel Miller:Oh, please tell me you’re being serious! I don’t even know what the word 'holiday' means anymore! Definitely somewhere tropical, hot and
peaceful! I went to Thailand a few years ago and
more recently Bali & Lombok, and I’d do anything to
go back. I’ve also recently been wanting to stay on
one of those huts over the water in the Maldives. I
best get saving!
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Which three things would you take with you to a
deserted island?
Daniel Miller: Spotify, because I find music is both a
great way to escape and also the perfect accompaniment to lounging around on the beach. A camera to
keep me busy and capture special moments and memories. And a blow-up boat, so I could get off when I
was ready to come home. Quite honestly, 2 weeks on
a desert island would be pure bliss right now!

If you could swap lives with somebody for a day, who
would it be?
Daniel Miller: In our industry, we see SO MANY
incredible toys, particularly for women. I’ve always
wondered what clitoral stimulation would feel like, and
I would swap to a female body for a day so I could
experience it. Although I know I wouldn’t cope with the
pain of childbirth, so I’d swap right back pretty soon!

Is there anything you would never do again?
Daniel Miller:I’d never fly economy with TUI to
Thailand again! 13 and a half hours in a tin can with no
leg room and virtually nothing to do is an experience
nobody should ever have to face haha!

Do you have some good advice you want to share with
our readers?
Daniel Miller: It’s totally cheesy, but live life to the
fullest. When people hit a certain age, they suddenly
realise how short life is and how we need to make the
most of our time on this earth. I’ve just arrived there,
and I think it’s important to practice this. I’ve held back
in my life on things that I’ve been scared to do, and
when I think about them, I often wonder what things
would have been like if I’d have done them. Live life
with no regrets and enjoy the ride.
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