75491 • 16th volume • monthly publication •

07 / 2022

• HOSTS OF THE EROTIX AWARDs 2022 •

strictly for adults only

Official media
cooperation partner

Fleshlight Cade y Reno 210X202.qxp_Maquetación 1 22/6/22 11:31 Página 1

©2022 lnteractive Lile Forms, LLC. AII rights reserved. Fleshlight, Fleshlight Girls & all associated logos are designs or registered trademarks of Steve Shubin, used under license.

cobeco’s

SUMMER
VACATION

ESSENTIALS

Summertime is in full swing so make sure you get the most out of it.
Good things come in small packages so that’s why you should include
these handy items in your luggage; they leave enough space for your
slippers and swimwear. This is only a small selection of our wide variety
of products so ask your regular wholesaler for all the options.

our mini’s are
PERFECT FOR TRAVEL

cobeco pharma is producer and wholesaler of pharmaceutical, cosmetic and stimulating products
cobeco pharma wholesale bv • hertzstraat 2 • 2652 xx berkel en rodenrijs • the netherlands
info@cobeco.nl www.cobeco-privatelabel.com • t +31 (0)10 290 09 91 • f +31 (0)10 290 09 94
sales@cobeco-privatelabel.nl • t +31 (0)10 290 65 25

C O N T E N T

Sergi Martinez Reig, Account
Manager at Grutinet, on the changing supply chain and distribution
channels in the sex toy market

100

112

Sex toy homeparties in the
post-Corona phase - Eric Vonke
shares his experiences

Andrea Rey, the co-founder of
Biird, presents her latest product,
two-time award winner Evii

118

94
106

70

'Gender Fluid‘ Danielle Seerley
presents a new
line of non-binary,
gender-positive
products

Ben Jay brings us new
versions of the original
butt plug dilator Odile

90

62
Katie Enright, founder of Lavinia,
explains why the combination of sex
and cannabis may be the next big
thing in the sexual wellness market

In spite of all the global crises, the
future of the sex toy market remains rosy, says Gary Ayckbourn,
CEO of Concept to Consumer
04

Liberator and ORION Wholesale
join forces: Dennis Brito, VP Sales
OneUp Innovation, tells us
everything we need to know
w w w. e a n - o n l i n e . c o m • 0 7 / 2 0 2 2

News:
International Business News		
06

Feature:
Always picking on the little guy!		
40
Column:
The Competitive Advantage

42

Event:
Intimate Wellness Expo 		
48

Event:
ORION Training Days 2022		
54
Interview:
Gary Ayckbourn (Concept to Consumer)		
62

78

Interview:
Dennis Brito (OneUp Innovation)		
90

Natalia Bobyleva (Lola Games)
and Tim Faber (Intimate Distribution)
have been working together for
close to five years

Interview:
Eric Vonke (Ladies Night Homeparties)		
100
Hot Octopuss
have launched a
campaign to create
awareness for male
mental health – Kelly
Gordon tells us more

126

Europe‘s 1st choice
for the erotic trade present:

The international b2b trade
fair for the erotic industry
Hanover Fair Hall 4
30539 Hanover
Germany
5.–7. October 2022
Subject to change

www.erofame.eu

Interview:
Niklas Christiansen (ORION Wholesale)		
104

Interview:
Katie Enright (Lavinia) 		
106

Interview:
Tim Brown (Bathmate) 		
124
Interview:
Roman Plaza (Plazacraft) 		
130
Interview:
Peter Ovsonka (ZALO)
134
		

M o n t h l y M a y h e m : 		
142

H i g h s t r e e t : 		
146

E A N C a l e n d a r : 		
150

N E W S

ORION Wholesale is an exclusive
letter from the editor
Dear Ladies and Gentlemen

There have always been
conflicting opinions when
it comes to the question
whether or not our market is crisis-proof. And
even though we are very
much experiencing a crisis
right now, with the cost
of living going up and up
and consumer spending
going down, there is still
no definite answer to this
question. On one hand, we
hear from many retailers that
consumers buy less than
usual, especially towards the
end of the month, so that
might be an early indicator.
No one knows what will
happen next or how much
higher the prices for food
and energy are going to rise,
and this uncertainty is not
putting people in the mood
for shopping. On the other
hand, one might argue that it
is too soon to draw any conclusions. Right now, these
are the reports of individuals,
and this downward trend
might end up being just a
temporary speedbump for
the market. Which brings us
back to the beginning: There
is no definite answer at this
point. But we can certainly
expect the robustness of the
market to be put to the test
in the upcoming months.
That‘s it for this month!
Matthias Johnson

LIBERATOR sales partner in Europe
Sex furniture

Flensburg, Germany - ORION Wholesale is now an exclusive European sales partner of the
LIBERATOR company. Not only does the extraordinary and high-quality sex furniture from
LIBERATOR look good, but it also inspires people to try out new sex positions as well.

Björn Radcke, Head of Sales &
Marketing at ORION Wholesale &
Dennis Brito, LIBERATOR Sales Manager

S

elected products from the LIBERATOR assortment are now exclusively
available all over Europe from ORION
Wholesale and more will follow. The
sex furniture from LIBERATOR is made
out of foam cushions that have special
microfibre covers on them. In order to
transport the products in an environmentally-friendly, light and discreet way,
LIBERATOR uses a special compression
technology that removes 90% of the
air without affecting the quality of the
product. The product slowly returns to
its original size as soon as the compression bag has been opened. “We
are always looking for new cooperation
partners that have extraordinary products which stand out from mainstream
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products”, said Björn Radcke, Head of
Sales & Marketing at ORION Wholesale.
“LIBERATOR has these kinds of products and we are very proud that we
are now able to offer and successfully
market these high-quality and exceptional products as an exclusive sales partner in Europe.“ The LIBERATOR Sales
Manager, Dennis Brito, is also pleased
about this cooperation. “I’m excited to
work with the seasoned sales team and
knowledgeable industry leaders at ORION Wholesale. It is my hope and belief
that this is only the beginning of the
mutually beneficial relationship between
ORION and LIBERATOR, and I can’t wait
to see what projects we may collaborate
on in the future.”
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Nexus Ride
The road to prostate pleasure
London, England - Nexus Ride is a high-quality vibrating prostate and perineum massager designed to deliver utmost
satisfaction and value for money.

S

haped to lock into position and fit comfortably, it comes with a slimline remote
control so you can control with ease. There
is a choice of 6 rumbly vibration patterns that
resonate through the shaft and base to give a
deep thorough massage to the prostate and
perineum simultaneously, 48 combinations in
all! “Ride was created for customers that want a
remote-controlled, high-quality prostate massager

but aren’t ready for a Revo yet”, says Monique Carty, Managing Director. “We believe
Ride will become the gateway to the Revo
range as customers become hooked on the
quality and efficiency of the Nexus brand.”
Nexus Ride and its remote control are both
rechargeable and waterproof/submersible
and is priced competitively to deliver prostate
massage satisfaction to as many as possible.

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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b-Vibe now available at Tonga
Anal toys
Axel, The Netherlands - Tonga is happy to announce that the Premium anal play products
for all couples from b-Vibe are now available for ordering!

b

-Vibe is a premium collection of
tech-forward anal play products
founded by certified sex educator, Alicia
Sinclair. The result of years of research,
each b-Vibe product utilizes innovative
design tactics to address specific, often
unaddressed, sources of anal pleasure.
Pioneering the category of high-end
anal accessories, b-Vibe has been able
to set a high quality, yet approachable,
tone for a rapidly emerging category.
Most notably, b-Vibe’s core mission is to

empower exploration through education.
By offering a constant array of accessible content, carefully written guides and
real-world information, the brand promotes inclusivity and informed play. All
b-Vibe’s products are 100% body-safe in
accordance with California Prop 65 (no
phthalates), and global CE and REACH
certifications. Each plug comes with a
warranty and instructional booklets to
make the experience safer, more informed, and ultimately more pleasurable.

SVAKOM announces new US West Coast Sales
Representative

Newark, USA - Jade Leon Buchan
joins the SVAKOM team. “Jade has
an impressive background in fashion
& pleasure product manufacturing,” a
SVAKOM rep said. “We’re incredibly
excited for her to join the team and
believe she will be able to utilize her
impressive talents to help further develop
relationships with our cherished clients”.
Jade will be responsible for developing
sales relationships in the USA on the
West Coast, a place she describes as ‚a
territory I like to call my home‘. “As I’ve
watched over the years, SVAKOM has
shown its unique and innovative style
in pleasure products while transforming
with the times,” Jade said. “I wanted to
08

join the team because of their effects
in making eco-conscious decisions for
futures to come, their efforts to donate
to organizations such as `Trees for the
Future` and `Drop in the Bucket` amazed
me. By supporting this company and
working with them, my efforts would be
going towards personal values I believe
in.” Jade joins the SVAKOM team on
June 20th, for direct inquires she can
be contacted via email at jade@svakom.
com. “We strongly believe Jade will
be an excellent fit into our international
team,” the SVAKOM rep said. “Jade’s
expertise will be incredibly beneficial to
our goals, providing insights into areas
we can further dive into.”
w w w. e a n - o n l i n e . c o m • 0 7 / 2 0 2 2

Breathtaking looks from ‘Noir Handmade’ are now available in plus size
New at ORION Wholesale
Flensburg, Germany . The collections from ‘Noir Handmade’ are very popular because they offer gorgeous, high-quality
outfits for stylish women.

T

he collections have only been available in small sizes so far, but because
of high demand there are now nine outfits in sizes 4XL to 6XL available from the
best-selling label. The outfits are made
out of high-quality power wetlook with
a matte black shine which is combined
with beautiful velvet flock print, seductive
lace or figure-flattering stripes.

The material is extremely stretchy meaning that it’s almost crease-free when
worn and fits like a second skin. The
collections from ‘Noir Handmade’
will be delivered in a high-quality cardboard box with a detailed image of
the respective product on it. There is
also a description of the product in
various languages on it as well.

A brand exclusively distributed in Europe by
intimatedistribution.com

info@intimatedistribution.com

+31 (0)85 822 1103
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Lovense cooperates with AudioDesires
Exomoon
Singapore - Erotic audio platform Audiodesires and Lovense, a leading sex tech company, are
teaming up to give users unforgettable moments of pleasure.

T

o coincide with the launch of the
Lovense Exomoon lipstick vibrator, fans of Lovense sex toys will now
be able to sync their favorite toy with
Audiodesires Original stories and guides.
Audiodesires and Lovense are excited to
break new ground on their shared mission to help users on their own pleasure
journey through increasingly immersive
and realistic experiences. Audiodesires`
users can not only listen to their favorite stories, but also feel them. Just in
time for the launch of Lovense’s new
Exomoon toy, owners of any Lovense
toy can synchronize their favorite gadget
with an erotic story of their choice to
activate an individually curated vibration
pattern that allows deep immersion into

pleasure. Initially, 10 of Audiodesires’
top stories will be available, with more
stories to follow soon. Each story has a
carefully curated programmed vibration pattern that precisely follows the
action in the story. For example, gentle
foreplay is represented in slow impulses, and the faster and more intense
the pleasure gets, the faster and more
intense the vibrations will be. Users can
simply close their eyes and get lost in a
truly immersive experience with realistic
sound effects and pleasure patterns
from their Lovense toy. The combination
of senses, auditory and haptic perception provides users with an enhanced
pleasure experience – or in other
words: better orgasms.

ZALO Legend Series is ready to order at SCALA
Wijchen, The Netherlands - ZALO is an intimate product brand created for love and
beauty, who displays the reverent love to
life and great feminist spirit. ZALO creates
incomparably luxury taste with aesthetic
artistic conception, profound technology,
perfect materials, and excellent user experience. Go on a journey to the ancient and
mysterious Egyptian culture with ZALO
Legend collection. Let your sensuality be
taken to new heights with this innovative
collection. In the addition to the magni12

ficent pyramids, there are countless myths
and legends in the long history of ancient
Egypt. This is the source of inspiration
for ZALO’s Legend collection; a range of
intimate products that will make you feel
like anything is possible. All designs get
their inspiration of various Egyptian myths
of legends, like the Bastet God, Sky God
Horus, the golden mask of the ancient
Egyptian King, the scepter, and of course
the famous Queen Cleopatra – the last
ruler of the Ptolemaic Kingdom of Egypt.
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Blush expands ‘M for Men’ Collection
with new ‘M2 Superior Stroker’

Sleek new addition joins robust pleasure product collection centering penis pleasure
Garden City, USA - Blush has expanded its popular M for Men masturbator collection with an
exciting new masturbator: the M2 Superior Stroker.

T

his innovative toy is the newest addition to the top-selling collection of
products designed with male pleasure in
mind and provides retailers with a competitively priced addition to their stroker
selection that features Pressure Control
functionality for an enhanced experience.
The M2 Superior Stroker offers a hightech way to satisfy users’ every desire.
Featuring a hand grip with pressure control, this stroker sleeve lets users experience as much pressure as they please.
The soft, lifelike material offers multiple
chambers with different textures made for
unique erotic sensations. The M2 Superior Stroker has a soft matte black finish
and is made with Blush’s proprietary X5

Plus material for a comfortable feel. This
discreet, easy-to-conceal stroker features
an easy to clean removable, replaceable
sleeve. “M for Men is designed with penis
pleasure in mind and this new SKU is
a must-have this season,” Blush Sales
Manager Nancy Cosimini said. “Great design, plush materials, and unique features
and textures that enhance the experience
have made M for Men a must-have brand
for our customers, and the M2 Superior
Stroker expands the collection strategically. Handheld masturbators that give
you control and sensations like the M2
Superior Stroker are in demand, and we
look forward to bringing our customers
this new offering.”

Jiangsu, China - BAYEK is designed to
elevate couples’ sexual experiences to epic
proportions that are worthy of the gods of
ancient Egypt. Sleek, soft silicone covers
this ergonomic shape that comfortably fits
between two bodies to enhance penetration from the inside and out. Featuring 8 modes of vibration to stimulate the clit as well
as the G-Spot, BAYEK features a built-in
motor in its extending arm that comfortably
fits over the shaft to provide deep internal
massage. BAYEK also features dual rings
that stretch around the scrotum and base
of the penis to enhance erection. It can also

be worn around the fingers to enhance stimulation by hand. A beautiful, gleaming golden shield-shaped embellishment adorns
the exterior of the device for a boost of
style. BAYEK comes with a matching soft,
silicone-encased remote control that can be
used to operate its multiple vibrating functions without interrupting couples’ play, and
it is also compatible with the ZALO Remote
Pro app that allows users to customize the
functions with the tap or stroke of their fingertip and control BAYEK from anywhere in
the world. BAYEK is available in three colors
and made with body safe silicone.

BAYEK Vibrating Couples’ Ring
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10225
The Sparkle
RRP: €44.99

10228
The Heroic P-Spot
RRP: €44.99

WWW.SCALA-NL.COM

10226
The Spunky
RRP: €44.99

10227
The Risque
RRP: €44.99
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New products from INYA by

NS Novelties are available at SCALA
Various products are ready to order now
Wijchen, The Netherlands - The new INYA collection from NS Novelties Powerful stimulation
stands for different forms and happy endings. It is now available at SCALA.

A

llure – Allure is a discreet clitoral stimulator that fits perfectly in the palm of a
hand. Featuring a finger ring for easy and
comfortable usage. Featuring 10 functions,
made of silicone, rechargeable and splash
resistant. Shake – Innovative technology
creates a powerful rumbling and thumping sensation. Made of soft silicone and
weighted for erotic pressure, this rechargeable vibe will rock the world! Featuring
8 speed settings and 8 different functions.
Ruse – Stylish and compact, the Ruse Vibe
is discreet, rechargeable, and travel friendly.
Featuring 4 speeds and 6 function for a total of 10 exhilarating settings. Made of super
soft silicone. Luv Bunny – Euphoric stimu-

lation inside and out with INYA’s Luv Bunny.
Elegant design with powerful vibrations
and made from soft silicone. Featuring 16
speeds and functions. Regal – The jewels
get the royal treatment with Regal by INYA.
Prolong pleasure and enhance performance
with the Regal rechargeable ring that fits
comfortably and delivers powerful vibration
(7 functions). Utopia – Sensually contoured
and ergonomically designed, Utopia by
INYA is the pinnacle of dual stimulators.
Delivering internal and external stimulation,
Utopia packs powerful vibrations in a flexible
shape that is enticing and exciting. Use the
wireless remote for additional functionality
and unlimited possibilities.

New sexy Lingerie from ‚obsessive‘ available
at ORION Wholesale

Flensburg, Germany - From now on six
new sexy lingerie pieces of the label
‚obsessive‘ are available at ORION
Wholesale. ORION Wholesale has had
high-quality lingerie from ‚obsessive‘ in
its assortment since the beginning of
2019. The lingerie label is especially for
women who want to put their femininity
in the limelight in a stylish, sensual and
confident way. The sexy lingerie stands
out because of the exciting, figure-flat16

tering designs and lots of love for detail.
There is a separate size chart for the
‚obsessive‘ collection at ORION Wholesale because the lingerie sizes are a bit
smaller than other labels. The lingerie is
delivered in a high-quality cardboard box
that can also be used as a gift box. This
cardboard box is covered in an additional
cardboard slipcase with an image of the
respective product and a description of
the product in English on it as well.
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Bathmate partner with Besharam
For the Indian market
Horbury, England - Following a successful meeting at Xbiz Miami, Bathmate are delighted to
announce a new business partnership with Besharam.

Tim Brown, Bathmate‘s Global Brand
Manager said: “I’ve met Raj Armani,
Co-Founder and COO of Besharam, on
a couple of occasions and I’ve always
been impressed with Raj’s passion and
professionalism. Besharam are without
doubt a leading light in the Indian adult
market. We discussed how we could
develop the brand in India and I’m
delighted to say we agreed on a very
exciting way forward”. Besharam will
introduce Bathmates full range to the
Indian Market starting with Bathmates
best sellers. Everyone at Bathmate is
delighted to partner such a well-respected and dynamic organization, we very
much look forward to what the future
holds. Raj Armani, co-founder & COO at
Besharam added: “As our brand evolves

in the Indian eco-system, we have been
conscious about partnering with the best
brands in the business who stand by
their product, value our relationships and
show a genuine keen interest in establishing a presence in India. Bathmate has
been on our radar for several years, as
the Indian audience seeks better quality
products to improve their experience,
Bathmate products are a very organic
fit. As soon as we listed the products we
already have got pre-orders on the line
of penis pumps, which goes to reinforce
Bathmate’s worldwide reputation and
demand in India’s population. We hope
to make this relationship stronger and
longer (pun intended) as we continue
with our mission to bring international
brands for Indian hands’

New at SCALA: Le Wand Massagers
Wijchen, The Netherlands - Le Wand is
available at SCALA! This female brand
of massagers is all about celebrating
pleasure, offering high-quality products
to spoil the erogenous zones.
Le Wand is a woman-founded premium
brand of personal vibrating massagers
that bring unparalleled quality. Le Wand
originated as one hell of a classic wand
18

and has now become a full line of bestin-class, heart-pounding, hair-raising toys.
Designed with pleasure in mind for all
bodies, Le Wand embraces and champions intimacy for all with powerful, versatile pleasure tools. The Le Wand massagers range consists of 4 different types
of wand massagers: Rechargeable,
Plugin, Petite and a Glimmer set.
w w w. e a n - o n l i n e . c o m • 0 7 / 2 0 2 2
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Niklas Christiansen becomes the

Brand Coordinator at ORION Wholesale
Third-party brands in focus
Flensburg, Germany - In addition to almost 60 in-house brands, ORION Wholesale also has
an even larger number of third-party brands in its assortment – it sells them very
successfully and sometimes even exclusively.

I

n order to market these brands even
more intensively internally and externally, Niklas Christiansen has now become the Brand Coordinator at ORION
Wholesale. He will be the link between
the Purchase team and the B2B Sales
& Marketing team at ORION and he
will collect all the information from the
third-party brands and pass it on to the
appropriate teams so that they can then
market the products in the best possible
way.  “We know our own brands like
the back of our hand and can therefore position them accordingly on the
market”, said Björn Radcke, Head of
Sales & Marketing at ORION Wholesale. “We would now like to optimise this
for our third-party brands. All related
information like fact sheets, product
videos, product training/workshops,

and marketing and sales analyses will
therefore now be handled by our Brand
Coordinator Niklas Christiansen.” He
knows the company and the products
of the industry very well because of his
three-year training as a merchant for
wholesale and foreign trade management at ORION and he is now looking
forward to this new opportunity. “I have
learnt a lot during my apprenticeship at
ORION and I have also got to know all
the teams and their processes very well
too”, said Niklas Christiansen. “This, of
course, will help me a lot in my future
position as Brand Coordinator and I am
pleased that I have been trusted with this
position. I am looking forward to working
with our in-house teams to market our
strong third-party brands even more
intensively and to increase sales.”

More Renegade pleasure by NS Novelties Available from SCALA

Wijchen, The Netherlands - New and
ready to order at SCALA: the Renegade
Bomba, and Renegade Bull (both available in 3 sizes). The new and unique plugs
by Renegade are made of super soft
and bouncy silicone. These plugs can be
20

manipulated to fit and expand on demand
– only limited by imagination. Packaged
in a contemporary, sleek way, Renegade
by NS Novelties is an eye-catcher in any
in-store display and matches perfectly with
the modern 21st-century man’s desires.
w w w. e a n - o n l i n e . c o m • 0 7 / 2 0 2 2
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Dreamlove presents ‘Ibiza’
A new line of toys
Alcalá de Guadaira, Spain - When you think of Ibiza, you often think of sex. Many visitors come
to the island to relax, enjoy the beauty of the island, flirt – or at least try – and perhaps have sex
– or at least try – in one of Ibiza’s most emblematic places.

W

ithout a doubt, the island is the ideal
place to relax and unwind, alone or
with your partner. Toys are a must, and
Dreamlove is launching a new line, ‘Ibiza’,
which stands for new experiences, attention to detail, design, powerful motors and
an excellent feel. The brand consists of a
total of ten toys, each of which has special
functions. They are made of high-quality,
super-soft, hypoallergenic silicone, making
them silky in texture, very easy to clean
and with an unbeatable touch. The elegance is further enhanced by pearl gold coloured details. For convenience in transporting
the products and discretion, ‘Ibiza’ relies
on high-quality packaging with a black
carrying bag containing the toy, a charger

and a single dose of Waterfeel Neutral
lubricant to make the customer’s first
experience as pleasant as possible and to
discreetly take the toy with them wherever
they go. “When pleasure is a thing shared
by two people, everything gets better,”
Dreamlove says. ‘Ibiza’ stands for toys
that are specifically designed for pleasure
for two and can be used for a wide variety
of play. “Our ultimate goal with this range
of luxury toys is to make everyone who
owns one of them feel special. We’ve patiently studied what the consumer needs
to satisfy all their needs, and we’ve taken
care of every detail to make our toys the
best gift you can give someone to make
them feel special.”

Veendam, The Netherlands - Nalpac is now
exclusively distributing the PMV20 collection
from EDC Wholesale within the US. The
collection includes the colorful Post Modern
Vibes, with 5 top-selling vibrators, a butt
plug set, and a kegel ball set. “The PMV20
Collection combines functionality with style
and eye-catching colors, at a great price
point. The Nalpac team is looking forward
to developing marketing and sales programs in collaboration with EDC Wholesale
to distribute the line in the US market.”
Phoebe Grott, Director of Marketing and

Strategic Partnership. The PMV20 collection
is now available for Nalpac customers to order. The love for art has been the inspiration
for the PMV20 collection; to combine colors
differently and to stand out. Postmodernism
has been the basis for the style, look, and
feel of the brand. It is an emerging trend
with out-of-the-box ideas that still move
with the times. The look and feel of PMV20
are based on 5 different colors that rotate
between the products, so each product has
a different composition. The combination of
colors is a perfect harmony of mismatch.

Nalpac inks exclusive distribution with EDC Wholesale
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XR Brands intros new Milkers
Automated oral sex simulators for high-tech penis pleasure
Huntington Beach, USA - XR Brands is proud to present two new automated oral sex simulators
from their popular LoveBotz line: the Auto Milker Intense 13X Sucking Masturbator and the Auto
Milker Extreme 16X Sucking Masturbator.

T

hese unique masturbators suck,
squeeze, and vibrate to give users the
most satisfying experience with completely
new lifelike sensations and combinations.
The USB-rechargeable Auto Milker Intense
boasts 3 vibration speeds and 7 vibration
patterns as well as 3 powerful levels of
powerful suction. Waterproof and USB
rechargeable, the Auto Milker Intense is
designed to allow users to remove the
sensation-packed sleeve for easy cleaning.
The Auto Milker Extreme features an
ultra-realistic soft, stretchy silicone interior
tunnel that is removable for easy cleaning.
The ABS plastic case houses a powerful
motor that provides 3 modes of suction,
3 modes of squeezing and 10 modes of

vibration. Try them individually or enjoy
them together! “The LoveBotz automatic
masturbators just keep getting better,”
XR Brands President Rebecca Weinberg
said. “The original Milker was and still is
a high-demand product that consumers
continue to love. We are thrilled to continue
to bring them updated, more affordable,
more portable versions that retain everything that made the automated milking
concept so special and expands on it with
additional stimulation options. The Auto
Milker Intense 13X Sucking Masturbator
and the Auto Milker Extreme 16X Sucking
Masturbator are exciting new additions to
a product category that we anticipate will
just keep growing!”

West Hills, USA - PDX Brands is now shipping two brand-new full size Mega Masturbators from its PDX Plus collection: PDX
Plus EZ-Bang Torso and PDX Plus 360°
Banger. Made from ultra-premium Fanta
Flesh and available in three vibrant skin
tones, the super-sculpted companions
feature hyper-realistic details, velvety-soft
insides, and a pair of perfectly placed pleasure holes designed for easy access and
unprecedented useability! The new torsos
are two of the largest and heaviest full-size
stimulators in the PDX Plus collection, with

the EZ-Bang Torso weighing over 6 kg and
the 360° Banger checking in at over 4.5
kg. As the masturbators get bigger and
heavier, useability is key to the collection’s
continued success. PDX Brands is focused on improving accessibility for all users
by designing products that are safe and
easy-to-enjoy, with special emphasis on
prime penetration angles for the user. Both
torsos start from intricate, hand-sculpted
molds, with an extra focus on the correct
anatomical location of the two textured
love tunnels.

PDX Brands debuts two new Mega Masturbators
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Swiss Navy launches international

hub to support global customers
b2bswissnavy.com/international-hub

Pompano Beach, USA - Swiss Navy products are currently sold in retail chains and specialty
boutiques in the U.S. and in over 48 countries worldwide, so now more than ever there is a need
for product information to be available in multiple languages.

“W

e want to help our international
partners align with their consumers’ needs,” said Briana Watkins, ACS,
Vice President of Sales and Marketing for
M.D. Science Lab. “We have put together
product videos with multilingual subtitles that can be used for retail associate
training or played on monitors within retail
shops.” Information for subtitled videos
can be found on Swiss Navy’s B2B
site and can be downloaded in multiple
formats. “Our multilingual product videos
are currently available in Spanish, German,
Dutch, French, Italian, and Russian,” said
Watkins. “But we encourage retailers

that need other languages to contact
their sales representatives so that we can
ensure their needs are met.” According to
the World Trade Organization, the value
of global trade reached a new record in
2021, amounting to $28.5 trillion. All major
trading economies saw imports and exports rise above pre-pandemic levels in the
fourth quarter of 2021.“We value our global
partners and are always working to ensure
they have the information and support they
need to continue being successful,” said
Watkins. “Creating an international hub is
just one more way we can help our customers’ businesses grow.”

Le Wand unleashes Rainbow

Ombre Petite Massager 7-Piece Collection
New York, USA- Le Wand is debuting
the Rainbow Ombre Petite Massager
featuring the newest sparkly colorway
of the limited edition All That Glimmers
7-Piece Collection. The dazzling gradient
of rainbow hues cover the shaft of the
rechargeable portable wand massager,
as well as the assortment of fun ‘90s-inspired accessories that are included in
the set. Le Wand Petite is a versatile
wand vibrator that offers big power in
a compact size. Le Wand Petite Vibe
can also be adapted for internal stimu26

lation with the newly introduced silicone
attachments, which are distinctly shaped
for enhancing reach and stimulation.
In addition to the bestselling Le Wand
Petite wand massager, the Limited-Edition All That Glimmers Rainbow Ombre Le
Wand Petite 7-Piece Collection comes
with a Guide to Wand Use, a coiled
Glimmer Charging Cord in a metallic pink
color, a Sparkly Travel Case, a Le Wand
enamel pin, Rainbow Glimmer nail
polish and body gel, as well as Metallic
Temporary Tattoos.
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Swiss Navy and SHOTS

celebrate a year of global success
Close cooperation pays off
Beneden-Leeuwen, The Netherlands / Pompano Beach, USA - M.D. Science Lab, makers of
the iconic Swiss Navy brand, and SHOTS, one of the leading companies in the global adult
industry, have spent the last year together in an exclusive partnership.

S

ince May 2021, SHOTS has been
the exclusive distributor for the
renowned M.D. Science Lab family of
brands throughout Europe and the United
Kingdom—and the partnership has been
a resounding success! “Of course, we
all had high hopes and expectations for
our partnership,” said Briana Watkins,
ACS, M.D. Science Lab’s Vice President
of Sales and Marketing. “But the global
success we achieved over the past year
has been incredible for both our companies. We can’t wait to see what the future
holds!” Joining forces with SHOTS was
another way that M.D. Science Lab put
customers first, which was important as
everyone shifted with the every-changing
pandemic and cultural events happening
internationally since May of last year. “M.D.
Science Labs’ goals perfectly aligned with
our own SHOTS’ goals over the past year

of our partnership,” said Hein Schouten,
CEO of SHOTS Europe. “And by keeping
our global customers and end-consumers
in the forefront of our objectives, we were
able to reach new levels of Swiss Navy
sales growth over the past year. We’re
proud that together we were able to provide an unparalleled level of commitment
to customer service and brand expansion. And we’re not done yet!” The entire
team at SHOTS shares the same positive
enthusiasm about this partnership. “With
our continued dedication to the Swiss
Navy brand, we’ve been able to make it
the most popular lubricant brand in Europe
and the U.K.,” said Ard van den Brandhof, SHOTS’ Purchasing Manager. “This
partnership collaboration and continued
commitment by both our teams has made
Swiss Navy a premier brand throughout
our international territories.”

ST RUBBER News Catalogue 2022
Wadgassen, Germany - ST RUBBER
proudly presents the brand new News
Catalogue 2022! More than 200 exciting
new products are shown on over 60
pages. From drugstore to love toys to
thrilling fetish articles, the new catalogue has a lot to offer. Download it
28

now from the ST RUBBER online shop
or browse through it! 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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ZALO unveils ‘Remote Pro’ App featu-

ring seamless long-distance connectivity
Connecting long-distance couples via crystal-clear video chat and customizable play

Jiangsu, China - ZALO has revealed its latest innovation, the new and improved Remote Pro
App, which offers sophisticated connectivity and remote-control features that enable users from
around the world to connect with partners and webcam customers intimately and effortlessly.

T

he sleek new ZALO Remote Pro App
features an easy-to-understand interface that allows users to create their own
private profiles, which can be shared
directly and privately with anyone that
they choose. Once an invitation is sent,
the recipient can accept the request and
then take control of the Bluetooth and
WIFI-enabled ZALO pleasure device.
Pairing a compatible ZALO product with
the app can be done with ease simply by
scanning the device code on the item’s
user manual or packaging. When the toy
is synced to the app, the user and their
long-distance partner are introduced to
multiple ways to play. The ZALO Remote app’s innovative features include a
selection of nine Classic vibration mode
options, a Musical mode that will make
the device vibrate to the same rhythm of
a song in your phone’s music library, as
well as the Shake-It mode that will make

the device vibrate with the same intensity
to match how you manually shake your
phone. Additionally, the ZALO Remote App features an Interactive mode
that allows a long-distance companion
to control the intensity or create their
own unique vibration pattern by simply
swiping or tapping on the screen of their
mobile device. Face-to-face interaction
using the ZALO Remote Pro app’s video
chat feature allows for satisfying intimacy
in real time. The crystal-clear video and
audio provide instant connection between long-distance partners, as well as
for the growing community of webcam
models and their fans. The new ZALO
Remote Pro App is compatible with the
latest additions to the Legend Series of
premium pleasure devices that are coming soon, including the Aya Wearable
Vibrator that is currently available
for pre-order.

Newark, USA - SVAKOM announces the
release of its latest product – Winni 2.
Upgraded from the original design, Winni
2 contains the additional features of App
control and an LED light. Winni 2 features
5 different vibration patterns designed
to stimulate the penis and the clitoris
through it’s pointed head. Each vibration

mode contains 5 different levels of intensity. Available in stylish black silicone with
chic gold plating, Winni 2 offers luxury
and comfort. The pointed head provides
a wide, targeted range of stimulation
while the super soft material allows
for simple attachment and a gentle
experience.

Introducing Winni 2
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XR Brands debuts eye-catching POP

Display for BANG! brand pleasure tools
Unique display showcases 20 different products

Huntington Beach, USA - XR Brands is now shipping the BANG! POP display, a floor unit
designed to turn heads with its popping bright colors and fresh, white background.

T

his display showcases the best
BANG! has to offer, including 20
different products and 58 individual items
from every in-demand product category, and presented perfectly for impulse
purchases in a manageable footprint. The
BANG! POP display features every kind
of vibrator offered by the brand, including
vibrating butt plugs with a variety of swirls
and shapes, powerful bullet vibes, mini
wands and mega vibrators, G-spot vibrators, anal beads, vibrating cock-rings,
vibrating eggs, and remote-controlled
vibrators. There are also specialty themed
kits for convenient all-in-one shopping, including the Power Party Kit, the Couple’s
Kit, the backdoor Adventure Kit, and the
Birthday Sex Kit. All items come in multip-

le colors, including pink, blue, purple and
black. With so many options, this display
is perfect for shoppers to find the perfect
choice for them! “BANG! products are always eye-catchers but this display makes
them absolutely impossible to ignore,”
XR Brands President Rebecca Weinberg
said. “What makes this POP display so
special is that it is not only packed with
products in a variety of colors but also manages to be a huge space saver. Retailers
will be able to showcase the best BANG!
has to offer without sacrificing shelf space.
The BANG! POP display is a win-win for
brick-and-mortar shops.” The BANG!
POP display measures 67 inches (170 cm)
in height, 17 inches (43 cm) in width, and
16.7 inches (42 cm) in depth.

Newark, USA - SVAKOM touts the success
of Eros Porto Fair attendance. Hosted in
Portugal, Eros Porto returned in 2022 after
a 3-year break due to Covid-19. SVAKOM
representative Iker Perez took the opportunity to showcase products and act as the
face of SVAKOM in Portugal throughout the
fairs run from June 2nd – June 5th. “It was
an amazing experience,” Iker said. “Everyone was so full of energy and it was a great
time getting to talk with people and really
show what SVAKOM products are capable
of”. SVAKOM offered attendees a closer

look at it’s Connexion Series, showcasing
the interactive features and app control
technology. “Ella Neo & Phoenix Neo were
very popular,” Iker continued. “Actually,
most of our products did well – we sold out
of most of them including Hedy, Ella Neo,
Phoenix Neo, and Robin.” The APP Control
and interactive content compatibility was
a big hit with attendees of the fair. “People
were very excited to learn more about the
APP and how toys in the Connexion Series
can be used – they said they hadn’t seen
anything like it until then,”.

SVAKOM attends Eros Porto
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Justin Sayne creates specialty props

for Disney’s FX Production of ‚Kindred‘
Leather workmanship
Hollywood, USA - Well established Justin Sayne Leathers was recently tapped to create
unique and distinctive props for Disney’s production of the FX series, ‚Kindred.‘

R

eferred by a colleague working with
the production team, Justin was asked to send images of his extraordinary
crocodile whips, before the company
identified themselves as FX, which is
now owned by Disney. “They called me
and wanted to see my work and I’ve
never turned in a selection quite like that
before!” Justin shared. “After talking to
them for an hour, I had an assignment
for three pieces. After they got the crocodile whips and leather cat o’ nine tails
and loved them so much, I immediately
received requests for more.”For produc-

tion of the series, which is an adaptation
of the book ‚Kindred,‘ Justin shared,
“They were happy that they could get
my custom-made pieces so easily since
I make everything domestically and they
didn’t run into supply chain issues. I am
sure I’ll be making many more pieces
for them and am really proud of working
with such an established production
company such as Disney’s FX.” Justin
Sayne Leathers, based in Arizona, has
been in business since 2010. For more
information, follow him on Instagram at
@JustinSayneLeather

Rotterdam, The Netherlands - Dutch
pleasure product manufacturer Biird has
just launched its latest product Namii. As
a 2-in-1 product, Namii combines suction
and vibration to create an orgasmic pleasure blend. Known for mixing award winning
design with out of this world pleasure, Biird
continues to raise the bar with Namii. Crafted out of ultra-squishy silicone, Namii
comes with 5 suction modes and 5 deep
and rumbly vibration patterns which can be
used simultaneously or separately. “Namii is
designed to feel great in hand but its revolutionary shape also allows for true hands
free use” says Biird co-founder Andrea Rey.
“You can just place it in between your thighs
and let Namii do the rest. Using Namii

hands free really adds an extra dimension.
We’ve also added ribs on the vibration
side which allow you to explore your body
with.” Namii is available in 3 colors, Lilac,
Peach and the special edition Mint Green.
This special edition was created in collaboration with French best-selling author
Jüne Plã who built a following of 1 Million
on Instagram through her pleasure positive
account Jouissance Club. Biird added all
kinds of custom Jouissance Club goodies
to the special edition, including a necklace,
a bookmark, a custom art print and much
more. Rey added, “We couldn’t be happier
with how the public has received Namii.
People just love the design and the way we
collaborated with Jouissance Club.”

Pleasure brand Biird launches new 2-in-1 suction toy
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Swiss Navy launches

‘Certified Expert‘ program
www.swissnavycertifiedexpert.com
Pompano Beach, USA - Swiss Navy has created a comprehensive certification course to
help provide retail associates with valuable knowledge and a path to certification as an
expert in their field.

“W

e create solutions for our customer-partners,” said Briana Watkins,
ACS, Vice President of Sales and Marketing
for M.D. Science Lab. “We understand the
concerns that retailers have, many of which
are struggling with high turnover and need
help with the demands of constantly training
and retraining their staff.” The new online
‘Swiss Navy Certified Expert’ certification
course is self-paced and can be accessed
on multiple devices at any day and time to
fit into retail staff schedules. The multi-module course covers everything from types of
consumable goods to in-depth knowledge
of uses and solutions and is peppered
with Did You Know tidbits to help initiate
conversations with consumers. The course
was created in a bite-sized format so that

retail staff can easily navigate their way to
certification on any time schedule. “So far,
we’ve released our first two modules with
eight additional modules in the works,” said
Watkins. “We understand how information
in our industry is constantly expanding and
evolving, which can make it difficult for retailers to keep training current and comprehensive. We want to provide an education
for your staff members to help them be
better prepared and to be a valuable part of
your success.” Upon successfully completing all ten modules in the course, the staff
member will receive a certificate of completion announcing them as a ‘Swiss
Navy Certified Expert’. Retailers and
their staff are encouraged to sign up at
www.swissnavycertifiedexpert.com.

Bath, England - Lovehoney Group has
announced a new distribution deal with
Australian adult toy wholesaler Sugar
and Sas. Under the new agreement, Sugar and Sas will own exclusive distribution rights of the Womanizer and Romp
brands in Australia, joining their continued distribution of the We-Vibe. Jo
Radnidge, General Manager at Sugar
& Sas, added: “We-Vibe continues to
be a true success story in Australia so
we are thrilled to incorporate Womani-

zer and Romp into the planning for the
Australian market. There are exciting
new developments coming and we look
forward to working closely with The
Lovehoney Group to include the
Australian market in the success of
these globally leading brands.” In
addition, AAPD will continue their close
workings with Lovehoney Group with
their successful, and now exclusive,
distribution of the popular Fifty Shades
Of Grey and Happy Rabbit brands.

Lovehoney Group distribution deal
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Always picking on the little guy!
Do c ur r e nt d e v e l o p m e n ts i n th e m a r k e t p u t sma ller a nd mid-siz ed reta ilers in a bind?

Yes
Colleen Godin,
EAN U.S. correspondent

We have gotten used to the
fact that mainstream
e-commerce platforms are
now also selling erotic
products. However, as the
acceptance of sex toys
grows, we start seeing a
similar development in the
bricks-and-mortar space.
More and more companies that are at home in the
mainstream retail add these
products to their range. What
will be left for the little sex
toy store at the corner when
big box retailers present
vibrators on their shelves?
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The collective hard work we‘ve
accomplished to push sex toys into the
mainstream retail world has finally paid
off. Or has it? Some small to mediumsized business owners say that
mainstream is pushing back, and it‘s
hurting the very same businesses that
pined for this moment. The problem?
Consumers no longer need to locate a
local, adult brick-and-mortar or niche
online retailer to buy pleasure products.
Between today‘s vibrators and strokers
becoming readily available at ‚big box‘
stores, both online and in-store, and
some manufacturers selling off majority
shares and operations to investment
companies, some of our veteran
colleagues are screaming ‚YES‘ to this
month‘s column topic. “The next step in
the adult business is hedge funds
buying manufacturers. We are in for a
world of change in the next years,” said
Jimmy Roark-Grunder, manager at
Passions Video, in a Facebook post
aimed at industry colleagues. “Mom and
pops are going to be pushed out, and
multi-million dollar companies are going
to shut us down.” Similarly, RoarkGrunder highlights the pains of
competing with our consumer‘s most

frequently-visited, favorite brick-andmortars.“Since so many people are
focused and complaining about Amazon
selling sex toys, I hate to tell you [that]
Nordstrom, Best Buy, Walmart,
Walgreens, [and] Target, just to name a
few, all sell them,” continued RoarkGrunder in a later post. “You must find a
way to compete with the big boys.
Covid has taken the stigma out of adult
toys. They are going mainstream faster
then you can imagine, and it is not just
online. More and more retailers are
selling them in-store. The Target retail
[price] is cheaper than wholesale.” Sabir
Kishore, owner of BelovedNovelties.
com, believes the problem mainly lies
with manufacturers selling directly to
companies like Amazon, who place
huge orders and then ignore MAP,
which undercuts adult businesses.
Jacob Henderson, an adult retail sales
associate, looks summarizes the realism
and potential bleakness of the
mainstream conundrum: “The best we
can do is hope to reach the people who
look beyond Amazon Prime for their
pleasure.”
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No
There are two sides to every coin, and there
are two sides to the developments within our
market as it gets closer and closer to the
mainstream. Of course, there is more competition when big supermarket chains start
selling vibrators, but in the long run, it also
creates lots of positive effects which also
benefit the traditional erotic retail stores.
How? Well, firstly, this development creates
much greater acceptance for sex toys, and
secondly, it opens the door to a whole new
clientele who have never owned a sex toy
and probably never thought of getting one.
Imagine this scenario: A woman gets curious
and buys a vibrator - bog-standard toy,
nothing special about it - at a big mainstream
store; she takes it home, has fun with it, and
soon, she feels the desire to get another toy
to broaden her sexual horizons. However, the
chain store where she bought her first toy
only offers a small selection, consisting
largely of standard products. So, what to do?
Wouldn’t it be likely that our hypothetical
consumer turns to a ‚specialist‘ - i.e. a retail
store focusing entirely on sexual wellness
and offering hundreds of different products
while also providing helpful information about
these items? And if said retailer answered all
of her questions and suggested a toy to her
that really met her needs and expectations,
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wouldn’t it be likely that she
comes back the next time she
goes looking for a new toy, even
becoming a regular customer as
time goes on? Of course, it’s not
always that easy and effortless,
I know, but I firmly believe that
traditional erotic retail stores can
coexist with mainstream retail
chains without being pushed
to the side lines. Having big
chains that sell sex toys doesn’t
automatically take away potential
customers; it can actually
create new ones.

Matthias Johnson,
editor in chief

C O L U M N

Competitive Advantage:

Addressing The Moral Dilemma
A c ol um n by D o m i n n i q u e Ka r e ts o s

Dominnique Karetsos

Last month we discussed the delicate
balance between securing funding and
achieving profit. This month Dominnique Karetsos, CEO of Healthy Pleasure Group, considers if businesses
can ever make the right moral choice.

I was recently asked to join a panel at
Management Today’s Leadership Lessons
to discuss The Moral Dilemma - what to
do when making difficult decisions as a
leader. My fellow panellists were from a
range of industries outside of Sexual Health
& Technology (SH&T), but the conversation
illuminated the similarities we as business
leaders face every day.
A moral dilemma arises when you’re
looking at making a decision that has two
possible options, both of which have their
ethical downsides. When making these
decisions, often leaders are asked to look
inwards at their own moral compasses,
making them believe that they are doing
something worthwhile in their decision. At
Healthy Pleasure Group our moral compass
is guided by the ambition for social change,
the desire for society to think morally so
businesses can act ethically.
In 2012, an economic study showed that
consumers’ expectations surrounding
businesses’ ethical behaviour were rising
more rapidly than actual business ethics. I
don’t believe this has slowed down in the
past decade. Covid has given rise to more
42
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people considering the circumstances of others
and has put an even brighter moral spotlight on
the decisions businesses make. So let’s take
a look at how we can be moral in our decision
making processes.
Business ethics is concerned with ‘good and
bad’ or ‘right and wrong’ behaviour that takes
place within a business context. However, the
concepts of right and wrong are increasingly
being interpreted today to include the more
difficult and subtle questions of fairness, justice
and equity. One major problem with this approach in our SH&T space, is that our industry
and business actions are shaped and led through
the historical lenses of taboo and stigma. There
is little clarity on which standards should be used,
and so the conventional approach is susceptible
to ethical relativism. SH&T has no defined ethics
and little-to-no legislation or regulations. Like
43

all businesses, some legislation is required to
correct unethical business practices. Moralising
by itself cannot do enough. It is only when moral
concerns are translated into how brands behave
- the narratives or education they provide, the
honest innovation they produce - only then can
we see changes that are widespread, reliable and
enduring. At its core, this is why Healthy Pleasure
Group exists, to democratise sexual health
and wellness.
I think it is important to highlight that as business
leaders we are allowed to be baffled, frustrated,
uncertain and ill at ease when faced with ethical
dilemmas. What we must not do is ignore them
and do nothing about the situations in which
they occur.
Let’s take innovation and regulations for instance.
Some businesses ignore what their consumers

C O L U M N

are actually telling them, or refuse to develop internal processes that integrate their stakeholders
in the process and create allies. Especially in the
case of women’s health, we have to reimagine
solutions and processes for dilemmas that have
never been acknowledged in order to become
more ethical as an industry. Take the speculum
used in gynaecological examinations. It has not
changed in 200 years even though alternative,
kinder designs that reduce the pain and discomfort of being jacked open like a car have been
available since 2005. But they have not been implemented, why? Because of the casual dismissal
of women’s pain and a very unhealthy dose of
health inequality. Some ethical problems cannot
be solved by just one or two ethical people or
decisions as many of our problems are reflected
through inadequate, patriarchal beliefs or even
archaic laws.
In the SH&T industry, we encounter day to day
ethical dilemas; be it sexual harrasment, invest44

ment biases, nepotism, censored education,
discriminatory policy changes, the list goes on.
My personal moral compass alone can not guarantee that my values are the most appropriate or
effective for my business. No matter the industry,
most ethical leaders strive for their organisations
to be beacons for social change while acting fairly
and equitably. But what they say or promise and
how they act and behave can be contradictory.
There’s a lot to be said on the best models to
use to ensure you’re implementing a moral
compass when making decisions in business.
Above and beyond anything else you must make
sure a decision is actually made! In next month’s
column, I will look deeper into how we can learn
from traditional structures to collectively carve out
new methodologies and new ways of aligning our
values to lead moral and ethical businesses.
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pjur DIGITAL DAYS Partner Summit off to a great start
‚ St r ong e r To ge th e r ‘

“The pjur DIGITAL DAYS Partner Summit
‘Stonger Together’ was a great success!
The discussions were constructive and
future-oriented and we got the chance to
learn more about our customers’ current
challenges and were able to find solutions
together. During those four days we have
laid the foundation for a successful second
half of 2022,” says Alexander Giebel CEO
and Founder of pjur, drawing a positive
balance of the four-day-event.

The pjur Digital Days Partner Summit (14 – 17 June,
2021) has come to an end
and was quite a success:
In countless appointments
campaigns and activation
ideas were discussed,
laying the foundations for
the next six months.

DIGITAL DAYS Partner Summit unites pjur
with customers worldwide
The Partner Summit is a focal point for
customer appointments and meetings
that -due to the digital format- can be held
location independently. ‘Stronger Together’
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underlines the idea that brands and retailers
are even more successful together and that
close collaboration and (campaign) planning
is essential. Altogether, pjur’s Smarketing team welcomed partners from four
continents. “pjur is a global brand – thanks
to our customers. The pjur DIGITAL DAYS
Partner Summit is the ideal way to connect
with partners all-over the world, without the
hassle of travelling expenses and jetlag.
I am convinced, that we created a great
opportunity to strengthen the relationships
with our customers and bring the brand
forward,” adds Marco Castor, Head of
Sales at pjur.
Besides business, there was no shortage of
fun and one lucky winner can look forward
to an Apple Watch Series 7.
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Successful premiere for Intimate Wellness Expo (IWE) 2022
Er opar t ne r a n d E D C W h o l e s a l e h o s t e v e n t f o r custo mers a nd sup p liers
More than 80 members of the European retail
trade gathered on June 8 to 10, 2022, to take part
in the very first Intimate Wellness Expo, organised
by EDC Wholesale and Eropartner Distribution.
The focus of the new event is on fostering and
facilitating communication between the retail
customers and the suppliers of the two
distribution companies, which are both part
of EQOM Group. IWE 2022 was also the first
opportunity for trade members to visit the new
EDC Wholesale showroom, which had been
finished just as the Covid pandemic struck,
resulting in a two-year wait for the grand opening.

Chris Bakker (EQOM Group) giving
his welcome speech
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Retailers from all corners of Europe had travelled to
Veendam in the Netherlands to meet with representatives of the two host companies and their suppliers
at the new EDC Wholesales showroom. At the event,
the visitors were divided into small groups, going from
supplier to supplier to get in-depth information about
existing and upcoming products as well as sales
advice. These personal face-to-face conversations
laid the basis for an open, constructive exchange
that went far beyond just sales and products, giving
retailers, wholesalers, and suppliers a better under-
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Monique Carty with Chloe Pearce (Nexus)

welcome address. Among other things, he emphasised
that EQOM Group wants to face the current and future
challenges in the market side by side with their retail
partners. In spite of the latest crises - Covid and the war
in Europe - growth predictions for the sexual wellness
market are still strong, as Bakker added. Victor Mids
was the next to take the stage. He is an illusionist who is
extremely popular in the Netherlands, but his performances do not involve white rabbits being pulled out of top
hats; instead, he demonstrates how easily people can
be influenced and what an impact body language can

IWE is a platform for communication between
the retail partners and the suppliers of EDC
Wholesale and Eropartner

Party at 'Donna‘s Social Club‘
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standing of each other’s focal
points and strategies. Speaking
of suppliers: The companies
involved in the event included
LELO, Nexus, Prowler, Fleshlight,
System JO, Tenga, Dame Products, Rocks-Off, SVAKOM, XR
Brands, and Odile Toys. IWE was
officially kicked off on the morning
of Thursday, June 9, when Chris
Bakker (Head of Business Development EQOM Group) gave his

have. A riveting performance that
wowed the audience. Then, it was
time for the business meetings to
begin, and there were also tours
of the offices and logistics department of EDC Wholesale. The day
ended with a relaxed dinner and a
party at ‚Donna‘s Social Club‘ in
the centre of Groningen. SVAKOM
was the sponsor of this evening
event. On the morning of day two,
everybody was back for more
informative business meetings.
At noon, the participants took a
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Hannes Hultman presenting
the latest SVAKOM products

guided tour of Groningen before IWE officially ended with
a big luncheon and a game of boule, sponsored by Fleshlight. The event was definitely worth the trip for all participants, not least of all because guests who had arrived
early for IWE were already treated to a lovely evening on
Wednesday, June 8, as System Jo had invited everybody to meet at the bar of the event hotel for drinks and
shop talk, followed by a dinner at restaurant
‚Graansilo‘, courtesy of XR Brands.
The first IWE turned out a smoothly organised event that
has all participants eagerly waiting for a second event.
The hosts, Eropartner and EDC Wholesale, treated their

Alexey Gaidai (APA Trading Ltd.)
and Matthias Johnson (EAN)

guests to a very well-received mix of
business and entertainment. What
made the event extra special for
everybody involved, from the organisers to the guests, was that, after
two years of travel and contact restrictions, they finally got to talk face
to face, shake hands, and give hugs
again. Not to mention the dining and
partying with friends and colleagues
from within the industry.

Popular illusionist Victor Mids had
many audience members rubbing
their eyes in astonishment
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Matthew Wright (System JO)
There was even time for culture
and history as the participants of
IWE took a tour of Groningen

Winning! Miguel Capilla
playing a game of boule

After going sightseeing in
Groningen, the participants of
IWE enjoyed street food and a
game of boule at 'Boel Groningen‘
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Lennard Honebecke explains
the ins and outs of the EDC
Wholesale logistics system
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‚BUSINESS meets PLEASURE‘, part two
T he sum m e r e d i ti o n o f th e O R I O N Tr a i n i n g D ays ex cites a nd insp ires p a rticip a nts

Following the success of the first ORION Training Days at the beginning of November 2021,
the event returned on June 23 to 25, once again living up to its motto: ‚BUSINESS meets
PLEASURE.‘ ORION Wholesale had invited roughly 80 retailers from 14 countries to the
company’s headquarters in Flensburg, offering them a highly interesting programme
comprised of product training, brand presentations, and entertainment.

Miguel Capilla
(Fleshlight) in action
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The organisers stuck with the successful concept that had been
introduced with the first Training Days in November of 2021:
The visitors were divided into small groups and moved
from station to station to listen to lectures,
watch presentations, and take part in training
sessions. ORION’s b2b team was in charge of the
‚Toys‘, ‚Lingerie‘, and ‚Lubricant‘ stations while
the others were manned by representatives from
third-party brands. The following brands and suppliers were involved in the Training Days event:
TENGA, Noir Handmade, Fleshlight, and Pipedream.

Kristina Heimke and
Marion Zobel presented
the latest additions
to ORION’s range of
lingerie products

The participants listen
as Hauke Christiansen
explains ORION’s
logistics processes

During the workshops,
there was ample opportunity
to take a closer look at topsellers and new products

The Liberator brand which had only just entered into
an exclusive distribution agreement with ORION, was
represented by ORION’s new Brand Coordinator, Niklas
Christiansen. Each of the presentations lasted roughly
20 minutes, and while a lot of that time was dedicated
to new products and brands, there was always opportunity for constructive conversations between wholesalers,
suppliers, and retailers. This was very import to ORION; their
b2b team and the representatives of Pipedream, TENGA, Noir
Handmade, and Fleshlight were eager to learn about the needs and
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suggestions of their retail customers to find new ways to support them
and their business in the most effective ways. Before the product training
sessions began, the guests had the opportunity to take a guided tour
of the company headquarters, including the impressive warehouse.
This being an ORION event, it goes without saying that the organisers
also made sure their guests had a good time. The night before the
in-house training event, everybody had
been invited to a dinner at ‚Hansens Brauerei‘, and closing
out the Training Days was
another dinner, this time at
‚Mäder‘s Restauration.‘

Marcus Galka
(Noir Handmade)
came to Flensburg
with a big suitcase
full of new products

The ORION Training
Days were kicked
off at 'Hansens
Brauerei‘

Niklas Christiansen,
ORION‘s new Brand
Coordinator

“Our second ORION
Training Days event
Niels Christiansen
was a complete suc(ORION) and Axel Kaben
(Lubry GmbH)
cess” said Hans-Jürgen
Bähr, Chief Product Officer
(CPO) & Chief Sales Officer
B2B (CSO) at ORION. “The personal
contact with our customers is what is
particularly close to our hearts and our
customers appreciate that very much.
“BUSINESS meets PLEASURE”
is not just a motto for us, we live it too!”
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Giving retailers the opportunity
to touch, feel, and test the
products was a big part of the
ORION Training Days

Ideal cocktail weather – to
close out the event, ORION
invited their guests to the
'Mäders‘ restaurant

Satoshi Chatani
(TENGA Europe)
provided insights
into the history of
the TENGA brand

Björn Radcke (ORION)
in front of a high-level rack

Annika Scherer (Pipedream Europe)
explained the advantages of
Pipedream’s Body Dock
Universal Harness System
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I think the future for our

market remains amazingly positive

H o w w il l t h e m a ny gl o ba l c r i s e s a f f e c t th e s ex to y ma rket?

Gary Ayckbourn,
Partner & CEO Concept
to Consumer

These are uncertain times we are
currently living in, and this uncertainty
will most definitely have an impact on
the sexual wellness market as well. The
nature and extent of this impact have
already been discussed in several EAN
interviews over the course of the past
months, and as multiple global crises
are hanging over our heads, we keep
discussing their potential effects with
members of the industry. This time, we
ask Gary Ayckbourn, CEO of Concept
to Consumer, to put the state of the
sex toy market into context and make
predictions for the rest of summer
2022 and beyond.
Opening statement from Gary
Ayckbourn:
When we were asked to complete this
interview, we wanted to answer honestly. Although our answers may seem
negative, we do strongly believe the
current situation is temporary and that
the future for our industry will continue to
be bright and will continue to grow and
expand exponentially. We have all been
in difficult situations before, and we have
overcome. There is no other industry we
would rather be in than this one. We are
an industry that is creative, resourceful,
and adaptable, and we believe this gives
us the tools to overcome any adversity.

There can be no doubt that the pandemic has caused serious changes in
62
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our market and defined its development these
past two years. However, given the fact that
we have slid from one crisis to the next, the
question is: Will any of the effects of this disruptive event last?
Gary: The truth is, sadly as a result of the
pandemic we have had and will, unfortunately continue to have disruptions. Throughout
2021, we have experienced major issues that
look to continue into and throughout 2022. Issues such as the lack of key component availability, rising and unstable pricing, cost impact
and extended timings related to all aspects of
logistics. Add to these, the restrictions, and
delays at shipping ports, continued rolling
lockdowns in China and other countries, tells
us that the pandemic, despite being largely
under control in Europe, North America, and
Australasia, is still a global issue which will
continue to impact our market for the foreseeable future.

The optimism has faded, and the sales figures
are also speaking a clear language. What remains of the golden age for the sex toy market
that was supposed to follow the Covid crisis?
Gary: I am still optimistic that the golden age
is on the horizon, it is just on-hold whilst the
global market recovers from the incredible
impact of the pandemic. From a positive
perspective, we have seen an increase in the
number of new customers who have come
into the market during the first and second
lockdown periods. We have broken down
barriers and reached more people globally
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than ever before. We have fast forwarded our
progress into the mainstream market and
received a huge amount of positive press
coverage. All of this has raised the global
consciousness of our market and wider consumer usage, knowledge, and acceptance.
All of which, is fantastic news. However, our
market, like every other market in the world,
must just ride out the fallout from the pandemic to be able to successfully capitalize
on it.

Was this optimism even justified? Did the sex
toy boom during the pandemic somewhat
blur people’s perception? Or are current
events - i.e. Russia’s war of aggression
against Ukraine with all its repercussions - to
blame for the fact that the new golden age
has been cancelled?
Gary: I think the optimism was most certainly
justified. The consumer acceptance ‘wall’ we
broke through will remain open to us and
the future is looking incredible bright.
However, we are going through an
unprecedented ‘perfect storm’ of global
circumstances, not experienced since WWII.
We have had financial crises over the years,
we have had short-term availability problems, and rising costs, but certainly in most
of our lifetimes, we have never experienced
a situation where the whole world, across
every market and industry, is suffering from
the same issue. Add to this the ego-political
global impact of the war in Ukraine, tensions
with China and North Korea and the general
uncertainty which seems to surround almost
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energy crisis, then it could take much longer for
the financial confidence to return and the World
to get back to anything we might see as normal.
In the UK, we are back to normal as far as
everyday life is concerned. No covid restrictions,
no need to isolate or wear masks, pubs are full,
music concerts and festivals are back, in many
ways, if you had been asleep for the past 2
years, you would not know the Pandemic
even happened.
However, if this pandemic has taught us anything, is that we are ‘one world’ and we have all
been affected by this virus. It has also taught us
that if we are all not in the same position, if we
are all not on-top of the virus, then the impact
will continue. We all have to hope countries like
China get to where we are in the US and Europe
ASAP, otherwise we will continue to suffer broad
global impacts.
every aspect of our lives, continues to add to an
overall increase in uncertainty and anxiety.
In many circumstances, all we can do it batten
down the hatches and ride out the storm.
Having said that, I would encourage any and all
businesses to take this opportunity, if you have
not already, to review your business and do
everything you can to prepare it for the future.
Those who work hardest during the storm will
reap the benefits once it abates.

The aforementioned events and the impact
of the Covid pandemic - such as the supply
chain issues - are now hitting our market. Is the
post-Covid phase simply a transitional thing or is
there a threat of enduring troubles?
Gary: The Great Depression in the US of the
1920’s lasted for almost 10 years. I certainly do
not see this pandemic’s direct impact will extend
beyond the next 12- 18 months, however if
the conflict in Ukraine is extended, or a wider
conflict develops, and with it a broader global
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The consumer climate has dampened due to the
rising cost of living and inflation. Many European
countries are already reporting a sharp decline
in consumption. Will this development affect the
sex toy market?
Gary: Absolutely. The reality is that the only
things people need to survive are shelter, heat,
food and water. Everything else, including our
market, is not essential. History has always
taught us is that when there is pressure on
finances and with-it consumer confidence, that
non-essentials are the first to be hit. They are
also the first to bounce back, when confidence
is restored. It could be argued that although not
essential, we are a self-care, self-love purchase
that could be argued is essential to our overall
wellbeing, which gives us more hope of a quicker recovery.
I know all of this sounds like doom and gloom;
however I think we have to face the fact of
where the world is currently, and manage that
for today, but plan for a much brighter future.
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The economic sanctions imposed on Russia are
also having an impact on the global economy.
Will they directly and immediately affect our
market, or will the effects only be felt over
time?
Gary: The situation with Russia is incredibly
difficult to navigate. Not long after the conflict
started, our bank withdrew all funding for
anything related to our business in Russia and
made it clear that any business we did with
them would be unwelcome.
We have seen this across all aspects of
Russian involvement with the outside world
from sport to business and although I understand the wish to put pressure on the Russian
government, I also feel empathy for the
general Russian people who will also suffer as
a result. Let’s hope that the conflict is resolved
quickly and more importantly does not escalate or widen. Like many I have spoken to,
we find it hard to believe that in 2022, we have
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a war on European soil, and we all pray that
it ends swiftly.

Given all the things we are talking about here,
have the forecasts about the growth of our
market - even those from renowned business
magazines - become invalid?
Gary: I think they are just on-hold. Ultimately
market forecasts are just that, a forecast given
the relevant information at the time. Therefore,
the numbers quoted are somewhat irrelevant,
although the sentiment is right.
Our market will only get bigger, reach more
consumers, and become more widely
accepted by global communities and within
mainstream retail. What is important, that we,
the people, and businesses who have got it to
this stage through our hard work and tireless
dedication, position ourselves and our businesses to capitalize on it.
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channels, mainstreaming, etc.) and the current
disturbances that area a result of the war in
Ukraine? Do you see ‘in-house’ mistakes?
Gary: I do not see any ‘in-house’ mistakes.
How could we have planned for this unprecedented situation? All global markets, from
car manufacturing to food supply chain and
energy supply have been impacted. Literally
all global markets. This is not of our doing and
the continued impacts are related to globally
issues affecting everyone. At times like this we
must work harder and smarter than ever before and I think in many cases we have risen
to the challenges. But like all other industries,
we have one hand tied behind our backs at
the moment and only time will resolve many of
the global issues.
Quite a few people point out that our market
has already weathered many crises and that
consumers, while admittedly shying away from
large investments, still look to find pleasure
and joy in smaller, less expensive things. Is
that in line with your observations?
Gary: Absolutely. People find their equilibrium
and prioritize what they want to spend their
money on. Added to this that will always be
some people hugely effected, and other less
so, and some will notice no difference at all.
Our business will continue, it will continue to
grow, and we are still in many ways, in the
best position to capitalize on a positive
future than ever.
However, as I mentioned previously, a wise
business will plan and as importantly invest
in the future and make sure that have done
everything they can to optimize their position.

One might also ask whether our market is
doing everything right, responding correctly
to the changes caused by Covid (distribution
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We are of course in the realm of speculation
because no one knows how the situation will
develop, but would you say that the challenges facing our market probably won’t ease up
in the near future?
Gary: I think the future for our market remains
amazingly positive. People will always have
sex and over the past few years the understanding and acceptance of sexual wellness
and a key part of our lives is a great leap forward. We will look back and have many things
to thank the pandemic for, once we get past
the current global crisis.
Moreover, our market should be proud of the
incredibly dedicated, knowledgeable, and
passionate people within it. Many whom have
dedicated their lives to its development and
promotion.
This is our strength. This is our opportunity.
Therefore, whatever is thrown at us, we will
continue to adapt, meet the challenges head
on and ultimately come out the other side
better for it.
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Our products are redefining what anal dilation is
Od i l e Toy s I n c . l a u n c h e s th e n e x t i te r a ti o n s o f th e o rigina l O dile butt p lug dila to r
Thus far, the pleasure industry
has brought consumers anal toys
for penetration, inflation, and even
irrigation, but only Odile Toys Inc
can truly claim ‘dilation.’According
to Benjamin Jay, co-creator of the
Odile butt plug, only his proprietary
design counts as an anal dilator.
The Odile’s girth slowly and gently
widens with the turn of a key at the
plug’s base, allowing for comfortable
stretching for those who want a painfree, safe way to dip their toes into
anal sex. Odile beat the odds and
launched successfully during Covid
with only a few delays in production
and marketing. Now Jay has returned
to the consumer market with a revamped edition of the original Odile,
spawned from consumer feedback,
and a second, completely new Odile
design that’s even smaller and more
gentle for first timers. The Odile butt
plug’s deceptively simple function
almost disguises it’s truly innovative
nature. As Jay explains, no other
anal toy can provide as natural a
stretching process as the Odile.
Jay’s aim is to get folks comfortable
with his product, thus leading to
more enjoyable partnered anal sex
in the future and even a potential
dive into other kinds of anal play.
Jay chatted with EAN about his
enthusiastic, post-Covid return to
the pleasure space with improved
products and an even bigger
vision for Odile Toys Inc.
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After a successful launch of the original Odile, it
seems you and your team have gone back to the
drawing board. What led to the desire and need
to re-design your original product?
Ben Jay: Here at Odile Toys Inc. we strive to
bring the best products we possibly can to the
market. Since we are based in and manufacture
out of Los Angeles, California we are able to react
to what our customers may want and if we can
do it, we will.
Our dilators allow for precise, gradual and smooth
anal dilation which are key for pleasurable butt
penetration. This is accomplished thanks to a
unique and patented mechanism with a fully
controllable - millimeter by millimeter - shaft girth.
Our first version of dilators respected the shape
standards of common dilators on the market,
which have a straight shaft and a narrow base.
Our customers in the pleasure market - and they
were right - wanted to have a wider base like in
traditional butt plugs. Our customers wanted our
products not only to focus on dilation, but also
on the playing aspect, enjoying penetration freely
with a “set and forget” mindset.
This was a great idea.
Therefore, we came up with a ‘winged’ base design now offering an 8.45 cm (3.35 inches) wide
base. In addition, our ‘winged’ design is, we believe, more efficient than the traditional flare base
to prevent over-insertion, as the wings’ positions
are in the opposite direction of penetration.
Although that said, we did not just work on the
shape of our product, we also made the mechanism smoother, upgraded our silicone sheath,
provided more useful information in our guide to
anal dilation and pleasurable anal play along with
other optimizations here and there. Given the
71
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amazing feedback received we are proud of
the work done thus far.

What’s changed about the original-size
Odile butt plug?
Ben Jay: The ‘Absolute’ butt plug dilator, upgraded from the original version, includes the new
winged-base design feature. It’s dilation range is
still the same and goes from 2,54 cm (1 inch) to
3,9 cm (1.5 inches) in diameter, which is truly
great for people who already have some
experience in butt play and looking
to reach the next level in penetration. The 2,54 cm (1 inch) to
3,9 cm (1.5 inches) range is
the same as that in traditional
anal trainer butt plug kits,
however, and this is why our
product is unique. No other
product in the market gives all
the sizes possible within that
range in one product.

It seems you’ve also added a brand
new version of the Odile in a smaller size.
Can you tell us a little about this totally new product? Was this smaller plug a fan request from
your consumers?
Ben Jay: Completely! This was another request
from our customers and we made it happen.
In the second generation of products, we
introduced the new ‘Discovery’. Discovery is
a butt plug dilator designed for real beginners
in butt play.
What’s unique about it is that it’s a two-step
shaft. The first step is a 4.3 cm (1.7 inches) long
tapered end starting from 1.2 cm (0.5 inch) in
diameter – which is the size of a fingertip – and
goes gradually to 2.54 cm (1 inch) in diameter.
This tapered end is amazing to play with when
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you have no experience in butt play. It will help
you discover how it all works and to start understanding how good it is to stimulate your butt.
The second step is the girth controllable shaft
where the dilation will start, and it goes millimeter by millimeter from 2.54 cm (1 inch) to 1.35
inch (3,5 cm) in diameter, thanks to our unique
mechanism. The idea is to provide a one stop
solution, one product that will accompany you
during the whole process of butt play discovery,
from a fingertip to an average phallus; and all of it,
with a total control.

How have consumers praised the
Odile since the release of the latest
iterations? Have you received
any stories or comments that
surprised you?
Ben Jay: It has been an amazing
year so far, and sales are by far
higher than last year. We are truly
excited not only from our customer side, but also from distributors,
retailers and influencers. We have the
chance now to work with some of the
most recognized players in the USA and Europe. This is something that we want to cherish
as much as we possibly can. This industry is
incredible and the people we’ve met so far are
astounding professionals and human beings. We
are truly glad and proud to be recognized as a
company that is providing useful innovation.
From the user side, we’ve received wonderful
comments, regarding the new design, colors, etc.
We love the communication we have with our
customers. For instance, one of the most popular
story lines among our clients is that they’ve
been hesitant to engage in anal play due to bad
experiences in the past. However, thanks to our
product they have been able to re-define and
discover how pleasurable butt penetration
can actually be.
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In addition, what surprised us most is how
quickly people using our dilators want to level
up to a larger size. Due to these numerous
remarks and suggestions, which have been
taken into serious consideration, we will be
implementing them when creating the next
generation of our products, which is why we
are working hard to release our larger size
dilator as soon as possible. I can’t wait to see it
in the market and have people love it. It’s these
kinds of stories and positive feedback that
make us truly proud of what we do here
at Odile Inc.

Where do you think products
like the Odile will take the anal
toy niche of the sex toy space?
Do Odile users seem to be
the types to jump on the anal
bandwagon and get into more
(and maybe longer and/or larger)
butt toys, or do they seem to
stick with the gentle stuff like Odile
provides?
Ben Jay: Our products are redefining what
anal dilation is. Traditional butt toys are great.
Others companies are doing amazing products.
That said, from our perspective, using a set of
toys with a traditional design is mostly dedicated for butt stimulation. After understanding
what dilation is, we think that anal trainer kits
are not ideal in respecting the body mechanics
for efficient anal dilation.
Let’s dig a little bit into our body science.
Basically, there is no difference between dilation
and stretching, they are somewhat synonymous. Dilation is for orifices and stretching is to
lengthen body parts. But the body mechanics
functions in the same manner. This correlation
allows customers to understand more easily
how dilation works.
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Let’s take an example, if you want to stretch
your shoulder, you have to pull it gently in a
certain way until you feel some tension, hold
the position and then gradually, slowly and precisely pull it more to increase the tension and
fully stretch the shoulder out. When you stretch
properly it feels really good, and if you do it
frequently, your flexibility will increase. It works
the same for all body parts. Note, when you
don’t do it properly and you pull your shoulder
too fast, too soon, and too far, it hurts.
Well, anal dilation works exactly the
same as stretching. And here at
Odile Toys, we believe this is the
primary factor as to why there
are so many bad experiences
in butt sex. It’s because anal
dilation is misunderstood and
also because there was no
product that can properly
recreate this natural process of holding the tension,
and then gradually, slowly and
precisely increasing the stretch
in your butt orifice. If you use our
girth controllable shaft dilators it will feel
pleasurable, you will quickly become more
flexible and be able to enjoy butt penetration in
a way that has never been done before.
As for our customers, we have seen that they
tend to be explorers. We are bringing a necessary complement to what already exists by
proposing an easier way to enjoy butt sex.

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

constantly move towards the best
Lo l a G am e s h a v e h i gh s ta n d a r d s – a l s o w h e n it co mes to susta ina bility
Natalia Bobyleva is the founder Lola
Games, a sex toy company operating
from the Czech capital of Prague. EAN
talked with her about the history, the
philosophy, and the unique qualities of
her brand. Lola Games’ dedication to
eco-compatibility and sustainability are
obviously also a big part of our interview. Apart from Natalia, we also hear
from Tim Faber, the founder and Managing Director of Dutch wholesaling
company Intimate Distribution, who has
been distributing the Lola Games products in Europe for close to five years.

Natalia Bobyleva, the
founder of Lola Games

Let’s go back to the beginnings of Lola
Games. How long has the brand been on
the market? What led you to seek your
fortune in the sex toy market? What new
impulses did you want to bring to the
market?
Natalia Bobyleva: We started to develop
our brand with the desire to make sexual
wellness products a part of the modern
lifestyle. It is important for us that they
not only satisfy physiological needs but
also help people to love and accept
their bodies and to live in harmony with
themselves. Of course, it is also very
important for us that our toys are made
of high-quality and safe materials. At
that time, there was a clear shortage of
such products on the market; many toys
repeated stereotypical cliches in the form
of large dildos made of smelly materials.
We started working on the creation of the
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brand in 2015 and for us, as a young brand,
it was not an easy path. The development of
the first collections was a challenge. With few
resources, we delved into market analysis in
order to select the right toys for the first collections - toys that could make the lives of Lola
Games’ customers better and happier. Three
years later, after a long and careful selection
of production sites in China, we were able to
release our first lines to the European market.

What philosophy do you follow with
your activities?
Natalia: Our philosophy is to constantly move
towards the best. More fun and less pollution
for a healthier and happier life.

In a press release you said that your expertise
is based on three components: ‘knowledge of
sexology, sales analysis, and focus group feedback’. Could you explain that in more detail?
Natalia: The team of brand managers who work
on the creation of the brand has a sexological
education. Knowing the cause of problems
helps us choose a direction and find ways to
solve these problems.
Our task is to produce commercially successful
products that will sell well in stores. Therefore,
we are constantly working on our assortment
matrix. Analysing the sales data, we adjust our
course, constantly improving products.
The focus group is an important and integral part
of the work that goes into the release of new
products. Before launching onto the market,
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each of these products is tested by our focus
group. This gives us the opportunity to refine the
toys and ensure that we only present products
which meet the needs of the consumers.

Your product portfolio is very diverse. Could
you give us an overview of your different collections?
Natalia: People’s sexual needs differ from
person to person, and the means for their realization should also be individual. That is why
we have such a diverse assortment.
For example, we wanted to make a product
that would remove the taboo from masturbation, a truly wonderful process that gives
us joy. So, we’ve released Marshmallow - a
collection of unrealistic masturbators for men.
These toys allow men to get a new sensual
experience. They have a bright double-sided relief, aesthetic design, and are made of
soft elastic material. Without mimicking the
anatomical parts of the body, Marshmallow
masturbators allow men to concentrate on
their own feelings and allow the fantasy to
unfold. They also make a great addition to
sexual games with a partner, without causing
unnecessary embarrassment or alienating
partners.
One of the most popular requests couples
have is to change roles. With that in mind, we
created our strapless strap-on Natural. The
strap-on is made of medical-grade silicone
and has an anatomically correct shape of
the vaginal part, capable of stimulating the
G-spot. Because of its rather big size and light
weight - it’s only 286g - the strap-on is easy
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to hold by the muscles of the vagina (even for
beginners) and the user doesn’t have to use
their hands to support. At the bottom, the
strap-on has a narrow section which connects the vaginal part to the penetrating part,
making the use of the toy even more convenient. The strap-on is also equipped with a
clitoral part with a relief surface for additional
stimulation during contact. The strap-on is not
overly complicated to put on, there aren’t lots
of belts and so on, so that people can realize
their desire for intimacy in the most
natural way.
Another, even more popular request is clitoral
stimulation during sex with a partner. 30 to
40% of women say that they have never been
able to have an orgasm just from vaginal penetration. In our assortment, there are several
collections for additional clitoral stimulation
during partner sex, ranging from mini vibrators
to vacuum stimulators and vibrating cockrings. And we’d like to shine a spotlight on
a special collection of rings - Mimi Animals.
Their main purpose is pleasure for her, so
they have a wide surface with a cute relief
for additional stimulation. The rings are made
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of silicone and are quite elastic, so they fit
securely on the base of the penis. At the same
time, they don’t squeeze the penis too tight or
distract from the process. These bright, cute
little animals will allow you to create feelings of
positivity and comfort, which are an important prerequisite for pleasure and the female
orgasm.

What are the unique selling points that make
your collections and products stand out from
the crowd?
Natalia: Let me tell you a story: Once, we
considered entrusting a factory with the manufacturing of our products, and they offered
us a ready-made shape. It was a strange toy
with a tongue for clitoral stimulation on top of
vaginal balls. Sometimes, you see products on
the market whose purpose is unclear when you
look at them. Therefore, we pay great attention
to the little things that actually matter the most.
For example, it is important at what distance
the clitoral part is located, or what length the
vibrator for G spot stimulation has, and so on.
w w w. e a n - o n l i n e . c o m • 0 7 / 2 0 2 2

JUST

ENJOY

0539023

YOURSELF!

2205-066

IT‘S A GUY THING
ORION-WHOLESALE.com
Tel. +49 461 5040-308 · wholesale@orion.de

I N T E R V I E W

You mentioned that you work in an environment-friendly way. Please, tell us more about
that. How eco-friendly is Lola Games today
and what is possible in the future to become
even ‘greener’?

Which trends and developments are reflected
in your products?
Natalia: As we stated earlier, our products are
part of the lifestyle. All current trends matter,
but for us, environmental friendliness is especially important. It’s an important part of life,
and we want to bring this to sex toys.

What are the hallmarks of a Lola Games toy?
What parameters do you focus on when
creating new products? And where does the
inspiration come from?
Natalia: When creating new products, we
are inspired by people and the wonderful
diverse world around us. We are guided by the
understanding of how diverse the anatomical
features of bodies can be, while also taking into
account the emotional side of the presentation
of products. Therefore, we try to make products that embody people’s desires and satisfy
them on every level.
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Natalia: Environmental friendliness is one
of those issues that is always on the agenda when we develop new products. We are
constantly thinking about what we can do to
preserve nature.
We have decided to abandon plastic in the
packaging of products. The new lines come in
cardboard boxes, and the products are packed
in textile bags instead of plastic. This way, we
also solve the issue of storing toys.
We produce our products from safe materials,
always paying great attention to the quality of
the raw materials that are used.
Now, we are actively working on the possibility
of recycling used toys. Also, we are expanding
the use of recycled materials in our products.

Who is your target audience? Which groups do
you have in mind when you create sex toys?
Natalia: Our audience are people who are
interested in sex, regardless of gender, age or
the presence or absence of a partner.
They may have different experiences, their
wishes may vary, but our task is to provide
high-quality products that allow them to fulfil
their desires.

What do your customers expect from your
products? How difficult is it to meet these
expectations with every new product?
Natalia: People expect new sensations. They
want to have fun, try new things, without
spending a lot of money on it. Our customers
expect quality from us at an affordable price.
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expanded the number of team members in China, which allows us to better control the quality
of products and work on creating new toys.
Which distribution channels do you rely on to
market your products?
Natalia: At the moment, we focus on the development and introduction of new products to
the market. And we are glad to be working with
Intimate Distribution, who are in charge of the
distribution of our products in Europe.

How do you support your trade partners? Are
there promotional materials for the point of sale
or product training for retailers and distributors?

And with our products, we try to meet those
expectations. We are glad that more and
more people are discovering sexual wellness
products. And we believe that in the future, our
products will be firmly included in the ranks of
essential goods.

The market for sex toys has changed a lot
due to the corona pandemic. Interest in sex
toys and the acceptance of these products
have increased enormously. Has Lola Games
benefited from this development? Also, have
your business model, product development,
clientele, etc. changed over the course of the
past two years?
Natalia: The coronavirus and restrictions
forced us to reconsider how we work on new
products. We have found new solutions and
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Natalia: We are grateful to the customers who
choose Lola Games, and we are ready to do
everything in our power to support them.
For each product, we have prepared a wide
collection of banners that customers can use
on their websites and social network pages.
Our official YouTube channel, Lola Games
Official, includes product and training
videos for sellers.
We are sure that the best result can be
obtained by taking into account the personal
characteristics of our customers. And we are
always ready to make personalized banners,
conduct training sessions or provide any other
POS materials.

What are your plans for the future? Where is
Lola Games headed?
Natalia: We want to develop the Lola Games
brand as an international brand, bringing
products to new markets. And of course, we
will stick to our values regarding the quality and
environmental friendliness of our products.
We also plan to start producing some of our
products at home, in the Czech Republic.
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Tim Faber, founder and
Managing Director of
Intimate Distribution

How will the market for sex toys develop in the
next few years? Which trends will dominate in
the future?
Natalia: As sexual wellness products become
less taboo, global trends start influencing our
market. Therefore, we hope that environmental
friendliness will be an important and
ubiquitous topic. Technologies from other areas
will also become more present in our market.
We plan to present a line of toys with app
features ourselves, and we expect this to
become widespread trend.

Tim, how and when did you hear about Lola
Games for the first time?
Tim Faber: In 2017, I was often in Eastern
Europe for business, and I ran into Lola more
and more. I noticed the brand immediately
because of its unique packaging and items I
had not come across before. I knew that I had
to keep a close eye on this brand.

Did you know right away that Lola Games
would make a great addition to your
assortment?
Tim: Yes, I knew that from the first moment I
saw it. At the time, Lola was still unknown in
Western Europe. I was therefore immediately
eager to introduce the items here. We started
promoting and selling the brand in 2018, and
we are proud that these products are now sold
throughout Europe.

What impressed you about Lola Games?
Tim: When we started the partnership, their
range was not that large. I was very impressed
with the professionalism of the company
86
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behind the brand and its uniqueness. It was
also magnificent that the brand released new
items at a rapid pace. And when it comes to
sustainability, eco-friendly products and
packaging, the brand is obviously ahead
of the curve.

Tim: Yes, Lola is a brand that is now known by
most of the industry. I can say for sure that Lola
has earned its position. Because the brand has
a large number of products, there is something
for everyone. This also means there are good
opportunities to position the brand even better.
Especially if you look at the new unique items that
they currently have in the pipeline.

What criteria do you look for when picking
new suppliers, brands, and products?
Tim: When we look for new items, we usually
first try to find products and brands that are
new and unique in the industry. Or we go the
opposite route: existing items that are not
carried by the competition. Of course, we also
carry the larger well-known brands, so we have
a good mix of varied products, and our customers have a wide selection to choose from.

What feedback did you get when you introduced Lola Games to the European market?
Tim: We were the first distributor to introduce
Lola to Western Europe. It took some time to
properly position Lola with all the big players
around us. But over the past years, we have
been very successful, giving Lola a good
position in the European market. The brand is
currently available in almost every European
country. We are very much looking forward to
further expanding our position in and beyond
Europe!

You’ve been distributing the brand in Europe
for several years now. Would you say that it
has made its mark. Do you see potential for
more growth?
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There are innumerable products and brands on
the market .... If someone asked you why they
should bet on Lola Games, what would you
answer?
Tim: That is a good question. But also easy to
answer - Lola is unique with its eco-friendly products and packaging. They are very advanced in
this area. The materials of the products are of the
highest quality and the shapes and colours of the
items are unique. In addition, Lola distinguishes
itself due to its wide range of diverse products.
There is something for everyone.

How would you describe the collaboration with
Lola Games? How do they support you and your
customers?
Tim: We work very well together, and that how it’s
been for almost 5 years now. They support us in
all kinds of areas, such as supplying banners, videos, and POS material. We are currently considering setting up a Lola booth at several European
b2c expos to bring the brand to the attention of
more consumers. We also have a booth every
year at the eroFame fair in Hanover to promote
the brand and show the latest items to the customers. We are very much looking forward to
the upcoming show!

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

MORINGA POWDER
MORINGA is traditionally used to increase
sexual stamina and desire and to treat sexual
disorders in men.
In Siddha medicine, Moringa is used as a sexual
potency aid to treat erectile dysfunction in men
and to prolong sexual activity in women.

Moringa women
Art.No. 44063

+ DAMIANA
Moringa men
Art.No. 44062

+MACA

SOEWEXR
P

_________

____

LIVE
VITALITY

for active
women &
men
Food supplement with L-arginine

PREMIUM

M OR I NG
NGA
A

world-of-hot.com

Energy capsules from the Moringa tree support
your immune system and bring POWER into your (sex) life.

HOT Productions & Vertriebs GmbH /// Wagrainer Str. 35 /// 4840 Voecklabruck /// AUSTRIA
email: of fice @hot- dl.com /// fon. + 4 3 7672 72 0 0 9 /// fa x. + 4 3 7672 72 0 0 9 -9
Available at your wholesaler /// Erhältlich bei Ihrem Großhändler /// Disponible chez votre grossiste /// Disponible a través de su vendedor mayorista /// Disponibili presso il vostro grossista ///
Verkrijgbaar bij uw groothandel /// Disponível junto do seu comerciante grossista /// Fåes hos din engros forhandler /// Finns hos Din grossist /// Dostpne w panstwa hurtowniach

I N T E R V I E W

Liberator makes sex a creative

adventure for everyone

L i be r a to r tea ms up with O RIO N Wh o lesa le in th e E uro p ea n ma rket

Dennis Brito, VP Sales
OneUp Innovation

Dennis Brito is Vice President Sales
at OneUp Innovations, the producer
of the Liberator brand, and he has
ambitious goals for his company
and his brand in the European market. To achieve these
goals, he has secured the
support of ORION Wholesale.
On June 1, the two companies officially announced
their exclusive distribution
partnership. EAN was curious to learn more about this
team-up and asked Dennis
for an interview.

The LIBERATOR brand and its products
are widely known across Europe, but still:
Could you share some information about
your company and your products?
Dennis Brito: Liberator Shapes are true
erotic luxury items. They function as sex
furniture for solo or couple play. Liberator
is one of the few widely known consumer
brands within the adult market. And one
of a handful of brands made in the US.
Our products are compressed into enticing packaging that is perfect for spaces
big and small. And the boxes have a flip
door that assists in the selling process by
allowing retailers to show how to care for
the cover and to suggest positions to try.
The brand works well in almost all kinds
of retail spaces, from vanilla to kink.
Ultimately, Liberator makes sex a creative
adventure for everyone. And all of this is
from our offices and factory in Atlanta,
Georgia, USA. The facility is vertically integrated, with strong capabilities in design,
branding, marketing, and sales.
Every love nest needs a Liberator Wedge
in my opinion, trust me.

How did the cooperation with ORION
Wholesale come about?
Dennis: ORION Wholesale has been a
long-time client of Liberator. Both parties
had discussed moving in this direction
in the past, but the stars were not quite
aligned. In December of last year, we
were all checking in on each other and
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the subject resurfaced. It was like seeing an old
friend at your local pub and agreeing to meet
more often.

both can ensure smooth delivery and great
customer service through one strong point of
contact.

What convinced you to go all-in with ORION Wholesale? Where do you see ORION’s
strengths?

Will ORION Wholesale offer the complete
LIBERATOR product range or will you limit
your cooperation to a selection of products?

Dennis: ORION has a strong history of being
knowledgeable, fair, and very easy to work
with overall. Their stability is commendable in a
chaotic environment.

Dennis: ORION Wholesale will begin with a
core group of products and then move into
an expanded array of goods. New Shapes
will be introduced in late summer. There really
is no limit to where this can go.

Which criteria are most important for you when
looking for a distribution partner?
Dennis: Stability, market expertise, a connected network of clients….and dare I say
enjoyable dinner companions? No, really,
despite ORION Wholesale being in the business for over 30 years, the organization is very
forward-thinking. That forward thinking fits the
culture of Liberator as well.

Why did you decide to work with only one distributor? What are the advantages of exclusive
distribution?
Dennis: We needed a partner who could
take the ball and run with it as inventory landed, and ORION Wholesale is in a key position
to do that with Liberator Shapes within the
EU market. Liberator stock has been spotty
in the EU market due to pandemic-related issues, but by working with ORION we
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What do you expect from the cooperation
with ORION Wholesale?
Dennis: A resurgence in the EU market,
growth, stability, and hopefully some shared
laughs along the way.

How much potential do you see for your
products in the European market?
Dennis: The potential is vast. I think there is
pent-up demand for Liberator Shapes. There
are many couples in this market looking
for quality products that will enhance their
lovemaking

Now that the deal is sealed, the question
is where do you go from here? What are
your next steps together? What are the
plans for the upcoming months?
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Dennis: The next step is to assist buyers on
which Liberator Shapes are best for them by
introducing or reintroducing Liberator Shapes
into their outlets. Training them and their associates on how to sell Liberator and how it will build
sales for them. Moving past that, we are planning stock arrivals to Flensburg through the rest
of 2022, a possible eroFame presence, and noting which SKUs to add to their offerings as time
continues. This pushes us into the latter part of
this year, when we’ll begin to tackle 2023.

How will you support your new European distribution partner and their retail customers? What
does a perfect cooperation between manufacturer/brand and distributor look like in your opinion?
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Dennis: Initially, it involves working
with our internal production team to
ensure ORION gets stock as planned,
which then helps ORION send out orders
in a timely manner. ORION Wholesale will
be the expert on what is best for clients
within the EU. The great part of working
together is Liberator has the ability to
pivot quickly to meet market demands.
In addition, we’ll ensure the sales team
has the materials needed to be successful,
virtually or in person. At the root of our
cooperation is the open dialogue we’ve all
agreed to - being open to changes and
providing what ORION needs to be
successful is my number one goal.
I am very excited about this partnership.
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We are still in transition
C hang i ng s u p p l y c h a i n s i n th e s e x u a l w e l l n ess ma rket

Sergi Martinez Reig,
Account Manager
Grutinet

For years, the traditional supply chain
(manufacturer-wholesaler/distributor-retailer-consumer) was pretty much set in stone
- also and especially in the sex toy market.
Then, digitisation came along and turned
everything upside down ... or is that an
oversimplified explanation?
Sergi Martinez Reig: That traditional
supply chain model is still the winning
formula for me. But it is true that we have
seen different plays in the last years.
Retailers becoming distributors and
manufacturers. Manufacturers becoming
distributors. And distributors becoming retailers. Those new formulas can
succeed, but the company that intends
to work two different steps of the supply
chain at the same time needs to have all
the know-how, logistics, and systems that
are necessary. Very few achieve that.
There is nothing like a strong supply
chain, formed by top tier companies that
all share the trust and professionalism
between them.

Digitisation caused a massive disruption in
the distribution channels. Some who lost
out, but this development also opened
Digitisation, globalisation, and most recently the Covid pandemic - a conversation about the supply chain
structures in the international sexual wellness market would not be complete if you didn’t mention these three
disruptive events/developments. After all, they have put extreme pressure on the traditional network of producer-wholesaler-retailer-consumer that defined the market for decades. EAN spoke about this topic - and these
three factors - with Sergi Martinez Reig, Account Manager at Spanish distribution company Grutinet. But we
don’t just look at the past, we also look to the future because the next disruption of the supply chain might just
be around the corner as sex toys become more mainstream.
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up new opportunities. Hypothetically speaking, where would our market be today if this
change had not taken place?

Speaking of challenges: What exactly were the
new challenges that distributors and wholesalers were facing at that time?

Sergi: It is difficult to imagine a whole industry that has not been affected by digitisation
or globalisation in 2022.

Sergi: For a distribution company, with new
players coming in, one of the main challenges is
how to overcome the red ocean situation that will
very likely happen. We can overcome it in two
ways, by partnering with our suppliers and with
our customers. I don’t want to go into detail too
much but I can say that such a streategy may
allow all players of the supply chain to discover a
blue ocean scenario.

What followed was a period that some
described as the ‘Wild West’ - everyone was
selling to everyone else, the lines between
manufacturers, wholesalers, retailers, and
their respective business models became
more and more blurred ... Was this a direct
result of the digital revolution?
Sergi: I do not think the ‘Wild West’ phase
was a consequence of the digital revolution within our industry. We are still a new
industry, and that attracts new players. Every
company wants its piece of the cake. Some
of them are more imaginative and innovative,
others enter the market with a cost leadership strategy. As a result, you have companies that are willing to buy, sell, and grow at
any cost. That is the ‘Wild West’ era to me.
And it will not last forever.

This transitional phase lasted only a few
years – had the market successfully adapted
to the change and accepted the new
challenges?
Sergi: We are still in this transition. It will take
a few more years before we can say that the
paradigm change has finally happened.
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You describe your company as ‘digital distributors’. What do you mean by that?
Sergi: We are distributors. We were born online.
And we have a big passion for new technologies
and continuous development. A big part of our
strategy is to always be ahead of the technological race. That is what we focus on. I could add
many other attributes to that description, but
‘Digital Distributor’ summarises it quite well.

Let’s turn to the present: How disruptive have
the two years of Covid been to the distribution
channels in this market?
Sergi: Covid represented a big challenge for
every industry, at every level. It has also been a
business opportunity for many organizations. In
both cases, the key was quickly adapting to the
market. We have seen segments of the market
that experienced more demand, and others that
saw less demand. Inventory planning and place-
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ment has also been pure chaos. Raw materials
and transportation prices increased, forcing a lot
of businesses to make strategic and structural
changes. Also, many stablished relationships
between manufacturers and distributors have
changed as well. Some of them were able to
improve their performance during the past two
years thanks to their business model. Unfortunately, for others it has been a challenging time.

As far as the B2C market is concerned, e-commerce has been declared the winner of the
pandemic as shopping has largely shifted to the
internet. Are all those consumers who migrated to
e-commerce during the lockdowns permanently
lost to other distribution channels?
Sergi: The market and consumer behaviour are
too complex to explain something like that in just
one sentence. There is no black or white here.
For example, if a consumer is repeatedly buying
a product online, it would be very difficult to move
that sale to the offline market. Also, online means
positioning, and positioning takes time. Which
means that online is not always the best market
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to buy new products that only just launched. I
firmly believe that offline markets are the best
way for brands to show their latest products,
technologies, ideas, or values to the world.

And what role does the mainstreaming of sex
toys play in the future of distribution channels?
Sergi: Once we have a clear answer to this
question, the market will be in the final stage of
its transition, and it will reach a level of maturity
comparable to big and stablished industries.
From my perspective and experience, there are
two ways of explaining the mainstreaming of
sex toys. And in both cases, the key element
for success is a decrease in mental barriers
and the erosion of taboos surrounding sex
toys. Firstly, mainstreaming sex toys is a huge
business opportunity for us all - manufacturers,
distributors, and retailers. So, from our side,
I see many of us pushing towards that goal.
Secondly, I have experienced myself that big
mainstream companies and industries of all
kinds are expressing an interest on our
industry because it is booming.
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Every crisis shakes up the

market, and this one will be no different

Er i c Vonk e o n th e h o m e p a r ty bu s i n e s s i n th e p o st-C o vid p h a se

Eric Vonke, co-founder
of Ladies Night

After two years of Covid, people
enjoy gathering und engaging in
activities with their friends again –
which also includes sex toy home
parties. At the same time, the
current global situation is dampening
moods and raising stress levels, not
to mention that many consumers have
to tighten their belts given the rising
cost of living. So, what does this spell
for the future of sex toy home parties?
We asked Eric Vonke, the co-founder
of Ladies Night Homeparties.

Your company began hosting events
again last August, but back then, there
were still restrictions regarding the number of customers at your toy parties. Are
these restrictions still in place today or is
everything back to the way it was before
the pandemic?
Eric Vonke: The restrictions have been
lifted, but we are only now slowly going
back to normal. As you know, we depend
on small groups of women, and when one
or more of the friends suffers from Covid it is still here, very limited, but it still is - the
party has to be postponed.

When you look at this distribution channel, what marks has the pandemic left
on it? Is demand for home parties still on
the same level as it was two years ago,
or are more people choosing to simply
buy toys online?
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Eric: I think it might even be in more demand
now because people really missed being together. E-commerce reached a peak during the
pandemic but has lost some ground in the past
six months from what we have heard.

‘In my opinion, online commerce in all shapes
and forms is probably most suitable for adult
product purchases. Now and in the future.’
That is a quote from EAN’s July 2021 issue.
You obviously believe that other distribution
channels can flourish as well. What makes you
so confident?
Eric: All distribution channels have their own
charms and clienteles. For convenience and a
quick fix, people will shop online and accept
that the product they buy might be different
than expected. For a different and more direct
experience, people will go to a shop. They take
more time to enjoy the experience. People
don’t rush into a shop anymore and that is a
good thing. For the best experience, women
will continue to attend our parties. They will not
only have a great time with their friends, but
they can also learn about a large assortment
without feeling awkward. So, I think it all depends on how much time they want to spend
and how… Do they just want to shop or do
they also want the experience?

In our last interview, you said that society
started accepting sex toys long before the ‘sex
toy boom’ of the pandemic years. But has the
mainstreaming of sex toys not been accelerated by Covid?
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Eric: I still stand by that quote. I don’t think
the pandemic years made people accept toys
more. They may have become more aware because of the extra time they had for themselves
and their partners and the time they had to
experiment. Our customers already were very
accepting of sex toys. Somehow, the effect is
also different depending on when and where
toys are purchased. Our parties certainly make
it easier to buy something exciting.

You also pointed out at the end of 2021 that
your customers were quite willing to spend
money after the Covid months - and even to a
greater extent than before the pandemic. Is that
still the case today, with the cost of living going
up and up?
Eric: Right now, we still see an increase in what
our customers spend. Perhaps they spend less
when going out, but more for what is meant
for fun at home. Perhaps people are spending
what they had saved by not going out during
the pandemic?

From one crisis to the next - just as Covid
seems to be under control, we have to deal
with the next crisis because of Russia’s war of
aggression against Ukraine. There is a great
deal of uncertainty among consumers because
no one knows how things will develop. Do you
feel this uncertainty among your customers?
Eric: We don’t feel that uncertainty among our
customers to be honest. I think that because
this is the next crisis, people will try to live as
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The theme of this year’s Ladies
Night Homeparties company
event was 'Arabian Nights‘

if there is no crisis. People long for the times
before these crises, and therefore, that’s also
how they live their lives. Nobody wants to
worry about what might come, I guess, and so,
they’d rather celebrate what they have because
it is all relative.

and factory-friendly because when you get all
your products from China, you can become
dependent on their capacities. And if you have
pushed them about pennies before, they might
just take other clients now. Every crisis shakes
up the market, and this one will be no different.

The sex toy market is facing many adverse
circumstances right now - from problems in the
supply chain to the economic developments
(inflation, energy prices, etc.). Can the current
crises shake the market or is this industry as
crisis-proof as many claim?

What plans and goals will your company pursue in the coming months?

Eric: Good question. As always, the strong will
survive. And with strong I mean the companies
that are customer and factory-friendly and
have a proven track record. I say customer-friendly because clients are loyal to a point,
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Eric: We want to continue being the company
that we have always been, that is our goal.
Innovative as always, friendly as always, and
improving wherever possible. We want to
remain the market leader that we are today. We
also try to stay as relaxed as we’ve been in the
past, and to keep doing what we love. We have
the best team we have ever had, and we are
proud of that!
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I was at the right place at the right time
A n int e rv i e w w i th Ni k l a s Ch r i s ti a n s e n , O R I O N’s new B ra nd C o o rdina to r

Niklas Christiansen,
Brand Coordinator at
ORION Wholesale

ORION Wholesale carries
an ever-expanding range
of brands. At this point,
one can find almost 60
private brands and an
even larger number of
third-party brands in their
catalogue. To optimise
marketing for all of
these third-party brands,
ORION Wholesale have
created a new position:
Brand Coordinator. Niklas
Christiansen is the first
to tackle this job, and in
our EAN interview, he tells
us about his tasks and
responsibilities.
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Before we talk about your new position at
ORION Wholesale, we’d like to know more
about you. For instance, since when have
you been with ORION? And what else
should we know about Niklas Christiansen?
Niklas Christiansen: I have been with
ORION since August 1, 2020. I started
my commercial training there to become
a wholesale and foreign trade manager,
and that training will be complete shorty.
Over the course of the past two years, I
have worked with all the departments of
this big, international company, and I was
particularly fascinated by the operational
activities, so I quickly decided that this was
where I see my professional future. As for
Niklas Christiansen, the individual: I am 22

years old, was born right here in Flensburg,
and I absolutely love our beautiful city by
the Flensburg Fjord. In my spare time, I do
a lot of exercise; among other things, I am
an instructor for indoor cycling classes. As a
counterbalance to all of that physical activity, I like to go fishing on my little boat, and I
am very enthusiastic about fishkeeping.

You have been appointed ORION’s new
Brand Coordinator. What does this position
entail? What are your responsibilities?
Niklas Christiansen: As Brand Coordinator, I am the connecting link between
our purchasing team and the b2b sales &
marketing teams. My job is to gather and
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analyse all the information about our third-party
labels and convey it to the various teams so
they can present and market these products
in the most effective ways. My responsibilities
include the creation of fact sheets and product
videos as well as marketing and sales analyses.

In the past, ORION didn’t have a Brand
Coordinator. Why was it necessary to
introduce this position?
Niklas Christiansen: Well, ORION Wholesale
has close to 60 private labels and an extensive
range of third-party brands, many of which are
distributed exclusively by ORION in our market.
We want to strengthen and optimise the marketing efforts for these brands, both internally
and externally. And that’s much easier when
there is
a connecting link to coordinate with our
different teams.

Is communication and coordination between
a wholesaling company and its suppliers and
customers more or less important than it was
before?
Niklas Christiansen: Communication remains
a very important element of our work, even in
times of digitisation. Maintaining an effective
flow of information is definitely one of our priorities here at ORION Wholesale. Interconnection
is a good way of describing it: For the clockwork to run smoothly, all the parts need to work
in harmony. And for a product to be marketed
effectively, everybody needs to have all the
information and work together, hand in hand.
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What made you the perfect candidate to
become Brand Coordinator at ORION
Wholesale?
Niklas Christiansen: I guess in my case
you could actually say that I was at the right
place at the right time. I am going to
complete my commercial and foreign trade
management training later this year, and
having been with ORION for the past two
years, I got to work with all the departments,
meet all the teams, and learn about all the
processes in great detail. Consequently,
I already had a lot of the knowledge that
you need as Brand Coordinator.

What drew you to this new position? What
fascinated you about the challenges going
along with it?
Niklas Christiansen: I feel that purchasing
and wholesaling is where I can really leverage
my strengths. And as Brand Coordinator, I
have one foot in each of these areas, making
for a perfect combination. I am very proud that
the management at ORION have placed such
great faith in me, and I really look forward to
the challenges that the future will bring.

What goals do you have as you take on this
new position?
Niklas Christiansen: My goal is to optimise
our marketing efforts and improve sales for
our strong third-label brands by working hand
in hand with our suppliers and with our teams
here at ORION Wholesale.
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We want to encourage

people to live their life to the fullest
‚ Se x and C an n a bi s ‘ - A c o nv e r s a ti o n Ka ti e E n righ t, f o under o f La vinia
Let’s jump right into it: Why do sex and
cannabis go so well together?

Katie Enright, the
founder of Lavinia

Katie Enright: Cannabis is a vasodilator,
which means that it increases the size
of the blood vessels and as a result the
blood flow is increased. You notice the
same effect when you smoke cannabis
and your eyes become bloodshot. The
same thing happens when cannabis is
directly applied to our vulva, vagina or
anus, making them more sensitive to
touch. Increased blood flow = increased
pleasure.

Why has it taken so long for the sexual
benefits of cannabis to come to the fore?
Katie: Well, cannabis has been illegal for
so long, it’s no wonder we’re just finding
these wonderful effects from the plant
now. For me, I was training for a marathon and making my own balms and
was stunned by how much it helped.
I researched more and learned it had
potential for sex, but I couldn’t find a
non-coconut oil based product. So, I
made my own silicone lubricant, oh.hi.

In September of 2021, Lavinia launched their first product, a silicone-based cannabis lubricant called oh.hi. Seeing how the combination of sex and cannabis is becoming more and more popular in
the realm of sexual wellness, EAN asked Katie Enright, the founder of
Lavinia, for an interview to learn more about this trend.
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Interest in sexual wellness and sexual
health has grown rapidly in recent years.
Is the increased interest in ‘sex and cannabis’ a result of this trend?
Katie: The longer that cannabis is legalized, it becomes less taboo to talk about
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and consume. My mother for example, uses
CBD and that was unheard of not too long
ago. I think it’s more about getting away from
the smear campaign that plagued cannabis for
decades, than any new trend. And with sex, it’s
a similar thing. We’re more open to discussing
the topic, what gives us pleasure, and how to
make sex as great as possible.

There is still a need for clarification when it
comes to THC and CBD. Could you shed
some light on the differences between the two?

To one person it can mean sleeping
until noon and great solo sex, while for
another it’s hiking and multiple partners.
We want to encourage people to live
their life to the fullest.

There are numerous THC and cannabis
products in today’s sexual wellness market.
How important is it to be perceived as a
brand in this competitive marketplace?

Katie: The cannabis plant has many different
cannabinoids, THC and CBD are the two most
popular. The main difference between them is
that THC is psychoactive, meaning it will give
you a head high.

Katie: What sets Lavinia apart is that
we’re a silicone-based lubricant. I find
that to be the most effective lubricant,
it’s waterproof (great for vaginal or anal sex)
and doesn’t have any unwanted side
effects. It is also a condom-safe lubricant,
unlike many oil-based ones.

Now to your brand: On your website, it says ‘I
realized that the product I really wanted to exist
...didn’t’ - was that the birth of Lavinia?

Communication is known to be a
cornerstone of branding. How does Lavinia
communicate with its customers?

Katie: Yes! At first, I just wanted to be a
cannabis, sexual product consumer, but all
that was available at the time was coconut
oil based. Unfortunately, coconut oil-based
lubricants can lead to yeast infections. Not
something I wanted for sure.

Katie: 100% agreed, but with two
taboo topics like cannabis and sex,
traditional means are not available to us.
Making connections with consumers
through the people on the ground, in our
case budtenders at dispensaries, is the
best way to speak to our target audience.

How would you describe your brand
philosophy?

oh.hi, your first product,
launched in September 2021.
What can you tell us about this lubricant?
What ingredients have been used in its creation?

Katie: Live life to the climax! This means so
many different things to different people.
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Katie: Simply: It’s magic sauce. A siliconebased one. We have found that the
best approach is to keep it simple.

Can you tell us something about the effect
of the oh.hi lubricant?
Katie: It makes the area where it’s applied
more sensitive to touch, which is a very good
thing if you’re looking for more intense, powerful orgasms. oh.hi gives the users all of that
simply by applying, waiting for 15-30 minutes,
and then enjoying sexual activity as normal.

For oh.hi, you got support from dermatologist Dr. Kristina Collins. Why did you take this
route? And how much research and development time goes into these products?
Katie: We were in R&D for a year and a half
and did 25 different formulas before we settled
on the most orgasmic mix of THC
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and CBD. It’s really important to have
a medical expert to be able to describe
exactly what happens in your body and
why. Dr. Kristina Collins is a natural fit.
She’s a Harvard-trained, board-certified
dermatologist who has been an advocate
for women’s health for over a decade.

Which target groups does Lavinia cater to?
Katie: Anybody who is interested in having a
better sexual experience!

Your products contain no
glycerine, no glycol, no parabens,
they are latex-compatible and
hypoallergenic, unscented, unflavoured,
and vegan. How important are these
features for your target group?
Katie: Our bodies are so complex, especially
the vulva and vagina. It’s important to have the
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Which distribution channels do you use?
Cannabis products are not legal everywhere...

Katie: It would completely change the
game for us. Right now, we’re not allowed
to advertise on social media and can barely
speak about the product in a meaningful way.
Legalization would mean we could operate like
any normal business. The potential is limitless
if the laws are changed.

Katie: In the US, the laws regarding cannabis are
state by state, so right now, we are only in California as that’s where we manufacture. We hope to
bring Lavinia to the masses though, and federal
legalization feels like it’s right around the corner.

What will happen with Lavinia in the future?
Are you planning to launch more products?
How will you continue with your mission to
educate and de-taboo ‘sex and cannabis’?

Many countries are thinking about bringing
cannabis out of illegality - what would that mean
for you? How do you evaluate the potential for
cannabis products if they could be offered everywhere legally?

Katie: Our whole goal as a company is to
enhance people’s sex lives through cannabis.
We have a lot of products in R&D with the
sole mission of doing just that. I can’t give any
details on that quite yet, but trust us, you’ll be
saying ‘oh, hello’ pretty soon!

cleanest ingredients possible for those sensitive
areas. We also use dimethicone, which is a FDA
approved silicone.
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We’re incredibly happy that leading designers

recognise products in our category - pleasure toys.
Bi i r d ’s l at e s t p r o d u c t, E v i i , i s a tw o - ti m e d e sign a wa rd winner
Congratulations on winning two awards
for your product Evii. How surprising
was this double win for you?
Andrea Rey: Thank you very much.
We’re quite proud of this achievement
and it still feels a bit surreal. We obviously had hoped for some recognition
but to win two of the biggest design
awards at the same time, an iF Design
Award and an A’ Design Award, was
quite the surprise. We celebrated quite
a bit in the office.

What does this kind of recognition
mean for your brand? How much
impact do the awards have on your
brand communication?

Andrea Rey,
co-founder of Biird

It is always great to see sex toys turning heads and garnering attention outside of the industry. The fact that some are even getting
recognition in the form of design awards is a sign that sex toys are
moving ever closer to the mainstream, says Andrea Rey. She is the
co-founder of Biird, a Dutch sex toy producer that recently won two
awards for their latest product - Evii. Andrea tells us more about Evii
in this interview, which also touches upon the requirements and standards for products aimed at sex toy beginners.
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Andrea: We’re incredibly happy that leading designers recognise products in our
category - pleasure toys. Even though it’s
2022, there’s still quite a stigma surrounding our industry as a whole and these
awards definitely help to shine a spotlight
on the fact that self-pleasure is nothing to
be ashamed of and that just like in other
categories, form and function can go
hand in hand. We’re definitely using this
opportunity to communicate the quality of
Biird and our achievements so far.

Is winning these awards also a sign
that sex toys have arrived in the mainstream and are no longer as taboo as
they were in the past?
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Andrea: Absolutely! I wouldn’t say that we
have fully arrived in the mainstream but it’s
another step forward for the whole industry.
There are only a handful of companies in our
industry that have won these awards, but we
do hope this is just the beginning and that
this type of international recognition goes on
to inspire more people.

You won the two awards for Evii, your sophomore product following the launch of Obii in
2020. What makes Evii so unique that it won
not one but two trophies?
Andrea: Our aim while designing Evii was to
make a product that was easily approachable, something you would love to use and
something you didn’t have to be ashamed
of when someone found it in your room. By
making Evii non-phallic and by including a
wireless charging base that doubles as a jewellery tray for your nightstand, Evii achieves
this balance like no other product. The quality
of Evii is also something we’re extremely
proud of. We really built a product of the
highest quality and spared no expense.

tongue in cheek messaging through
our ‘Forbidden Fruit’ marketing campaign.

How does Evii fit in with the current market
trends? Toys with suction function are very
popular, more and more modern
technologies are used in sex toys...

How does Evii reflect your brand DNA?
Which characteristics of the product are
typical of Biird?
Andrea: Evii is Biird at its essence. It’s
everything we stand for. Breaking the stigma
around self-pleasure by creating a beautiful
product; high quality materials and finishing;
two functions, vibrator and jewellery tray;
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Andrea: Suction toys are indeed
popular these days, but we believe
that it doesn’t have to be just suction
or just vibration. People want variety.
Pleasure is such a personal thing and
based on their mood, users will choose
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different toys for different occasions. We
included two vibration motors, one in the
tip and one in the belly, to provide users
with a new dimension of vibration.

Speaking of technologies, what’s your new
FlowSense technology all about?
Andrea: Our FlowSense technology allows
users to precisely finetune the vibrations by
pressing and holding + or -. This will increase
or decrease the vibrations gradually. Once
reaching the desired vibration strength, let
go of the button and you’ll have vibrations
exactly to your liking.

The corona pandemic caused demand for
entry-level products to skyrocket. Is Evii
aimed at the manyconsumers who
discovered sex toys during that time?
Andrea: Having many new customers coming into the market has indeed helped our
decision to develop Evii. Evii is an easy-toapproach toy which we highly recommend
for first-time users and those looking for a
high-quality, entry-level product. At the same
time, thanks to its dual motors, Evii can go
from whisper quiet and gentle vibration all the
way up to deep and rumbly, so if you need
some extra power, Evii has that as well.

What requirements must be met to satisfy
sex toy newcomers? Shape or appearance
obviously play a major role, but what other
parameters are important?
Andrea: The new generation of customers is
looking for an experience that fully matches
their values and expectations. From the marketing message being inclusive and genuine
to the product meeting the same high-quality
standards they have come to expect from
other electronic products to the unboxing experience being exciting. Speaking of which,
we’ve gone above and beyond to make Evii’s
packaging eye-catching since this is one of
the first physical touch points we have with
our users, and we want the whole journey to
be memorable.

With Obii it was a mood lamp, with Evii it is
a jewellery tray that is used to charge the
vibrator. Why this combination of sex toy and
‘everyday object’?
Andrea: There are two main reasons: the
added value and the messaging we’re trying
114
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to include. By adding a charging base, we
give the customer extra value, both from a
design & aesthetics point of view and from
a use case point of view as the product is
always charged and ready to go. But the
‘everyday object’ angle also helps to further
our messaging about breaking the stigma
and normalizing self-pleasure. If your pleasure toys can become part of your room
decor, you’re one step closer to using it more
often and feeling comfortable while doing so.

Is there interest in setting foot in the B2B
market so that Evii can be offered through
wholesale as well as retail?
Andrea: Absolutely. We’re focussing on
building a strong brand and drumming up
customer demand and B2B is an integral part
of our sales channels. Evii is already available
through Passage Du Desir, France’s biggest
pleasure product retailer with 12 stores and
a big online presence and you’ll see Evii pop
up in quite a few more stores around the
world in the coming months.

Speaking of which, what are your plans for
the next months?
Andrea: At the beginning of June, we
started the pre-sale of our latest product,
Namii. It’s a 2-in-1 suction and vibration
toy which, in true Biird fashion, also features
a wireless charging base with mood light.
We’re busy birds!
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Our biggest requirement as a company

is making sure our products are accessible
Danie l l e See r l e y ta l k s G e n d e r F l u i d , a n e w l i ne o f no n-bina ry, gender-p o sitive p ro ducts
US company Thank Me Now have
launched a collection reflecting one of
the most impactful trends the sex toy
market has seen in some time: inclusion. Fittingly, this collection is
named Gender Fluid. Thank Me
Now Director of Sales Danielle
Seerley tells us about the new
products and the brand’s
mission - and she expresses great interest in working
with European wholesalers
and distributors.

Danielle Seerley,
Director of Sales
at Thank Me Now

When did you first have the idea for a
collection of non-binary, gender-positive,
and body-inclusive apparel and sex toys?
And what was your motivation to act on
that idea?
Danielle Seerley: We originally started
looking at launching the Gender Fluid line
in late 2021. We had teased it at the ILS
Show in the fall and had outstanding results. Based on the feedback we received
early on, we were able to curate an amazing lifestyle brand that is both non-binary,
and gender positive. We also think of this
line as being both body positive and body
inclusive, all harnesses and tee’s range
from Small to 3x. We were able to find a
muse designer in Australia that inspired
all the fashion pieces. These items are all
handmade items.

How long did the process take from idea
to finished product? What requirements
do products have to meet to be considered non-binary, gender-positive, and
body-inclusive?
Danielle: Honestly, it took a while to
put all the pieces together. Our biggest
requirement as a company is making sure
our products are accessible. Meaning not
only are they supporting a gender positive
community, but they are priced to meet
all budgets. For example, people looking
for packers may not always be able to
afford the long-term silicone pieces, but
by offering a comparable item in TPE,
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we hope to enable more customers to feel
comfortable buying our brand. As a company
we also wanted to make sure that the Gender
Fluid brand took a new approach to retail, and
that meant it had to not only ‘feel’ different, but
also look different. We incorporated bright colours into the items, along with pastel rainbow
packaging to pay homage to both trans and
gay communities. Another component was not
limiting the range to just toys, we wanted items
that allowed people to ‘live out loud’. Letting
someone be comfortable in their own skin and
enabling them to do so through your brand, is
a very special feeling.

How does Gender Fluid reflect your corporate
philosophy?
Danielle: One of our main philosophies is
making sure our products are high quality, fill
a consumer demand, and are accessible to
everyone. The most important part to me, is
the accessibility for everyone. We want to make
sure our products are affordable to anyone that
walks in your store, and consumers don’t have
to compromise quality to get budget friendly
products. We have been able to be incredibly
competitive price point wise with Gender Fluid
items, making it an easy decision for stores to
offer this collection.

What products can be found in your new line
and what are their unique selling points?
Danielle: This range offers the following items,
Pronoun T Shirts so people can wear their
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pronouns and share it with the world! Chest
harnesses that are great for PRIDE events,
music festivals, or dance wear. There are also 3
straps on harnesses, each with unique features
and benefits, along with a thigh strap on. The
toy component to the line includes: anal vibes,
dildos, micro power bullets, c-rings,
and packers.

At this point, we change interview partners
and talk to Jack McGowan from Australia, who
designed part of the Gender Fluid collection.
Please, introduce yourself to our readers.
Jack McGowan: I identify as a gay man, my
pronouns are he/him/his. I am proud to celebrate both myself and my community and loved
the idea of creating a capsule of designs that
were versatile for all folks that wanted to have a
bit of fun wearing harnesses either as a layering
piece within an outfit or even just by itself. I also
love anything that has a sparkle so that was
a non-negotiable element for the collection! I
have spent many years involved in pride events
and often created my own harnesses for different outfits and wanted to share these pieces
with my community.

Back to Danielle: Do you have some advice for
retailers on how to effectively and successfully
present inclusive product lines?
Danielle: We have found it’s a balance between promoting inclusion, along with incorporating your current audience. Market and
promote it like you would any new item or
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category. Introduce customers to this new section of the store when you greet them or use it
as a way to promote asking peoples pronouns
in the store. If you are promoting gender equality and inclusivity, it makes sense to have products that speak to those audiences. Work with
your distributors for signage and other retailer
support items we have, to make it feel and alive
on the shelves. Planograms are available.

How do you support retailers in introducing
Gender Fluid? Do you offer promotional
materials for the point of sale or the like?
Danielle: We offer a sales education sheet
that speaks on how to merchandise, sell,
promote Gender Fluid etc. We are also available to conduct trainings and sexual wellness
zoom calls with customer to help share our
knowledge. Lifestyle imagery is a big part
of our promotional materials, we can have
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custom signage designed and easily sent to
print for you. We offer lanyards, pins, posters, window decals etc. for retailers to help
promote the line in store. We also encourage
our customers to purchase extra quantities of
the pronoun tee, their staff will be the first to
buy them!

Could you imagine working with European
distributors and wholesalers to bring Gender
Fluid to consumers in Europe?
Danielle: We are working so hard to find
new partnerships in the European market.
This would be an ideal time to partner together with such a unique product line to bring
to the market. We truly hope to secure a
new partnership in time for eroFame to help
create an awesome booth. It would be the
greatest opportunity for European retailers
to shop Gender Fluid.
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We really believe India is the next big

market for Bathmate
Bat hm at e j o i n s f o r c e s w i th B e s h a r a m

Tim: We have actually sold Bathmate
products for a number of years in India,
and the sales have increased steadily
year on year. The potential of the Indian
market is phenomenal, with a population of 1.38 billion people, we really
believe India is the next big market for
Bathmate.

Bathmate Brand
Manager Tim Brown

Is the product category of ‘penis
pumps’ new to Indian consumers or
are these products already established
there to some degree?
Tim: The category is still relatively new,
as is the world of adult toys in India, but
as with most countries, as barriers start
to come down and people’s attitudes
become more relaxed the world of adult
toys will become more and more well
known.
Global expansion is high
on the list of priorities for
Bathmate, and they have
recently taken a big step
on that path as they joined
forces with Besharam
(IMbesharam.com). After all,
India is a gigantic market
with gigantic potential. In
our interview, Tim Brown,
Brand Manager at Bathmate, tells us more about
this milestone and why the
partnership between Bathmate and Besharam just
made sense.
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Is India the last ‘undiscovered country’
for manufacturers and brands
in our market?
Tim Brown: No, I don’t think
so, there are still plenty of places
wherethe adult toy market isn’t well
developed, but India is certainly a
market that has the potential to
generate some really big numbers
in the future.

When did you first think about entering
the Indian market and how big is the
potential for your products there?

Now, you have signed a distribution
agreement with Besharam. How did this
cooperation come about?
Tim: I have met Raj on a couple of
occasions, and recently at Xbiz in
Miami. I have always liked chatting to
him, he’s a nice guy and really knowledgeable. Previously we had an exclusive deal in place in India which ended
last year, so when we met this time, we
were able to strike a deal to sell through
India’s most prominent adult toy reseller,
needless to say we are very pleased.
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Tim: I think it is a really good fit, we have very
similar values, honesty, integrity, drive, enthusiasm, sales focused, going the extra mile to
make people happy.  All in all, a good fit for
both companies.

What criteria matter most to you when
you look for distribution partners?
Tim: We like to see a good track record
and a reputation as a good company to
do business with. We also look at the demographics of the market they service and
what predicted volumes of sales will be.

Do you offer your complete range in India
or only a selection of products?

How important is this step for your company? Is it
simply part of the global expansion or is it more of
a milestone?
Tim: I’d like to think this is a milestone. India is
a tough nut to crack and teaming up with such
a well-established company like Besharam can
only be really good for Bathmate’s future in India.
Due to the size of the population if we sold to
only a tiny percentage it would be a big boost for
Bathmate’s global sales.

Besharam has been active since 2011, so why
didn’t you make the move into India
years ago?
Tim: We had an exclusive agreement in place.

What makes Bathmate and Besharam a
great fit? What common values and ideas
do you share?
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Tim: Right now, we are offering Bathmate’s
best sellers with a gradual introduction of the
rest of the line.

What support will Bathmate provide to
your new distributor? How will you aid
Besharam in establishing Bathmate as
a brand in India?
Tim: We will support Besharam in the
same way we support all our distributor
and retailers. We provide all digital media
and sales material required, we can provide
bespoke images, videos etc. on request to
provide the best quality marketing message
possible. We will also train the Besharam
team via Zoom to provide any additional
support as requested. The good news is
there is already demand for Bathmate products in India. As Besharam is the most prominent online adult retailer in India, once the
products are listed on Besharam’s website
sales will follow quickly.
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As a brand, our mission is so

much bigger than selling sex toys

H o t Oc t o pu s s s h i n e s a s p o tl i gh t o n m e n’s m enta l h ea lth

Kelly Gordon, Head of
Creative Hot Octopuss

On the occasion of Men’s Health
Week (June 13 to 18), Hot Octopuss
launched a social media campaign
focusing on a topic that doesn’t seem
to get enough attention: male mental
health. In our EAN interview, Kelly
Gordon, Head of Creative at Hot Octopuss, explains why Hot Ocotopuss
chose to highlight this topic and how
they executed their campaign.

On the occasion of Men’s Health Week
(June 13 to 18), Hot Octopuss launched
a social media campaign focusing on a
topic that doesn’t seem to get enough
attention: male mental health. In our
EAN interview, Kelly Gordon, Head of
Creative at Hot Octopuss, explains
why Hot Ocotopuss chose to highlight
this topic and how they executed their
campaign.

For Men’s Health Week, which ran from
13 to 18 June, Hot Octopuss put the
spotlight on a topic that should be given
much more attention: Men’s mental
health. Why is this topic still largely
hidden away?
Kelly Gordon: I think that there is sadly
still a stigma tied to cis men talking
about their emotions and feelings. The
media paints a picture of men being
typically masculine and having to be
the provider whether that is financially
or physically, and this can be damag126
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Adam Lewis, co-founder
and CEO of Hot Octopuss,
is also among the interviewees

ing and bring a lot of stress that is often not
communicated for fear of appearing ‘weak’.

Could you define the scope of your campaign? What does male mental health include? And what does toxic masculinity have
to do with it?
Kelly: I think that the topic includes anything that can or does affect any man on a
daily basis, whether that be the inability to
communicate their feelings or whether that
be pressure from society. Each part of this
is important. Toxic masculinity is huge, and
it is an external pressure that really doesn’t
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need to exist! In life we have some many
pressures, and so many people to please the
media and perceptions really doesn’t need to
be something that we take into consideration
as well.

Some might wonder where the connection
to sex toys is? How is your brand reflected in
this campaign?
Kelly: As a brand, our mission is so much
bigger than selling sex toys, yes of course
we want to be able to sell our products but
using our platform to make change and break
stigma is the end goal. We want to support
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Hot Octopuss presented
five short videos centred
around Emotions and Identity
/ Perceptions and Media /
Masculinity / Sex and Self
Love / General Advice

You got men from different backgrounds
to provide statements for the videos. How
difficult was that? And what exactly was your
intention with this move?
Kelly: Actually, it was surprisingly easy to
get a great mix of people for this video, once
the topic and the intention was explained
to those who made enquiries. The participants
felt the topic important and so they were keen
to speak up about this. Our intention with our
diverse cast was to ensure
we weren’t just telling one story, but we
feel this way about all of our marketing and all
of our work, we want to be the voice of the
many, gathering stories from all kinds
of people.

Which channels did you use to create awareness for your campaign?
the voices that don’t get heard and amplify
them so that they can’t be ignored, we want
to do good and important work with people
and self-love at the heart of it, ultimately transforming lives and bringing more pleasure and
self-acceptance to all.

For the campaign, you released five short
videos in which several men are interviewed.
What are these interviews/ videos about?
Kelly: For Men’s Health Week we are exploring Men’s Mental Health, breaking down
the subject into five key areas, those areas
being: Emotions and Identity / Perceptions
and Media / Masculinity / Sex and Self Love /
General Advice
Within those areas we really dive in and explore what each of our participants feels about
those subjects and they then communicate
their feelings and experiences within that.
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Kelly: This campaign was hosted across all
of our social channels and was also promoted and shared by some of our amazing B2B
partners. We are very lucky that the companies we work with are so keen to promote
and to support our message. We also had
coverage from 35 newspapers in the UK!

Men’s Health Week ended in mid-June.
Do you want to continue raising awareness
of the issue?
Kelly: Yes certainly! It is so important to us to
carry on this work, and hopefully by showing
our videos our audience will know that we
are a safe space to talk and to communicate their thoughts and feelings. We have a
commitment to this topic and will ensure that
supporting the mental health of our audience
and communities is a pillar that is at the forefront of our brand values.
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I believe that ‘The Lovers’ brought a new
quality to the market of erotic games
R om an P l a z a c o n ti n u e s to bu i l d o n h i s c a r d ga me

Erotic card game ‘The
Lovers’ has found many
fans due to its complexity
which allows players to
experience numerous scenarios while always being
in control of how far they
want to go. Now, Roman
Plaza, head of Plazacraft
and inventor of ‘The
Lovers’, has launched two
new add-ons that make
for even more scenarios
and sensual experiences. If you want to take a
closer look at Roman’s
card game, you can do so
at eroFame in October, as
Plazacraft will have a stand
at the show, and they are
looking forward to meeting
retailers and distributors in
Hanover.

Roman Plaza, head of
Plazacraft and inventor of the card game
'The Lovers‘

Before we talk about the new add-ons for
your card game, could you briefly explain
what ‘The Lovers’ is about and why your
card game is different from the others that
are available in the market?
Roman Plaza: First of all, I believe that
‘The Lovers’ brought a new quality to
the market of erotic games. The series is
designed carefully and printed with the
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best quality materials. Every card contains
unique, non-repeatable graphics. The rules
of the game are also quite original because
the duration of the game is not a night but
days and weeks. The idea of ‘The Lovers’
is to deliver sensuality and desire on a
daily basis. Thanks to the levels concept,
partners can easily decide how far they
want to go and how intimate they want the
experience to be.
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Now, you have released new add-ons for ‘The
Lovers’, which are titled ‘Romantic’ and ‘Hardcore’ respectively. Please, tell us about these
additions and how they complement your card
game.
Roman: Actually, we call them ‘Extras’, because
they can be played not only together with the
basic version of the game, but also alone or
mixed together. Based on the feedback from the
market, we wanted to add something more flexible than what was already released. ‘Extras’ are
sets of cards for the following areas: Gadgets /
Sexual Positions / Disguises / Places.
Partners can decide what their preferences are
and add them to the basic version of the game
or combine them with each other. For example,
combining ‘Gadgets’ and ‘Places’ cards will
encourage partners to use some gadget in a
certain place, and this, I think, can be very spicy.
So generally speaking, our new concept is not
to give direct instructions to the partners but
inspire them with some ideas.

Like the base game, the new add-ons focus on
long-term gameplay. How do you always manage to meet this challenge?

Roman: It was not a strategy, it has just happened this way. At the beginning, there was only
the idea for the first version; ‘Extras’ came to my
mind much later. We would like to keep expanding our offer, make it more interesting and suitable for everyone. Each module can be played
alone, and this allows consumer to choose if
they want to play a more streamlined version of
the game or add some more complexity.

Roman: I just do. Maybe it’s because I like
longplay.

You are already working on a new idea called
‘The Lovers Stories’. What can you tell us about
this project?

Why did you choose to base your card game
on modules, levels, and variants? Critics might
argue that this could seem complicated to the
consumer?

Roman: Yes, ‘The Lovers Stories’ is under development. It looks similar to the basic version,
however the mechanics are different. It still has
rounds, for which partners need to prepare, the
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that decision is not entirely up to us - at the
moment, printing houses suffer from a lack of
materials, and there are lots of delays.

Do you plan to work on further expansions
for your Lovers card game in the future, or
will you focus ‘The Lovers Stories’ and other
new games from now on?

gameplay is long-term as well. But this time,
partners don’t not have tasks, they have stories
to play. Each of the players can only see part of
the story on the card, but together, the cards
complement each other.

Does the game build on ‘The Lovers’? And
how does ‘The Lovers Stories’ differ from your
previous game?
Roman: We stick with the idea of long-term
gameplay, each card still has an original graphic
on it, there are levels as well. The difference is in
the tasks, as the new game is all about playing
out stories. And this is big change. The stories
are described in great detail, there are even specific sentences players need to say, so the game
encourages partners to use a little bit of acting.
This is totally new, I’ve never seen anything like
his on the market, and I’m very curious how
players will respond to it.

When do you plan to bring your new
idea to market?
Roman: Hopefully, it will be possible to release
the game at the beginning of next year. But
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Roman: It is difficult to say. For now,
we focus on ‘The Lovers Stories’, but
we still have Level 3, ‘Pervert’, on the
backburner. And regarding our ideas in
the future? I don’t know, they usually pop
up unexpectedly.

In October, you will present your products
at eroFame in Hanover, and visitors of the
event should absolutely stop by your
booth because …?
Roman: Because they can take a look at
our game, see the quality for themselves,
and get to know about the rules. There will
be also a possibility to review every card
we have made so far (exactly 256 different
cards). We will also present a prototype our
upcoming ‘The Lovers Stories’.

What expectations do you have for the
international trade convention? What are
your goals for Hanover?
Roman: We would like to make retailers,
wholesalers, and distributors aware of our
product. At this point, we sell our product to
end customer in Europe, the United States,
and Canada only thru our website. I believe
that our products have a lot of potential, and
what is still missing right now is a way to
properly spread the news about it.
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Our products are very successful due to their

uniqueness, luxury looks, design, and quality
Pe t e r Ov so n k a , CE O o f Z A LO , ta l k s a f f o r d a bl e lux ury
ZALO is more than just a brand, as Peter
Ovsonka explains. He is the founder and
CEO of ZALO, and in our interview, he
explains what exactly he means by
that statement. But we are not just
talking about brand values and
price-quality ratios - we also discuss how the evolving tastes of
the target audience and the market inspire ZALO to continuously
raise the bar when it comes to
product development.

When and how was ZALO created?
Peter Ovsonka: I was inspired to bring a
sensitive touch to an all-too-manly market
that still missed the mark with shy, reserved women. Instead of encouraging the
pleasure industry’s typical loud and proud
declaration of sexuality, I took a different approach to avoid alienating the demurer type
of sensuality found among women. ZALO
was founded in 2016, but I was already
involved in the sex toy industry before that.

How would you de scribe the brand philosophy of ZALO?
Peter: ZALO Brand is all about women’s
empowerment, created with the goal of
allowing every woman to feel beautiful and
powerful and discover their inner self.
Our brand identity is a crown composed of
bay leaves which symbolizes the independent, noble, confident female image.
(ZALO: Zealous, Amazing, Loyal, and
Open-minded)

Did you take a close look at the market
and the existing range of sex toys before
tackling the ZALO project? If so, what
observations did you make, which conclusions did you draw?
Peter: Indeed! After intense research
about different ranges of sex toys, I
discovered that most toys had no
personality. Therefore, one of the
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conclusions drawn was to create a unique brand
offering luxury, satisfaction, safety, and quality.

What are the strong points of the ZALO products? How are these products different from the
competition?
Peter: ZALO is more than just a brand. We offer
our customers a life-changing experience, as we
are constantly releasing new toys with unique
designs, and we have a vast selection of toys to
choose from that suit all needs. What makes us
stand out the most is our uniqueness and luxury
features.

What can you tell us about your products? How
many, and which types of products are there to
be found in the ZALO line?
Peter: Our product lines are launched in series
that capture our audience’s attention. There is
a story behind every toy series we produce,
from the Versailles series - the design inspiration
comes from the artistic style of the Versailles
palace in Paris in the 17th century - to our
best-seller, the Legend series inspired by ancient
Egyptian culture. You will find all types of sex
toys at ZALO, such as rabbit vibrators, thruster
vibrators with heating and suction functions,
wearable vibrators, gentlemen cock rings, clitoral
massagers, etc.

Peter: One of ZALO’s main priorities is safety at
any and every cost. The materials used in manufacturing our sex toys are 100% Dow Corning
silicone. As we constantly release new products,
we try to be innovative with the designs. We are
continually upgrading the motors to keep up with
the latest trends, which keep our audience on
edge. They are always waiting to see what new
items we have in store for them.

Could you give us some information about your
packaging concept?
Peter: We are as dedicated to designing unique,
elegant packages. We are just as demanding
about our packaging as we are about our toys.
Our Legend series queen G-spot pulse-wave
vibrator won an award for its packaging amongst
other awards. We believe the box your toy comes
in is just as important as the toy itself.

What can you tell us about the pricing of your
products?
Peter: Without a doubt, our products offer a
good value for their price. When creating our toys,
we try our best to ensure the prices are affordable. A lot goes into manufacturing,
from the design to the jewellery to labour
cost. However, we are not just in this business for
the money; we are in it to change lives and make
our customers experience magical orgasms.
In your opinion, what makes a product a success? Which criteria are vital? Design? Functionality? Materials? Design? Technology?

Would you give us some details about the
materials, the motors, the design, the
technology, etc.?
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Peter: Our products are very successful due
to their uniqueness, luxury looks, design, and
quality. We prioritize the quality of our products,
making sure it ranks among the best in the
industry. Lastly, behind every success, there
is a story. Our exceptional, dedicated team
have been working tirelessly to make ZALO
what it is today: unique, top quality, affordable,
and satisfying, always delivering what
we promise.

Peter: As the saying goes, you have to adapt
to the new world or get left behind, which is
precisely what ZALO does. We are always
thinking of innovation and keeping up to date
with the latest design trends while finetuning
our sex toys to serve as many people as possible. Whether you are old school or a millennial,
we have the right thing for you.

Which target group are you aiming at, and what
does this clientele expect from your products?
One of the big trends in the market right now is
the combination of modern technologies and
sex toys. What is your stance on this trend,
and how do such developments influence
the way you approach new product ideas?
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Peter: Our sex toys are targeted at all people, without discriminating or leaving out any
groups, as long as you are legally allowed to
possess them. Our customers can always
w w w. e a n - o n l i n e . c o m • 0 7 / 2 0 2 2

WWW.SCALA-NL.COM

I N T E R V I E W

expect us to continue launching fantastic,
high-quality, affordable, satisfying luxury toys.

How important is it for you that consumers
perceive ZALO as a brand?
Peter: This is on the top of our priorities list,
and we constantly work to improve ZALO’s
brand reputation. At ZALO, our brand name is
everything.

Which steps do you take to build and
strengthen your brand?
Peter: We rely on eye-catching beauty, superior ergonomics, and sexual health as defining
factors in the design of every piece, right down
to the ornate jewellery-box-style packaging. As a
result, ZALO has earned AVN’s prestigious 2020
Sex Toy Company of The Year award, XBIZ’s
2020 Sex Toy of The Year award, and the 2019
Excellence in Product Packaging award. We
have also won the XBIZ Europe Luxury Product
of The Year award in 2018 and the AVN ‘O’
Award for Best Pleasure Product For Women
for our Queen vibrator. Also, ZALO products
are mentioned in popular publications like Marie
Claire, GLAMOUR, REFINERY29, FORBES,
Allure, Women’s Health, WELL+GOOD, ELITE
DAILY, and GQ.

What can you tell us about your distribution
channels? Where can the consumers buy
ZALO products?
Peter: Currently, we are gaining more recognition internationally, and we sell to both retailers
and distributors. At the moment, we are working with some of the biggest names in
the distribution segment, so for retail orders,
you can purchase from our distributors
138
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er satisfaction. We will only do business with
companies that tick those boxes as our customers are our main priority. Any distributors
interested in working with us can contact us
through our Sales Director (Leo Wu)  leo.wu@
zalo.com.cn  or our European regional Sales
Manager (Yakubu Audi) audi@zalo.com.cn

Do you support your distributors and the
retailers with marketing and advertisement
materials?

internationally or through our website:
www.zalocare.com or www.zalousa.com.
For exclusive deals and distributor collaboration,
please email us at sales@zalo.com.cn  

Where can European retailers get your products? Are there distributors and wholesalers you
are working with?
Peter: We are currently working with some of
the best distributors in Europe, such as SHOTS,
Eropartner, Rimba, SCALA, and a few others.
Retailers can choose to purchase from our
distributors or directly from us.

What do distributors and/or wholesalers have to
bring to the table for you to work with them?
Peter: As we take our products and brand
name very seriously, we are not collaborating
with just any distributor. We do background
checks to see how the distributors conduct their
business and if their primary focus is on custom140

Peter: We focus on pre-and post-sales
services. We strongly believe in after-sales
customer service. Making our distributors and
clients satisfied pushes sales, which is a winwin for everyone. Therefore, we provide our
retailers and distributors with any assistance
they need, including testers, marketing, advertisement materials, and other special services.

How should the trade present and advertise
your products to generate the best-possible
turnover?
Peter: ZALO brand products are sensual, full
of artistic design, and attractive. We will provide customers with all the online or offline display materials they need. ZALO also offers a
complete product training to store staff. When
consumers get to who experience the design,
functionality, and quality of our products in
offline stores, they will definitely choose ZALO.

What can we expect from ZALO in the
upcoming months and years?
Peter: We can guarantee that ZALO will
be amongst the top sex toy manufacturers
globally, and we have some significant new
product launches coming your way.
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EAN Magazine Monthly Mayhem Q&A
with Taslim Parsons, Wholesale Solutions
Business Development Manager, Wellington
New Zealand who is behind one of New
Zealand’s best-selling sex toy brands, Share
Satisfaction.

sector. I used to pull together partnerships
between corporates and charities and it was
really fulfilling work. Now I’m helping people
to enhance their sex lives which feels
just as good!

What was the biggest step in your career?
How would you describe the sex toy market in
New Zealand in a nutshell?
Taslim Parsons: I guess it’s probably very similar to Europe. Kiwis are pretty open-minded
and the sex toy market in New Zealand is still
faring reasonably well despite the economic
challenges. I love working in the industry – it’s
so fun and vibrant!

Taslim Parsons: In my mid 20s I was
given the opportunity to become managing
director of a design company. It was a
massive learning curve for me, but those
lessons have been invaluable in the
rest of my career.

Where do you see yourself in 10 years’ time?
What was your childhood ambition?
Taslim Parsons: I wanted to be a professional footballer or an actress. I played and
acted as a youngster and loved it. I’ve been in
sales and marketing most of my career, and I
wouldn’t change that though. I love what I do.

Believe it or not, this Monthly
Mayhem is the first to feature
an industry member from
New Zealand. Facing our
barrage of questions is Taslim
Parsons, who is the Business
Development Manager of distribution company Wholesale
Solutions and a driving force
behind one of New Zealand’s
best-selling sex toy brands,
Share Satisfaction.

How did you get into the industry?
Taslim Parsons: I actually saw my current job
advertised a year before I got the role. I was
working at a charity at the time and didn’t apply. But a year later I saw the job readvertised
again, so I applied, got it, and I haven’t looked
back since!

Taslim Parsons: Gosh 10 years is a long
time! I have no idea, but as long as I’m
doing something I love and get to travel
and meet amazing people I’ll be happy.

How do you envision the future of the
industry?
Taslim Parsons: It’s becoming
more and more mainstream, especially
with more non adult retailers selling adult
toys. In the future, I think that toys will
evolve and become more customisable
by the user.

What is your idea of a perfect working day?
If you weren’t in this industry, what would you
be doing now?
Taslim Parsons: I’m not sure really… I
suspect I’d still be working in the charity
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Taslim Parsons: Meeting with
my retailers, getting creative, and
launching new products. I get such a
buzz from those things and it really
makes my day.
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Taslim Parsons
Questions & Answers
How do you relax after work?

Which vice could you never forgive?

Taslim Parsons: Normally with a glass of wine,
hanging out in my kitchen cooking and listening to
my children talk about their day. Or I go to Zumba
and shake it off!

Taslim Parsons: I don’t know, really. I think people
do things for varying reasons. Without knowing the
reason someone has done something you can’t
judge. That said, smoking is pretty gross! (ex-smoker here).

Who would you consider to be your role
model and why?

What song do you sing in the shower?

Taslim Parsons: There are so many to choose from!
I’ve been very fortunate to have worked with some
incredible people. One who really stands out for me is
an amazing woman called Claire who I worked for in
my 20s and 30s. She was a boss babe and oozed positivity. She was incredibly smart and showed me the
power of tenacity and positive thinking. She was also
one of the kindest managers I’ve ever worked with.

Taslim Parsons: All the songs! I always have
music playing. Invariably it’s either some soul
or something 80s.

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

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

Taslim Parsons: My best friend. She’s been my
cheerleader forever. She gives such sound advice
and is always there to help me.

Taslim Parsons: My husband. We love the movies.
Currently I’m keen to see Top Gun Maverick.

Who would you never ever like to see naked?
Taslim Parsons: Donald Trump.

You have a month’s holiday. Where do you go?
Which personal success are you proud of?
Taslim Parsons: My children make me very proud.
Also having the guts to move to New Zealand from
the UK 20 years ago and making a successful
happy life here, filled with amazing people and a
fantastic community.

Taslim Parsons: Probably Fiji, I love it there.
Or I’d travel through Africa for a month.

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

What do you particularly like about yourself?

Taslim Parsons: Share Satisfaction Kama,
my music, and moisturiser.

Taslim Parsons: Ha! I like that I’m tenacious.
I’m loyal, and the fact that I’m great at building
business relationships.

If you could swap lives with somebody for a
day, who would it be?
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Taslim Parsons: I can’t think of anyone that I want to
swap lives with. I love my life. I’m happy. Maybe Elon
when he’s going up in that rocket,
just to see what it’s like!

Is there anything you would never do again?
Taslim Parsons: Yes, smoke.
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Do you have some good advice you
want to share with our readers?
Taslim Parsons: Be true to yourself.
Be honest in your business and have
integrity in your dealings. It goes a long way.
Have fun in the work you do. You’re at work a
long time, so if you don’t love it,
find something that you do love.
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