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Mapi Sahori from creative  
agency Aguacate y Mango talks 
branding in the sex toy market

Jordis Meise gives us a play-by-
play of FUN FACTORY’s first steps 
in the q-commerce game

Being a retailer in tough times - Danny 
Miller tells us about the situation in the 
British retail market for adult products

Fleshlight ushers in the  
new year with new  
products - Miguel  
Capilla has the details

Fun and health in  
the bedroom - a  
conversation with 
Jake Reynolds,  
Managing Director  
of VeganToys.co.uk
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Michael Guilfoyle secures a strong 
foothold for XR Brands in Europe
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C O N T E N T

Beginning a new year without  
asking Robert Strzelecki to look 
into his crystal ball? Inconceivable!

The market for masturbators just  
keeps growing and Ikenna Lewis- 
Miller, TENGAs PR & Marketing  
Director, explains the reasons 
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A new star in the fetish universe: 
Regnes Fetish Planet - Aleksandra 
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about the brand
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global crises that 
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With more intensity levels as well 
as new, exciting colors, DUO 2 

simultaneously targets the G-spot with 
intense vibrations and the clitoris with 
Pleasure Air, creating deeply satis-
fying blended orgasms. DUO 2 is 
more than just a reinvention of the 
rabbit; it is the only toy that offers 
Pleasure Air clitoral stimulation and 
G-spot vibrations simultaneously. 
The clitoral suction function uses 
Womanizer’s patented Pleasure Air 
Technology. Thanks to Smart Silence, the 
toy only switches on when it makes contact 
with the skin. The suction is very gentle, but 
the intensity can be increased: There are 14 
intensity levels for the Pleasure Air stimulati-
on, and 10 different vibration modes to the 
internal G-spot vibrator. DUO 2 is made of 
silky-soft silicone that feels pleasant on the  

skin and is waterproof.  
The external and internal stimulation 

intensity can be controlled separa-
tely which allow for versatility and 
custom control. Womanizer DUO 2 
is for the pleasure expert in search 
of an advanced toy. This unique 

rabbit vibrator is aimed at all vulva 
owners who want to intensify their 

masturbation and discover new sensa-
tions – like the blended orgasm. Blended 

orgasms are supposed to be longer and 
even more intense orgasms, which can be 
achieved by simultaneous stimulation of the 
clitoris. Simultaneous clitoral stimulation? 
Exactly. When talking blended orgasms,  
it’s all about the stimulation from the 
inside around the area of the G-spot  
and simultaneously, from the outside  
via the external clitoral pearl.

Berlin, Germany - The female Pleasure Brand Womanizer  

launches its famous upgrade of the classic adult toy rabbit: DUO 2. 

 
DUO 2

06

N E W S

Welcome to the first issue 
of the new year! Before 
we turn our attention to 
current events, we’d like  
to seize the opportunity to 
wish you all the best for 
2023. These are uncer-
tain times we live in and 
considering the fact that a 
war is raging on European 
soil right now, I am sure I 
am speaking for all of us 
when I say that peace is 
the thing that we hope for 
the most. A year ago, I 
would never have believed 
that I’d point that out in a 
foreword for EAN one day, 
but I guess that goes to 
show how drastically the 
world has changed.  Of 
course, EAN is not a daily 
newspaper, and we’ve 
always stayed away from 
the stage of global politics, 
but our market is not an 
island – it exists within the 
context of these global 
crises. How much impact 
they have on our industry 
is another matter. There’s 
a good chance the year 
2023 will get us one step 
closer to answering the 
question how crisis-proof 
this market really is.
 

That‘s it for this month!
Matthias Johnson 

letter from the editor
Womanizer  re- launches i ts  unique rabbitDear Ladies and Gentlemen

w w w . e a n - o n l i n e . c o m  •  0 1 / 2 0 2 3

Wijchen, The Nether-
lands - Buttocks by 
TOYJOY is a premium 
line of high-performance 
butt plugs, created with 
a variety of special features to boost anal 
pleasure. Buttocks by TOYJOY is the per-
fect choice for next-level anal stimulation. 
Six new styles have been added to the  

Buttocks by TOYJOY collec-
tion now. The vibrating glass 
anal plugs, features a powerful 
motor with 5 different vibrations 
modes and 5 vibrating speeds. 

Each mode offers deep rumbling vibrations, 
which are easily controlled with one button. 
All 3 plugs are USB rechargeable and made 
of high-grade borosilicate glass.

SCALA presents the newest additions  
to the Buttocks range by TOYJOY

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

NEW

BE WHAT
YOU WANT!
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One of them is the well know 
Le Wand Petite Massager that 

comes with a wonderful new look: 
rainbow colours and glimmers! And 
it’s not just a massager, it’s a complete 
set. In addition to the bestselling Le 
Wand Petite wand massager,  
the limited edition All That  

Glimmers Rainbow Ombre  
7-Piece Collection comes with:  
a guideto wand use, a coiled  
glimmer charging cord in a metallic 
pink colour, a sparkly travel case,  
rainbow glimmer nail polish,  
rainbow glimmer body gel, and a  
set of metallic temporary tattoos.

Axel, The Netherlands - All eyes are on the vibrating necklace vibes from Le Wand, which is totally understandable, but don’t 

forget to look at the other new arrivals from Le Wand at Tonga. 

All That Glimmers Rainbow Ombre 7-Piece Collection by Le Wand
Avai lable at  Tonga
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GOLD MAXGOLDGOLD MAX MAX
PREMIUM
from the Makers of 
GOLD MAXGOLD MAX Best Selling 
Male Enhancement 

A Better Way to Shop Wholesale....The Most Effective Male Enhancements
Supplying the Adult Industry Since 2007........PLUS a Money Back Guarantee !!

Trade@rcc-wholesale.com      www.rcc-wholesale.com

Check out our range of sexual health supplements 

Sexy Living has a 20-year reputati-
on as a leading sex toy wholesaler 

and drop shipping service throughout 
Canada allowing more boutique retailers 
and consumers to purchase a premium 
selection of lubricants, sex toys and 
accessories. Kiiroo already has a growing 
presence in Canada, with a warehouse 
in Toronto along with two in the US. The 
partnership will further Kiiroo’s plans to 
expand in Canada, giving customers ac-
cess to award-winning toys like the Keon, 
the world’s smartest masturbator, and the 
FeelStar collection of strokers modeled 
after industry stars “We’re thrilled to reach 
new customers in Canada and bolster our 

Flensburg, Germany - ‘Svenjoyment’ is 
the label for attractive male underwear 
that is made out of fashionable material. 
The underwear’s sophisticated designs 
and functions emphasise ‘a man’s best 
parts’ – attractive, sporty and extravagant. 
The high-quality material fits like a second 
skin and the advantageous fit puts his 
masculinity in the limelight in a provocative 
way. Svenjoyment offers a lot of designs for 
many different situations and fun occasions. 
The underwear also stands out because of 
its high-quality at an affordable price.  

global brand presence by working with an 
established wholesaler like Sexy Living,” 
said Frank Kok, Director of Sales at Kiiroo. 
“People all over the world turn to Kiiroo 
products for our innovative sextech, now 
a whole new market of customers will 
be able to enjoy connection and indulge 
their sexual fantasies like never before.” 
In addition to current products, Sexy 
Living will distribute all new and upcoming 
products including the Feel Skyler and 
Feel Reya strokers as the Keon accesso-
ries including pillow, dildo attachment and 
table clamp capable of turning the Keon 
into a sex machine that can be used in a 
wider variety of positions.

A new collection of the trendy lifestyle  
underwear for men is now available from 
ORION Wholesale. The collection has 
13 new items including stylish pants and 
strings with various functions, extravagant 
shirts, a versatile playsuit and a suspender 
belt. All the items are available in the sizes  
S to XL. Some items are also available up  
to size 2XL. The items are delivered in  
environmentally-friendly, promotional  
packaging that has pictures of the product 
on it and a description of the product in 
various languages on it as well. 

Amsterdam, The Netherlands - Kiiroo  announced its exclusive partnership with Canadian 

sex toy wholesaler, Sexy Living. The partnership will significantly expand product  

accessibility to Canadian customers, further establishing Kiiroo as a global brand.

Kiiroo announces exclusive  
partnership with Sexy Living

Trendy Underwear for Men:  
The New Collection from Svenjoyment

N E W S

For  the Canadian market 
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Check out our range of sexual health supplements 

They are all also  
suitable for oral sex, 

toys and erotic massa-
ges. Nanami has a wide 
range of flavours and 
effects: Nanami Tour in 
50 and 100 ml, monodose, anal  
thick texture, strawberry flavour,  

passion fruit, extra  
dilation and relaxing 
anal lubricant, neutral, 
hot effect, cannabis, 
cherry, semen imitation 
and cold effect.  

The toy cleaner completes the line  
distributed by www.lovecherry.es.

Alicante, Spain - The Nanami brand offers a complete line of intimate waterbased lubricants: smooth texture,  

odourless and colorless. All lubricants are suitable with latex condoms and respectful with the skin.

Nanami
Internat ional  Lovecherry  introduces new l ine of  lubr icants
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The international b2b trade fair for the erotic industry
Internationale b2b Fachhandelsmesse für den Erotikmarkt

Toys • Fashion • Pharmaceuticals • Consumables • Movies • Magazines

Toys • Mode • Pharmazeutika • Hil fsmit tel • Fi lme • Magazine

and much, much more

und vieles mehr

E u r o p e ' s  1 s t  c h o i c e  f o r  t h e  e r o t i c  t r a d e  p r e s e n t s :

Hannover Messe • 30521 Hannover • Germany

11–13 October 2023
Only for trade members. Free to attend.

the eroFame 2023 is sponsored by:

Buch 2.indb   10Buch 2.indb   10 20.12.22   15:3720.12.22   15:37



Hannover Messe • 30521 Hannover • Germany

11–13 October 2023

Contact:
mediatainment productions GmbH
eroFame GmbH
Große Kampstraße 3
31319 Sehnde
Germany

Tel:   +49(0)5138 60 220 – 0
Fax: +49(0)5138 60 220 – 29
info@erofame.eu

Europa's most important trade 

fair for the erotic industry

• Only for trade members

• Free admittance for 

registered trade members

• In-depth conversations in 

a relaxed atmosphere

• International and  

marketrelevant exhibitors

• Bus shuttle to the 

partner hotels

• Catering service for 

your customers included

• Unique exhibition area at 

the EXPO City Hanover

• Oktoberfest for all 

exhibitors and visitors
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These new additions to the Heavy Hitters 
line of weighted anal plugs feature 

unique round bulbs and are available in 
four sizes, allowing users to find their own 
perfect fit. Made with premium silicone, 
the Heavy Hitters Comfort Plugs Round 
Silicone Anal Plug is comfortably flexible 
and features a slim neck and base, as well 
as a weighted metal core. It is available in 
four unique sizes allowing users to find the 
perfect size, as well as train up from smaller 
to larger.  “The Heavy Hitters line was a big 
step forward for anal stimulation products, 
and we’re excited to keep expanding and 
offering even more weighted options,” 

Flensburg, Germany - ORION Wholesale is 
launching four new sex toys in trendy pur-
ple with the AWAQ.U label by You2Toys, – 
for young couples who love adventure and 
experimentation and are curious about life 
and love. The stylish pleasure devices from 
AWAQ.U are made of silicone and covered 
with a silky Soft Touch texture – making 
them easy to insert and glide almost on 
their own. They are amazingly flexible, 
allow for many variations of play and adapt 
perfectly to the body’s movements when 
changing positions. The vibrators from 
AWAQ.U each have 1-2 powerful motors 
with 10 intense vibration modes. These 

XR Brands President Rebecca Weinberg 
said. “We know that today’s savvy adult 
shoppers want more than one-size-fits-all 
toys; they want customized pleasure with 
thoughtful features and benefits. Heavy 
Hitters is available in a whole range of sizes, 
so each user can have the plug that fits and 
feels best. With sleek silicone exteriors and 
satisfyingly spherical weighted bulbs, these 
plugs make a big impression.” Heavy Hitters 
packaging has been thoughtfully designed 
for a cohesive look when displayed in  
stores. The blue boxes feature black and 
white accents as well as a true-to-size 
image of the plug inside.

can be conveniently controlled directly on 
the toy at the push of a button– even in 
and under water, since the vibrators from 
AWAQ.U are waterproof. The vibrators are 
recharged via the included USB cable. All 
stylish sex toys from AWAQ.U are delivered 
in high-quality cardboard boxes that have 
product descriptions in several different 
languages. Plastic is not being used for the 
sake of the environment. The packaging 
can also be stood up or hung up with 
the hanger in the middle. More products 
will now fit into the sales space because 
they’re more compact. They also take up 
less space when they’re in storage as well.

Huntington Beach, USA  – XR Brands is proud to present their latest anal  

pleasure innovation, Comfort Plugs Round Silicone Anal Plugs.

XR Brands expands ‚Heavy Hitters‘  
with rounded ‚Comfort Plugs‘

AQ.U inspires a desire for life and love

N E W S

Crowd-pleas ing l ine of  anal  p leasure products presents new sphere-shaped plugs 
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pjur AQUA is a premium water- 
based personal lubricant. The  

water in this product is completely  
absorbed by the skin, providing  
particularly soft, long- lasting care.  
It is suitable for use with condoms and 
sex toys. “At pjur, we don’t compromise  
on product quality or safety. As a creator  
of premium ‘Made in Germany’ intimate  

products, pjur has over 27 years  
of experience in the production  
of intimate products and campaigns 
for greater transparency and higher 
standards of quality and safety across 
the industry. The ÖKO-TEST rating 

recognises all the hard work we’ve put in”, 
says Alexander Giebel, CEO & founder  
of the pjur group.

Wasserbillig, Luxembourg - In its latest issue (10/2022), ÖKO-TEST put a number of water-based personal lubricants to the 

test. pjur AQUA received top marks and was rated as ‘very good’.

pjur AQUA awarded top marks
Product rated as ‘very  good’  by ÖKO-TEST
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These accessories will pair with Kiiroo’s 
popular Keon male masturbator, 

making the product the first two-way 
interactive sex machine on the market 
to-date, at a competitive price point.
Powered by Keon by Kiiroo, the most 
powerful masturbator in the world – with 
up to 230 strokes per minute, the Sex 
Machine package allows all sexes to enjoy 
hands-free pleasure in a variety of posi-
tions that could not be achieved holding a 
masturbator. The paired stroker and dildo 
attachments can be adjusted giving users 
control of penetration angle and thrust 
speed for a vigorous quicky or soft and 
slow build up to ecstasy. The Machine will 

Hanover, Germany - AQUAglide Vanilla was 
currently selected as a reference product 
by Dermatest. In addition, the production is 
subject to the professional quality manage-
ment DIN EN ISO 13485 which underlines 
the excellent product quality.When it comes 
to the most sensitive parts of the body, it is 
important that customers know which pro-
ducts are dermatologically tested and safe. 
Certificates, such as those from Dermatest 
as an independent institute and the DIN EN 
ISO 13485 standard, help to assess the 

also pair with Kiiroo’s leading FeelConnect 
app, allowing the user full control right from 
their phone, as well as the capability to pair 
with streamed content for a truly immersive 
experience. “Known for providing custo-
mers around the world with innovative sex 
tech options, the Sex Machine will take this 
to the next level with an interactive set up 
that will create one of the most immersive, 
at-home sexperiences on the market,” said 
Frank Kok, Director of Sales at Kiiroo. “We 
listened to our users, and they wanted an 
even more experiential way to use their 
favorite masturbator, the Keon, and the 
Sex Machine kit will allow anyone to enjoy 
new waves of pleasure.”

safety of products. The entire AQUAglide 
line has met the test requirements for many 
years, and now AQUAglide Vanilla has also 
been selected as a reference product. More 
information can be found here: https://
dermatest.com/de/referenzprojekte/aquag-
lide-vanille/The bestseller manufactured 
in Germany is water-soluble, fat-free and 
suitable for condoms. The competence of 
the institute Dermatest guarantee a high 
skin-friendliness. AQUAglide is particularly 
suitable for sensitive persons.  

Amsterdam, The Netherlands - Kiiroo released the Keon Sex Machine, a complete package in-

cluding the Keon Table Clamp, Keon vacuum-lock-dildo and Keon Dildo Adapter that will allow 

users to create the ultimate experiential sex experience from the comfort of their own bedroom. 

 
Kiiroo launches the Keon Sex Machine

AQUAglide Vanilla was selected  
as a reference product by Dermatest

N E W S

Including the Keon Table Clamp,  Keon vacuum-lock-di ldo and Keon Di ldo

14 w w w . e a n - o n l i n e . c o m  •  0 1 / 2 0 2 3
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Joi is described by a rep as “a gorgeous, 
fluid-body and a dual-ended design for 

double stimulation, fitting the joys of two 
mind-blowing orgasms into one mono 
vibrator. This is a G-spot vibrator combined 
with a clit stimulator, making two of your 
orgasmic dreams come true.”  Joi comes 
with a whole host of features that will fla-
wlessly usher you into a world of ecstasy, by 
arousing and pleasuring the A-spot, C-spot, 
and G-spot all at once. The key features of 
this exhilarating clit-licking vibrator include a 
clit-licking tongue, 7 tongue-licking patterns, 
7 vibration-rotating patterns, body-safe 
silicone and waterproof material. Joi is also 
a dual-pleasure performance product that 
features a clit stimulator with a slightly open 
mouth, and a flexible tongue that will ensure 
all 8000 clitoral nerve endings are aroused. 
On top of this, the clit stimulator has multip-

Wijchen, The Netherlands - The Perfect 
Ride by PDX Plus is one of the most 
unique mega masturbators on the market! 
Whether users want to ride it or penetrate 
it, they’ll always be able to find the perfect 
position for this incredibly lifelike mega 
masturbator. One if its most important 
features is the 16 cm posable cock where 

le clit-licking patterns for multiple  
clitoral orgasms, and is built to tease, 
please, and squeeze out every ounce of 
pleasure from the clitoris. The G-spot  
vibrator is equipped with a 360-rotating 
head that rolls in an ‚O‘ orbit to accurately 
target the G-spot, and ensure users experi-
ence every bit of bliss. This G-spot vibrator 
has the ability to wag in a motion that 
appeals to your emotions. Honey Play Box 
went out and out to ensure that this product 
is ergonomically designed to fit every unique 
body. Its waterproof body removes any 
possibility of restrictions from experiencing 
maximum pleasure regardless of where you 
are – whether in the pool, bathtub, shower, 
or at the beach. By using body-safe silicon, 
Honey Play Box guarantees the sexual 
wellness of users, just as it guarantees  
their sexual pleasure.

zsers can change the direction and angle 
to their liking. Another important feature is 
the EZ Bang Design. This design encom-
passes raised hips so users can ride it in 
comfort, the natural angle of the 16 cm 
posable cock to hit their sweet spot, and 
the raised asshole that makes penetration 
easier and more comfortable.

Los Angeles, USA - Honey Play Box has released Joi, a dual-performance toy offering a 

rotating head for G-spot and a licking motion for clit stimulation.

 
Joi 

The perfect ride with PDX Plus -  
Available from SCALA

N E W S

Honey Play Box releases new v ibrator

16 w w w . e a n - o n l i n e . c o m  •  0 1 / 2 0 2 3
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FOR

SALE

More information: cvdheijden@joanknecht .nl

5 shops in the Netherlands: Amsterdam | ‘s Hertogenbosch | Putte (NB) |  Sluis
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10216 
The Shining 
Glass Buttplug
RRP: €54,99 

10218 
The Gleaming 
Glass Buttplug 
RRP: €54,99 

10217 
The Radiant 
Glass Buttplug 
RRP: €54,99 

WWW.SCALA-NL.COM

The pjur INFINITY product range was 
created exclusively for the premium 

segment, to address discerning customers 
who place great value on high-quality 
products. This exclusivity is also in evidence 
in the marketing strategy: pjur INFINITY is 
exclusively available at selected retailers 
whose portfolio and expertise are a fit for 
both the product and its discerning target 
group. Sweden is a great example of 
this. NAE Group and pjur have gone into 
partnership and developed an appealing 
presentation concept. pjur INFINITY has 
been given a prominent place in the two 
NAE Group shops in Göteborg and Ullared, 

Ontario, USA - CalExotics has been 
named ‘Best in Business’ by Inc. Ma-
gazine for the Health and Wellness 
category. Inc. Magazine’s annual ‘Best in 
Business awards’, honor companies that 
have made an extraordinary impact in 
their fields. “We are thrilled to be named 
‘Best in Business’ by Inc. Magazine. This 
honorable recognition helps establish 
CalExotics as a leader in the Sexual He-
alth and Wellness category. It also further 
supports that sexual health and wellness 
is an essential part of enhancing people’s 
lives,” says Susan Colvin, Founder and 

where it catches every customer’s eye. Its 
separate display gives the new premium 
personal lubricant enough space for its 
high-quality, exceptional look to have a real 
impact. The testers are also skillfully put in 
the limelight on elegant, illuminated displays.
The same is happening in Switzerland. pjur 
has worked for several years very suc-
cessfully with the Swiss erotic supermarket 
chain CNP Group, which has implemented 
a similar presentation concept in their eight 
shops. Like in Sweden, pjur supplied its 
Swiss partner with appealing posters and 
elegant, illuminated displays that advertise 
pjur INFINITY in the right light. 

CEO of CalExotics.  The Best in Business 
recognition from Inc. Magazine for 2022 
recognizes the most dynamic companies 
who have had a positive influence on their 
communities, the environment and global-
ly. CalExotics is one of three companies 
that have been recognized as a leader 
in the wellness category and the only 
company from the adult industry to recei-
ve this accolade. “This award not only 
supports CalExotics, but puts a spotlight 
on the adult industry and the important 
strides that have been made to improve 
the lives of many,” added Colvin.

Wasserbillig, Luxembourg - pjur INFINITY was a real eye-catcher at this year’s eroFame, at-

tracting attention from retail representatives with its modern and high-quality look. As always, 

the new premium personal lubricant is available in both silicone- and water-based versions.

 
All eyes are on pjur INFINITY

CalExotics named ‘Best in Business’ 

N E W S

Exclus ive partners  are sk i l l fu l ly  putt ing the new premium personal  lubr icant
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10216 
The Shining 
Glass Buttplug
RRP: €54,99 

10218 
The Gleaming 
Glass Buttplug 
RRP: €54,99 

10217 
The Radiant 
Glass Buttplug 
RRP: €54,99 
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When thinking of a male  
masturbator, the most basic 

masturbators on the market come to mind. 
However,  Lovecherry wants to  
be better and better and offers Viggo,  
a masturbator from another world. Viggo 
is a masturbator that looks a little basic 
on the outside, but inside it has the best 
features ever thought for male masturbati-
on, the company says. This exterior design 
is designed for greater discretion and 
comfort. Featured with a soft TPE sleeve 
for super realistic sensations  
and a textured tunnel to increase  
sensations, this masturbator allows to  
enjoy 3 functions. All of them different from 
each other but all designed  
for extreme pleasure:
– Vibration function: the function for  
   excellence with 10 powerful modes.
– Up and down or thrusting function:  
   this is the star function of Viggo.  

Wijchen, The Netherland - SCALA is 
offering CalExotic’s Contour collection 
exclusively. The collection features body 
contouring massagers designed to  
reach any part of the body. They flex 
and bend and hold just the right  

   This feature makes the sleeve move  
   up and down. A double sleeve system    
   that will be an out of this world  
   experience.
– Suction function: this function is  
   closely related to the up and down     
   function. Right in the middle of Viggo    
   you will find a part where the sleeve is  
   introduced, what this does is a ‘pull  
   and loose‘ effect that makes the  
   suction effect impressive, making  
   Viggo the most realistic masturbator in    
   what is known to oral sex masturba 
   tion. It has a rechargeable battery   
   which provides 60 min of autonomy.  
Replacement sleeves for Viggo are availa-
ble. Characteristics: 10 vibration functions, 
10 up and down/thrusting  functions, suc-
tion effect function, thin and extra soft TPE 
sleeve, textured tunnel, 60 min autonomy, 
magnetic USB rechargeable, silent <60dB, 
measurements: 28cm x 9cm

position for all types of pleasure. Demi 
is a body contouring wand, while Zoie 
and Kali are dual massagers for even 
more variety. Contour is also made of 
premium liquid silicone, which is soft, 
smooth, durable, and waterproof.

Alicante, Spain - International Lovecherry (www.lovecherry.es)  does not leave male mastur-

bation aside and has created Action Man, the male line within the Action brand dedicated 

for men who want to enjoy their sexuality.

 
Viggo

Available at SCALA: CalExotic’s Contour collection

N E W S

Internat ional  Lovecherry  introduces a  new masturbator
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ORION Wholesale has reacted again 
to the demand for lingerie in larger 

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

Wijchen, The Netherlands - The Dillio  
Platinum Collection includes six different 
dildo shapes, ranging in size from 5-8 in-
ches and available in three different colours. 
All are made from platinum-cured liquid 
silicone and include suction cups to attach 
them to each other to form double dildos. 
Made from platinum-cured silicone for the 
highest degree of purity, this ultraclean 
material exhibits superior strength, durability, 
flexibility and nonreactivity with bodily fluids 
and skin. The Body Dock SE works with all 

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

the Dillio Platinum dildos to convert them  
to strap-ons. The harness is adjustable  
and will fit up to a 54-inch waist.
The 13-piece Dillio Platinum planogram 
includes a complimentary POP retail display 
highlighting the Body Dock SE Universal 
Harness System. It consists of a hangable 
torso, Dillio Platinum Tester, Dillio Platinum 
3D header sign and Dillio Body Dock SE 
printed backing card. Contact  the  
SCALA sales team for the opportunities  
to receive POS material for free.

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

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

 
Cottelli Bondage Plus

Dillio Platinum collection and Body Dock  
SE Universal Harness System available at SCALA 

N E W S

New Linger ie  in  Plus S izes for  capt ivat ing moments of  p leasure
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The ‚Cock Ring with RC Ball Massa-
ger‘  is an anatomically shaped ball 

vibrator that also fits perfectly. A cock ring 
and a ball ring hold the fancy vibrator in 
place. The toy is very stretchy and flexible 
for a perfect fit and maximum comfort. 
The exciting tight fit supports the erection 
effectively for a strong performance during 
sex. The deep vibrations stimulate the 
balls and the small, flexible arm stimula-
tes the perineum for powerful climaxes. 
It has a silent but powerful motor for 10 
diverse vibration modes in 3 speeds that 
can be controlled easily with the remote 
control. The range of 10 metres means 

Los Angeles, USA - SVAKOM formed a 
partnership with distributors ECN in No-
vember 2022. Citing their expertise in the 
industry as their reasoning for the part-
nership, SVAKOM praises ECN’s ‘passion 
for each brand they carry’ and expresses 
high hopes for the future. “We’re excited to 
be working with ECN,” Sales Manager at 
SVAKOM, Alex Feynerol, had to say on the 
event. “we have seen their drive and ambi-
tion with every brand they work with, they 
have consistently shown their dedication in 
the industry and commitment to excellen-
ce”. SVAKOM prides itself on its attention 

that a partner can also take control of the 
vibrations. The skin-friendly silicone with 
a velvety soft touch texture means that it 
slides on easily and fits around any penis 
size or shape. The ‚Cock Ring with RC 
Ball Massager‘ can be recharged with the 
included USB cable. All REBEL products 
are delivered in a high-quality cardboard 
box with multi-lingual product descrip-
tions. The packaging can be stood up  
or hung up with the hanger in the middle. 
The packaging’s compact design will  
let you fit more products into the sales 
space. They also take up less space 
when they’re in storage. 

to detail and dedication to customers. 
Joining with ECN offers an opportunity to 
expand its reach and cement SVAKOM as 
a household name. “SVAKOM has a clear 
vision of it’s future, inspiring confidence in 
our customers and bringing luxurious quality 
products into the hands of everyone,” Alex 
continued. “this vision is brought about by 
our amazing distributors and we’re ecstatic 
to join ECN in exploring our limits!” Expres-
sing its gratitude towards ECN, SVAKOM 
demonstrates a positive outlook towards 
this recent partnership and benefits both 
parties can offer one another.

Flensburg, Germany - The sex toys from REBEL have a masculine, striking design and 

have been specifically developed to meet the needs of men. The ‚Cock Ring with RC 

Ball Massager‘ is now available to add to the extensive REBEL range - for erection en-

hancement with a ball massage.

Erection enhancer with a ball  
massage from REBEL

SVAKOM announces new partnership with ECN

N E W S

New at  ORION Wholesale
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Hein Schouten, SHOTS CEO, proudly 
announced this exclusive partnership, 

“On behalf of SHOTS and Aneros, I am 
honored to share news of our exclusive 
partnership. We are excited to join forces 
with a company who has pioneered ac-
cessible prostate health and look forward 
to expanding the Aneros brand throughout 
Europe.”  “We have been distribution 
partners with Aneros for several years and 
have a bank of historical data showing how 
well their products sell for our customers,” 
said Ard van den Brandhof, Director of 
Purchasing for SHOTS. “We always strive 
to create success for our retail customers, 
and we know this will be a powerful move 
on their behalf.” SHOTS will be a full line 
distributor and has already been reinforcing 
their Aneros stock ahead of the busy holi-
day season. They are already putting sales 

Singapore - Lovense complements its 
portfolio of smart sex toys with Lovense 
Gravity – a powerful vibrating thrusting 
dildo. Gravity is available for purchase 
since November 25.  Gravity is a quiet yet 
very powerful thrusting dildo that features 
a vibrating motor on the tip for double the 
pleasure. The included suction cup enables 
use on compatible surfaces for a comple-
tely hands-free experience. Gravity has a 

and marketing campaigns and strategies in 
place to assist European customers now. 
The entire SHOTS sales team, including 
inside sales and account managers, will be 
available to assist retailers with onboarding 
Aneros products directly into their stores. 
They will also be available to assist with 
marketing, staff training, and can introduce 
retailers to exclusive promotions, as well 
as educate on the Aneros brand. Future 
plans are being evaluated and a dedicated 
Aneros Brand Ambassador may be added 
depending on feedback from retailers and 
prospective marketing and sales strategies 
and campaigns. SHOTS will also be wor-
king alongside Aneros to bring consumers 
into retail stores and Aneros is active with 
consumer support with their online public 
forum that offers help and insights on their 
products and prostate health. 

maximum thrusting speed of 140 thrusts 
per minute with 30 mm stroke distance. 
Vibrations and thrusts can be controlled 
separately in the Lovense Remote app.  
“Lovense continues to affirm its position as 
a leader in the global market for pleasure 
products, creating innovative smart sex 
toys, expanding the user-experience and 
offering new scenarios of pleasure to our 
fans,” says Dan Liu, Lovense CEO. 

Beneden-Leeuwen, The Netherlands - SHOTS announced its exclusive distribution  

partnership with Aneros, known worldwide for their hands-free, patented prostate  

massagers aiding male pleasure and sexual well-being.

SHOTS
OFFICIAL EUROPEAN EXCLUSIVE DISTRIBUTOR

DISTRIBUTOR

ANYTHING ELSE IS JUST A TOY

Check out our complete assortment now on Shots.nl

SHOTS and Aneros announce an  
exclusive distribution partnership

Lovense presents Gravity

N E W S

Prostate massagers
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Rize – The Rize label is new and offers 
transparent strokers that are made of 

TPE. Some of them are self-lubricating. 
They all come in a bold bright packaging. 
Loverboy for penis owners – Loverboy 
offers strokers for penis owners, with 
different themes: there’s a DJ, a mecha-
nic, a cowboy and Manny the Fireman, all 
offering a soft, squishy and snug penet-
ration tunnel. Here too, some of them are 
self-lubricating. Opal Dreams, Sun’s Out – 
Sun’s out and Opal Dreams are the names 
of the new Avant dildos that will arrive at 
Tonga by the end of January 2023. With 
their proven shapes and wonderful new 
colours they will certainly stand out in any 
retail shop. Dr Skin in silicone – Dozens 
of new Dr Skin dildos arriving at Tonga, 
some of which with vibrations that can 
be operated with a one touch illuminated 

Los Angeles, USA - Honey Play Box 
recently unveiled ‘Sky’, a fully auto-
mated blowjob machine that’s sure to 
satisfy every self-play desire.Boasting a 
1,000mAh rechargeable internal battery 
and a run time of a full hour, Sky is porta-
ble enough to be brought anywhere and 
discreet enough to be mistaken for home 
decor. The male masturbating machine 

button, some are thrusting and gyra-
ting with a remote control, and there’s a 
gyrating vibrating 8.5 inch dildo called Dr 
Ethan. Posable dildos are in the new batch 
too, made of body-safe X5 Superior TPE. 
All kinds of shapes and sizes are available, 
up until 11, 13 and even 14 inch length. 
The most wonderful news though is that 
Blush now offers Dr Skin dildos made of 
silicone! Some of these are posable as well 
and the new thrusting & gyrating dildos 
Dr Murphy and Dr Grey are made of Puria 
Platinum-Cured Silicone. Au Naturel – On 
the dildo front you’ll also find new Au Na-
turel dildos in bright pink and purple, and 
with chocolate, mocha and vanilla colours. 
They range from big and girthy to super 
tall. They all have Sensa Feel dual density 
and FlexiShaft design, guaranteeing a soft 
and erect yet flexible shaft.

packs cutting-edge air-sucking technology 
that pressurizes the inside for a realistic 
tightening sensation. It’s similar to a vaginal 
and anal penetration experience, and there 
are four suction patterns and twelve vibra-
ting patterns to spice things up. Sky has 
strong sucking technology and an interior 
mechanism with dual bullet vibrators for 
earth-shaking pleasure. 

Axel, The Netherlands - After the large batch of new products Tonga received in November 

and December 2022 from Blush, there will be even more in January.

Even more new Blush  
products available at Tonga

Honey Play Box launches  
new and improved male toy ‘Sky’

N E W S

Strokers  & di ldos
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The collection is made up of four 
beautiful and elegantly designed sex 

toys that combine all the advantages of 
a silicone and glass vibrator and they are 
great for providing a special experience as 
well. Both ends can be used – one end 
is made out of high-quality silicone with a 
velvety Soft Touch texture and the other 
end is made out of solid, high-quality bo-
rosilicate glass with an LED light in the tip. 
A powerful motor provides each end with 
10 diverse vibration modes. The modes 
can be easily adjusted with the button in 
the middle. The vibrations at both ends 
are intense which makes them perfect 
for diverse massages and stimulation in 
and on the body – alone or with a partner. 
The glass end can also be warmed up or 
cooled down making it perfect for fancy 

Prague, Czech Republic - Henchman is 
a trio of assistants who will brighten up 
the intimate life of single or paired men. 
Homme Henchman are end–to-end 
masturbators with the effect of imitating 
oral sex, which can also serve as a stopper 
for women, adjustable in size. Thanks to 
the soft TPE material, as well as the elastic 
sides, the Henchman lies comfortably in 
the hand, and the toy can be used as a 
buffer or spring, which will gently limit the 

temperature play. The powerful motors can 
be recharged with the included USB cable. 
The following models are available: ‘Liaison 
Vibrator WAND’: Wand LED vibrator for 
full-body massages and spot-on stimu-
lation / ‘Liaison Vibrator CURVE’: Curved 
LED vibrator for deep stimulation / ‘Liaison 
Vibrator STRAIGHT’: Straight LED vibrator, 
straight and versatile / ‘Liaison Vibrator 
G-SPOT’: G-Spot LED vibrator for intense 
stimulation. The beautiful sex toys from 
Liaison are delivered in high-quality white 
boxes with a lid so that the toys can be 
stored discreetly. The boxes have sturdy 
sleeves around them with a picture of the 
product and a description of the product in 
various languages on them too. The sleeve 
also has a hanger in the middle which me-
ans that the packaging can be hung up.

push without additional stimulation of the 
penetrating side. Using the Henchman as a 
stopper, the toy is perfect for both men with 
a large penis, which can bring discomfort 
to their partner, and women who, due to 
physiological circumstances, cannot afford 
certain penetrations, including during oral 
sex, gently limiting the size of the partner’s 
penis or dildo. Turning the Henchman inside 
out, it turns out not only a smaller stopper, 
but also an improvised erection ring,

Flensburg, Germany - ORION Wholesale has launched the new Liaison sex toys from  

You2Toys and these sex toys quite literally enjoy a ‘liaison’ between glass and silicone.

Liaison – Powerful sex toys  
in a luxurious design

Henchman - New from Lola Games

N E W S

New at  ORION Wholesale
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T H E  U L T I M A T E  S U C K I N G  M A C H I N E  2 .0

EXPERIENCE INTENSE  
BLOW JOBS!

Breathtakingly realistic 
with 8 + 1 suction modes.

Hands-free use. 
Includes a remote control  

and a 12V car adapter.
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“There are many realistic dildos in the 
market, some expensive, some 

cheap but most of them have a smell 
and that’s something that bothered us a 
lot,” Ralf Albers, Key Account Manager at 
SHOTS, says. “What we wanted to bring 
to the market was a price competitive, 
ultra-realistic dildo with never seen before 
features like being completely odorless.” 
The realistic Real Rock Ultraskin dong is 
being accentuated by the colored veins, 
detailed structure of the skin and shaft. The 
material used for it is PVC, as known from 
many other products, however SHOTS 
isextremely proud to say that the Real Rock 
Ultraskin is odorless, which is a very nice to 
feature to an already rocking product.  “The 
other features are inclusivity and price point 

Axel, The Netherlands - Wicked Sensual 
Care and Tonga are excited to announce 
the addition of delicious flavoured lubricants 
to the ‚simply‘ line. The ‚simply‘ lubes are 
waterbased, offering juicy pear, passionate 
passion fruit and indulgent brown sugar 
flavour sensations. They are enriched 
with olive leaf extract and sweetened with 
Stevia. A product of the olive plant, olive leaf 
extract is a natural bio-static and moisturi-

in this competitive field in which we stand 
out,” says Ralf Albers. “if we are talking 
about inclusivity let’s look at the range in 
which this product is displayed. It’s availab-
le in three colors, slim and curved and with 
and without balls.” “Now lets talk prices 
and product. Usually a product using the 
Ultraskin effect comes in a different price 
range, but again RealRock is all inclusive 
and should be available to all, not only the 
real rock stars,” Ralf explains. “We were 
able to make sure that in comparison to 
other brands RealRock Ultraskin is very 
compatible price-wise and I dare even to 
say better in quality.” RealRock Ultraskin 
has a strong suction cup so it can be easily 
placed ion any hard ground and the design 
is also fitted for strap-ons or harnesses. 

zer. The leaves contain high concentrations 
of the therapeutic substance oleuropein, an 
immune booster with anti-inflammatory and 
antioxidant properties. A natural sweetener 
Stevia is known worldwide as a no-calorie 
substitute for sugar. Those suffering from di-
abetes and blood pressure can find solace 
in the plant’s innate flavour. All ‚simply‘ lubes 
are cruelty free and vegan, ph balanced and 
free of propylene and glycerin.  

Beneden-Leeuwen, The Netherlands - Dildos and dongs are the basics of our industry, the 

founding fathers of each portfolio. These basics need to be covered but with the release 

of the new, odorless, realisstic and price leading Real Rock Ultraskin the standards have 

changed, SHOTS announces.

PRICE leader

REALISTIC

ODORLESS

PRICE leader

ULTRA skin

CUSTOMER AWARD

BEST QUALITY

GOLD MEDAL

WINNER

FROM 6’’ TO 12’’

3 COLORS

WITH AND 
WITHOUT BALLS

 
Real Rock Ultraskin

Introducing ‚simply‘ flavours

N E W S

Now avai lable f rom SHOTS
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And due to his continued success, he 
has now been promoted to General 

Manager of Intora (dba Sportsheets). After 
being hired on in December of 2021, Joe 
Parisi quickly established himself as an 
integral part of the team. In his new role 
as General Manager, he will be overseeing 
sales, marketing, and operations. “I’m very 
excited to move into this new role and 
I’m also very excited to have the support 
of a team as great as this. I’m extremely 
passionate about what we do here and 
proud of this work. Without even knowing 
it, my personal values aligned perfectly with 
Sportsheets and the mission to strengt-
hen intimacy and connection,” said Parisi. 

Hanover, Germany - At JOYDIVISION 
international AG, customers have been 
able to rely on the highest quality stan-
dards for over 25 years. JOYDIVISION 
is now also certified and meets the high 
requirements of DIN EN ISO 13485. With 
this certification, JOYDIVISION underlines 
its reliability as a manufacturer and, above 
all, the quality of its brand products. ISO 
13485 is an internationally applicable ISO 
standard that represents the requirements 

Throughout his time at Sportsheets, he has 
made a huge impact by creating systems 
and processes that foster consistency and 
efficiency. He has also led the implantation 
of new technologies. In the last few months, 
he has begun working closely with each 
department to prepare for his upcoming 
role as General Manager. He will be working 
closely with CEO Julie Stewart to lead the 
company into 2023 and beyond.  “Joe’s 
innovative ideas have made him not only 
an essential part of this team, but also the 
perfect person to help propel our company 
into 2023. I have complete confidence in his 
ability to help us reach our goals in the new 
year and beyond,” said Stewart.

for a comprehensive quality management 
system for the design and manufacture 
of medical products. All lubricants and 
cosmetics are produced according to this 
standard. Consumers have the highest 
standards when it comes to love. That is 
why one of the company’s most important 
concerns is to produce the indispensab-
le brands, as usual ‚Made with Love in 
Germany‘ under this professional quality 
management. 

Cerritos, USA – Originally brought on as Product Development Manager in December of 

2021, Joe Parisi quickly was promoted to Director of Product Development in April 2022.

Sportsheets announces Joe Parisi  
as General Manager of Intora

JOYDIVISION’s quality management  
is ISO 13485 certified

N E W S

His new area of  responsib i l i ty  wi l l  be sales ,  market ing,  and operat ions
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In the health and wellness sector, there‘s 
no such thing as a faceless brand 
anymore. Consumers can easily Google 
search, Tweet at, and Instagram-follow 
the company founders behind their choice 
of lifestyle products, and they‘re 
constantly on the look-out for unethical 
behavior.

As we‘ve discussed at length in many a 
column here at EAN, establishing a brand 
personality that‘s connected to and 
consistent with a company‘s mission is 
essential for reaching consumers. 
Consumers want to care about and like a 
brand as a whole, especially when the 
product is of such an intimate and 
personal nature. 

Thanks to the seemingly infinite memory 
of the internet, the opinions and actions of 
a company founder are a major and 
inseparable part of that brand personality. 
Even if a business owner is smart enough 
not to Tweet their every thought, their true 
self will almost always be revealed in the 
end, often leaked to the public via 
mistreated, former employees or 
disgruntled colleagues. 

Long story short, if you‘re an a-hole boss 
or otherwise lack the common decency to 
simply be a good human, consumers will 
find out, and they won‘t hesitate to 
convince all of social media to boycott 
your brand.

While I won‘t name names, there are 
plenty of industry stories that should 
hopefully scare founders into doing better. 
Last year, an indie lubricants brand lost 
both B2B and B2C support when it was 
discovered the founder had Tweeted 
misogynistic opinions. More recently, a 
now-shuttered luxury brand has come to 
light as a container of racism, lies and 
greed, and abysmal management for 
former staff. Concurrently, another major 
luxury brand has been set ablaze on 
social media after blatantly copying an 
original, very popular sex toy design made 
by a boutique brand. 

Today‘s consumers have made it very 
clear. Company founders will be held 
accountable for unethical or abusive 
behavior that‘s well within their control. 
With so many brands on the market, who 
would choose to buy from the a-hole?

A fateful social media post, 
a bursting marketing bubble, 
a new product that turns out 
to be more or less a copy of 
something else, employees 
(or former employees) who 
grant unflattering glances 
behind the scenes of a 
brand … There are many 
and very different reasons 
why consumers decide to 
publicly criticise certain ac-
tivities of a company. But do 
sex toy brands also have to 
fear punishment by the hand 
of the consumers?

F E A T U R E

 
Toys and punishment
Can  cons um e r s  p un i s h  s e x  toy  b r ands  i f  th ey  mess  up?

Yes

Colleen Godin, 
EAN U.S. Correspondent
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No

 
Toys and punishment

Matthias Johnson, 
editor in chief

To provide an answer to the aforementioned 
question, we first need to gauge how much 
brand loyalty there is among the users of sex 
toys, etc. Obviously, there can be no doubt 
that people are more loyal to their preferred 
sex toy brand than ever before in the history 
of this market, but if we’re being honest, 
that’s not saying much. So, how far does this 
loyalty go? How strong would it have to be 
so we could actually speak of punishment if 
this loyalty was withdrawn? In mainstream 
markets, you will find numerous examples of 
consumer outrage that really hurt a brand, 
but I doubt that consumers could create 
similar momentum in the sex toy market, at 
least at this point. There may well be a day 
when that changes because brands, brand 
awareness, and brand loyalty are on the rise 
in this market as well. But right now? Right 
now, that comparison is a case of apples and 
oranges. You can’t equate brand awareness 
and loyalty in mainstream markets to the situ-
ation in the sex toy space. What’s more, 
social media make it very easy for anyone to 
make their personal opinion known to the 
world. It doesn’t take much effort to pillory a 
brand and its improprieties. As a result, this 
can easily turn into a storm in a teacup, 
meaning: At first, it would seem as though 

the consumer response was very 
serious and that it could really 
damage the brand image, but if 
you look closer, you’d find that 
this indignant outcry is ebbing 
away just as quickly as it erupted. 
Obviously, brands should not 
assume that this fact gives them 
carte blanche. Neglecting your 
public image or trumpeting 
unrealistic marketing claims is 
never a good idea. There may not 
be more far-reaching consequen-
ces at present, but behaviour like 
that has a tendency to come back 
and bite you in the backside.
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Last month we asked what 
compassionate leadership as 
a competitive advantage looks 
like. This month Dominnique 
Karetsos, CEO of Healthy  
Pleasure Group, discusses  
how the Sexual Health &  
Technology industry should  
approach data differently  
in order to create a  
Competitive Advantage.

Competitive Advantage:  
Humanising Data for Future Value Creation 
A co lum n by  Dom inn iq ue  Ka r e t s os
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As the year comes to a close, business 
leaders are often signing off summer 
budgets, runways and campaigns.The 
world of consumer brands lives in a 
perpetual future. In this way, the Sexual 
Health and Technology is not different. 

There’s never a dull moment in our 
industry. While we’re making headway 
in solving millions of unmet needs, we 
are publicly chastised when attempting 
to destigmatise shame or demystify why 
in 2022, political powers still obsessively 
try to control our anatomies; while  
simultaneously mitigating risk in a  
digitally censored landscape. All this 
before a brand gets to shape its  
strategy and blueprint for success. 
SH&T brands aim to be value driven 
businesses, elevating economies and 
most of all creating positive social &  
behavioural change. Successful  
brands do this with a consumer-centric 

approach, recognising that  the  
problems they are solving are related  
to some of our most innate human  
experiences like pleasure, desire, even  
love. There is good news. As our industry  
continues to consolidate into a soon to be 
trillion-dollar market, we can continue to 
collect two pivotal drivers: data and narrative. 
When combined, these drivers collectively 
place SH&T as an authority in the future of 
human sexual health and wellness. 

Other industries place priority on actionable 
data for integration and optimising growth. 
They often use data from the past, including 
transactional data, technological data or val-
ue chain data, to retrospectively understand 
their narrative so that they can create better 
iterations in the future. The challenge for  
our industry is that, in the world of the  
consumer, we never existed. For  
generations Sexual Health & Technology 
has been absent from their lives. 
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Within this challenge lies the greatest 
Competitive Advantage for SH&T brands, if 
they  recognise that the first step in working 
with data is to uncover insights through a 
human-centred lens. Who is the human who 
uses the data? I speak in the singular as we 
are reminded by oft-quoted Emily Nagoski 
that, “There are as many sexualities as  
there are humans.” There is no copy-paste 
data set that will work for all. Instead,  
humanising the data means investing in  
a discovery process that goes deeper than 
traditional market research. Humanising  
data means drilling down to explore and 
pinpoint not only their physical and emotional 
needs, but the narrative they hope a  
brand will help carve for them. 

When brands can use their data to 
 identify, understand and interpret on  
a granular level user, enjoyer, human  
needs; this is where the seeds of a  
brand’s Competitive Advantage lie.  
Success lies in seeking future data  
and feeding this through everything a  
customer touches, from lexicon to visual 
design, digital marketing to UX. 

True competitive advantage and longevity 
comes with inclusivity and transparency. 
What better way to achieve this by  
recognising that the now, next and future  
of human data is the most compelling way  
for a brand to echo our most innate  
narratives …. in action. 
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The rise of the sexual wellness  
category
We entered 2022 in a great position 
(pun intended). Sex was booming. On-
line sex toys sales had soared throug-
hout the pandemic and brands that had 
invested in direct-to-consumer sales 
were reaping the rewards.

The fact that Little Leaf Agency exists is 
a testament to this; sexual wellness has 
come into its own.

2022 started with all eyes on sexual 
wellness and investors started to pay 
attention. Even industry giant LELO  
flirted with going public, showing just 
how far the industry has come.  
Sexual wellness moved from the 

shadows into the spotlight and was  
now firmly establishing itself in the  
mainstream consciousness. 

A much-welcome addition to the gene-
ral wellness category, beauty retailers 
like Sephora and Ulta made space on 
their shelves to welcome sex toys for 
the first time, as millennial and Gen Z 
consumers embraced the sexual  
wellness fever. More traditional beauty 
industry publications started to cover 
sex toys with Women’s Wear Daily 
(WWD) and Beauty Independent  
getting in on the game. We even  
saw beauty leader Olehenriksen  
collaborate with Smile Makers to  
launch a body care collection. 

And just as the beauty world is turning 
towards sustainability, so has the sexual 
wellness world. Challenger brands like 
Love Not War have been recognized 
with a plethora of awards for their 
efforts in shaking up the green efforts 
of our industry and have even won the 
Best New European Pleasure Products 
company of the year. This is a great 
step forward and hopefully, we’ll see 
more of this throughout 2023.

The impact of social media
We can’t talk about 2022, without 
mentioning social media, with TikTok in 
particular having a huge impact on the 
social landscape in 2022. It helped to 
get sex toys in front of new users and 
led to the success of the viral “Rose” 

2022 has been a roller- 
coaster of a ride for the 
sexual wellness world.  
We made some massive 
strides in some areas while 
stumbling backward in 
others and so as we  
prepare to enter the new 
year, let’s look at what  
happened in 2022 and  
where we‘re going in 2023.

 
Where will our industry go in 2023?
A co lum  by  By  Ka th r y n  By be r g

Kathryn Byberg, 
Managing Director 
Little Leaf Agency 
(littleleaf.agency)
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sex toy. But as much as social media  
has been a catalyst for sexual wellness  
acceptance, the platforms themselves are  
still restricting these much-needed conversa-
tions. We manage the social accounts for  
several brands in this industry and we cons-
tantly face shadow banning, and content 
being removed. On top of that, Google ad  
accounts have also been suspended at a  
higher-than-usual rate and we’ve even seen  
Facebook ben people from discussing their 
sexual preferences and favorite positions. 

We’re hoping in 2023 the tech giants  
catch up with the rest of the world and stop  
restricting much needed information and  
content around sexual health, as for some, 
this is a resource for free and accessible  
sex education.

The need for investment
We’re also hoping the investment world 
catches up too. Brands like Dame, Maude, 
and Smile Makers have been successful in 
their multi-million dollar funding bids and we’re 
looking forward to seeing how they grow this 
year. But there are still many smaller brands 
that are still struggling with funding that deser-
ve a chance too. We’re hoping that in the 
coming year smaller challenger brands such 
as Love Not War, Bloomi and Quanna are 
recognized and rewarded by investors for  
their ethical and green initiatives.

The need to protect women’s sexual  
freedoms
Dictionary.com selected “woman” as its 2022 
word of the year because it “reflects how the 

intersection of gender, identity, and language 
dominates the current cultural conversation.”

Searches for the word ‘woman’ have spiked 
and conversations around women’s rights 
have dominated. In Ireland and Mexico,  
abortion restrictions were lifted giving women 
access to much-needed medical care while 
on the other hand, Roe v Wade was  
overturned in the USA, turning the clocks 
back decades on female sexual health.
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Singapore finally lifted the ban on gay sex while 
Indonesia banned sex outside of marriage, and 
all around the world, protests are being held for 
women’s freedoms in Iran.

For every step we have taken forward for 
sexual wellness and sexual freedom, it feels like 
we’re still taking two steps back.

But 2023 is now upon us and sexual wellness 
has cemented its position in the mainstream. 
We’re hoping the collective voices shouting for 
sexual health rights continue to grow louder 
throughout the the coming year. 

As younger more sex-positive consumers  
increase their purchasing power, we believe 
we’ll also continue to see our sector grow and 
thrive. Just as we have seen toys become  
connoisseur items, with emphasis on materials 

and design, we believe we’ll see the same 
importance placed on other sexual wellness 
aids like lubricants and condoms. 

Kristen Tribby, the Head of Marketing and 
Education at FUN FACTORY, predicts 2023 
will be the year of the lube, and we hope she’s 
right. She predicts the rise of the “Lube Snob” 
and believes brands will start to educate their 
consumers more on finding the perfect lube  
for their bodies.

We also believe 2023 might see a shift for penis 
toys too. Female sexual wellness has become 
normalized, but there is still a stigma around 
penis toys. Maybe we’ll even see a mainstream 
celebrity proudly endorse a penis toy this year. 

Who knows what will happen, but there’s one 
thing for sure, it’s going to be exciting!
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Countless opportunities 
with pjur INFINITY 
The new range was  
presented to the media 
for the first time last  
October, and quickly  
garnered attention. 
Its look breaks all the 
conventions of a typical 
personal lubricant. The 
elegant, high-quality  
glass bottle with pump 
dispenser shows off all 
the elements of the new 
brand design presented 
to the public last Sep- 
tember. pjur INFINITY’s  

modern design is very attractive, and makes 
it a real eye-catcher on the bedside table. 
It comes in two variants, each available in 
a 50 ml bottle, providing customers with 
plenty of scope for how they use it. The 
silicone-based formula boasts long-lasting 
lubrication and is free from preservatives. 
And it’s not just for sex – it’s also ideal for 
sensual massages. The water-based  
formula gives you an extra dose of  
sensation, making it perfect for use with sex 
toys. pjur INFINITY really does offer limitless 
opportunities to live your sexuality freely. 

Breaking sexual taboos 
pjur is going to be highlighting this range 
of opportunities over the next few months 
in its B2C communication. The campaign 
has two halves, each involving fascinating 
insights. Between January and March, the 
plan involves various partnerships, a social 

media campaign and themed content 
under the slogan ‚Get the most out of pjur 
INFINITY‘. pjur INFINITY is ideal for anyone 
who wants an adventure, to constantly 
discover new things, and experience their 
own desire without feeling restricted. All that 
with a personal lubricant that makes you 
feel good too. This encompasses ever-
ything from making use of all your senses 
during sex, to switching off your brain and 
letting yourself go, or simply having a satis-
fying (sex) life thanks to open and honest 
communication about your sexual wishes. 
pjur wants to start 2023 by giving everyone 
the chance to rediscover their passion, 
without being restricted by sexual taboos. 
From April, pjur’s external communication 
for the INFINITY campaign will move on to 
talk about limitless sexuality. How can you 
experience everything your sex life has to 
offer? pjur will provide plenty of inspiration 
about what limitless sexuality means in 
practice for each of us. Again, there will be 
social media campaigns and partnerships, 
and suitable themed content. pjur wants to 
use pjur INFINITY and the campaign around 
it to do away with cliches across the board, 
and demonstrate that the limitless oppor-
tunities of sexuality are open to everyone. 
“pjur INFINITY conveys the philosophy of 
our brand, symbolises our values and wants 
to make it possible for everyone to live their 
sexuality to the full. The INFINITY campaign 
acts on this and clearly speaks out against 
cliches and taboos,” says Alexander Giebel, 
CEO & founder of the pjur group. 
You can find out more about the campaign 
at: diveintoinfinitepleasure.com

Let yourself go and  
free your mind and body 
from restrictions! That’s 
the core message of the 
INFINITY campaign,  
which aims to help you 
rediscover your passion. 
Experiencing countless 
sexual opportunities, 
expanding boundaries 
and discovering a limitless 
form of sexuality along  
the way – pjur’s new  
premium personal  
lubricant INFINITY is  
perfectly suited to all this 
and more. The INFINITY 
campaign launches  
in January. 

Pjur‘a motto for 2023: 
Dive into Infinite Pleasure
INF IN ITY  cam p a ign  d e m ons t r a te s  l im i t l e ss  oppor tun i t i e s  f o r  you r  sex  l i f e

Easy to remove and reinstall
4-Way joystick
One button control
Powerful suction and vibration

AIRTURN 3

www.otouch.com         info@otouch.com
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Let your customers explore their 
sensuality and feel confident and 
beautiful in Besired. 

Discover all the top-selling items.

WWW.ONE-DC.COM

Besired is a new lingerie  
brand that is dedicated to 
helping women explore 
their sensuality and feel 
confident and beautiful in 
their own body.

Besired offers a select collection of 

proven top sellers that are designed to 

make women feel comfortable and sexy.

The sizing is clear and straightforward, 

with up to three sizes per item to make 

ordering the right size a breeze. This 

means that you can rest assured that your 

customers will get the perfect fit, and 

you'll be less likely to have returns.

In addition to our great fit, we also offer 

competitive prices to make our products 

accessible to everyone. And because we 

package our products in a polybag, they 

are easy and compact to ship, making the 

whole process convenient and cost saving.

Phoenixweg 6  |  9641 KS Veendam  |  the Netherlands
+31 (0) 598 690 453  |  sales@one-dc.com  |  www.one-dc.com
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I N T E R V I E W

Before we start making predictions about 
next year, let‘s look back at the year 2022 
first. Was it a good year for our industry? 
A year of transition? A year that will not 
leave a lasting impression in the grand 
scheme of things?

Robert Strzelecki: Well, it seemed to 
be a pretty good year - the first year of 
breaking free from all restrictions related 
to the COVID-19 pandemic, the year that 
was supposed to be all about renewing 
relationships and enjoying things that had 

recently been forbidden in some countries 
– the freedom of meeting and gathering. 
We were supposed to be attending 
concerts and other mass cultural events 
again. Unfortunately, all of these things 
vanished the moment Russia invaded 
Ukraine in February.

On the one hand, normality returned after 
the pandemic years - stores reopened, 
trade shows took place again, etc. - on 
the other hand, there were complaints 
about a drop in sales after the Covid 
boom. Are we back to where we were in 
2019? 

Robert: If I were to put it in astrological 
rather than economic terms, I would say 
that the crystal ball and all stars in the 
sky show that stagnation goes together 
with recession. It causes all economies of 
the world to regress, according to some 
fortune tellers – by a few years or a dozen 
years. Going back to 2019 would be the 
best solution, yet quite unlikely, I guess.

There is no doubt that the sex toy category 
has moved much closer towards the main-
stream in recent years, especially during 
the two pandemic years. What‘s your take 
on this, looking back at 2022? It seems as 
though the great euphoria faded away … 

Robert: I remember many companies 
declaring how successful 2020 and 2021 
had been and planning their investments 

Robert Strzelecki is Part-
ner & Executive Director 
of distribution company 
PLAYROOM as well as 
a retailer. Together with 
EAN, he looks back at the 
year 2022, and we also 
take a peek into the crystal 
ball as Robert shares his 
expectations for the new 
year – expectations which 
aren’t overly optimistic for 
obvious reasons.

The year 2023 will bring changes
End -of - the -y e a r  r e v ie w  w i th  R obe r t  S t rze lec k i
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for 2022 accordingly. However, as I mentioned 
in one of the previous interviews, quick success 
is neither a good indicator nor a guarantee or 
sign of future fortune. There are so many varia-
bles affecting the growth of a business that you 
would have to take a close look at all of them 
to understand what’s actually happening. The 
pandemic years were not ordinary years. Many 
people assumed that the growth in 2020-2022 
would be permanent and that the industry 
would experience ‚a new start‘. They couldn’t 
have been further from the truth. The enterpri-
ses that recorded big profits in 2020-2022 and 
planned their expenditures and investments for 
the years 2023-2025 have already spent funds 
on these plans and are now looking for money 
they haven’t earned. Initial euphoric moments 
have been replaced with surprise, or perhaps 
horror when you look at what’s happening all 
around us. And it is happening bad.

It could have been so great: coming out of 
the Covid crisis with a tailwind, growth predic-
tions for our market becoming more and more 
optimistic... and then came February 24 and 
the next global crisis. How strongly and in what 
ways did inflation, the energy crisis, etc. impact 
our market last year? 

Robert: Yes, the 24th of February 2022 went 
down in history as a turning point in the rela-
tions between the East and West. A thoroughly 
planned trap for the democratic order in Europe 
and the world – this is how I would define what 
happened as a former military man – has just 
destroyed everything that European countries 
have been building for the past 30 years. The 

war in Ukraine is a chain reaction which entails 
destruction and problems. This is where the 
food crisis in Africa, fuel crisis in Europe, and 
economic crisis in Asia come from. And this is 
just the beginning. The military science holds 
that you must not start a war if you are not able 
to defeat your enemy. This is why I believe that 
we should be prepared for more.

Many companies in our industry worked  
hard during the coronavirus crisis to identify  
opportunities for optimization, improving  
internal processes, enhancing the level of  
professionalism, tapping into unused potential, 
etc. Does that pay off in this new crisis? 

Robert: As a rule, optimizing processes in a 
specific company - focusing on its structures, 
tasks, and operation in terms of functionality 
and results - always pay off. Supporting the 
professionalization of the staff in the company, 
systemizing processes, and looking at finances 
from a new angle can only strengthen rather 
than weaken the business. Unfortunately,  
people are the least resistant to crisis, but  
companies cannot work without them.  
For this reason, it is the human resources in  
the company that we should concentrate on.

As far as distribution channels are concerned, 
there were no serious changes in 2022, were 
there? E-commerce is still the dominant busi-
ness model, the B2C market is becoming more 
important for a lot of companies and brands, 
and as for the B2B market, we saw the rebirth 
of exclusive distribution. Do you agree? 
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Robert: From the point of view of the Polish 
market, you are right, indeed, we did not 
witness big changes in 2022. The market is still 
stable and develops organically. E-commerce 
was the dominant business model but at the 
end of the year, we could see erotic products 
entering some more Polish marketplaces, 
which had been unthinkable back in 2021 or 
2020. We are very happy about this change 
because as a distributor, we could ensure an 
easy introduction of erotic goods from famous 
brands into these marketplaces.

Throughout 2021 and into January 2022, we 
discussed mergers and acquisitions but after 
that, the topic no longer seemed to play a role. 
Are such investments too risky in the current 
situation? Or do you see other reasons? 

Robert: Actually, I should not talk about other 
companies’ finances but I cannot help noting 
that when the business merger is valued at 
millions or hundreds of millions dollars, we 
think this is something good. As a partner in 2 
commercial companies and owner of several 

businesses, I must say that it is not the value of 
a merger that determines a company’s success 
but it’s the balance sheet and net profit. You 
could say: Show me your profit, and I will tell 
you who you are. 

On to the topic of product development: As 
far as innovative new products are concerned, 
many people feel that not much happened in 
2022.  But wasn’t that to be expected given 
the ongoing problems in the supply chains? In 
difficult times, few would invest large sums of 
money in a product that could possibly fail …

Robert: Yes, we all expected new products, 
after all this is something you should expect 
in the 21st century, but we haven’t had any in 
2021 and 2022. Aside from popular Bluetooth 
and Wi-Fi technologies reaching in the erotic 
toys industry, nothing else emerged. It is great 
that EAN. asks a rhetorical question about who 
would spend a lot on products which may fail. 
Indeed. And who would research the market, 
evaluate and verify those products that already 
are on the market. It is the 21st century, and 
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the erotic industry still has no product  
certification and evaluation institution, which 
is typical of other industries. For this reason, 
we see many massage creams of the same 
composition. In effect, we can get a wide range 
of lubricants with the same properties, vibrators 
with the same shape… And the question is: 
Who are these companies and which among 
them actually plan to invest in research and 
development? 

Did you see any other big trends in 2022, aside 
from suction toys and the use of advanced 
technologies in products? 

Robert: There was nothing surprising to me 
in 2022. Perhaps consumers got a little more 
interested in cheaper and eco-friendly  
products, but this should not be called a  
trend yet. It is disappointing to see the same 
old range of products from manufacturers. 

You also run retail stores, so you have insight 
into consumer shopping behaviour. Which 
factors had a big impact on your customers‘ 
purchasing decisions over the past year? What 
made them buy a toy – or not? 

Robert: As I mentioned in previous interviews 
with EAN, 2022 was a year in which consumers 
returned to our brick-and-mortar sales spaces. 
And it was big. To explain this, I rely not on 
guesswork but on facts. After all, we asked 
consumers about it. It turned out that most of 
them came to the brick-and-mortar store after 
being disappointed with online stores. They 
said that they had been lured in by cheaper 
products and eagerly placed orders, but when 
decided to return them, they faced numerous 
problems. Others were disappointed with 
the after-sale service, many having difficulties 
with Polish customer service. This is all about 
companies who take advantage of the econo-
mic freedom in EU created online stores in the 
Polish domain. This is why consumers returned 
to traditional sales channels and personal inter-
actions with the seller who, in our shops, is a 
specialist of the trade and a personal assistant.

Now let’s take a look into that crystal ball. 
Unfortunately, it looks like the global crisis 
caused by Russia‘s invasion of Ukraine will 
continue to haunt us in 2023. Will our market 
be resilient enough to make it through the 
difficult times? What happens if the consumer 
climate deteriorates further? 
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Robert: This time, I am going to refer to  
economic indicators rather than the crystal ball 
and the stars. We are going to face a crisis  
whose beginnings have already affected  
numerous companies and people. Typically, 
2023 would begin spectacularly but I feel that 
the end of this year will not be so optimistic. 
Please remember that the world economies 
react to what’s currently happening with a delay 
and this delay differs for each country. The same 
applies to the gravity of how we all suffer. Strong 
economies (like USA, Germany, France) do not 
suffer as much as Poland does. It is forecast that 
the GDP here will drop by 0,9% and in October 
2022, the inflation reached 17.9%! I assume that 
these estimates are wrong by about 10-15%. 
What we must urgently do in my opinion is 
analyse the market needs, supply the market 
only with products that are of high quality and 
well-priced, try to optimize the process, and… 
forget about taking loans!

Good advice doesn‘t come cheap - especially 
in hard times - but how can we build up the 
resilience you mentioned? 

Robert: It’s hard to give advice here because 
this advice can never be general and appla to all 
entities on the market. Every business is different 
and has different problems – there is no silver 
bullet to solve all issues. Basically, I can say  
that you should think twice when planning 
expenditures. Obviously, it is hard if you run a 
business with a complex structure. Owners 
usually see their expenses in the form of tables 
and balance sheets for a quarter, half a year or  
a year. Small enterprises have more control over 
it and this is more reasonable, I guess.

Do you expect structural changes - perhaps 
caused by the crisis, by mergers or acquisitions 
or other developments - in our market in 2023? 

Robert: The year 2023 will bring changes. 
Now, you can notice a diminished marketing 
commitment among numerous large players. 
Does that mean that their CEOs have already 
seen reports and the profit and loss accounts? 
In 2022, making a big entrance in the market 
required a huge investment – the question is 
whether it was profitable. I think that nothing 
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spectacular is going to happen apart from what 
I’ve said before – the market will shrink except 
for a few big players (distributors) and there 
will be more specialization. Some will keep on 
selling cheaper goods, some more expensive 
products, and others will offer very luxurious 
items for the rich.

Are there serious changes on the horizon  
in terms of distribution channels? What  
about quick commerce, for example, i.e.  
the delivery of products to the doorstep in  
the shortest possible time? Can this work  
with sex toys? 

Robert: This is already happening in Poland. 
Using the latest logistics solutions, some  
companies already deliver goods on the  
same day throughout Poland. Wait a while  
and buying a vibrator at 1pm and it being  
delivered at 8:00pm will become a daily  
routine. Since this works with regard to other 
consumer goods, this is surely going to work 
with adult products as well. 
Trends come and trends go. What role will the 

sustainability trend play in 2023? And what 
other trends will influence our market?

Robert: I believe that sustainability is a key to 
success. If you choose this model, you have 
time for planning, assessing, making changes if 
necessary, and making reasonable decisions as 
well as having a growth that complies with the 
market. We will see people returning to traditional 
channels, i.e. manufacturer – distributor – seller. 
After all, this will be the only opportunity for small 
stores to get goods without additional costs. After 
the years 2020-2022, when influencers shaped 
our shopping choices, a common-sense thinking 
about real needs is going to return.

When it comes to new products, we always 
crave the next big thing. Can we expect such 
a product in 2023? 

Robert: I would love to see a true  
novelty in the erotic product market and  
I would invest in purchasing and distributing 
them. Sadly, I cannot see that coming in  
the nearest future.
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Danny, EAN has mostly spoken to you in 
your function as Company Director of your 
wholesale and distribution company, Play-
Harda, but you‘re also a retailer. Can you tell 
us more about these activities? Which retail 
channels do you call your home? 

Danny Miller: Originally, my company 
started as a retail company, with just one 
single online retail store. Over the years, 
the team has grown from a small start-up 
to become the business we now have. We 
have 2 busy online retail stores, a physical 
retail store, and a warehouse in Barmouth, 
Wales (which was opened just over a year 
ago) and a wholesale company supplying 
many other retailers across the UK and also 
overseas. In addition to our own retail chan-
nels, we are retailing on platforms such as 
Ebay, and we’re also key players within the 
world of Amazon, both being a seller on the 
platform and also being lucky enough to be 
a direct supplier into the Amazon network. 
Slube, the lubricant brand, was also created 
and launched by us (and we were awarded 
the Sexhibition Innovation of the Year award 
on the day of launch!) and is a part of our 
growing list of brands. 
Another part of our business involves the 
ownership and operation of an online kink 
network/ forum. 
The final string to our bow is our fetish club 
night, which is run 4-5 times a year in a fan-
tastic venue on the outskirts of Liverpool in 
the UK. The venue is fully licensed, meaning 
that guests can use any of the bondage 
and BDSM equipment and legally have sex 
anywhere they like inside,  

Danny Miller’s company DD Trading Ltd. runs two online shops and a 
bricks-and-mortar store, so he knows how both sides of the British adult 
market fared in 2022. Which is exactly what he tells us in this EAN inter-
view, providing insightful information about the effects of inflation and 
the energy crisis on the consumer sentiment in Great Britain.

The first half of 2022 was absolutely  
tragic for retail in general
Dan ny  M i l l e r  on  the  t r oub le s  o f  the  B r i t i sh  a du l t  r e ta i l  t r a de  i n  2022
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one of the tiny number of UK venues which  
have been granted this type of license!
 

Before we talk about the current situation, 
 let’s look back at the years 2020 and 2021. 
Horrible years for brick-and-mortar retail,  
fantastic years for e-commerce - was that  
your experience as well? 

Danny: 2021 was our absolute best year on 
record for sales. The world was a very different 
place during those times, especially during the 
lockdown months. But it was inevitable that 
people would turn to online shopping when 
cooped up inside their houses with nothing to 
do and nowhere to go. 
So many people were furloughed or lost their 
jobs during that time. There was so much 
suffering in the world, and yet, we were doing 
incredibly well through online sales. We felt guil-
ty whenever people asked us how things were 
going, as often the people we were talking to 
were experiencing the total opposite within their 
workplace. 
We got to a stage where we were actually 
jealous of people being at home baking banana 
bread or scrubbing their bathrooms clean. We 
were working day in, day out and couldn’t keep 
up with retail demand!
Thanks to the huge boost given by the sales 
during the Covid lockdowns, we were able to 
open Eva Amour, our first ever store, located in 
Barmouth, Wales. We also moved home at the 
same time (which I honestly never recommend 
anyone do at the same time as relocating a 
business!) meaning that we could plant our feet 
firmly on the Welsh ground and build a brand 

on the high street, in our own business  
premises and live close by.

As the pandemic faded, hopes were high that 
something like normality would return. However, 
February 24, 2022, marked the start of the next 
global crisis, which resulted in rapidly rising costs 
for energy and everyday items, among other 
things. How did your customers react to this? 
Has the consumer climate changed noticeably?

Danny: The first half of 2022 was absolutely 
tragic for retail in general. Rocketing prices across 
most aspects of life resulted in people having to 
cut back on everything but the essentials. The 
UK is still recovering from the economic impact of 
Brexit, so prices for things like food have been on 
the increase anyway, putting strain on low-inco-
me households. But overnight fuel prices soared 
higher than ever. Suddenly people had to make 
a choice between putting petrol into their car or 
spending money on food or heating their homes.  
Many households found themselves in fuel 
poverty, so naturally, consumers withdrew from 
spending on anything indulgent or non-essential. 
The UK population was also being bombarded 
with news stories of how tight things would be 
over the coming months and how so many of us 
were going to struggle. This only added to the 
panic and worry of consumers. 
Physical retail felt the impact in a big way. Al-
though many businesses still had rent to cover 
and wages to pay, the customers stopped 
coming, and we have lost many physical retailers 
over 2022 because of the impacts of this. 
Online retail, which although did experience the 
impact, felt it less so, as generally the overheads 
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are less than having a high street store and  
most were therefore able to just about make it 
through. Like most retailers, we saw a huge dip 
in sales earlier this year as people were actually 
scared to spend on luxury items. As time has 
progressed, many consumers have realized that 
things aren’t as bad as was being made out, and 
although they have tightened the purse strings, 
they do need to spoil themselves occasionally. 
Sales have picked up again now and customers 
have regained confidence in their spending  
and decisions. 
 

Let‘s go into detail: Did your customers buy less 
often and less, or did they opt for other - perhaps 
cheaper - products? Was there something like an 
increased demand for standard products? 

Danny: The sales of our biggest ticket items 
fell away dramatically. The sale of sex machines 
plummeted, probably due to the high price tags 
on most of the products. 

Orders that were coming through our website 
were generally small, low value orders. They kept 
the company ticking over, but slowed the growth 
and expansion of our range, and we are still now 
only getting back to where we should have been 
6 months ago. 
Thankfully things are now back on track for us 
and we have put measures in place to future-pro-
of our business even more so. We learned a lot 
through this period and managed to survive when 
things became really tough. We look at difficult si-
tuations as challenges and plan how to overcome 
them as best we can. 
 

If consumers have less money at their disposal, 
they can spend less of it - that‘s simple logic. 
But what role does psychology play? What role 
do uncertainty or even fear play in this decline in 
consumer spending? 

Danny: Uncertainty and fear play a massive part 
in the rate of consumer spending. I think that 
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people became worn down and almost de-
pressed by hearing about how bad things were 
predicted to be on a daily basis, which then in 
turn resulted in them reducing their expenditure 
wherever they could. 
Every time a news story was circulated with 
updates about how expensive bills were going 
to be, we felt the knock-on effect, seeing already 
poor sales diminishing even more. 
I believe that people have now wised up to this 
and are realizing that the reality of the situation 
isn’t as bad as what they were initially led to 
believe. It’s always good to be prepared, but in a 
world where fear spreads news faster, we have to 
remember to take things with a pinch of salt.  
 

How did you deal with this situation or are/were 
there ways to soften the blow? 

Danny: As with every retail business, it’s a case 
of having to adapt or die. We tried to reduce our 
expenditure and outlays wherever possible by the 
removal of any unnecessary services, as well as 
increasing our social media presence and news-
letter circulation. 
We had to try to reassure our customer base that 
although the UK economy was in a poor state, 
we were still there and ready for when they were 
in a position to be able to spend again. 
 
 
You recently reported that your sales figures were 
going up again. How can this be explained? Have 
consumers ‚gotten used‘ to the situation? In 
many countries, governments have given people 
a helping hand with financial or other measu-
res - has that also contributed to improving the 
consumer climate? 

Danny: I think that, although consumers have 
reduced their spending, they are so fed up of 
negative news dominating headlines over the 
last year, and they have taken the ‚you only live 
once‘ approach and decided to start spen-
ding again. Adult products can help to bring a 
temporary escape from the worry and fear of 
the economic climate, and customers seem to 
have realized this. 
 

We have been discussing for many EAN issues 
whether the sex toy market is crisis-proof or 
not. Some say that in times of crisis, consu-
mers turn to more affordable ‚pleasures‘ - 
which include sex toys - while others say that 
the sex toy market is a market like any other 
and therefore subject to the same develop-
ments. What is your opinion on this? 

Danny: Personally, I don’t think any industry is 
crisis-proof. It’s a dangerous thought to believe 
otherwise, as this can lead to becoming too 
comfortable, too complacent and ignorant to 
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the economic impacts of the sector you are 
retailing in. We always need to keep our 
eyes on the ball and never sit back to ‚enjoy 
the ride‘. The moment we do, we can miss 
important events or happenings which can 
have a detrimental impact directly on our 
own business. Changes and influences can 
also cause a disturbance in shopping habits, 
so regardless of the industry, we need to be 
watching closely to ensure the longevity of 
our businesses. We need to ensure we’re 
always moving forward, and not standing still 
or moving backwards. If we aren’t careful, it 
could result in the downfall of our hard work.
 

A recurring topic of discussion is what the 
future of brick-and-mortar retailing might 
look like in the sex toy market if e-commerce 
continues to expand its dominance ...

Danny: I think there will always be a place 
for brick-and-mortar stores. Although there 
are now less people that want to shop in a 

physical store than online, holding the  
actual product and speaking with someone  
in person is often more reassuring to  
consumers and can help in the selling of 
goods. In my opinion, the future of brick- 
and-mortar retail may not necessarily be in 
the exact same format as it is in now. We 
may see changes to the location, size and 
layout of stores, as the wants and needs of 
customers change and progress, but I think 
there will still be demand for some sort of 
physical store. 
High street stores need a strong presence 
in the online retail world to enable them to 
survive the economic ebb and flow of the 
markets. Online stores usually generate more 
revenue and can therefore help to support 
the costs of a brick-and-mortar store.
 

Looking ahead, how are you positioning  
your retail channels for 2023? The crisis  
we are currently living through is likely to 
continue for many months.... 

Danny: We have introduced new ways  
in which to appeal to our customer base  
in the ways of offers and promotions.  
We’ve tried to future-proof the company  
as much as possible to ensure the longevity 
and survival of our retail businesses.  
Sales now seem to be increasing again  
and I think that consumers are starting to  
become used to the current economic  
situation. We all need a little happiness in  
our lives, and whether we feel it by spoiling 
ourselves with a new outfit, a box of  
chocolates or a brand-new sex toy,  
people won’t stop spending. As long as 
we’re keeping an eye on things and take  
action when necessary, we’ll retain our  
presence within the market. 
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Why have you decided to focus on the 
sexual wellness market? 

Jos Manshande: Sexual wellness - one 
of the sectors in which Morningstarpharma 
operates - is a multi-billion dollar market 
with an annual growth rate of 6%, accor-
ding to recent research by Grand View 
Research. Morningstarpharma is a pro-
ducer of supplements on the cutting edge 
of health and sexual wellness. We have 
been successful in the sexual wellness 
sector for exactly 22 years this year. 

Do you share the prediction of Grand 
View Research, and do you feel the 
predicted growth will be seen among 
all target groups?

Jos Manshande: Grand View‘s  
research relates to the United States,  
but I feel these figures also apply to 
Europe. For our products in Europe, we 
expect a growth of 12% for the years 
2022-2026. Those are double digits. We 
have seen sexual wellness come out of 
the taboo zone, the demand and diversity 
of products have increased, and profes-
sionalization has gone up in the past five 
years due to, for example, the entry of 
private equity in this business. Because 
we develop our products ourselves and 
also sell directly to the end customers, we 
know the needs of our customers well. 
80% of the products that we produce are 
used by men, more specifically, the 50+ 
man. This target group has been stable 

over the years while the sales numbers of 
products for women have grown strongly. 
As a result, we are expanding our range 
also for this specific target group. Our 
goal is to not only supply the ‚50+‘ market 
but also sell products more widely. To us, 
the market starts at 18 and ends when 
you die. Our new product lines therefore 
clearly distinguish themselves from the 
competition, not only in appearance but 
also in the high quality of the ingredients. 
Many of our products as well as our  
competitors’ products are seen as ‚fun‘, 
but we go much further than that.  
Better-looking products and higher  
quality already lead to more repeat  
sales and therefore a higher turnover  
rate. We keep consumers coming back 
because high-quality products with 
standardized extracts make our products 
work better even though they are a bit 
more expensive. We call it our two-stage 
sales rocket, and I repeat: Better looking 
products sell better and high-quality  
products also generate more repeat sales.

What can you tell us about your overall 
marketing strategy? 

Jos Manshande: Our approach, or  
strategy as you can call it, has been  
simple and has always remained the 
same. We invest all of our time, energy, 
and focus in three points: customer, 
quality, and chain, in that order. Everything 
revolves around our customers, be it 
wholesalers, stores or end consumers, 

Morningstarpharma, a 
producer and wholesaler 
from the Netherlands, 
specialises in high-quality 
food supplements in six 
categories: weight loss, 
health, health 40+, per-
sonal care, sexuality, and 
sports & energy. The main 
focus of the company is 
currently on the sexual 
wellness market because 
that market holds tremen-
dous growth potential as 
Jos Manshande, CEO of 
Morningstarpharma, exp-
lains in this interview.

22 years in the industry is proof of the quality 
we deliver, we never compromise on that
An in te r v i e w  w i th  Jos  Mans hand e ,  C EO  o f  Morn in g s ta rph a rma  BV
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a Dutch person or one of our international 
customers - the customer always comes first. 
I am working with my customers almost 24 
hours a day. What does my customer want, 
what are his or her questions, wishes, fantasies 
or needs? How do my customer change, are 
our products affordable, do they work well, can 
we do better? When it comes to wholesale, the 
same focus applies here as well. We look at 
continuously improving our customers’ margin 
through innovative products, a low order unit, 
return options, keeping stocks for customers, 
but also entering data for the web shops. 
Quality and safety are essential when it comes 
to supplements. We have been serving end 
customers, wholesalers, pharmacies,  
drugstores, and hospitals for many years.  
For example, we also supply medical erection 
pumps to hospitals in the Netherlands.  
22 years in the industry is proof of the  
quality we deliver, we never compromise on 
that. This brings me straight to the chain. We 
do everything ourselves, except for testing and 
certifying our products, which we outsource. 
We are also the chain: We develop the  
products, the packaging in the languages   of  
all the countries we deliver to, we keep stock, 
and we give advice. This way, we guarantee  
innovation, quality, and recognizability.  
Ultimately, it‘s about providing an effective  
answer to the demand and an emotional 
connection with our target groups, so that 
our brand does not go unnoticed, and the 
added value of our brand is recognized. Of 
course, you want to make real connections 
with your target group or customers anytime 
and anywhere, so you have to create strong, 
distinctive brand communication.
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These toys 
will make 
you glow 
like never 
before.

info@tongabv.com +31 (0) 115 566 322

Are you happy with the current growth of 
the market? 

Jos Manshande: Growth is caused by good 
products, new recognizable brands with new 
formulations, and quirky products that appeal 
to people. You can only be successful if you 
know your customers well. One thing depends 
on the other. If you want to develop products 
for new target groups, you first need to know 
what motivates those target groups. In order 
to reach new target groups, we always listen 
to our customers. We knew from previous 
research at chemists and pharmacies that the 
market was or is aging but we did not expect 
that the impact on this market would be so 
great. After a lot of research and listening, 
we developed new products that are now an 
important and very margin-rich staple in the 
range of our wholesalers. Our main market is 
Europe, and thanks to different languages   on 
the packaging and package inserts, we can 
serve every country of the EU.

You also deliver to the United Kingdom. How 
has the Brexit affected your activities there? 

Jos Manshande: We have opened a branch  
in the UK so that we can register products 

in the UK and continue to sell. We know that 
transporting raw materials and manufacturing 
have become much more expensive,  
nonetheless we will not increase our prices  
for the time being. For example, we are  
not dependent on the Chinese market to  
get our raw materials and products. Our  
products are made in the Netherlands, we  
are proud of that, and that is how we  
guarantee great quality.

What can your customers expect from 
Morningstarpharma in 2023? 

Jos Manshande: We are currently preparing 
for the construction of a new business property, 
which will be completed by the third quarter of 
2023. With this building, the development,  
storage, and logistics capacity will quadruple 

so we will be able to meet the increasing 
demand going forward. Other than that, we 
continue to do what we have been doing for 22 
years: We focus on the customers, the quality, 
and the chain. We continue to develop and 
thereby surprise, inspire, and help customers. 
Feeling good physically, mentally and with each 
other is essential for all people, and sexual  
wellness plays an increasingly important role  
in this trend.
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What is branding?

Mapi Sahori: Branding can be so  
many things. From your brand’s naming 
to creating a logo and designing incredib-
le packaging, branding includes ever-
ything that the audience will perceive from  
your brand and it serves to:
- Build a brand position both online  
  and offline
- Reach the minds and hearts  
  of your consumers
- Build a tone of voice that will speak  
  to them
- Create a stable and powerful  
  brand identity 
- Build trust around the brand since  
  around 81% of consumers tend to  
  buy from brands that represent trust  
  and security.
- Show authenticity; branding should be  
  the reflection of who you are and  
  what you have to offer
- Demonstrate coherent business  
  objectives
- Produce relevant content that  
  your audience is interested in and  
  really needs.
 

What grade would you give the sex 
toy market if you had to rate its grip on 
branding? 

Mapi: I would give it a 6 out of 10. Efforts 
and interest relating to design as the basis 
of a brand’s communication strategy 
have increased significantly over the last 

Barcelona-based  
creative agency  
Aguacate y Mango  
(www.aguacateymango.
es) specialises in bran-
ding and visual commu-
nication. However, the 
team is not just active 
in mainstream markets; 
they also have years of 
experience in the sex toy 
industry where they have 
been working closely 
with Gisele International. 
In this interview, Mapi 
Sahori, CEO and Creati-
ve Director of Aguacate 
y Mango, tells us why 
branding is more import-
ant than ever nowadays, 
how you can reach the 
consumers in effective 
ways that appeal to your 
target audience, and 
why you shouldn’t ignore 
the needs of the retail 
segment. The images ac-
companying this interview 
represent a snapshot of 
Aguacate y Mango’s work 
for überlube, Snail Vibe, 
and Lora DiCarlo, which 
are represented  
by Gisele International 
across Europe.

 
Details matter!
Ever y th ing  y ou  a lway s  wante d  to  kno w  a bout  b ra n d in g  w i th  Ma p i  S a h o r i

5 years but there is still so much to be 
done, especially in our industry. Increasing 
investment and creating powerful and re-
cognizable images means, in the vast ma-
jority of cases, a stronger growth in brand 
awareness that eventually translates to 
sales. An effective strategy in design and 
communication is the most direct way to 
reach your audience through clear and 
inspiring messages with good storytelling 
and engaging visuals.
 

Until very recently, brands and therefore 
branding received little or no attention in 
the sex toy market. How can this be exp-
lained? Is the sex toy market not a market 
like any other in this respect? 

Mapi: The fact that brands have invested 
more and more time and money in bran-
ding is not an isolated case and it conti-
nues to happen in many other sectors as 
well. Perhaps the reason for this develop-
ment, in the sex toy market at least, is that 
the audience has become more feminine, 
with women being the main target. Adult 
stores have finally moved away from dark 
and hidden places to become bright, 
well-lit boutiques and concept stores 
where people are not ashamed to enter 
but actually excited to discover. Slowly but 
surely, we’ve removed the tinted windows 
and put up large clear windows instead, 
highlighting sexuality as part of everyo-
ne‘s life and health and celebrating it. 
This has been achieved thanks to brands 
and retailers. Together, they made sexual 
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wellness part of society again. So naturally, the 
conversation in the industry has been more 
focused on branding and I believe that this is 
just the beginning. 
 

Competition in today‘s digitized and  
globalized world is merciless. Does that  
make branding essential within our industry? 

Mapi: Without a doubt. In order to stand  
out among the large number of wonderful 
products that appear every year, it is important 
to have a well-defined strategy, an innovative 
concept, good storytelling, a coherent image, 
appropriate communication platforms, and 
content that is valuable to your audience. We 
are at a time where the end customers have 
more information than ever at their fingertips 
and in two clicks, they can either complete a 
purchase or forget about you forever. Brands 
only have a few seconds to impress and se-
duce their audience, which concretely means 
that campaigns need to be more effective than 
before. Consumers nowadays are all about 
transparency and ethical behaviour. They want  
to know how the brand works, who is behind 
it, where and how the products are made, if 
they are tested on animals and so much more.  
How does a brand communicate all this? By 
way of consistent and powerful branding that 
highlights the brand’s values and its commit-
ment via a strong visual identity and commu-
nication. 

What instruments, tools, and activities are 
essential when it comes to branding sex toys? 

Mapi Sahori, CEO and 
Creative Director of 
Aguacate y Mango
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76232
Push Up bra with 
racerback
RRP: €28,99

I N T I M A T E S

76238
Crotchless 
Hiphugger
RRP: €18,99

76236
Lace String 
with straps
RRP: €18,99

76233
Unlined bra 
with faux 
underbust
RRP: €32,50

 
Mapi: The product comes first, so naturally the 
toy itself must be great and have an original 
concept. The product must be aimed at im-
proving people‘s sexual lives while also having 
an attractive design since this is a fundamental 
part of the consumers’ experience. When we 
refer to branding, we need to remember that 
it’s not just about creating a logo, but rather 
the whole sex toy creation process: its design, 
its texture, its colour, even the smell of it when 
you open the box for the first time. Details 
matter! That’s just the first development phase, 
but branding also includes the communication 
strategy in all the different channels where the 
product will be visible: on social media, on your 
website, on point-of-sale materials, merchan-
dising, posters, in your brand’s catalogues, in 
shop windows, at fairs, on product pictures… 
It is therefore a transverse process that involves 

internal and external brand communication. 
The final result needs to have aesthetic and 
visual coherence to create brand engagement 
and awareness.
 

You have experience in the mainstream market 
as well as the sex toy space. What are the 
similarities and what are the differences when it 
comes to branding in these markets? 

Mapi: We do indeed have extensive experience 
with both sexual wellness products and with 
cosmetics and the truth is that both sectors 
share a very similar target audience. This 
audience is overwhelmingly female, and this 
might be one of the reasons why we see more 
and more sexual wellness brands with minima-
list, elegant designs focusing on sexuality as 
part of a healthy and happy lifestyle. We feel 

The team of Aguacate 
y Mango: Juanma 
Villanueva and 
Mapi Sahori
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that working with both worlds is an incredible 
advantage when it comes to branding since we 
can apply some mainstream practices to the 
sexual wellness industry and vice versa. 
One important point is that we have always 
been told that ‚sex sells‘ but this is not true. 
Although society has taken a radical turn in the 
way it receives communication about sexuality, 
the reality is that such products are still banned 
on social networks and that creating advertising 
for them has more barriers than in any other 
sector. Let’s not even think about showing a 
female nipple in a picture! Doing branding in our 
industry is not something you can improvise; 
you need to know the do’s and don’ts that ap-
ply to overcome the taboos that unfortunately 
continue to exist around sexuality in mainstre-
am media. The good news is that you can 
achieve brand recognition almost anywhere by 
working properly.
At Aguacate y Mango, we create branding for all 
sorts of brands but we’ve decided to dedicate 
a large part of our work to the erotic sector. We 
believe that focusing on sexuality in branding 
contributes to freeing people’s minds and hope-

fully will result in eliminating taboos, which we 
see as an urgent and necessary goal.
But things have also changed. I remember 
telling people 8 years ago about my job, seeing 
their surprised faces, the sudden silence in the 
conversation, and then the questions that they 
would ask - privately, of course. Always, ‚please, 
tell me more!!‘ As if they felt ashamed that other 
people might notice this pique in their interest. 
This has definitely changed for the better. People 
understand what we are about and are less 
hypocritical than before. But on the communica-
tion and branding level, there is still a lot of work 
to be done to normalize sexual wellness.
At Aguacate y Mango, we are all about authen-
ticity and diversity. We know images have the 
strongest impact on people’s world vision, and 
we believe that creating images is a respon-
sibility. It is therefore essential to us that our 
projects celebrate diversity at all levels (gender, 
sexuality, bodies) and that we do not produce 
ultra-processed or ultra-retouched content. We 
want to give sexuality the place it deserves - as 
part of something natural, basic, something 
that is fun for some people, even sacred to 
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others, and from which you never ever stop 
learning. Sexuality is as varied as the people of 
the world, and branding explores new ways to 
communicate this diversity, showing new paths 
to people and potentially helping them on their 
personal journey of discovery.  Branding helps 
connect people with the products or services 
they may need and sometimes didn’t even 
know they needed, so we take our job very 
seriously while representing brands with strong 
values and philosophies. 
 

It is said that the sex toy market is constantly 
changing, moving faster and faster towards  
the mainstream. Does this mean that the  
branding in this space is becoming more 
and more demanding? 

Mapi: The pace is certainly frenetic, and  
in order to make a brand last, it is essential  

to invest in building brand awareness which  
is nothing less than connecting with your  
audience - through values, coherent and po-
werful messages, design, and above all, good 
ideas. One of the key success factors is to  
never lose touch with your audience, to  
produce relevant content for them such as in-
terviews, educational videos, events, awards…  
the famous ‚inform, train, and entertain.‘ If we 
simply try to sell our products without offering 
something in return, we will not achieve stable 
engagement that lasts over time. And of cour-
se, showing all this content while being visually 
attractive and coherent with our brand identity 
is a plus worth taking into account.
 

What are the biggest misconceptions  
when it comes to branding in our industry?  
For example, is it advisable to focus exclusively 
on the consumers, or is it also important to 
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address the needs of the retailers, etc.? 
Mapi: This is a very good question. Most  
creative agencies consider branding the internal 
and external communication of a brand, but 
most of them forget that, with external commu-
nication, you need to have two perfectly  
differentiated strategies: the branding strategy 
for the consumers and another strategy  
focused exclusively on professional clients.
When we develop campaigns, the brand’s tone 
of communication, its language, and the cont-
ent of the communication are always tailor- 
made to each audience. Communication to 
professional clients is more durable over time. 
It is almost an extension of the brand’s style 
book so that its message is the same in a store 
in Chicago as it is in Barcelona (although some 
details must be taken into account depending 
on the specificities of a given market).
For example, let’s say we are preparing a 
Christmas campaign for stores. What do 
we need to achieve to make this campaign 
successful? The retailer needs to understand 
who the brand is, its values, its stories, and 

the benefits of its products and USPs. Only 
then are they able to implement the campaign 
successfully and to sell the product instead 
of another brand’s product. Such campaign 
communication could be much more professio-
nal, detailed, and technical than what we would 
highlight in social media, for example, so the 
communication content needs to be different 
for the retailers.
 

Do you have some advice on how brands 
should engage retailers when it comes to  
branding and how they should support them 
to become ‚part of the brand‘? 

Mapi: Retailers are a fundamental part of a 
brand‘s strategy, so we must add special care 
and dedication to our communication. When 
retailers love a brand and understand it, they 
will be more keen to present the line to their 
clientele, knowing that the brand’s values and 
its products have been designed with their 
customers in mind. Having a fluid and close 
communication with your retailers is the key to 
a successful relationship. Providing them with 
‚ready-to-use‘ tools that will support their sales, 
creating beautiful corners in their stores, offe-
ring kits that help them understand your pro-
ducts with informative tips, point-of-sale materi-
als to display products in a more attractive way, 
offering them collaborative projects, in-store 
and online… There are infinite possibilities!
 

Enough with the theory, let‘s turn to the practi-
cal application: What questions should brands 
and/or retailers ask themselves to check if their 
branding is on point? 

Mapi:
- Does my logo communicate my values?
- Is it clearly visible and readable in all of its  
  forms (packaging, posters, website, social  
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  media, etc.)?
- Do I have a claim that defines, in one  
  sentence, what we do as a brand?
- Do I have a manifesto? What is my brand’s  
  philosophy and is it replicated in my visual  
  communication?
- Do I know who my target audience is and  
  how I can reach them?
- Do I have images and videos that reflect my  
  business and intentions? 
- What is the tone of my communication to the  
  public? (As a friend, a specialist?  
  With a sense of humour or with authority?)
- Do I have a branding book? (Do’s and don‘ts  
  for my approved images, logo, textures, icons,  
  illustrations, pictures, colours)
- Do the pictures I use reflect my values and  
  can my audience identify with them?
- Do I have an “onboarding kit” for my retailers?  
  (ecommerce photos, logos, banners,  

  “How to” videos ...)
- Do I take care of both my social media  
  accounts and my website?
- Do I run regular campaigns at specific dates  
  that could reach a new audience?

If you answered ‚YES!‘ to more than six of 
these questions, good job! If not, maybe it’s 
time for you to consider some updates in your 
branding.
 

Even though the internet has made the world 
smaller, there are still cultural differences - what 
is possible in one country may be a no-go in 
others - and trends also vary... How can I take 
that into account with my branding? 

Mapi: Our recommendation would be to 
conduct an extensive investigation into the 
do‘s and don‘ts of the erotic sector within the 
legislation and culture of each market although, 
speaking from personal experience, it is best to 
have legal and professional advice from teams 
like Gisele International, who we work with to 
create successful international campaigns.

Beyond that, do you have any helpful  
branding tips?

Mapi: 
- Try to find concepts and messages that diffe 
  rentiate you from your direct competition.
- Convey your messages clearly and honestly.  
  We live in a world in which we endlessly scroll  
  down, and we only have a few seconds to  
  catch the eye of our consumers.
- Be consistent with what you create, what  
  you‚ communicate and what you sell.

Put all that in a cocktail shaker, add a  
good design, have fun during the process, 
and shake it well but above all do it with  
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How did the collaboration with Berlin- 
based app LABELS come about?  
And how tolerant are LABELS  
regarding sex toys?

Jordis Meise: Fritz Meise, the founder 
of VEDRA, made all the connections that 
ultimately resulted in this collaboration. He 
had hosted an event about sexual wellness 
together with LABELS, and of course, they 
talked about this and that and also about 
the potential of working together. LABELS 
was very interested in this opportunity. As 
a matter of fact, they consider the integra-
tion of sex toys an opportunity to hone in 
on their target audience. Sex toys are still 
kind of polarising; either you love them or 
you reject them. That’s also true if you find 
them on a delivery app.

Super-quick delivery – usually within 
the hour – is the foundation of quick 
commerce or q-commerce, a new 
generation of ecommerce which has 
been booming in recent times, especi-
ally during the pandemic years. At first, 
q-commerce was limited to food deli-
very, but today, consumers can choose 
from a wide variety of products and have 
them delivered to their doorstep in a 
blink. In Berlin, users of the LABELS app 
can also use q-commerce to get a  
selection of FUN FACTORY products 
within 30 minutes of placing the order. 
FUN FACTORY’s Marketing Manager 
Jordis Meise tells us why the company 
decided to use this new sales channel.

Any new, innovative channel of 
distribution is worth exploring and testing
FUN FAC TO RY  goe s  q u i ck  com m e r ce 

Jordis Meise, Marketing 
Manager at FUN FACTORY
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As a result of this collaboration between FUN 
FACTORY and LABELS, consumers living in 
Berlin can order FUN FACTORY products online 
and have them delivered to their door in 30 
minutes, is that correct?

Jordis: Yes, but there are a few small restric-
tions. The consumers have to live within the deli-
very area that LABELS covers. Also, this feature 
is only available for products that LABELS has in 
stock, which is about 15 products. If these  
criteria are not met, the quick delivery option  
is not available and not displayed in the app.  
Another advantage of LABELS is that you  
don’t have to create an additional account,  
and you don’t have to download any additional 
apps either.

 
What significance does this step have – after 
all, it is a step into a new distribution channel? 
What are your expectations? Is this more about 
attracting new customers or about offering an 
additional service to existing customers?

Jordis: We will definitely continue to explore 
this channel of distribution in 2023, same as 
with two other focal channels. We have nothing 
to lose by doing so, and there are some clear 
and obvious advantages for the consumers. 
Of course, we won’t be moving big quantities 
through this channel, but it definitely helps with 
visibility and PR. 

 
As we all know, q-commerce began with food 
delivery, but the range of available products 
quickly expanded. How much potential does 
this channel of distribution hold in the sex  
toy space?

Jordis: As I mentioned earlier, we don’t expect 
this to move the needle in a significant way, at 
least not in the short term. Compared to the 
traditional b2b business, we will only be selling 
a small number of products via q-commerce. 
This is quite obvious when you look at the  
sales that other brands generate through this  
channel. However, any new, innovative 
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channel of distribution is worth exploring and 
testing. As a company, we consider anything 
relevant if it can improve consumer friendliness 
and convenience, so we’ll try and operate and 
position ourselves within this market.

 
When talking about this new service, FUN 
FACTORY pointed out sustainability as an 
advantage. How do your products get to  
the consumers’ doorsteps? And what about 
delivery bags, etc.?

Jordis: Our statements relate to LABELS  
specifically. They deliver the products in  
cloth bags with are exchanged with each 
sale so as to save on packaging. Moreover, 
LABELS uses bikes and e-scooters to deliver 
products so that means less carbon emissions 
than shipping all products from Bremen (on  

average, we save 2.54kg per package!). 
Again, this is how LABELS does it. We  
can’t make any statements about the  
approach of other q-commerce companies, 
their commitment to sustainability or the  
carbon footprint of certain transport routes.

 
How much does this service cost?

Jordis: That depends on how impatient you 
are. Same and next-day delivery is €4.99, 
delivery within 30 minutes is €13.99.

 
You have only made a selection of FUN 
FACTORY products available for q-commerce. 
How did you choose these products?

Jordis: To be perfectly honest, we checked 
which products are particularly successful 
within the LABELS delivery area. If we  
can get them to the consumers this way  
instead of shipping a package, that’s a  
win-win situation.

 
So far, Berlin is the only city where customers 
can get your products within 30 minutes after 
placing the order. There are probably plans to 
offer this service in other cities as well, right?

Jordis: Most definitely. LABELS is not the only 
company offering this type of quick delivery, 
and we will talk with delivery services in other 
cities. Some have already indicated that  
they are very much interested in such a  
partnership. Some of these companies make 
it a point only to offer premium products or 
products that are made domestically, in this 
case Germany. As you can imagine, we have 
no problem with that. It matches our own 
dedication to quality, and it is great for our 
quality-conscious target audience!
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A new name to start the new year:  
ONE-DC instead of EDC Wholesale. Is 
this a new chapter for your company?

Lennard Honebecke: We are thrilled to 
kick off the new year with a new name. 
While we remain the same company with 
the same vision, services, and team, we 
are always looking for ways to improve 
and offer an even better service. This 
new chapter allows us to achieve goals 
we set before the pandemic, and we 
are excited to embark on this journey. 
We hope everyone will adapt to our new 
name easily and smoothly. Wishing ever-
yone in our industry a happy new year  
and good health and prosperity in  
the months ahead.
 

What are your goals for 2023? What is 
your agenda for 2023? 

Lennard: We will continue to develop 
and expand our house brand collections 

There was no dearth of questions  
to ask when EAN invited Lennard  
Honebecke, Head of Sales at ONE-DC, 
for an interview about the plans and  
goals of his company in this newly 
dawned year. First, there’s the name 
change, then there are the company’s 
international ambitions, the next  
additions to their range of first-party  
and third-party brands, and the  
mega trend that is sustainability.

The main focus for the coming  
years is to improve our sustainability
Len nar d  H one be cke  on  O NE -DC ’s  p l an s  f o r  2023  a n d  beyon d
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and support our retail customers both online 
and offline in their pursuit of success through 
exceptional service and marketing concepts.

 
In your official press release from December 
1, 2022, just after the name change, you 
mentioned your ambitious international goals. 
Can you elaborate on that a bit? 

Lennard: In the past, our focus at EDC Who-
lesale was primarily on the European market. 
While we did serve customers overseas, our 
previous name was not globally recogniza- 
ble. With our new name, ONE-DC, we aim to 
improve our international services and expand 
our reach. To achieve this, we have opened a 
warehouse in the United States last year and 
plan to increase our presence in other areas 
overseas. Additionally, we will be working to 
strengthen our position in the market.

 
In 2022, you continued to expand your 
portfolio of house brands. What role will  
house brands play for you in 2023? 

Lennard: In addition to expanding our house 
brand collections, we have also been focusing 
on expanding our existing brands. In 2023, 
this focus will continue as we look to add new 
items to our popular collections, building on 
the success we had with these collections 
in 2022. Our goal is to expand our existing 
brands and offer our customers a wider range 
of high-quality products to choose from, 
including more support options. This will allow 
them to make better-informed decisions when 

selecting products that meet their needs.
What can we expect in terms of third- 
party brands? 

Lennard: We will continue to work with both 
third-party brands and our own house brands 
by prioritizing strong relationships with both. 
This can involve regularly communicating with 
the representatives of the third-party brands 
and our own brand teams, offering compe-
titive pricing and promotions, and providing 
excellent customer service to our shared 
customers. We can also develop marketing 
strategies and campaigns to promote both the 
third-party brands and our own house brands 
and stay up-to-date on industry trends and 
developments to ensure that we are offering 
our customers a wide range of high-quality 
products. Additionally, we can carefully  
manage our inventory and distribution to 
ensure that we have the right mix of products 
from both third-party brands and our own 
house brands to meet our customers‘ needs.

 
Perhaps perceptions are wrong, but it seems 
as though distribution agreements based on 
exclusivity are once again in demand. What  
is your opinion on this topic? 

Lennard: Our company has been working 
with a group of trusted, strong partners for 
many years. We rely on our own strengths and 
trust that our partners appreciate the value we 
bring to the partnership. Together, we have 
ambitious goals and work towards achieving 
growth together. Our successful partnerships 
are an important part of our business strategy.
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What changes and/or optimizations are you 
planning in the area of customer service?

Lennard: Our customer service team has ex-
panded even further and now includes experts 
on our technical support team. We are working 
to optimize and harmonize our marketing, sa-
les, and customer service into a cohesive unit.

 
What trends do you expect in 2023 when it 
comes to products? In view of the crisis and 
the weakening consumer climate, will the  
focus be on affordable products? 

Lennard: As a producer and distributor, we 
have noticed an increase in interest in anal play 
and the development of men‘s toys, such as 
masturbators. We carefully monitor all trends 
and developments in the market and strive to 

offer a diverse selection of high-quality  
products at all price levels to meet the  
demand for these items.

 
Looking beyond 2023, what major challen-
ges does your company expect to face in the 
future? For instance, how will sustainability 
evolve in the sex toy market ... and at  
ONE-DC? 

Lennard: The main focus for the coming 
years is to improve our sustainability. We are 
taking action at all levels of the organization 
to reduce our environmental impact. Recently, 
we launched our first eco-friendly brand, Gløv, 
which uses recycled materials for toys and 
packaging. Additionally, we are working be-
hind the scenes to better separate our waste 
and reduce plastic in our packaging.

Buch 2.indb   96Buch 2.indb   96 20.12.22   15:3920.12.22   15:39



Buch 2.indb   97Buch 2.indb   97 20.12.22   15:3920.12.22   15:39



98

I N T E R V I E W

w w w . e a n - o n l i n e . c o m  •  0 1 / 2 0 2 3

EAN_01_2023_VAY.indd   Alle pagina'sEAN_01_2023_VAY.indd   Alle pagina's 8-12-2022   13:23:388-12-2022   13:23:38Buch 2.indb   98Buch 2.indb   98 20.12.22   15:3920.12.22   15:39



EAN_01_2023_VAY.indd   Alle pagina'sEAN_01_2023_VAY.indd   Alle pagina's 8-12-2022   13:23:388-12-2022   13:23:38Buch 2.indb   99Buch 2.indb   99 20.12.22   15:3920.12.22   15:39



w w w . e a n - o n l i n e . c o m  •  0 1 / 2 0 2 3100

I N T E R V I E W

On your website, it says: ‚We thought 
long and hard about it and decided to get 
everyone back together.‘ Why did you have 
to think long and hard about continuing the 
highly successful ThaiFest format in 2023? 

ThaiFest Organising team: In the current 
unstable global environment, it is really 
quite difficult to make the decision to hold 
international events such as ThaiFest out of 
country. Yes, ThaiFest is a successful event 
and has been successful for many years, 
but it’s important to evaluate all the possible 
risks associated with a group of more than 
120 people travelling to another country. On 
the other hand, business does not stop. We 
at Astkol-Alfa continue our joint promotional 
and development programmes with our 

foreign partners and clients, and thanks to 
their support, we can face many external 
factors without fear. That is why, after 
weighing all the pros and cons and all the 
possible risks, we decided to have ThaiFest 
in Turkey in the spring of 2023 (from April 
26 to May 1). We believe in ourselves, in our 
partners and clients, which means that we 
will all succeed.
 

After two years of pandemic, the big 
question is: How does it feel to organize a 
ThaiFest that is not in any way affected by 
Covid and associated constraints? 

ThaiFest Organising team: As you know, 
we had a ThaiFest in the fall of 2021, when 

These present times may 
be uneasy and volatile 
but the show must go 
on, as the saying goes. In 
that spirit, the organisers 
of ThaiFest decided to 
continue the success story 
of their event in 2023. We 
were curious to learn more 
about that decision, about 
the reasons to once again 
have the event take place 
in Turkey, and about the 
programme that the par-
ticipants can look forward 
to. The ThaiFest organising 
team - Gleb Kolesnikov 
(CEO), Natalia Skovorodo-
va (CFO), Marina Pavlova 
(Marketing Manager), and 
Tatiana Kornilova (Inter-
national Relations) - took 
the time to answer our 
questions.

We believe in ourselves, in our partners and  
clients, which means that we will all succeed
ThaiFe s t  2023  to  t ake  p l ace  i n  Tu r key  f rom Ap r i l  26  to  Ma y  1
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Covid restrictions had not yet been completely 
lifted in all countries around the world. Yes, some 
restrictions were loosened, there was no total 
lockdown, but PCR testing, masks in public 
places, etc. - all of that was still required.
As a matter of fact, it is not that difficult to comply 
with these restrictions, the main thing is to be able 
to see each other and share experiences.
 

Those two years were characterized by digital 
communication, but in 2022, we saw the suc-
cessful return of ‚normal‘ trade shows. Will that 
momentum also work in the favour of ThaiFest? 

ThaiFest Organising team: Of course, modern 
technologies allow you to get a lot of information 
without leaving your home or office. Reviews on 
social networks, trainings via Zoom and Skype, 
websites of supplier companies. If you want to, 
you can competently promote and offer anything 
to the end consumer. You can learn online and 
apply that knowledge to your business. But there 
is one big ‚but‘! There is not a single online trai-
ning that can give you the emotions that a person 
has when communicating with like-minded peo-
ple in personal meetings. Or when the energy of 
the coaches becomes infectious to the listeners 
- when their ‚eyes light up‘, as they say, and there 
is just as much desire to convey information as 
there is to make a sale.
There is not a single online meeting that could 
give you those tactile sensations. They are only 
possible when you take a toy into your hand or 
apply this or that cosmetic product on your palm.
How to explain the combined effect of arousal 
gel and vibration without testing? Yes, you can 
take the word of a professional and experienced 

lecturer, but only personal experience  
will 100% show you how it works.
In order to correctly recommend a toy to your 
customers, you must first hold it in your hand, 
work with the buttons for switching modes and 
vibration speeds, feel the strength and power of 
all the patterns, and already at this stage, you 
need to understand what type of people it will 
suit best. Will this toy be equally satisfying for 
both, high and low sensitivity people, or will it 
only be suitable for one of these types. Is this 
model a toy for couples or is it more for solo 
stimulation. Often times, it is during training 
and offline presentations that ideas are born for 
additional uses of a device; uses which even 
the manufacturers themselves may not have 
thought about.
Tactile testing of cosmetics is also very  
important. It is only possible to find out how  
long the lube will last and what level of viscosity 
you get when it is applied to the palm or wrist 
and rubbed.
The same goes for flavoured lubricants and  
kissable oils. No matter how many times they 
say that a product does not leave a bitter  
aftertaste, you can only be truly certain after  
you have personally tried it.
Only face-to-face exhibitions allow you to ‚test‘ 
almost the entire product range of a company 
and ThaiFest is one of the best options for this 
kind of offline testing.
 

Now let’s talk about ThaiFest 2023. The history 
of your event continues – and the next chapter 
will once again be written in Turkey. Why did you 
decide to stay there? Why is Turkey such a good 
venue for ThaiFest? 

Buch 2.indb   101Buch 2.indb   101 20.12.22   15:3920.12.22   15:39



102

I N T E R V I E W

w w w . e a n - o n l i n e . c o m  •  0 1 / 2 0 2 3

AN ELEMENTAL AFFAIR 
SENSUALLY ILLUMINATE

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

ORION-WHOLESALE.com

22
11

-0
68

0
55

59
0

8

0
55

59
32

0
55

59
83

0
55

59
67

GR_Anzeige_EAN_Liaison_01_23.indd   1GR_Anzeige_EAN_Liaison_01_23.indd   1 09.12.22   11:2609.12.22   11:26

ThaiFest Organising team: Today, it is difficult to 
find an alternative in terms of price-quality ratio. 
Turkish hotels correspond to the category of 5 
stars, they have very good, comfortable rooms 
and a varied infrastructure. Only in Turkey will you 
find an all-inclusive service system which allows 
you to use almost all hotel services absolutely 
free of charge. And, of course, let‘s not forget the 
current situation regarding Russian tourists and 
their options for entry into other countries.
 

The concept of your event has always been to 
bring retailers together with manufacturers and 
distributors. Will that remain the focus of the 
2023 event? 

ThaiFest Organising team: Yes, this is the main 
idea and concept of ThaiFest, which made it 
one of the most successful events of its kind in 
general. This is the basis of our success and it will 
remain unchanged.
 

It may be a little early to ask about the program-
me of the upcoming event, but can you give us a 
little teaser of what attendees can expect? 

ThaiFest Organising team: As before, all 
participants can experience the symbiosis of 

business and entertainment. In 2023, we want 
to return to the original training format, where all 
trainings take place in one very large conference 
hall. The hotel we have chosen allows us to do 
this because it has a 1,100 sqm meeting hall. 
At one time, we moved away from this format of 
trainings, partly due to the fact that our partner 
hotels did not have rooms of suitable size. That 
format of trainings in individual rooms and having 
several brands share smaller conference rooms 
also had its advantages, but it kind of blurred 
the focus on the unifying idea of the event a little. 
Now all participants can see each other every 
day and feel the community of the industry to 
which they all belong. We believe that this ‚return 
to basics‘ will be another impulse to unify the 
industry.
As before, we plan to have dinners (welcome 
and farewell), an awards ceremony for parti-
cipants and partners at the end of trainings, 
games, and entertainment events of various 
kinds during ThaiFest.
Rest assured, our team of organizers will bring 
you many different interesting entertainments 
and surprises.

The history of ThaiFest started in 2014, so you 
have years of experience under your belt at this 
point. What do attendees learn at your events? 
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ThaiFest Organising team: To be more  
precise, the history of the event began in 2013. 
Our first ThaiFest was held in January 2013 in 
Thailand, on the island of Koh Chang.
Above all, our event teaches industry members  
to be friends, even if they are competitors in  
business. They learn to adopt and share ideas  
for business development and find ways to  
solve the diverse issues that any business  
owner might face.
It wouldn’t be untrue to say that ThaiFest has 
played its part in making the adult industry in our 
country more united than any other.
And of course, during the event, all participants 
receive invaluable information about the products 
of our partners; they learn about new products 
and how to properly present a particular product 
to the end consumer. Also, our partners receive 
invaluable feedback from the most active part of 
our market, because only those trade members 
go to ThaiFest who have shown their relevance 
and viability in the industry during the time that 
has passed since the previous event.
 
 
Your international sponsors and partners are an 
important pillar of ThaiFest. Many of them have 

been loyal to you for years. Can we expect to see 
them all back in 2023? And is there still room if a 
few new brands would like to support you? 

ThaiFest Organising team: ThaiFest would be 
basically impossible without our loyal partners. 
As I already mentioned, the organization of 
such a great project is only possible because of 
their support. And we are very grateful to all our 
partners who have been supporting us and taking 
part in the event for the past 10 years.
We already have certain regulars - brands that 
take part in almost all ThaiFests - but we are  
always open to new companies joining us  
because our festival is the best place to launch 
products, to present new products, and, if a 
brand is just planning to enter our market, then 
ThaiFest is ideal to take the first step into our 
Russian adult toy world.
Please, email any proposals for cooperation to 
the organizers of the festival: pmv@astkol.com 
and tl.astkol@mail.ru. Also, the latest information 
about the preparations for ThaiFest 2023 can  
be found on the website https://eng.thaifest.ru/ 
We are looking forward to seeing you at the IX 
Annual International Adult Industry Festival – 
ThaiFest 2023!

Buch 2.indb   104Buch 2.indb   104 20.12.22   15:4020.12.22   15:40



Adjustable 
straps

Including
3 lock rings

Padded back
support

Strap-on Harness

10143 
Strap-On 
Deluxe Harness 
RRP: €33,99 

WWW.SCALA-NL.COM

Buch 2.indb   105Buch 2.indb   105 20.12.22   15:4020.12.22   15:40



w w w . e a n - o n l i n e . c o m  •  0 1 / 2 0 2 3106

I N T E R V I E W

Regnes Fetish Planet (RFP) - it sounds 
like there‘s a lot more to your brand than 
just another fetish product line. What 
exactly is Regnes Fetish Planet? 

Aleksandra Senger: Regnes  
Fetish Planet is a store, a brand,  
and a philosophy associated with our  
business model and offering, but above 
all, it is a line of excellent products.  
It is also about being aware of our  
customers‘ needs and tailoring our  
offering to their specific expectations.
 

When did you come up with the idea for 
Regnes Fetish Planet and what was your 
motivation to launch this new brand?

Aleksandra: Our brand‘s products have 
been available since 2019. At that time, 
we introduced our first collections of 
men‘s underwear. The motivation was to 
create a new men‘s brand that incor-
porated many elements. Two key ideas 
were particularly important. First, taking 

The motivations that led to the creation 
of Regnes Fetish Planet in 2019 are 
just as diverse as the values and goals 
that this brand represents. Aleksandra 
Senger, CEO of RFP Regnes Fetish 
Planet, tells us how the company is 
breathing fresh air into a product cate-
gory that is still lacking when it comes 
to variety: the market for male-oriented 
fetish apparel and underwear.

We are authentic, as well as  
evolving and developing
Ale ks and r a  Se nge r  on  the  m any  f ace ts  o f  Reg n es  Fe t i sh  P l a n et  (RFP)
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on the new creative challenge of creating and 
launching a brand and products in the erotic 
market. Products created independently, ma-
nufactured by my own company, exclusively 
in Poland. The second element relates to my 
personal ambition of fulfilling a mission that is 
important to me. As you know, the offering of 
lingerie and erotic clothing for women is very 
rich and diverse, while the opposite is true for 
men. Men expect women to look perfect and 
sensual, and they get that. Men also want 
to look attractive and alluring themselves. 
Sophisticated, seductive, intriguing. And this is 
where Regnes Fetish Planet comes into play. 
We level the playing field and provide oppor-
tunities so that every man who cares about his 
appearance can express himself in the way 
that he desires and that satisfies his partner. 
 

Which trends in the fetish market does Regnes 
reflect – or, in other words, what trends and 
styles have influenced Regnes and where has 
the brand set its own trends? 

Aleksandra: We are authentic, as well as 
evolving and developing. The authenticity 
comes from the fact that the world of fetish 
clothing and lingerie/underwear is important 
to me personally. I am a fetishist, and so is my 
husband, Mariusz. We design our products 
ourselves and also use them regularly. We 
test practically every product personally - in 
various situations, from intimate games to 
company meetings. We also dress in them  
at all the erotic fairs we regularly attend.
Now for the second part, developing and 
evolving. This subject matter intrigues us 

greatly and encourages us to experiment and 
blaze new trails that we set for ourselves and 
the company. To a very small extent, we look 
at other manufacturers‘ offerings, yes, but to 
a much larger extent do we listen to our final 
customers. We listen, observe, talk. Numerous 
trips and meetings throughout Europe have 
influenced our creativity and the evolution 
of our products. However, I have saved the 
most important element for last - the element 
that truly makes us different. Our clothing is 
a mix of fetish trends which are also strongly 
influenced by, and inseparable from, the world 
of men‘s fashion. They are both, mainstream 
and also classic. This is a unique quality that 
characterizes and distinguishes our brand, 
and most importantly, it is a quality that is also 
appreciated by our customers
 

Could you give us an overview of the Regnes 
product range? 

Aleksandra: Our product range is very diverse 
and certainly unique. From the very launch of 
the Regnes Fetish Planet brand, I decided that 
we should focus on products that are unique 
in various aspects, and that we should focus 
on specific target groups. I decided to closely 
tie it to, and integrate it with, the LGBTQ+ 
ideology and community, which is very  
close to my heart and to which I belong.  
And these influences can be seen in each  
of our underwear and apparel lines. 
As for our lines, we offer modern underwear - 
including different types of shirts and under-
pants. Intriguing and interesting products 
which can also be combined into image- 
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consistent sets. Our bestselling RedMark  
collection is a line of fetish clothing, and  
careful observers will notice influences from 
the fashion runways. You get the latest trends 
in men‘s fashion, combined with classic forms 
and shapes. There is also the influence of 
high-end tailoring. Within this collection, we 
offer shirts, jackets, coats, vests, pants, etc. 
Each product without exception is visually 
unique. However, this is not all we have to 
offer. I am proud to say that our company and 
brand is the world‘s first creator and manu-
facturer of a fetish collection of clothing and 
underwear dedicated to crossdressers. The 
name of this collection is Crossdresser Fetish 
Line. It is very recognizable and at the same 
time, it offers excellence and thoughtfulness in 
terms of appearance and functionality. What 
deserves additional and special attention 
is the fact that each product is designed to 
perfectly fit the male figure while emphasizing 
its qualities. Within this collection, we offer 
dresses, skirts, shirts, briefs. I would like to 
add, with no hidden satisfaction, that the 
Crossdresser Fetish Line was nominated in 

the category Best Fetish Line of the Year at 
the prestigious XBIZ Awards in 2022. 
 

Your products offer a lot of variety, but is there 
also something that unites them all? Quality? 
Design? Material? What are the unique selling 
points of Regnes‘ products? 

Aleksandra: Yes, there are several elements 
that are important to me which unite our pro-
ducts. No matter what collection or product 
group, they all reflect my definition of quality. 
Our underwear and apparel are comfortable, 
visually appealing, often with unique solutions 
that inspire experimentation during erotic play. 
We select what are, in our opinion, the best 
raw materials so that the aforementioned 
features distinguish all of our products. Attrac-
tive product design, durability, and beautiful 
packaging are the key aspects hiding behind 
my definition of quality. I would also like to 
add that the key to ensuring the high quality 
of our products lies within our company AND 
the people working in it. It was important to us 
from the beginning that our brand has Polish 
and European roots. From the very beginning, 
our company has been located in Lodz, where 
we have our own production and distribution 
facilities. We design, sew, and distribute our 
products ourselves, and we employ qualified 
specialists to ensure that our products are of 
the highest quality possible.
 

Is it true that you want to expand the product 
range in the future and also offer accessories, 
sex toys, and fetish furniture? 

Aleksandra: Yes, we had plans for Regnes to 
offer BDSM products manufactured exclusi-
vely in Europe - including erotic furniture and 
other gadgets. However, we are now moving 
away from that idea. During the pandemic, our 

Buch 2.indb   108Buch 2.indb   108 20.12.22   15:4020.12.22   15:40



Get ready 
for V-Day
Viva Cream is an exhilarating clitoral 
gel to stimulate arousal, intensify 
sensations, and provide exhilarating 
waves of tingling, cooling, 
and warming pleasure.

A1206

Check out our complete assortment now on Shots.nl
A1206

Swiss navy_EAN_adv_V-Day_A1215.indd   1Swiss navy_EAN_adv_V-Day_A1215.indd   1 15/12/2022   13:5915/12/2022   13:59

Buch 2.indb   109Buch 2.indb   109 20.12.22   15:4020.12.22   15:40



110

I N T E R V I E W

w w w . e a n - o n l i n e . c o m  •  0 1 / 2 0 2 3

plans changed. We are now focusing on  
our own range of clothing and underwear, 
creating new collections. We want the  
Regnes Fetish Planet brand to be associated 
with a premium quality clothing product,  
manufactured by us, exclusively in Europe. 
 

Who is the target group for Regnes products? 

Aleksandra: People who appreciate a unique, 
original, and visually outstanding product. 
People who look for new solutions, who like 
to experiment with their appearance. Who 
appreciate the craftsmanship of a product and 
are ready to buy more expensive products 
because they love the qualities that are asso-
ciated with them, the qualities that we offer as 

designers and manufacturers. We value our 
audience greatly. It includes people who have 
been dressing fetishy for many years. Why this 
group? After many years, these people have 
a lot of experience and knowledge about the 
products they wear and prefer. They are  
looking for the highest quality products in 
many aspects. That is also why we set the  
bar so very high. Only when we clear it do  
we meet the expectations of our audience.
 

What does your target group expect from a 
fetish brand and fetish products? 

Aleksandra: The requirements of our target 
group are very similar to my definition of  
quality, which I outlined in an earlier answer. 
As an addition to that, I will say that our brand 
is authentic and genuine. As fetishists, we are 
well aware of our customers‘  
expectations because they are the same  
as ours. We are very satisfied with what we 
offer and also with our standards – with the 
quality that our products represent.
 

Which distribution channels do you use  
to get Regnes out into the world?

Aleksandra: As far as distribution is  
concerned, our philosophy is very simple  
and clear. We are ready to cooperate and 
work with anyone who appreciates our work, 
our passion, the quality of each product, and 
the concept of each collection. People who 
appreciate the real premium brand that we  
are and that we have working really hard to 
become every day since 2019.  It is much  
less important to us whether it’s a small  
store, a chain of stores or a wholesaler.  
The most important thing is the relationship, 
the respect, and the acceptance of our  
philosophy of doing business. 
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In a previous interview  in EAN, you  
said that the biggest challenge is to  
keep reinventing yourself. Did you  
succeed in doing that in 2022? 

Miguel Capilla: As always, the analysis 
has their good things and the bad ones. 
We are quite happy with 2022 in general 
as we have improved our lead times ship-
ping out the orders (specially the big ones) 
and being even more efficient internally  - 
staff more flexible even able to do several 
different roles depending on the needs, 
more efficient processes, …. -  but we 
believe still we have some improvements 
to do, specially regarding new products 
and marketing wise, making the brand 
even more well known for those who don´t 
know a lot about sex toys. That is why 
2023 will be a key year for us, especially 
with all the cool products we are going to 
launch finally for wholesale and distribution

How do you assess the past year 
from your company‘s perspective?  

Has the Corona boom  
faded in the meantime? 

Miguel: It has been a 
good year in general, of 
course if we compare 
the numbers with the 
‚pandemic ones‘ we 
have been dropping 
those ones a bit but 
still we are up com-
pared with previous 

The past year was very successful for Fleshlight but the company 
was never one to rest on its laurels, so it’s no surprise Fleshlight are 
already announcing new products for the spring of 2023. And these 
products will turn heads, promises Miguel Capilla, COO of Fleshlight 
International. In our EAN interview, he explains why 2023 will be a 
very important year for his company.

Fleshlight will have a lot to say during  
the following year, we can promise that!
Mig ue l  C ap i l l a  announce s  e y e -ca tch in g  p roduc t  l a un c h es  f o r  Feb rua ry  a n d  Ma rc h
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years of the pandemic and growing. Again, the 
2023 launches of the new products in February: 
The UNIVERSAL LAUNCH, finally after few years 
with just being only retail product for us, AND 
the new TURBO FAMILY - a new Fleshlight item 
even more realistic than ever with an incredible 
new textures and awesome incredibly realistic 
outside shape - for March, will be the key for us 
for another growth in 2023. We are confident 
and excited for 2023. 

The year 2022 brought normality back to our 
market: retailers were able to reopen their 
stires, trade shows could take place again, and 
personal meetings with customers and business 
partners were possible again. How important 
was that for your company and the results you 
achieved in 2022? 

Miguel: We have come back again to one-to-
one meetings but to a ‚new normality‘ I would 
say as they are not that common now. I am 
really missing this one-to-one meetings in order 
to get real feedback from our customers becau-
se we were able to improve things internally and 
being better just listening to them. That is what 
all is about, being better every single year. That 
is why in the first half of the year, we will back on 
the road meeting our main customers and get 
that feedback again and convert that information 
into real improvements, Things are changing 
quickly, and you need to adapt yourself to it as 
soon as possible.
 

One global crisis had hardly ended when the 
next one followed: the war in Ukraine with all its 

consequences. Did this crisis have an impact on 
your activities and on the market in general? If 
so, how? 

Miguel: It really affected us. The cost of every 
single aspect of the production, picking and 
packing and involved in our daily routine have 
raised - cardboard, electricity, all ingredients 
raised, truck companies because of petrol, 
…… -  We have been keeping our prices at the 
same level for our customers as we promi-
sed, even though our suppliers have raised 
everything. We have been trying to be more 
efficient to don´t translate that increase to our 
customers but if we keep suffering the same 
inflation we may need to do that in 2023. We 
will anyway be doing our best to delay that as 
much as possible.

What trends defined the market for mastur-
bators, strokers and sleeves last year? 

Miguel: Definitely, the new interest for automa-
tized products and new way of enjoying these 
products has arrived for couple of years now. 
That is why after few years, we are able to sa-
tisfy the market with our UNIVERSAL LAUNCH, 
the first automated Fleshlight experience 
compatible with most Fleshlights with 4 stroke 
speeds and 4 variable lengths, up to 250 stro-
kes per minute and 60 minutes of runtime.
 

Even in 2022, the flow of countless new 
products and brands in the market for mas-
turbators, strokers and sleeves did not slow 
down. So to speak of a saturated market 
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would be wrong? What is the growth of this 
market based on? Simply on the increased 
acceptance towards these products and an 
accompanying increase in demand? 

Miguel: I don´t believe the market is satura-
ted at all. I think that we are in a great shape 
as the sex toys market is being developed by 
the new generation but also for people that 
didn‘t want to talk bout it or even experi-
ence it. I believe there is a lot of people out 
there as new consumers so there is room for 
everyone and we shouldn‘t be ‚fighting‘ for 
the same consumers. If we keep launching 
cool products and ‚normalizing‘ the sector, 
we should be increasing our numbers all of 
us during the following years.
 

What is Fleshlight planning for 2023?  
Can you tell us your plans and ideas? 

Miguel: As I said, February 15th we will be 
launching the FLESHLIGHT LAUNCH, and in 
March we will be releasing our new upgrade 
Fleshlight called the TURBO family in 2 colors 
and more realistic texture and outside forms. 
That family will have a few different SKUs 
and will be launched the complete family, in 2 
different months but everything in the first half 
of 2023. We are so excited that after years 
of work, we are able to provide these new 
products to all our customers. We really hope 
you like it.
 

What can the market expect from you in terms 
of new products?

Miguel: Apart from the LAUNCHh and the 
BOOST family, we will keep launching the most 
famous girls and boys for our range FLESH-
LIGHT GIRLS and BOYS, and hopefully for 
the second half of the year some new cool 
products that we are working at, right now
 

Fleshlight is known for constantly wanting 
to improve and optimize for the benefit of its 
customers. What is on your agenda for 2023 in 
terms of customer service, production capacity, 
logistics, delivery etc.?

Miguel: We are working a lot already on that, 
not just with Industrial engineers consultants 
but also in our facilities to improve ever-
ything especially productions wise  - we are 
preparing our Spanish facility to make our 
own gel, that means stock every single day of 
everything and no problem on stock, which 
now is minimum but that would mean 0 PRO-
BLEMS -  and shipping wise  - reducing lead 
times. We are working hard believe me, but 
I am pretty sure everyone will check another 
step forward coming from Fleshlight in the 
second half of the year!

UNIVERSAL LAUNCH will hit 
the market on February 15
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In recent years, the number of distribution 
agreements based on exclusivity has grown 
noticeably. What can Fleshlight contribute to 
the discussion about the pros and cons of 
exclusive distribution? 

Miguel: We don‘t sign these kind of deals  
but we are very loyal with the distributors  
and customers that we work with. We as a  
company, and me personally, we believe in 
being honest, talk about everything directly  
and find solutions together. We are working 
with most of our customers for years now,  
with an incredible good relationship where  
we can exchange information to make our 
business together better. This relationship  
must be a win-win situation as we both want  
to make money, which is what business is 
about and I only believe that this could be 
achieved if we work together and find  
solutions together.

What do you expect in 2023? Are there  
big changes in the market ahead or do  
you expect ‚business as usual‘? 

Miguel: I don´t think that there are going  
to be major changes but at least for us, it  
will be a really important year to set up the 
base for the following years, that will be  
really interesting to see. I cannot wait to  
start working on that
 

How will the masturbator product category  
develop in 2023? After all, they say trends 
come and go.... 

Miguel: I don‘t believe that they are going 
to be major changes but definitely it will be 
really interesting to tell men to use these pro-
ducts even more not just for only-sex-alone 
things but also to enjoy with their partner or 
even use them for medical purposes to treat 
certain men problems like premature ejacula-
tion, delayed one, prostatic issues,……
 

Looking beyond 2023, what challenges await 
your company in the future and why do you 
think Fleshlight is well prepared for these 
future challenges of our market? 

Miguel: We just can promise one thing,  
we are working hard every year to be better 
in every single aspect: new cool products, 
but also inside the organization we are  
working hard to improve everything. The  
people running the company in Austin & 
Santa Fe, USA - our R&D department - are 
doing great changes and helping all of us to 
be better as a whole and it is so exciting to 
be part of that process after 12 years in the 
company. Be ready because Fleshlight will 
have a lot to say during the following year,  
we can promise that!

BOOST, the first product in the new 
TURBO line, will launch in March
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TENGA was launched in 2005 with the 
goal of freeing male masturbation from  
taboos and stigmas – how much 
headway have you made since then? 
How successful have you been with 
your mission? 

Ikenna Lewis-Miller: TENGA’s  
mission to bring sexuality to the  
mainstream for all to enjoy has long  
been the motto of the company.  
That’s because we believe sexuality  
is as natural as sleeping and eating,  
therefore the products that support  

this should be enjoyed, proudly and  
unabashedly. One of the ways our 
success can be judged is in the greater 
acceptance and positive attitude  
towards men’s products from both  
inside and outside of the adult industry. 
When we first started, male masturbation 
(let alone products for it) was still very 
much a taboo subject which was  
reflected in the little to no media  
placements we were able to secure in  
key media. However, the conversation 
around male masturbation and sex toys 
for penises is being elevated, led by 
brands such as TENGA, we are seeing 
a clear shift in attitudes and perceptions. 
We can now see TENGA in hundreds of 
mainstream media titles while attracting 
an increasing number of people to try  
sex toys for penises.

Judging by the flood of masturbators, 
strokers, and other products for men that 
hit the market last year, it would seem 
that demand for male toys is as strong 
as ever. How do you assess the current 
situation? 

Ikenna: We are seeing signs that sex toys 
for penises are becoming more popular 
and normalized than ever. TENGA, for 
example, reached the milestone of 100 
million units shipped in December 2021, 
and our European e-commerce grew 
175% YoY from the fiscal year 2020 to 
2021 and is still growing at 158% from 
2021 to 2022 so far. 

For this interview, EAN 
invited Ikenna Lewis-Miller, 
PR & Marketing Director 
at TENGA, to look back 
at the developments and 
trends that had the biggest 
impact on the market for 
masturbators in 2022. At 
the same time, she exp-
lains how TENGA manages 
to stay ahead of the com-
petition with their nume-
rous products and brands 
in this growth market.

TENGA reached the milestone of 100 
million units shipped in December 2021
Ike nna  L e w i s -M i l l e r,  TE NGA ‘ s  PR  &  Ma rket ing  D i rec to r,  g i v es  us  i n s ig h ts  i n to  th e  ma s tu rba to r  ma rket
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It seems that more and more male toys rely on 
modern technology. While many products used 
to be quite simple, today they offer several 
functions at the same time (such as vibration, 
suction, heating, etc.). Is the increased use of 
technology one of the trends that have defined 
the male toy market last year? 

Ikenna: While it is very exciting to see  
other brands diving right into new fields and 
trends, our approach to product creation is 
to focus on designing things that suit us, our 
customers, and our brand vision. It takes years 
of engineering to develop the right design 
that delivers the ultimate experience. We like 
to be a fashionable and innovative brand and 
to keep on creating new products, but that 
doesn‘t necessarily mean to go with each and 
every trend. We do keep our eye on, and test 
significant new technologies, but we don‘t want 
to produce a product just for the gimmick of a 
novel new piece of tech - it has to be a good 
product overall.

What other trends defined the masturbator & 
stroker product category in 2022? 

Ikenna: There was a greater investment in the 
market which has resulted in a growing wave 
of better-design pleasure toys for men with 
better aesthetics and increased stimulation and 
sensations for the user. Brands are also ente-
ring the luxury and premium end of the market. 
TENGA itself launched the TENGA FLIP ZERO 
EVR and TENGA VACUUM GYRO ROLLER in 
2022, both of which upgrade the TENGA expe-
rience and provide the ultimate in pleasure.

Is the criticism justified that the implementation 
of modern technologies often feels like  
gadgetry without any real benefit to the user? 

Ikenna: As we answered in question 3, we  
will only use a new technology if we feel it 
matches our brand vision and will provide  
a better experience for our customers

Could you give a brief overview of TENGA‘s 
product development in 2022? What was your 
focus for the products you released last year? 

Ikenna: Last year saw the release of several 
great products from the TENGA brand, inclu-
ding the new weld-insert moulding technology 
featured in the TENGA Bobble. There was also 
the additional stimulation provided to our popu-
lar CUP and FLIP Series – the VACUUM GYRO 
ROLLER for the CUPs and FLIP ZERO EVR 
(Electronic Vibrotation). There were further addi-
tions to the FLIP ZERO Series with the Gravity 
and to the CUP Series with the Strong & Gentle 

TENGA FLIP ZERO 
EVR enables users 
to enjoy vibration 
and spinning 
sensations at the 
same time
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For Wholesale inquiries please contact: 
Leroy Klunder – Brand Ambassador
Email:  leroy@shots.nl
Telephone:  +31 (0) 6 82 38 6706

new exclusive sizes!

SD, US, Dual Sensation and Air Flow CUPs 
and the XTR CUPs, as well as a new affordable 
couple’s toy with the Smart Vibe Ring (SVR).
These launches mark the completion of our 
TENGA CUP Series renewal that started in 
2020, offering a variety of sensations for users 
of any size, strength, or stimulation preference. 
We’ve also looked at how we go one-step 
further with stimulation with our high-end  
optional attachments. The FLIP ZERO  
Electronic Vibrotation, which is an attachment 
for our FLIP ZERO series, allows for users to 
enjoy simultaneous vibration and spinning  
sensations. The addition of manual stroking 
offers even more pleasure, but users can also 
affix the item on a steady surface with their 
hand, and let the item do the work. Similarly, 
the VACUUM GYRO ROLLER attachment for 

our CUP Series allows for the same style of 
spinning sensation, with additional rhythmic 
suction, for an incredibly satisfying experience.

More and more people are consuming more 
consciously and, above all, more sustainably. 
Could disposable products, of which TENGA has 
many in its range, become a thing of the past? 

Ikenna: While it is true that the demand for 
reusable products is much higher in Western 
countries, perhaps due to more consciousness 
towards the environment, disposable items 
like the CUPS remain very popular in the Asian 
markets. We will however continue to innovate 
within our product range and look at ways to 
be more sustainable. The reusable FLIP Series 
(in particular, the FLIP ZERO EV) is very popular 
among fans of the brand and newcomers alike, 
and the recent reusable SPINNER Series has 
outperformed our expectations with its novel 
spiralling mechanism.

We already mentioned that the market is  
flooded with products. How does TENGA 
manage to stand out from this crowd? How 
important is it to appear as a brand and be 
perceived accordingly? 

Ikenna: TENGA has differentiated itself  
from its competitors through the unique 
designs, shapes, colours, materials, textures, 
packaging, and functionality of its products.  
We were the first company to develop the 
disposable egg masturbator, which has since 
been widely imitated, and we continue to bring 
the latest technological advances to male  
masturbation. The TENGA brand is now the 
leader in the category with over 200 products 
in its range, and is available in over 70  
countries worldwide, alongside growing  
TENGA Group brands such as iroha. 

The TENGA 
VACUUM GYRO 
ROLLER combines 
vacuum suction 
and rotating 
stimulation
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10246 
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10242 
Milkshake Dance
RRP: €34,99 

WWW.SCALA-NL.COM

The brand has also moved into apparel with the 
opening of TENGA STORE TOKYO, which has 
launched over 50 different clothing designs, 
with some of the world’s biggest fashion 
designers working in-house and paying close 
attention to the entire production process: the 
threading, the cuts, and the overall design!

It is said that, if told correctly, the brand story 
can be the key to the customers‘ hearts. How 
does TENGA tackle this challenge? 

Ikenna: TENGA’s brand story has always been 
‘To make sexuality something anyone can 
enjoy’ with our brand repositioning sex-toys 
for penises as not a replacement for sex, but 
a way to ‘Make Masturbation Better.’ Just as 
we sleep right, eat well, and take care of our 
bodies, masturbation should be another part 
of our overall self-care. This is underpinned in 
all of our communications and a key part of 
our strategy in creating an accepting society 
towards self-pleasure. 

Will the market for male products change  
significantly in 2023? What developments  
and trends do you expect? 

Ikenna: There appears to be a clear shift in 
attitudes and perceptions towards male  
pleasure and sex toys for penises which is 
driving the growth in the market, and we are 
seeing signs that sex toys for penises are 
becoming more popular and normalized than 
ever. The pandemic accelerated the growth of 
the category, and the result will likely be more 
product launches with further technological 
advances. Furthermore, as sex toys continue  
to grow in popularity for sexual stimulation  
or pleasure enhancement, they will become 
more widely used across all demographics 
including those in the trans community and 
people with disabilities. We are also likely  
to see more sex toys displayed in places  
where people go for their weekly grocery  
shopping, as consumers start to view  
pleasure as a larger part of their self-care  
and wellness routine.

“TENGA HAS 

DIFFERENTIATED ITSELF 

FROM ITS  COMPETITORS 

THROUGH THE UNIQUE 

DESIGNS,  SHAPES, 

COLOURS,  MATERIALS, 

TEXTURES,  PACKAGING, 

AND FUNCTIONALITY  OF 

ITS  PRODUCTS.” 
I K E N N A  L E W I S - M I L L E RTENGAs SVR is an 

affordable couple’s toy
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Diese speziellen, hochkonzentrierten Pher-
omone Parfums mit den unterschiedlichen 
Mischungen wurden entwickelt, um auf das 
andere Geschlecht noch anziehender zu 
wirken. 

These special, highly concentrated pher-
omone perfumes with their varied com-
positions were developed to make you 
even more desirable to the opposite sex. 

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.

HOT Productions & Vertriebs GmbH /// Wagrainer Str. 35 /// 4840 Voecklabruck /// AUSTRIA /// email:  office@hot-dl.com /// fon.  +43 7672 72009
/// fax.  +43 7672 72009-9

SHIATSU  pink
PHEROMONE Eau de Parfum women
15ml/0.5fl.oz
Art. No. 67143

SHIATSU  pink
PHEROMONE Eau de Parfum women
50ml/1.66fl.oz 
Art. No. 67133

SHIATSU  red
PHEROMONE Eau de Parfum women
15ml/0.5fl.oz
Art. No. 67144

SHIATSU  red
PHEROMONE Eau de Parfum women
50ml/1.66fl.oz 
Art. No. 67134

SHIATSU  Lime
PHEROMONE Eau de Parfum women
15ml/0.5fl.oz
Art. No. 67145

SHIATSU  Lime
PHEROMONE Eau de Parfum women
50ml/1.66fl.oz 
Art. No. 67135
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XR Brands has been a household 
name at American trade shows for 
nearly 10 years, and now the company 
is determined to turn their booth into a 
client destination at eroFame 2023. 
Michael Guilfoyle, who handles inter-
national sales for the California-based 
manufacturer, says many of his 2022 
European booth visitors were foggy on 
the ethos of XR. However, he doesn‘t 
believe that‘ll be the case for this 
year‘s show in Germany. Guilfoyle has 
been back on the road full-force for the 
latter portion of the past year, and his 
business trip itinerary has looked more 
like a dream vacation than a sales  
presentation tour. Guilfoyle has spent 
the last year crossing Europe and 
Australia with one major goal in mind: 
mention those two, little letters (or, 
rather, two huge, capitalized letters) to 
any distributor or retailer and watch 
their eyes light up with reassurance 
and familiarity. XR Brands is mostly 
associated with kinky goodies in the 
USA, though Guilfoyle says the 
company is looking to expand not  
only their client reach, but their  
reputation. XR is also home to plenty 
of high-quality, affordable vanilla toy 
collections with all the latest sex tech 
tools, like air-pulse stimulation and 
innovative, ergonomic design. If you‘re 
seeking something new for 2023, 
Michael Guilfoyle thinks XR Brands has 
what it takes to satisfy all consumers, 
no matter how mild or rough they  
prefer their play.

The EU customer has a slightly 
higher focus on quality and innovation
Mic hae l  Gu i l foy le  s e cu r e s  a  s t r ong  foo th o ld  f o r  XR  B ra n ds  i n  Eu rope
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Now that our industry’s business lifestyle of 
travel has mostly returned to normal, how has 
XR gotten back out into the world last year?

Michael Guilfoyle: We’re not quite ‚entirely 
back to normal,‘ but our travel schedules 
have mostly returned to pre-COVID levels. 
Our US team has been visiting some stores 
and customers throughout the pandemic, but 
we’ve really started back in the second half of 
2022. I’ve now been to Europe tthree times 
(including for eroFame) and Australia once 
since COVID .

As XR’s international sales exec, what’s unique 
about exclusively serving clients outside of 
North America? What does your specific client 
audience require to feel appreciated and be 
encouraged into repeat business?

Michael: I do have several US customers 
– wouldn’t want them to feel slighted. Howe-
ver, about 90% of my business is outside the 
Americas. I try to maintain the relationship more 
than the selling relationship. I try to be available 
as much as possible during their work hours. 
That doesn’t always work with customers in so 
many time zones, but we want to be a partner 
who is easy to do business with. Additionally, 
some of these markets have easy access to 
foreign manufacturers. As such, they tend to 
focus with us on those lines and items that are 
most unique. Luckily, with almost 2100 items 
now, we have a lot to choose from.

XR has positioned the company as a leader in 
kink products. Will the company be continuing 

this focus over the next few years? While XR 
does carry some non-kinky brand lines, is there 
any chance your company will place any further 
focus on your more vanilla offerings?

Michael: While we’re most known for kink, XR 
Brands is now comprised of over 50 brands 
and almost 2100 branded, packaged items 
(plus almost 700 bulk and leather items).  
We’ve launched an average of 21 new items 
every month in 2022. My point is that we’re 
absolutely focused on both kink and ‚non kink‘. 
We will always be your mainstream source 
for high quality, imaginative kink items. Howe-
ver, never overlook us for literally any type or 
category.

Which parts of the world have demanded your 
attention throughout 2022? Are there any 
specific countries, retail or distribution clients, 
or new market areas that have really blown up 
for XR this year?

Michael: Different areas in different ways. There 
are a lot of newer regulations that have gone 
into effect all over the world as nations and tra-
de regions come to grips with product safety in 
our industry. There are new or updated certifi-
cation requirements in the EU and South Africa. 
Australia’s ‚button cell‘ battery regulations went 
into effect last summer. Each of these chan-
ges necessitates many hours of work by both 
customer facing staff as well as our manufac-
turer facing staff. In addition, market changes 
require extensive planning with both our internal 
players and our in-market partners. An example 
of this is the recent consolidation in Europe.
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How did XR Brands fare at eroFame in Oc-
tober 2022? Did anything emerge that was 
interesting or surprising for your team upon 
re-entering the European trade space after 2 
years away?

Michael: It was great to be back in the 
same room with so many of our friends and 
partners. There were still a lot of traditional 
attendees missing (airfare from Australia was 
extraordinarily high), but there were plenty 
of us there to do good business. The most 
exciting thing for me was seeing the difference 
in brand recognition for XR Brands. Prior to 
COVID, we were still an unknown or up and 
coming brand to a portion of the EU market. 
Although most eroFame visitors knew our 
brands, I had to explain who XR Brands is to 
perhaps 1 in 4 visitors. This year, it was a lot of 
fans that were very excited to see us and our 
latest releases. I don’t believe I saw a single vi-
sitor that wasn’t fully aware of XR Brands and 
our wares. That recognition has taken a lot of 
work over a lot of years for a lot of people, but 
it’s exciting to see it start to pay off.

During your travels, where do clients prefer 
you spend your time? What’s of importance to 
European distributors and retailers from their 
manufacturer partners? 

Michael: Every customer is obviously different, 
but generally in Europe customers would pre-
fer you spend your time with their staff more 
than at the store level. This is a great way to 
do things as I can then impact the entire sales 
or customer service staff of a customer, which 
leverages to taking care of every end user. 
I tend to do more store visits in the US and 
Australian markets.
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Do your European clients have different 
product interests than the folks back in North 
America? Are there any niches or major trends 
that sell better in Europe than in the US?

Michael: With more than twice the population 
of the US, the mere size of the EU ensures it’s 
always a major focus of our product develop-
ment efforts. I would say the EU customer has 
a slightly higher focus on quality and on the 
innovation of the item. If it looks or acts like a 

generic rabbit, why do they need yours with 
so many options available? I would also say 
price has become more of an issue in the past 
year, but it’s still not the driving factor.

What will be your major goals and focuses 
throughout 2023? 

Michael: We’ve gotten about a half year of 
growing normalcy in 2022. We’ve got some 
trips and some shows under our belts. My 
(hopeful) motto for 2023 is ‚truly get back to 
normal‘. That means more travel again – as 
time in market directly supports our customers 
and their customers. Growing awareness of 
our company and brands is fantastic, but it 
also increases our responsibilities to support 
our partners.  On the product side, we’ll  
continue to focus on creating new and  
innovative products for our customers.  
We see sex furniture continuing to trend, so 
we’ve added an Obedience Adjustable  
Bondage Chair to the Kinky Couch and other 
items in our furniture line. We’re developing 
more in this category, so keep watching.  
And with customers looking toward more  
ease of use (due to the aging of the  
population and technology fatigue), we’re  
continuing to focus on that. A great example  
is our 72X Silicone Heating Wand Massager.  
It includes a smaller, easier to manipulate 
handle and a clear, large numeric display to 
make finding (and re-finding) your favorite 
setting easy.

This interview is 
contributed by Colleen 
Godin, EAN U.S. 
Correspondent
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Vegan Sex Toys – some may wonder 
how a sex toy would not be vegan. What 
seems obvious for lubricants, condoms, 
etc., is not immediately apparent to ever-
yone when it comes to sex toys. Would 
you provide some clarification? 

Jake Reynolds: Sex toys, in general, 
tend not to contain animal components 
beyond the obvious animal leather in 
some BDSM products. On a broader 
scope, condoms are not vegan, and the 
majority of lubricants do contain animal 
products. We are in the process of  
widening our product range into other  
sex accessories and will continue to  
respect the veganism of our culture.
Whilst many other toys may be vegan, 
they still contain harsh chemicals and  
materials that are harmful to our bodies 
and the planet. We want to stop this, not 
just in our use of vegan materials but of 
those with the least negative implications 
on our planet’s well-being.

VeganToys.co.uk was launched in 2018. 
What was your motivation to venture into 
the world of sex toy e-commerce?

Jake: My friend and I were discussing 
the taboos around female masturbation, 
and how much shame there is around it. 
Which got us talking about sex toys and 
how they can be very intimidating. This 
sparked a conversation about starting up 
a business which could promote healthy 
masturbation. 

In 2018 being a ‘vegan’ was becoming 
very popular, especially for Gen Z and  
millennials. If a product was ‘vegan’,  
people immediately associated it  
with being healthy. That’s where I put  
2 and 2 together and decided to create  
VeganToys - a brand that would hopefully  
become popular for its name, but mainly 
for its purpose - to promote healthy  
masturbation, and to open up more  
positive conversations about female  
pleasure and self-pleasure in general. 

Your name VeganToys.co.uk is already 
quite explanatory, but would you tell us 
more about your concept? How is  
VeganToys.co.uk different from other  
sex toy online stores? 

Jake: We are very different to many online 
sex toy stores because our products are 
created in a way that can bring laughter 
into the bedroom. We felt that selling sex 
toys in the shapes of fruit and veg makes 
1. Buying them less intimidating and 2. 
It’s easier to talk about something when 
a little humour is involved. There is a fun 
shape for everyone, we make sure not to 
leave anyone out - for those who want 
something a little more subtle; in 2022 we 
bought out a new toy called the ‘Lemon 
Drop’, it resembles a lemon, however, it  
is more discreet compared to our other 
veggie shaped toys, especially when 
using it with a partner. 
At VeganToys, we want people to feel 
good about themselves, that‘s why we 

The number of people who 
choose the path of consci-
ous consumption continu-
es to grow every day. This 
development can also be 
seen in the sexual wellness 
industry as there has never 
been more demand for 
products that are harmful 
neither to the body nor to 
the planet. British online 
shop VeganToys.co.uk 
caters to that demand, 
striving for an open and 
honest conversation about 
masturbation and sexual 
pleasure with a splash of 
wit and humour without 
diluting the main objective. 
Jake Reynolds, Managing 
Director of VeganToys, 
took the time to answer 
our questions in this EAN 
interview. 

I can only see e-commerce growing 
within the sex toy industry
Veg anToy s . co .uk  s tand s  fo r  a  he a l thy  a pp roa c h  to  ma s tu rba t ion
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also have a blog page with various very  
relatable blog posts and articles, which can 
reassure our readers that they are not alone in 
their thoughts or struggles when it comes to 
the taboos of masturbation. 

Markets evolve, trends come and go,  
and sex toys have become more mainstream. 
How would you define your target group?  
Is there such a thing as the typical  
VeganToys customer? 

Jake: At VeganToys, we haven‘t got a target 
group as such as our toys hit many demogra-
phics. I would say generally, our products tend 
to be very popular within the health-conscious 
community. We also have large popularity  
within the gifting space. Our products are 
perfect for gifting to a friend or even first-timers 
due to the fun marketing and designs. 

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

Jake: Instagram is our main way of interacting 
with customers. We like to upload interactive 
posts, which also include fun facts about sex 
and self-pleasure. TikTok as everyone knows 
has become a very popular social media  
platform, which we have begun merging onto 
but are still working on growing and posting 
funny, relatable videos. We want people to 
come across our social media pages and  
feel like they can learn new things, as well as 
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From the Fundistri Team

Thousands of quality toys 
at the best price

FUNDISTRI.COM

exploring what products may suit them best. 
Social media is important in the generation  
we live in today. Everyone uses social media, 
so it’s a brilliant way to reach as many people 
as possible. It is also useful for collaborations 
with other brands who have a similar ethos to 
ours. Together we can spread the word about 
healthy sex and positively influence people’s 
views on self-pleasure. We are always open  
to collaborations and new ideas to keep us  
up to date with the ever-changing world we  
live in today.

Topics like vegan lifestyle and sustainable 
consumption have gained a lot of traction in 
recent years. Have you been able to benefit 
from this development? 

Jake: The vegan market has grown  
massively in urban cities and is forecasted  
to grow much more over the years as more 
and more people are getting conscious  
of what they eat. This idea has made  
health-conscious people also question what 
they should put in their bodies. This leads 

them to discover VeganToys and them being 
conscious of only putting the best quality 
materials in their bodies.

Part of your mission is to rid the topic of mas-
turbation from stigmas and taboos. The accep-
tance of sex toys and their use has increased in 
recent years... is education still necessary? 

Jake: Absolutely, I think even if the accept- 
ance has grown, it still has a long way to go.  
It’s amazing how much things have changed 
and developed in recent years. However,  
it is so important that this change keeps  
developing alongside our generation. 
Many female friends in my life and my girl- 
friend‘s life are still having issues with feeling 
like their orgasms are not as important as their 
male-identifying partners in the bedroom, even 
if they are in a very healthy balanced relation- 
ship. This goes to show how much we still 
need to continue to educate people, and that 
using a sex toy in the bedroom should become 
normal and enjoyable for everyone. 

On VeganToys.co.uk, you criticise that many 
sex toys look intimidating which isn’t very 
helpful when you want to fight the taboos and 
stigmas associated with masturbation. With the 
products you offer, you present a contrast to 
this. What kind of products do the consumers 
find on your site? 

Jake: Generally, lots of sex shops can be 
intimidating due to the vast range of Fetish toys 
which are displayed. If a first timer walked into 
a sex shop and the first thing they saw was a 
14-inch veiny dildo it may put them off. 
We felt that selling sex toys in the shapes of 
fruit and veg makes 1. Buying them less intimi-
dating and 2. It’s easier to talk about something 
when a little humour is involved. 
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Fruits and vegetables - why this approach to 
sex toys? Where do you get your products 
from and how do you ensure that they meet 
your requirements - also and especially in terms 
of sustainability, resource conservation, etc.? 

Jake: As most sex toys are made in the 
southeast, it is hard to ensure sex toys are 
made sustainably. As we work with established 
suppliers, they have certifications to show  
the quality of the silicone that is used.  
We only use the highest quality of silicone,  
so the certification is very important to us.

We are hoping by 2025 we will be able to 
move all our manufacturing to the UK or 
Europe so we can have a more streamlined 
manufacturing process. This will enable us to 
reduce our carbon footprint due to quicker 
and more sustainable transport links. 

Where does the sex toy market stand in 
terms of sustainability? More and more lines 
are made from sustainable materials, with  
plastic-free packaging, etc. Are we going  
in the right direction?

Jake: We partnered up with a company 
called Plastic Freedom which sells products 
with absolutely no plastic, since working 
with them we have gone almost entirely free 
of plastic. With the climate crisis, it is so 
important that every business is doing as 
much as it can to lower its carbon footprint. 
When you purchase with VeganToys you have 
the option to pay a little extra at checkout to 
make your order carbon-neutral.

What can you tell us about your plans and 
the future of VeganToys.co.uk? And how 
do you think sex toy e-commerce will 
develop overall?

Jake: We have many ideas for VeganToys 
but our main focus at the moment is 
to design products for the male market 
as they are heavily requested by our 
customers. We are playing around with 
designs for male masturbators as well 
as anal products. 

I can only see e-commerce growing within 
the sex toy industry. As monthly rental shop 
prices are increasing, I can see more retailers 
diverging their energy and funds online rather 
than in stores.
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Raymond, what went through your head 
when you attended eroFame in October 
2022 after the event had been cancelled 
in 2020 and 2021 due to the corona- 
virus pandemic? 

Raymond Houtenbos: Excitement  
went through my head! I was excited  
to finally see people face to face again  
and do what I love doing most – travel-
ling to speak and listen to our valuable 
customers. It’s a world of difference  
to promote our brands in person.  
One real-life demonstration is worth  
a thousand Zooms. And the icing on  
the cake was winning an award for  
most innovative product line toys  
for Gender X!!

 
Did these past two years leave a lasting 
mark on our industry? 

Raymond Houtenbos, VP of Sales 
at Evolved Europe, describes the 
years 2020, 2021, and 2022 as a 
rollercoaster ride. No surprises there. 
Two years of a pandemic, then war 
in Ukraine … What marks have these 
events left on the market - and what 
marks do they continue to etch into 
the industry? This is just one of many 
questions about the past years that 
Raymond answers in this interview. 
But we don’t just look at the past, we 
also talk about the present and, even 
more importantly, about the future  
of our market.

I’m not sure there will ever be  
‚business as usual‘ model in our industry again
Loo k ing  back  a t  the  p as t  th r e e  y e a r s  w i th  Ra ymon d  Houten bos

Raymond Houtenbos, VP 
of Sales at Evolved Europe
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Raymond: Yes, definitely. The coronavirus 
pandemic had a huge impact worldwide on 
most industries. We needed to re-tool almost 
every aspect of our business, adapting to 
online-only communi-cation, re-thinking how 
our warehouses ship products, sending office 
workers home to work remotely – these were 
changes that happened very quickly. Bouncing 
back to ‚normal‘ is a much slower process.  
We’re just starting to see what aspects of  
the COVID times will stay on as permanent 
changes, if any. 

 
The beginning of 2022 was marked by 
optimism: The first trade fairs could take 
place again, travel to customers and business 
partners was possible once more, and retail 
stores were allowed to reopen... and then 
came February 24. Gone was the dream of a 
return to normality – and also the dream of a 
prosperous sex toy market in 2022? 

Raymond: It’s been a roller coaster ride of  
expectations and disappointments over the 
past 3 years. The important thing for us at 
Evolved has been to remain flexible in our 
business strategy. We’re focused on keeping 
safe practices in place and plan to just roll 
with the closures when they happen. Three 
years in, it feels exhausting to keep revising our 
protocol to meet global COVID guidelines and 
restrictions, but at the same time, we’ve found 
success by adapting as efficiently as we can.  

 
Inflation, the energy crisis etc. played a major 
role throughout 2022 and had a negative 

impact on the consumer climate. If the sex toy 
market is a market like any other (as is often 
claimed), it would be subject to the same 
developments and fluctuations. Sales figures 
should therefore have fallen accordingly.  
But have they? 

Raymond: There are certainly fluctuations in 
the consumer climate with these ‘wild card’ 
factors, but the decrease in sales figures has 
been limited for us. We’re still analysing  
market behaviour to find out what customer 
habits or world events might be behind the 
numbers, but one theory is that instead of 
people spending money on one-off nights  
out on the town lately, they’re instead deciding 
to invest in a pleasure product that guarantees 
multiple enjoyable evenings. We can’t  
complain about that!

 
Now that we‘ve talked about the crises,  
let‘s move on to the trends. Which trends  
had a particularly strong impact on the  
sex toy market and influenced product  
development last year?

Raymond: We’re aware of big and small 
trends around the world and create products 
accordingly. For example, the sea change in 
cultural acceptance of gender fluidity is so 
important that we created a whole new line 
for it with Gender X. Then at the micro level, 
innovation in strokers became higher in  
demand last year, so we’re responding with 
new technology for strokers, tinkering with 
ideas to make them multi-functional with 
unique shapes, vibrations, and more. 

Buch 2.indb   141Buch 2.indb   141 20.12.22   15:4020.12.22   15:40



142

I N T E R V I E W

w w w . e a n - o n l i n e . c o m  •  0 1 / 2 0 2 3

If we look at the distribution channels for sex 
toys, there was nothing new to report in 2022 
- the dominance of e-commerce is not only 
unbroken but even visibly getting stronger.  
Do you agree? 

Raymond: Yes, e-commerce is dominant,  
but we believe brick & mortar shops will  
never completely disappear. Customers need 
expert advice, and even the most detailed 
explanation on a website can’t replace a  
well-trained sales representative. At the store 
level, you can get tailored recommendations 
with a personal touch - something an  
algorithm will never be able to reproduce.

 
As for the B2B market, have we seen the 
rebirth of exclusive distribution in 2022? 

Raymond: I am not in favour of exclusive 
distribution because it excludes other  
potential partners and restricts the  

customer‘s freedom of choice. I am in favour 
of strong relationships with our regional part-
ners since they have local market knowledge, 
and they understand their customers like no 
other. With honest and close co-operation, 
we can achieve common goals. 

 
Where is our market headed in 2023? 
 
Raymond: I don’t have a crystal ball when  
it comes to the market as a whole, but I  
can tell you that at Evolved, our mission 
hasn’t changed – we’re always innovating,  
re-inventing, and re-imagining to bring  
as many new ideas to the worldwide  
market as we can. 

 
Do you expect big changes or disruptions  
in the market? Will it be business as usual  
in terms of trends, product developments,  
distribution channels, etc.?
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HIGHEST STANDARD FOR YOUR PLEASURE
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THE TOP OF YOUR 
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SINGLE DAY”

THE EVOLUTION OF THE VIBRATOR

A1215

Check out our complete assortment now on Shots.nl or ShotsAmerica.com
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Raymond: Honestly, I’m not sure there will 
ever be ‚business as usual‘ model in our 
industry again. COVID restrictions have eased, 
which makes everything more manageable 
and less stressful, but we don’t want to let our 
guard down in case other disruptions occur. 
The conversation continues internally about 
‚best practices‘ going forward. Adaptability is 
the most important trait to have in this busi-
ness climate.

 
During the ‚sex toy boom‘ of the Covid years, 
forecasts for our market predicted impressive 
growth ... Things turned out differently, but 

can the growing acceptance of sex toys and 
the accompanying increase in demand get  
our market back on track for the long term? 

Raymond: The lockdown ‚boom‘ was  
interesting – our industry was definitely part  
of the at-home product explosion! But we 
can’t look at the dip back to ‘normal’ as a 
negative trend because it isn’t. Overall, the  
trajectory is still on the upswing precisely 
because of the growth in acceptance of  
pleasure products. The freedom to explore  
sexuality is becoming less and less  
stigmatized year after year, which is the  
true long-term ‚boom‘!
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Rumour has it that you've written a book. Is 
that true? 

Roos-Anne Bijen: With the biggest smile 
I am able to say, yes! I finally did it. It was 
something I always wanted to do, and I 
finally got myself to sit down each day and 
write 1500 words until it was finished. It took 
me about 4 months, and I recently got a call 
back from a publishing house so yes, my 
book will become reality (in Dutch)!

What was your childhood ambition? 

Roos-Anne Bijen: I always dreamed of 
becoming an actress or writer.

How did you get into the industry? 

Roos-Anne Bijen: When I found my passi-
on for marketing, storytelling, and reaching 
the audience with the right tone of voice, I 
realised you could sell anything - but which 
market was the tough one? Where do you 
have restrictions that you carefully have to 
play around, where do you have to work 
harder to get to that same level of marke-
ting. The sex toy industry met those criteria. 
That’s why I started. But for me, the reason 
I am so committed to the industry is the 
open-mined people in it, the passion, the 
way of thinking. This industry truly is like no 
other business.

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

Roos-Anne Bijen: I am sure I would be in 
marketing but probably for another brand, 
less exciting!

What was the biggest step in your career? 

Roos-Anne Bijen: When I was 21, we  
(my partner and I) moved to Dubai to  
expend our business, we had set it up  
from scratch. We lived there for 7 years  
and I learned so much from this process -  
in a way it shaped me. 

Where do you see yourself in 
10 years’ time? 

Roos-Anne Bijen: Hopefully still look-
ing young! I actually do see myself still at 
SHOTS, the vibe at the office and the trust 
they have put in me, I think we can do ama-
zing things! But also, hopefully, you’ll see my 
books and translated versions of it across 
the world. 

How do you envision the future of the 
industry? 

Roos-Anne Bijen: It’s a market that keeps 
on growing and innovating. I believe it will 
become more sustainable and even more 
gender inclusive within a short period of 
time. I am a big believer in inclusivity for all 
and woman empowerment, and I believe 
this is going to resonate in the market more 
and more.

What is your idea of a perfect working day? 

Roos-Anne Bijen: Starting with a nice big 
cappuccino. I absolutely love the days when 
I can meet with creative and inspirational 
people and get to work on my 'wild idea' 
board that’s in my office. Then writing press 
releases and newsletters, getting lost in 

 
 

 

Marketing in the sex toy 
market is often a challen-
ge, but that’s exactly what 
Roos-Anne Bijen was looking 
for when she took over 
the position of Marketing 
Manager at SHOTS. In this 
edition of Monthly Mayhem, 
we also touch upon the fact 
that she has written a book 
which is now being eyed by 
a publisher. Moreover, we 
talk about cappuccino, nude 
Santa, Quentin Tarantino, 
and female empowerment.
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Roos-Anne Bijen
Quest ions  & Answers

writing before pitching another creative idea to  
the team, and if it’s a perfect day, they all agree 
with me. 

How do you relax after work? 

Roos-Anne Bijen: As a mom of two, my after- 
work hours are for family fun. Relaxing with my 
two kids includes jumping on trampolines, running 
around, playing games, and playing football and I 
really enjoy that!

Who would you consider your role model and why? 

Roos-Anne Bijen: Ruth Bader Ginsburg, woman 
empowerment! She was a powerful voice and 
juggled motherhood and her career while fighting 
for so many rights, but always doing it with 
elegance and determination.

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

Roos-Anne Bijen: You! Whoever is reading this, 
I am sure you did something amazing and you 
should get credit for it! Here you go!

Which personal success are you proud of? 

Roos-Anne Bijen: Definitely my two kids, they 
are turning out to be very kind, generous, loving 
but straight forward go-getters with a great sense 
of humour.

What do you particularly like about yourself?  

Roos-Anne Bijen: My happy vibe and being 
enthusiastic in life. 

Which vice could you never forgive? 

Roos-Anne Bijen: That’s a hard one. Envy or not 
being sincere, I can forgive a lot and move on but 
not being sincere does not fly with me and envy 
doesn’t look good on anyone.

What song do you sing in the shower? 

Roos-Anne Bijen: Well, I can go from 'Baby 
Shark' to 'Adele' within a second. All sounding 
horrible, of course.

Who would you never ever like to see naked? 

Roos-Anne Bijen: Santa, it would probably ruin 
Christmas for life.

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

Roos-Anne Bijen: If I could pick anyone I would 
go for Quentin Tarantino. He can choose the  
movie, I’ll get the popcorn and try to figure out 
how he sees things.

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

Roos-Anne Bijen: I am not too big on holidays I 
get bored easily so maybe travel the world in 30 
days, that’s seems fun.

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

Roos-Anne Bijen: And endless supply of drinking 
water, a big knife, and my family (and stuff their  
jackets with food - yes, I make them wear jackets).
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If you could swap lives with somebody for a day, 
who would it be? 

Roos-Anne Bijen: Elon Musk and transfer all 
his money to the world population, or is that too 
rude?

Is there anything you would never do again? 

Roos-Anne Bijen: Judge people without kno-
wing their story.

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

Roos-Anne Bijen: You always miss 100% of 
the shots you didn’t take, so go for it. Be happy, 
create amazing things, don’t hold back, and 
while doing that, enjoy and good vibes only!

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

This product is available at your regular wholesaler. 

Producer and wholesaler of pharmaceutical, cosmetic and stimulating products
cobeco pharma wholesale bv • hertzstraat 2 • 2652 xx  berkel en rodenrijs • nl
t +31 (0)10 290 09 91 • sales@cobeco.nl • www.cobecopharma.com

go green with our 
eco-friendly products

ORGASM
CREAM

HOT Productions & Vertriebs GmbH /// Wagrainer Str. 35 /// 4840 Voecklabruck /// AUSTRIA 
office@hot-dl.com /// fon. +43 7672 72009 /// fax. +43 7672 72009-9

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

Perfect for mutual application in the intimate area. It creates a 
warming and tingling feeling that can bring her and him to the 
climax faster. 
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ORGASM CREAM
couple
30ml/1.0fl.oz
Art. No. 67206
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EDIBLE LOVE 
LUBRICANT

HOT Productions & Vertriebs GmbH /// Wagrainer Str. 35 /// 4840 Voecklabruck /// AUSTRIA 
office@hot-dl.com /// fon. +43 7672 72009 /// fax. +43 7672 72009-9

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 

world-of-hot.com

Available in 6 different flavors.

spanish fly 
extreme

spanish fly 
                   GOLD

GOLD – strong
men / 30ml
Art. No. 77100GOLD – strong  - 

women / 30ml
Art. No. 77101

men / 30ml
Art. No. 77102
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Mby HOT

H O T  P r o d u c t i o n s  &  Ve r t r i e b s  G m b H
Wagrainer Str. 35 /// 4840 Voecklabruck /// AUSTRIA 
office@hot-dl.com /// fon. +43 7672 72009 /// fax. +43 7672 72009-9

women / 30ml
Art. No. 77103

erection
spanish fly cream

men / 30ml - Art. No. 77206

spanish fly
GOLDGOLD  &  extrextremeeme

spanish fly 
drops

Available at your wholesaler /// Erhältlich bei Ihrem 
Großhändler /// Disponible chez votre grossiste /// Dis-
ponible a través de su vendedor mayorista /// Dispo-
nibili 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

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