
Here are the topics that surfaced repeatedly 
in speaking with licensing executives at the 10th 
annual Kazachok Licensing Forum held in Paris 
mid-April:
} The economy;
} DJs and spokespeople;
} Retail skittishness;
} Importing U.S. brands into Europe;
} DTR;
} China sourcing; and
} Western European agents (and their prop-

erties) expanding eastward.
With the possible exception of DJs surfacing 

as a promotional medium for licensed proper-
ties, none of these are new considerations. But 
there are distinct contrasts between the Euro-
pean lens and the American one. 

The Economy
The economy is still the issue for Europeans 

in the licensing business. While there’s a frag-
ile sense in the U.S. that the business is seeing 
positive momentum—a little more openness to 
experimentation, slightly higher initial orders—
I can report that literally every conversation 
I had with a licensing executive at Kazachok 
began with a statement similar to that of con-
sultant Rob Watson, invoking both the current 
reality and tentative optimism: “No one’s mak-
ing a decision unless they’re forced into it. Yet 
business goes on.”

Referencing manufacturers, BNL’s David 
Speijer, who represents the second generation 
for that long-standing European licensing agen-
cy, similarly says, “They are merging to stay in 
business. When the economy goes up we’ll see 
changes. We all always try to expand, but it’s 
hard [now]. But we like challenges.”

In the U.S., the stock market has given heart 
to some, but more important in our sights is 
what we’re hearing from subscribers to some 
of our consumer research newsletters. One real 
estate consultant, for example, who specializes 
in the market for senior living facilities, tells us, 

“About six months ago we started hearing the 
focus groups turning positive, and that’s con-
tinuing. And we’re starting to see investment in 
building pick up for the first time since 2008.”

That thrust powers expansion across the 
economy and should bode well for licensing. 

A few licensing executives from specific ter-
ritories—notably Turkey and Russia—are more 
optimistic than the rest as they watch their 
markets expand. But that expansion is from a 
very small base. And those outside Russia are 
concerned that political issues could stand in 
the way of consummating deals.
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TLL Survey

Corporate Trademarks, Brands Up 
3.7% in 2012, Again the Strongest 
of the Major Property Types 

Retail sales of licensed merchandise based 
on Corporate Trademarks and Brands in the 
U.S. and Canada were up 3.7% in 2012, accord-
ing to TLL’s Annual Licensing Business Survey. 
Retail sales were $26.1 billion (representing 
27.4% of the total licensing business) compared 
to $25.18 billion in 2011. 

This growth did not equal the 5.8% increase 
the sector showed in 2011. Still, Corporate 
Trademarks and Brands experienced the fast-
est growth of any major sector in licensing in 
2012 and was second overall, with only Interac-
tive Properties showing more strength. The lat-
ter grew 8.9%; however, retail sales in this small 
sector are only $577 million and represent just 
0.6% of the licensing market overall. 

Food and Consumer Electronics Remain Strong
As has been the case for the last several 

years, licensed goods-based Restaurant and 
Food brands led the way, with 4.3% and 3.9% 
growth, respectively. Most of this is driven by 

Continued on page 3
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HASBrO ADvANCeS
Hasbro has “a couple of advances 
left on the Marvel agreement 
for this year”: $30 million due in 
May, and $50 million in July. And 
the final payment of Hasbro’s 
guarantee to The Hub—$25 mil-
lion—comes up in November, the 
company’s Brian Goldner reported 
in an analysts call following release 
of first-quarter results. Also of 
note: 51% of the company’s busi-
ness in the first quarter was outside 
the U.S. And Hasbro shares licens-
ing income for American Greet-
ings’ Care Bears and Strawberry 
Shortcake. “We may look at having 
other people do some of those 
brands over time,” he added.

CArrerA AND CHOO
Footwear designer Jimmy Choo is 
teaming with Carrera, a division 
of Safilo, for a capsule collection 
of eyewear under the Carrera by 
Jimmy Choo label. Carrera was 
founded in 1956 and made motor-
cycle goggles, ski masks, and ski 
helmets before moving into fash-
ion sunglasses and optical frames. 
Jimmy Choo’s brand has extended 
from women’s footwear into luxury 
handbags, leather goods, scarves, 
eyewear, belts, fragrances, and 
men’s shoes.

PAINT yOur MAGIC
Glidden’s Disney paint line is com-
ing to market after two years in 
development, exclusively at U.S. 
Walmart stores. The line includes 
color palettes inspired by Disney 
Fairies and Cars; a range for babies 
featuring shades such as Eeyore’s 
Rain Cloud and Blushing Piglet; and 
a line of bright colors for tweens 
and teens. Five specialty finishes 
also are available, ranging from 
glitter, metallic, and confetti to a 
yellow glow coating and a colored 
chalkboard surface.

SeW yOur PrIDe
Jo-ann adds Ohio State University 
to its roster of collegiate licenses, 
offering four cotton and three 
fleece fabrics printed with the uni-
versity’s mascot, Brutus, and other 
imagery tied to the school. This 
is the 53rd collegiate license for 
Jo-Ann, which has 800 stores in 49 
states. 

NO PLAyBOy CLuB FOr INDIA
Plans to open a licensed Playboy 
Club on the beach in Goa, India, 
have been quashed by the regional 
government, which said it could 
not give permission to operate a 
“beach shack,” as reported in The 
Guardian. The licensee, Mumbai-
based PB Lifestyle, secured a 
license last year to open clubs, 
hotels, bars, and cafes, as well as 
sell branded merchandise, in India. 
Goa would have been the first 
location under the deal. 

IMG SIGNS e-COMMerCe DeAL 
FOr CHINeSe SOCCer GeAr
IMG Worldwide, licensing agent 
for the Chinese Football associa-
tion, has signed a leading Chinese 
e-commerce company, Jingdong, 
as the exclusive online retail-
ing partner of the CFA’s China 
Super League. The five-year deal 
relaunches a partnership that was 
last in place in 2010. As of 2013, 
the league has 16 teams, mostly 
in Eastern China cities such as 
Beijing, Guangzhou (two teams), 
and Shanghai (three teams). The 
league’s players hail from all 
around the world.

rOyALTy DeFICIT
According to the 2013 Roy-
alty Compliance Report, compiled 
annually by Invotex, only 11% of 
audited licensees report royalties 
accurately. While 27% underre-
ported and underpaid by 1% to 

5% in early 2013, almost the same 
number (25%) underreported and 
underpaid by over 100%, according 
to the royalty compliance specialist. 
The remaining 26% underreported 
by between 6% and 99%. The top 
three errors that lead to under-
reporting and underpayment of 
royalties are underreporting  
sales (with 55% doing so), misin-
terpreting the licensing agreement 
(38%), and overstating deductions 
(28%). 

DAM TrOLLS Are BACK
DreamWorks animation has 
acquired the global intellectual 
property rights, outside Scandi-
navia, for the Thomas Dam Trolls, 
which were introduced in 1959, 
achieved fad status in the 1960s 
and 1990s, and were reintroduced 
less successfully as Trollz in the mid-
2000s. Denmark-based Dam Things 
retains the rights to the Scandina-
vian countries.

DrIBBLe THIS!
NBA SCOreS ZArA 
Global retailer Zara has created its 
first collection tied to a U.S. sports 
league, launching a line of T-shirts 
for boys 3-12 under license from 
the NBa. Meanwhile, the New 
York Knicks franchise is the most 
popular in NBA team merchandise 
sales, and one of its players, Car-
melo Anthony, is No. 1 in jersey 
sales, according to the league. 
The top five teams, in descending 
order, are: New York Knicks, Miami 
Heat, Los Angeles Lakers, Brooklyn 
Nets, and Chicago Bulls. Top five 
in jersey  
sales: Anthony, LeBron James 
(Miami Heat, and formerly No. 
1), Kevin Durant (Oklahoma City 
Thunder) Kobe Bryant (Lakers), and 
Derrick Rose (Bulls). The NBA data 
cover November 2012 through  
mid-April.
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brand-extension licensing into the Food and 
Beverage sector. The latter was the second fast-
est-growing product category within Corporate 
Trademarks and Brands in 2012, up 7.9% over 
2011. Consumer Electronics was the top growth 
category within this sector, rising 10.1%. 

Some observers believe the Consumer Elec-
tronics sector is underrepresented in the TLL 
survey, both on the property type and product 
category side, given the huge numbers associ-
ated with the many deals involving Consumer 
Electronics brands extending into adjacent Con-
sumer Electronics categories. Many of the major 
electronics brands rely heavily on licensing to 
market everything from televisions to light 
bulbs to small appliances. 

Other categories that may be on the conser-
vative side, given the composition of respon-
dents to the TLL survey, include hardware and 
paint (with tools being a significant licensed 
business) and “Other,” which measures licens-
ing programs encompassing categories as 
diverse as electronic generators, heating and air 
conditioning products, and solar panels. (The 
TLL survey only includes consumer products; it 
would include solar panels sold to individuals at 
a DIY or hardware store, but not those sold to 
industrial customers, for example.)

Other Property Types and Product Categories
While Food and Restaurant brands showed 

the highest growth among Corporate Brand 
property types in 2012, all types measured by 
TLL showed increases during the year, from 
Sporting Goods to Automotive/Motor Vehicle. 

On the product category side, meanwhile, 
the results were mixed. In addition to Food/
Beverages and Consumer Electronics, catego-
ries experiencing growth were Accessories, 
Apparel, Footwear, Health/Beauty, Infant Prod-
ucts, Sporting Goods, and Toys/Games.

Those showing declines included Domestics, 
Furniture/Home Furnishings, Gifts/Novelties, 
Housewares, Publishing, Stationery/Paper, and 
Videogames/Software. Most of these are small 
categories overall and not core to the majority 
of Corporate Trademark brands (although there 
are always exceptions). 

It should be noted that individual Corporate 
Trademark and Brand programs are unique in 
terms of category breakdown, and many diverge 
significantly from these overall averages. The 
Sunkist program bears virtually no resemblance 
to that for Farberware or Westinghouse, for 
example. This wide diversity is associated with 

Corporate Trademarks and Brands more than 
for any other that TLL tracks, by far. 

In terms of distribution, the major changes 
in 2012 were a slight increase in e-commerce 

Major Property Types
Continued from page 1
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RETAIL SALES OF LICENSED TRADEMARK/BRAND-BASED MERCHANDISE,  
BY PRODUCT CATEGORY, U.S. AND CANADA, 2011 VS. 2012

(dollars in millions)

CATEGORY
2012  

RETAIL SALES
2011  

RETAIL SALES
% CHANGE  
2011-2012

2012 SHARE  
OF MARKET

Accessories $1,749 $1,680 4.1% 6.7%

Apparel $2,259 $2,160 4.6% 8.7%

Consumer Electronics $3,424 $3,110 10.1% 13.1%

Domestics $79 $80 -1.8% 0.3%

Food/Beverages $7,747 $7,180 7.9% 29.7%

Footwear $1,652 $1,590 3.9% 6.3%

Furniture/Home Furnishings $922 $950 -2.9% 3.5%

Gifts/Novelties $336 $340 -1.2% 1.3%

HBA $1,012 $980 3.3% 3.9%

Housewares $528 $540 -2.2% 2.0%

Infant Products $218 $210 3.6% 0.8%

Publishing $853 $860 -0.8% 3.3%

Sporting Goods $1,059 $1,020 3.8% 4.1%

Stationery/Paper $108 $110 -1.5% 0.4%

Toys/Games $547 $530 3.2% 2.1%

Video Games/Software $752 $800 -6.0% 2.9%

Other $2,860 $3,040 -5.9% 11.0%

Hardware and Paint $149 $140 6.7% 0.6%

Gardening $104 $100 3.9% 0.4%

Pet Products $201 $190 5.6% 0.8%

Automotive Accessories $350 $330 6.2% 1.3%

Boats and Vehicles $486 $450 8.1% 1.9%

Other $1,569 $1,840 NA 6.0%

TOTAL $26,106 $25,180 3.7% 100.0%

source: The Licensing LeTTer

Discounters (36.3%)

Supermarkets/Grocery Stores (26.3%)

Dealers, Wholesalers,
 Distributors (12.5%)

Specialty Stores (10.1%)

Drug, Variety and
 Convenience (5.8%)

E-Commerce (4.8%)
Department Stores (2.2%)

Other (1.0%)
Mail Order/TV Shopping (1.0%)

RETAIL SALES OF LICENSED TRADEMARK/BRAND MERCHANDISE,  
BY DISTRIBUTION CHANNEL, U.S. AND CANADA, 2012  

TOTAL = $26.1 BILLION

source: The Licensing LeTTer

Continued on page 10
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DJs as Promoters
As someone who was a close observer of the 

music business during the initial disco years, I 
remember clearly the emergence of club DJs as 
powerful brokers of hits. They were the early 
adopters, so to speak, and by influencing the 
patrons at key clubs, they could start the word-
of-mouth viral marketing critical to hit-making.

As their power increased, brands started 
using the DJs. I don’t have details on the licens-
ing programs DJs have been involved in that 
came up in passing during conversations. But 
the fact is that DJs came up three times in two 
days (one instance was at a meeting in Amster-
dam not affiliated with Kazachok—the others 
are a Starter Black Label promotion for Refuel 
in the U.K., and efforts BNL has undertaken for 
some of its properties).

If DJs help craft image, so do spokespeople. 
This has been critical for The Licensing Com-
pany’s (TLC) joint venture with Iconix in devel-
oping some Iconix-owned U.S.-based brands in 
Europe, says TLC’s Regine Labrosse. Among the 
examples she cites is Rocawear’s use of male 
model Rick Genest, known as “Zombie Boy” for 
his head-to-toe tattoos resembling a human skel-
eton, to launch as a lifestyle brand in France.

“Rocawear is a hip-hop brand in the U.S. asso-
ciated with founder Jay-Z,” explains Labrosse. 
“Jay-Z is known in France, but a hip-hop image 
isn’t going to work here.” So they hired Genest 
for a photo shoot and are launching initially as 
a specialty brand. “Once we’ve built a story” 
demonstrating performance at that level, TLC 
will move the brand to wider distribution or a 
U.S.-style DTR agreement. (More on that strat-
egy below.) 

Retail Skittishness
The shot heard ’round the world: “No one will 

take a property unless there’s a proven track 
record.” We heard it repeatedly. But retail skit-
tishness goes both ways: retailers are scared to 
take a chance, and property owners are fretful 
over which channels to enter.

“Every retailer is reducing stock,” says 
Labrosse on the first count. “They will only com-
mit to small production runs, and they won’t 
re-order. So they’re not giving manufacturers a 
chance for success.”

Channel Differentiation
Speijer notes that BNL steers classic proper-

ties away from mass markets and value retail-
ers (the latter being the equivalent of U.S. dollar 

stores)—much as property owners in the U.S. 
used to do.

In the U.S., however, property owners rang-
ing from General Mills to Disney signed on with 
dollar stores to mitigate the effects of the eco-
nomic downturn. They discovered that creat-
ing products and packaging them specifically 
for that channel didn’t appear to hurt (at least 
not substantially) their performance at higher 
levels.

Yet even as Speijer insists on “the impor-
tance of protecting the brand” from Primark and 
other value chains and says that once you are 
in the lower channels you can’t build upward, 
he says they’re taking Betty Boop and Lancome 
from mass and “upscaling” them to mid-tier.

Importing/Exporting Brands and DTR
Iconix Europe, the Iconix/TLC joint venture, 

will one day serve as a case study for what hap-
pens when you try to take U.S. apparel brands 
and move them to new territories. It’s too early 
to project the level of success the company will 
achieve, but there are early signs that they’re 
learning what the obstacles are—and how to 
overcome them.

The initial goal, Labrosse says, was to imple-
ment the Iconix DTR model in Europe.

“When we went to retailers here, though, 
and told them how well any given one of these 
brands had done, say, at Walmart, they weren’t 
interested.

“Retailers here don’t have the thousands of 
doors Walmart has. [When we take a brand to 
them] they’re more interested in what Asda did. 
We have to work on a different scale,” Labrosse 
continues.

“There’s also sometimes a knee-jerk reaction 
to U.S. brands. We have to make some of these 
brands skew differently. We had moments after 
our initial meetings with retailers [following the 
launch of the joint venture] where we couldn’t 
understand why” the U.S. DTR model didn’t 
work.

In addition to the Rocawear example cited 
above, Labrosse recounts the evolution of the 
Starter introduction in France.

“Starter is a $1 billion brand in Walmart, but 
in France, they’re only known for baseball jack-
ets among an older audience. So we created the 
Starter Black Label line for apparel, headwear, 
and baseball jackets for Refuel in the U.K.; Refu-
el also has European rights. It’s a lifestyle brand 
that piggybacks on nostalgia. And we worked 
with DJs to attract young adults.”

Spain’s confection brand Chupa Chups’ No. 
1 territory for licensed merchandise is Western 

Kazachok
Continued from page 1
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DO YOU KNOW?
} The average royalty

across all property
types and product
categories?

} Which three 
property types 
earn the highest
royalties?

} Which three 
product categories
pay the highest 
royalties?

} The range of 
guarantees for 
licensing agree-
ments?

} How long the 
average licensing
contract runs by
property type and
product category?

Back up your 
negotiations with 
authoritative data
from the 2013
Licensing Letter
Royalty Trends 
Report. 
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PrOPerTIeS AvAILABLe Or reCeNTLy ASSIGNeD, u.S. (Canada as indicated)
PrOPErty DESCrIPtION CatEGOrIES aVaILaBLE LICENSING CONtaCt

American Kennel Club Purebred dog association in existence 
for over a century.

All Bruce Foster, 4Licensing

American Outdoorsman TV series featuring scenes of hunting, 
fishing, and other outdoor activities 
for over 20 years. Currently airing on 
the Outdoor Channel.

All Michael Gottsegen, All American 
Licensing & Management

Bates Motel Television series (currently airing in 
the U.S. on A&E) taking place prior 
to the events of movie/novel Psycho.

Apparel, bath items, neon signs, novelty items, 
paper products

Grace Ressler, Joy Tashjian Marketing 
Group (JTMG)

Bob Marley Reggae musician known for extensive 
song catalog. Now featured in 
products including headphones and 
beverages.

All except headphones and beverages Gary Krakower, Creative Artists 
Agency

Devils Ride Bischoff Hervey Entertainment 
Television’s  motorcycle club-oriented 
television series,  airing on Discovery 
Channel.

After-market car/motorcycle accessories Elizabeth Bakacs, Discovery 
Communications

Hickey Freeman, Hart 
Schaffner Marx

Menswear brands recently acquired 
by Authentic Brands Group.

Footwear, fragrance, home goods, outerwear, 
sportswear

James Salter, Authentic Brands Group

Kathy Davis Designer (and design collection) of 
fabrics and greeting cards.

Fashion accessories, giftware, home decor Alex Meisel, Alex Meisel & Co.

Marcie St. Clair Artist known for her use of bright 
colors and upbeat messages.

Apparel, cards, gift items, home textiles, 
stationery, wall decor

Marty Segelbaum, MHS Licensing

Planet Sock Monkey Patch Products’ soft doll line 
featuring different likenesses of the 
popular sock monkey doll.

All except plush Eve LeMaster, Firefly Brand 
Management

Rocket Monkeys Animated comedy show currently 
airing worldwide on Nickelodeon 
(and Teletoon in Canada).

Apparel, games, toys

Stacey Yacula Canadian-born artist known for 
youth-filled depictions of  characters, 
natural scenes, and other images.

Gift items, home textiles, stationery, wall 
coverings

Marty Segelbaum, MHS Licensing

 LICeNSeS reCeNTLy GrANTeD, u.S. (Canada as indicated)
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Archer Abrams Calendars Brandgenuity

BioWorld Merchandising Apparel

Buckle Down Belts, keychains, wallets

Cryptozoic Entertainment Board games, trading cards

HYP Hats, headwear

ICUP Glassware

Batman (classic) Mezco Toyz Toys, vehicles* Warner Bros. Consumer Products

Care Bears, Twisted 
Whiskers

Checks In the Mail Checks, coin purses, stationery, tote bags (U.S., 
Canada)

American Greetings
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Carli Davidson’s Shake Acco Brands Wall calendar Mansion Street Literary Management

Chucky (franchise) Mezco Toyz Toys Universal Partnerships & Licensing

Devils Ride Changes Accessories, apparel Discovery Communications

Domo Franco Manufacturing Bed/bath accessories Big Tent Entertainment

Kellytoy USA Amusement inflatables, key chains, pillows, 
plush, plush hats

Magnote Decor, gift items, puzzles

Eric Carle Wonder-Shirts T-shirts/tops, tote bags Joester Loria Group

Fast & Furious 6 Guess? Limited edition apparel Universal Partnerships & Licensing

Fraggle Rock Heyday Footwear Footwear Jim Henson Company/HIP Brands

ICUP Glassware, mugs

Threadless T-shirts

Walls 360 Wall graphics

Hasbro roster Aquarius Entertainment 
Merchandising/NMR Distribution

Collectible playing card sets, lunch tins, magnets Hasbro

Hello Kitty Blik Wall graphics Sanrio

Hickey Freeman, Hart 
Schaffner Marx

Concept One Accessories, bags, belts, cold weather items, 
headwear, leather goods

Authentic Brands Group

PVH Dress shirts, loungewear, neckwear, sleepwear, 
underwear

Jungle Book Fruit of the Loom/Union Underwear Packaged underwear SMC Entertainment

Inkology Activity products, stationery

Kellytoy USA Amusement plush

Newco Bean bags, bean bag chairs, desks, dressers, 
furniture, toy boxes

Kidz Bop Church & Dwight Toothbrushes with music Kidz Bop

My Little Pony Build-A-Bear Workshop Personalized plush (North America) Hasbro

Ohiya Ripple Junction Buttons, stickers, T-shirts Joy Tashjian Marketing Group (JTMG)

Parks & Recreation Trends International Bookmarks, calendars, posters NBC Universal Television Distribution

Peppa Pig Evy of California Apparel (girls’) Entertainment One

Pink Cookie DGL Group Electronic device cases, mobile phone/MP3 audio 
accessories, speakers*

CopCorp

Smithsonian Institute Tervis Tumbler Insulated tumblers Smithsonian Enterprises

Tiesto Guess? Accessories, apparel (men’s, women’s) Movement International
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INTerNATIONAL PrOPerTIeS AvAILABLe Or reCeNTLy ASSIGNeD

PrOPErty DESCrIPtION CatEGOrIES aVaILaBLE LICENSING CONtaCt

Boo - The 
World’s Cutest 
Dog

Canine Internet star known for Facebook 
popularity and subsequent plush, publishing, and 
other licensing programs.

All (UK, Ireland) Caroline Mickler, Caroline Mickler 
Limited

All (France) Francoise Bouvet, M.J.A. Licensing

All (Australia) Grahame Allan, Grahame Allan 
Company

British Olympic 
Association

Team GB  brand and all consumer product 
endeavors pertaining to its inclusion in the 
Olympics.

All (Worldwide) Simon Gresswell, IMG Licensing

Cut The Rope Multi-platform puzzle game app featuring Om 
Nom, a creature with an insatiable appetite for 
candy,

All (France) Christine Carouge, Lagardère Active

All (Central/Eastern Europe, Nordic) Peder Tamm, Plus Licens

All (Israel) Lina Dobronevsky, Brand Is Real

Emma Gardner American interior designer known for her Emma 
at Home brand

Art reproductions, blankets, candles, fabric, floor 
coverings (Europe)

Anna Cartwright, Boom Licensing

FIFA World 
Cup

Localization of 2014 World Cup games in Brazil. Accessories, apparel, back-to-school, computer 
accessories, eyewear, footwear, home 
furnishings, school supplies, sporting goods, 
stationery (India)

Jiggy George, Dream Theatre Pvt. LTD.

Hasbro brands Includes Furby, Littlest Pet Shop, My Little Pony, 
and Transformers.

Apparel, back-to-school, dress-up (Israel) Lina Dobronevsky, Brand Is Real

I Love Egg Viral YouTube video series known in Asia for its 
quirky and lovable humor.

All (Worldwide except Asia) Melissa Segal, Jim Henson Company / 
HIP Brands

King Features 
properties

Includes Betty Boop, Popeye, Olive Oyl, others. All (Greece, Cyprus) Anthe Louizos, License2Brand

Lillipippins Lisa Johnson’s design property featuring animal 
miniatures contrasted with household objects.

Apparel, confectionery, decor, food, giftware, 
HBA, greetings, housewares, nursery products, 
stationery (Worldwide)

Jane Evans, Jane Evans Licensing 
Consultancy / Brand Extensions Russia

Miramax Films Weinstein Brothers-founded film company (now 
owned by Filmyard Holdings) known for releases 
including Pulp Fiction, Chicago, and Shakespeare 
in Love. Evolution represents the newly-created 
Miramax Legend brand.

All (France) Veronique Pichon, Sagoo Licensing

All (Australia, New Zealand) Alan Schauder, Merchantwise Pty. Ltd.

All (Denmark, Finland, Iceland, Norway, Sweden) Morten Geschwendtner, Ink Brands

Pac-Man And 
The Ghostly 
Adventures

Namco Bandai’s video game hero, to appear in 
his own show this fall.

All (Belgium, France, Switzerland) Patricia de Wilde, Zodiak Kids

All (Russia) Paul Tush, Plus Licens Russia

Pink Cookie Fashion brand targeting teen and tween girls. All (Denmark, Finland, Iceland, Norway, Sweden) Anna Lisa McBride, Nordic Licensing 
Company

Shortology Short story brand known for its brief web 
adaptations (and subsequent book) of popular 
historical and pop culture events.

Apparel, housewares, novelty items (Worldwide) Romana Caldarelli, Caldarelli Licensing 
Agency

Skylanders Activision’s toy-based video game featuring 
Spyro the Dragon and many other original 
characters; Skylanders Swap Force due later this 
year.

All (Nordic) Anna Lisa McBride, Nordic Licensing 
Company

Space Heroes 
Universe!

Children’s free-to-play story-driven online game 
from Bubble Gum Interactive.

All (Asia) Hubert S. Co, Empire International 
Merchandising

Temple Run Popular iOS/Android game where the player 
dashes s across various temple settings to 
escape certain doom. Recent sequel launched for 
both mobile platforms.

All (Pan China) Hubert S. Co, Empire International 
Merchandising

All (Australia, New Zealand) Shane Lipton, Wild Pumpkin

✹licensing news Continued from page 5



Arrow Classics Black Ball Air fresheners, ashtrays, buttons. keychains, 
patches, posters, stache tins (U.S., Worldwide)

C3 Entertainment

Bob Marley Bravado International Group Master apparel (Worldwide) Creative Artists Agency

Boo - The World’s Cutest 
Dog

Blueprint Collections Back-to-school, stationery (UK) Caroline Mickler Limited

Global Licensing T-shirts (UK)

Care Bears Blues Clothing Apparel, sleepwear (UK, Ireland) Copyright Promotions Licensing Group 
(CPLG)

Chupa Chups Half Moon Bay Gift items (UK) Fluid World Ltd.

Kimm & Miller Baking sets (UK)

Uniqlo Co. Ltd. T-shirts (UK)

Fraggle Rock TruffleShuffle.com T-shirts (UK) Jim Henson Company / HIP Brands

Lillipippins Portfolio Greeting cards (UK) Jane Evans Licensing Consultancy / 
Brand Extensions Russia

Simson Cards Greeting cards (Australia)

Minecraft Jazwares Electronics, toys (Worldwide) Jinx

Mrs. Brown’s Boys Brand International Group Slippers (UK) Rocket Licensing Limited

Cooneen Textiles Nightwear (UK)

Misirli UK Underwear (UK)

Star Cutouts Cardboard cutouts, facemasks (UK)

Trademark Products Sweatshirts, t-shirts (UK)

NBA Zara T-shirts (Americas, Europe, Middle East, Africa, 
Asia)

NBA Global Merchandising Group

Oxford University IGS Corporation/Impact International Bicycles (UK) Performance Brands Limited

Pink Cookie BagTrotter Back-to-school, bags, stationery (France) M.J.A. Licensing

Plants vs Zombies Accessories 4 Technology Game peripherals, headphones, smartphone/
tablet peripherals (UK)

Bulldog Licensing

Tickety Toc Trademark Collections Bags, purses, wallets, wheeled luggage, 
umbrellas (UK)

Zodiak Kids

Wall’s Ice Cream Global Licensing Apparel (UK) Hot Pickle

Half Moon Bay Gift items (UK)
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✹ 
international licensing news Continued from page 7

INTerNATIONAL LICeNSeS reCeNTLy GrANTeD

PrOPErty GraNtED tO PrODuCtS MaNuFaCturED GraNtED By

Tractor Ted Children’s entertainment brand, now a series of 
live attractions across the UK.

All (UK) Martin Lowde, Brands With Influence 
(B.W.I.)

World Of Eric 
Carle

Umbrella designation for the children's book 
author (The Very Hungry Caterpillar, others). 
Sub-licensed by Joester Loria Group.

All (Russia) Jane Evans, Jane Evans Licensing 
Consultancy / Brand Extensions Russia

WotWots Preschool series from New Zealand, featuring 
two aliens exploring various locations traveled to 
by spaceship.

All (Turkey) Diana Magarino, Max Licensing

PrOPErty DESCrIPtION CatEGOrIES aVaILaBLE LICENSING CONtaCt
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Contacts & Connections is an alphabetical listing of the licensing companies in this issue.
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Accessories 4 Technology, Andrew Shephard, Owner, 
44-161-727-0170, P. 8.

Andrew Lownie Literary Agency, Andrew Lownie, 
44-207-222-7574, lownie@globalnet.co.uk, P. 11.

BagTrotter, Jean Du Che, Managing Director, 33-1-45-
06-91-80, jean.duche@bagtrotter.com, P. 8.

Black Ball, Paulie Velasquez, 979-733-9357, paulie@
blackballcorp.com, P. 8.

Blueprint Collections, Helen Webster, Licensing and 
Marketing Director, 44-845-217-2400, helen.webster@
bluecoll.co.uk, P. 8.

Blues Clothing, Patrick Bailey, Commercial Director, 
44-207-371-9900, patrick.bailey@blues1.co.uk, P. 8.

BN Licensing, David Speijer, Director, 31-88-77-3450-00, 
david@bnlicensing.com, P. 1.

Boom Licensing, Anna Cartwright, Owner, 44-1753-
400060, anna@boomlicensing.com, P. 7.

Brand International Group, Rob Meara, Sales Direc-
tor, 44-1628-536-400, P. 8.

Brand Is Real, Lina Dobronevsky, Licensing Director, 
972-3-542-70-00, lina@brandisreal.com, P. 7. 

Brands With Influence (B.W.I.), Martin Lowde, Man-
aging Director/Founder, 44-7831-2350-24, martin@
brandswithinfluence.com, P. 7.

Bravado International Group, Felix Sebacious, SVP 
Worldwide Licensing, 212-445-3447, felix.sebacious@
bravado.com, P. 8.

Bulldog Licensing, Rob Corney, Managing Director, 
44-20-8325-5455, robc@bulldog-licensing.com, P. 8.

4Licensing, Bruce Foster, Interim CEO, 212-758-7666, 
bfoster@4licensingcorp.com, P. 5.

Abrams, Laura Mihalick, Marketing/Publicity Associ-
ate, 212-229-7110, lmihalick@abramsbooks.com, P. 5.

Acco Brands, Lori Conley, Director Licensing & 
Design, 937-495-2466, lori.conley@acco.com, P. 6.

Alex Meisel & Co., Alex Meisel, 805-212-4907, alex@
alexmeisel.com, P. 5.

All American Licensing & Management, Michael Gott-
segen, 818-749-7236, michael@aalmg.com, P. 5.

American Greetings, Michael Brown, VP Licensing, 
216-252-7300 x1346, michael.brown@amgreetings.com, 
P. 5.

Aquarius Entertainment Merchandising/NMR Distri-
bution, Konrad Hoenig, President, 905-895-1556 x223, 
konrad@aquariusimages.com, P. 6.

Authentic Brands Group, James Salter, CEO, 212-760-
2410, info@authenticbrandsgroup.com, P. 5, 6.

Big Tent Entertainment, Richard Maryyanek, CMO, 
212-604-0667, maryyanek@bigtent.tv, P. 6.

BioWorld Merchandising, Jennifer Staley, VP Licens-
ing, 972-488-0655, jennifers@bioworldmerch.com, P. 5.

Blik, Scott Flora, Co-Founder, 866-262-2545, scott@
whatisblik.com, P. 6.

Brandgenuity, Rachel Humiston, Manager, 212-925-
0663, rachel@brandgenuity.com, P. 5.

Buckle Down, Eric Swope, COO, 714-895-4900, 
ericswope@beltsdirect.com, P. 5.

Build-A-Bear Workshop, Misty Jackson, Manager, Bear 
Stuff Development, 314-423-8000, mistyj@buildabear 
.com, P. 6.

Changes, Will Thompson, VP Licensing, 718-441-6464, 
wthompson@changesonline.com, P. 6.

Checks In the Mail, Cindi Champion, Marketing 
Manager Licensing, 830-609-6306, cchampion@
checksinthemail.com, P. 5.

Church & Dwight, Tammy Talerico-Payne, Direc-
tor Licensing, 609-279-7334, Tammy.Talerico@
churchdwight.com, P. 6.

Concept One, Patricia Mercer, 917-267-4207 x 201, 
pmercer@concept1.com, P. 6.

CopCorp, Michelle Zamora, Licensing Manager, 212-
947-5958, mzamora@copcorp.com, P. 6.

Creative Artists Agency, Gary Krakower, Agent, 424-
288-2000, gkrakower@caa.com, P. 5.

Cryptozoic Entertainment, John Sepenuk, EVP Global 
Sales & Busainess Development, 949-385-6000, P. 5.

DGL Group, Joseph Wahba, VP, 718-499-1000, joey@
dglusa.com, P. 6.

Discovery Communications, Elizabeth Bakacs, VP 
Licensing & Creative, 240-662-3315, elizabeth_bakacs@
discovery.com, P. 5, 6.

DreamWorks Animation, Brad Woods, Head Domestic 
Licensing, 818-695-7011, brad.woods@dreamworks 
.com, P. 2.

Entertainment One, Sarah Powell, Licensing Execu-
tive, 44-20-7907-3773, spowell@entonegroup.com, P. 6.

Evolution, KJ Istok, VP Licensing, 818-501-3186, kj@
evomgt.com, P. 12.

Evy of California, Kevin Krieser, President, 213-763-
6100, kevink@evy.com, P. 6.

Firefly Brand Management, Eve LeMaster, SVP, 479-
616-0056, eve@fireflybrandmanagement.com, P. 5.

Franco Manufacturing, Jeffrey Franco, Licensing Direc-
tor, 732-494-0500 x398, jeffrey@franco-mfg.com, P. 6.

Fruit of the Loom/Union Underwear, David Springob, 
VP Marketing - Licensed Apparel, 270-935-6745, dave 
.springob@fotlinc.com, P. 6.

Gaikai, Careen Yapp, VP Business Development & 
Acct Mgt., 949-330-6889, careen@gaikai.com, P. 12.

Glidden / Akzo Nobel, Rob Horton, VP Marketing, 800-
454-3336, rob.horton@akzonobel.com, P. 2.

Guess?, Frank Rescigna, President Licensing World-
wide, 212-852-0500, P. 6.

Hasbro, Bryony Bouyer, SVP Licensing, The Americas, 
401-431-8422, bbouyer@hasbro.com, P. 6.

Heyday Footwear, Darin Hager, CEO, 347-443-9329, 
darin@heydayfootwear.com, P. 6.

HYP, Howard Levy, President, 212-684-7717 x125, 
howardl@hypnyc.com, P. 5.

ICUP, Anthony Trapani, VP Sales, 215-788-8848, P. 5, 6.

IMG Worldwide, Wesley Haynes, SVP, 904-224-5101, 
whaynes@licensingpartnersintl.com, P. 2.

Inkology, Barry Silberman, President, 561-826-3492, 
P. 6.

Jim Henson Company / HIP Brands, Melissa Segal, 
SVP Global Consumer Products, 323-802-1576, msegal@
henson.com, P. 6.

Joester Loria Group, James Slifer, SVP Business Devel-
opment, 212-683-5150 x306, jslifer@tjlgroup.com, P. 6.

Joy Tashjian Marketing Group (JTMG), Grace Ressler, 
Director, Licensing, Publishing, 310-836-1912, grace 
.ressler@gmail.com, P. 5, 6.

Kellytoy USA, Jonathan Kelly, SVP, 323-588-8697 x16, 
P. 6.

Kidz Bop, Kevin O’Connor, VP Business Development, 
212-598-2274, koconnor@kidzbop.com, P. 6.

Magnote, Shinya Fujimoto, 415-935-1147, P. 6.

Mansion Street Literary Management, Jean Sagen-
dorph, 212-518-6625, mansionstreet@gmail.com, P. 6.

Mezco Toyz, Mike Drake, Licensing Manager, 718-472-
5100, drake@mezco.net, P. 5, 6.

MHS Licensing, Marty Segelbaum, President, 952-544-
1377 x202, marty@mhslicensing.com, P. 5.

Movement International, Martin Cribbs, EVP Licens-
ing, 212-868-2590 x202, mcribbs@themovementintl 
.com, P. 6.

NBA Global Merchandising Group, Vicky Picca, SVP 
Licensing/Business Affairs, 212-407-8000, vpicca@nba 
.com, P. 2.

NBC Universal Television Distribution, Kim Niemi, 
SVP Video Music & Product Development, 818-777-
4559, kim.niemi@nbcuni.com, P. 6.

Newco, Mark Johnston, CEO, 818-834-7100, P. 6.

PVH, Kenneth Wyse, President, Licensing, 212-381-
3628, kennethwyse@pvh.com, P. 6.

Ripple Junction, Scott Morton, Licensing Director, 
513-559-3900, scott@ripplejunction.com, P. 6.

Safilo Group, Kimberly Chaveco, Brand Manager, 973-
576-2549, kimberlyc@safilousa.com, P. 2.

Sanrio, Jill Koch, VP Brand Management & Marketing, 
310-630-2904, jkoch@sanrio.com, P. 6.

SMC Entertainment, Pamela Harris, Director Licens-
ing, 818-678-9680, pamela@smcentertainmentgroup 
.com, P. 6.

Smithsonian Enterprises, Brigid Ferraro, Director of 
Licensing, 202-633-2532, jaffet@si.edu, P. 6.

Tervis Tumbler, Rich Kaplan, President Sales & Mar-
keting/Chief Brand Officer, 800-237-6688, rkaplan@
tervis.com, P. 6.

Threadless, Wilson Fong, Head Partnerships/Business 
Development, 773-878-3557 x535, wilson@threadless 
.com, P. 6.

Trends International, Jeff Loeser, VP Licensing, 317-
388-4068, jloeser@trendsinternational.com, P. 6.

Universal Partnerships & Licensing, Cindy Chang, VP/
GM Licensing, 818-777-2067, cindy.chang@nbcuni 
.com, P. 6.

Walls 360, Stewart Christensen, Director Business 
Development/On-Demand Operations, 888-244-9969, 
partners@walls360.com, P. 6.

Warner Bros. Consumer Products, Karen McTier, EVP 
Domestic Licensing & Woraldwide Marketing, 818-954-
3008, karen.mctier@warnerbros.com, P. 5.

Wonder-Shirts, Matthew Mohr, President, 614-467-
4229, matthewmohr@gmail.com, P. 6.
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�qinternational contacts & connections
This section refers to the International listings on Pages 7-8. International calls from the U.S. and Canada must be preceded by the 011-prefix.

Continued on page 10
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RETAIL SALES OF LICENSED TRADEMARK/BRAND-BASED MERCHANDISE,  
BY PROPERTY TYPE, U.S. AND CANADA, 2011 VS. 2012

(dollars in millions)

PROPERTY TYPE
2012  

RETAIL SALES
2011  

RETAIL SALES
% CHANGE  
2011-2012

2012 SHARE  
OF CORPORATE 

TRADEMARK  
LICENSING

Automotive/Motor Vehicle $3,944 $3,840 2.7% 15.1%

Food/Beverage $6,759 $6,480 4.3% 25.9%

Restaurants $4,291 $4,130 3.9% 16.4%

Sporting Goods $1,305 $1,300 0.4% 5.0%

Hardware, Appliance, and Tool $2,650 $2,570 3.1% 10.2%

Home-related $366 $360 1.7% 1.4%

Electronics/Technology $2,977 $2,910 2.3% 11.4%

Electronic Media $217 $210 3.3% 0.8%

Other $3,598 $3,390 6.1% 13.8%

TOTAL $26,106 $25,180 3.7% 100.0%

source: The Licensing LeTTer

sales, which now account for 4.8% of total retail 
sales of licensed merchandise based on Corpo-
rate Trademark and Brands, TLL estimates, bal-
anced by slight decreases in mail order and TV 
shopping. 

The latter has been a growth area for many 
other property types, notably Fashion, Celeb-
rity, and Entertainment/Character. While there 
have been some examples of Corporate Brand-
licensed merchandise sold on HSN and QVC—
Coca-Cola forged a wide-ranging deal with HSN 
in December 2012, for example—this channel 
has not had as significant an impact as it has for 
some other sectors. 

Major Property Types
Continued from page 3

C3 Entertainment, Ani Khachoian, VP Licensing & 
Merchandising, 818-956-1337 x215, akhachoian@
c3entertainment.com, P. 8.

Caldarelli Licensing Agency, Romana Caldarelli, 
39-334-2870078, cla.licensing@gmail.com, P. 7.

Carmen Ariza, Carmen Ariza, Owner, 34-647-849-755, 
carmen@carmenariza.com, P. 1.

Caroline Mickler Limited, Caroline Mickler, Licens-
ing Agent / Consultant, 44-79-6885-0329, caroline@
carolinemicklerltd.co.uk, P. 7, 8.

Chupa Chups, Christine Cool, Senior Brand Manager, 
34-93-773-9362, christine.cool@es.pvmgrp.com, P. 1.

Cooneen Textiles, Mike Coles, Director, 44 -161-273-
5213, mike.coles@cooneenmachester.com, P. 8.

Copyright Promotions Licensing Group (CPLG), 
Stephen Mills, Licensing Manager, 44-208-563-6174, 
smills@cplg.com, P. 8.

Creative Artists Agency, Gary Krakower, Agent, 424-
288-2000, gkrakower@caa.com, P. 8.

Dream Theatre Pvt. LTD., Jiggy George, Founder/CEO, 
91–22–2411-5579, info@dream-theatre.co.in, P. 7.

Empire International Merchandising, Hubert 
S. Co, President, 011-63-2-722-4311, hubert@
empiremultimedia.com, P. 7.

Faber, Henry Volans, Head of Digital, 44-207-927-3800, 
henry.volans@faber.co.uk, P. 11.

Fluid World Ltd., Libby Grant, Brand Director, 
44-1963-240-110, libby@fluidworld.co.uk, P. 8.

Global Licensing, Corinna Drysdale, Director, 44-207-
935-0973, c.drysdale@global-licensing.co.uk, P. 8.

Grahame Allan Company, Grahame Allan, President, 
61-7-555-91208, grahame-allan@bigpond.com.au, P. 7.

Half Moon Bay, Rachael Carpenter, Product Manager, 
44-1225-473873, P. 8.

Hot Pickle, Rupert Pick, Planning/Creative Director, 
44-203-651-6626, rupert@hotpickle.co.uk, P. 8.

IGS Corporation / Impact International, Angus Boyd, 
Owner, 44-845-600-1676, P. 8.

IMG Licensing, Simon Gresswell, VP Licensing, 
Europe, 44-20-8233-5300, simon.gresswell@imgworld 
.com, P. 7.

Ink Brands, Morten Geschwendtner, Chairman-Pres-
ident Licensing/Special Projects, 45-3355-6100, mg@
ink-brands.com, P. 7.

Jane Evans Licensing Consultancy / Brand Exten-
sions Russia, Jane Evans, Managing Director, 44-1225-
8190-30, jane@jevanslicensing.com, P. 8.

Jazwares, Laura Zebersky, EVP Global Sales, 954-845-
0800, laura@jazwares.com, P. 8.

Jim Henson Company / HIP Brands, Melissa Segal, 
SVP Global Consumer Products, 323-802-1576, msegal@
henson.com, P. 8.

Jinx, Shawn McCarthy, Head Of Sales, 858-457-5469, 
mc@jinx.com, P. 8.

Kimm & Miller, William Pegg, Brand Manager, 44-1234-
270524, P. 8.

Lagardère Active, Christine Carouge, Licensing Man-
ager, 33-1-40-69-16-00, ccarouge@lagardere.fr, P. 7.

License2Brand, Anthe Louizos, Managing Director, 
30-210-942-7610, info@license2brand.gr, P. 7.

Licensing Company, The, Regine Labrosse, 
Managing Director, 33-1-42-65-91-91, regine@
thelicensingcompany.com, P. 1.

M.J.A. Licensing, Francoise Bouvet, President, 33-684-
5231-17, f.bouvet@mjalicensing.com, P. 7, 8.

Make Believe Ideas, Joanna Bicknell, MD, 44-1442-874-
569, joanna.bicknell@makebelieveideas.com, P. 11.

Max Licensing, Diana Magarino, Owner, 90-212-275-
8490, dianamagarino@maxlicensing.com, P. 8.

Merchantwise Pty. Ltd., Alan Schauder, Director, 61-3-
9520-1000, alan@merchantwise.com.au, P. 7.

Misirli UK, Ihsan Erturgut, Managing Director, 44-116-
2645-860, ihsanerturgut@misirli.com.tr, P. 8.

NBA Global Merchandising Group, Vicky Picca, SVP 
Licensing/Business Affairs, 212-407-8000, vpicca@nba 
.com, P. 8.

Nordic Licensing Company, Anna Lisa McBride, Co-
Owner, 45-3378-6605, alm@nordiclicensing.com, P. 7.

Penguin Books, Eric Huang, Director of New Busi-
ness & IP Acquisitions, 44-20-7010-3442, eric.huang@
uk.penguingroup.com, P. 11.

Penguin Books, Nathan Hull, Digital Develop-
ment Director, 44-20-7010-3000, nathan.hull@
uk.penguingroup.com, P. 11.

Performance Brands Limited, David Ball, Managing 
Director, 44-207-730-9606, david.ball@performance-
brands.com, P. 8.

Plus Licens, Peder Tamm, President, 46-8-545-139-00, 
peder.tamm@pluslicens.se, P. 7.

Plus Licens Russia, Paul Tush, Managing Director, 
7-495-775-3067, paul.tush@pluslicens.ru, P. 7.

Portfolio, David Corner, Director, 44-20-8960-3051, 
sales@portfoliocards.com, P. 8.

Rocket Licensing Limited, Rob Wijeratna, Joint Man-
aging Director, 44-20-7207-6241, rob@rocketlicensing. 
com, P. 8.

Sagoo Licensing, Veronique Pichon, Owner, 33-1-77-75-
18-39, contact@sagoo-licensing.com, P. 7.

Simson Cards, John Simson, 61-3-9316-0700, P. 8.

Star Cutouts, Ian Ravey, Director, ian@starcutouts 
.com, P. 8.

Story Mechanics, Simon Meek, Executive Producer & 
Director, 44-141-241-6073, P. 11.

StudioCanal, Eleonore Bebear, 33-1-71-352387, 
eleonore.bebear@studiocanal.com, P. 1.

Trademark Collections, Helen Hillson, Creative Direc-
tor, 44-1799-599-899, helen@trademarkcollections 
.com, P. 8.

Trademark Products, Damian Crux, 44-1883-653-580, 
damian@trademarkproducts.co.uk, P. 8.

TruffleShuffle.com, Pat Wood, Managing Director, 
44-117-982-8884, info@truffleshuffle.com, P. 8.

Uniqlo Co. Ltd., Kensuke Suwa, Global Marketing 
Director, kensuke.suwa@uniqlo.co.jp, P. 8.

Wild Pumpkin, Shane Lipton, Owner/Director, 61-3-
9429-4498, shane@wild-pumpkin.com, P. 7.

Zara, Jackie Lee, 212-355-1415, P. 8.

Zodiak Kids, Patricia de Wilde, SVP Consumer 
Products, France, 33-1-44-34-66-31, patricia.dewilde@
zodiakkids.com, P. 8.

Rob Watson, Consultant, 33-6-1348-7598, 
robmileswatson@wanadoo.fr, P. 1.

�q  international contacts & connections Continued from page 10
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The ‘Land Grab’ for Rights Is  
On as Publishers, Agents,  
Authors Vie for Control

Book publishers and agents are involved in 
a “land grab” for rights on intellectual property 
(IP), with each party seeking to control as many 
platforms as possible in a world where content 
increasingly takes a variety of forms—from tra-
ditional book to e-book, app, game, and video, 
as well as spin-off merchandise.

The issue is among those discussed at the 
London Book Fair, which wrapped up April 15 
and saw the industry looking at the challenges 
of the post-digital world. Penguin’s Eric Huang 
says publishers and agents are trying to capi-
talize on new opportunities in IP exploitation 
through deals or partnerships with other media 
or merchandising companies—or even owning 
the property outright.

“We are in competition with agents in this 
space. It is a friendly land grab,” says Huang. 
“There’s a property called Hattie B, about a vet-
erinary clinic for magical creatures. We bought 
it from Mum’s Creative and control all rights. 
Books are just the beginning. We’ve announced 
a TV development deal, and we’re also looking at 
how we can spin it out into consumer products.”

His colleague Nathan Hull, also at Penguin, 
adds: “As technology advances, the temptation 
to embellish a reading experience is huge—
particularly with children’s illustrated titles. 
There’s a lot of homework to do from the outset, 
as the rights in this area are often very complex 
and intricate. 

“On the most basic level, with a children’s 
project—and licensed brands in particular—you 
may be about to enter a minefield where you’ll 
trip against gaming rights, animation rights, 
film rights, other publishers’ rights, education 
rights, audio rights, comic/magazine rights. The 
simplest way to circumvent all this—but it’s the 
long game—is to create and control your IP.”

Not surprisingly, agents argue that it is they 
who are better placed to secure multiplatform 
deals for their clients, since publishers have 
to spread themselves over a greater number 
of authors. One agent also offers a fascinating 
vision of the future, one in which the traditional 
gatekeepers—including agents themselves—
have all but disappeared. 

“Digital publishing means the consumer (the 
reader) and the producer (the writer) can be 
in direct contact,” says London agent Andrew 
Lownie. “Self-publishing has lost much of its 
stigma and many authors are now simply pub-
lishing themselves.

“They can earn more, market directly, and 
respond more quickly. I see the market in the 
future being 5% major publishers/authors/
agents, perhaps 20% smaller agencies/publish-
ers/authors, and 75% will be self-published in 
one form or another.”

As if to underline this trend, the digital zone 
at Earls Court was 30% bigger this year, and 
there were large crowds at the self-publishing 
events hosted at the zone’s two theaters. Ama-
zon is a key player in this field but found itself at 
the center of a stormy debate headed “Amazon: 
friend or foe.” 

Amazon lost the vote, almost certainly because 
publishers formed the majority of the audience 
and their relationship with the online giant is at 
best ambivalent. Comments one: “What Ama-
zon wants to do is have all the publisher files— 
e-books, POD—so they become the supplier and 
cut out the publishing industry entirely. They’re 
trying to get all the IP in—they want those files.”

For the first time, Random House had a panel 
on its stand advertising its bestselling apps—
not books, note—while Faber used the fair to 
launch its latest piece of digital publishing, The 
Thirty-Nine Steps, an “interactive, visual novel” 
based on the John Buchan classic.

Faber joined two software publishers and a 
developer, The Story Mechanics—the multiplat-
form and gaming division of Scotland- and North-
ern Ireland-based TV and digital production 
company Tern—to bring the project to fruition.

Faber’s Henry Volans says, “The Story 
Mechanics have come up with something com-
pletely new in the landscape of fiction ebooks. 
It’s a new way of reading with John Buchan’s 
story at its heart, presented afresh through a TV 
and gaming-inspired lens.” Many such projects 
are expected from other publishers.

Meanwhile, fellow British indie publisher 
Make Believe Ideas is about to cleverly exploit 
the success on both sides of the Atlantic of 
Downton Abbey. It was showing Mouseton 
Abbey—yes, you read it correctly—in which all 
the characters are knitted mice figures named 
after cheeses (Lady Mozzarella, Wensleydale 
the Butler, you get the idea).

The company’s Joanna Bicknell is currently 
negotiating with several partners in China who 
will produce plush in time for Christmas. She 
is also in discussions with two TV companies, 
following approaches at the Bologna Children’s 
Fair last month.

She had cleared the project with lawyers, and 
noted, as she held one of the knitted mice on her 
stand, “No one could possibly buy this and think 
they were buying Downton Abbey.”

Tools To
Implement 
A Profitable 
Licensing 
Program

Whether you're a 
beginner or a veteran,
The Licensing 
Business Handbook
gives you the tools you
need to build new 
revenue streams and
profit centers. This
comprehensive guide
shows you how to
make money through
licensed characters,
teams, logos, trade-
marks, celebrities,
events, fashion labels,
likenesses and designs.

You'll learn how to:

} acquire properties
that fit your goals

} extend product 
lines with minimal
investment

} bring an existing
consumer base to
your product

and much more.

ORDER TODAY!
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Europe, followed by the No. 1 single largest 
country, Japan, says the company’s Christine 
Cool. The program is expanding in Asia, and 
the parent company is looking at expanding its 
licensing program for U.S. brand Airheads and 
developing new markets for Mentos, among oth-
ers. Half of Chupa Chups’ licensed business is 
apparel, which does best in fast fashion outlets 
such as H&M.

Other so-called lifestyle brands are trying 
to broaden their appeal and export into new 
markets. Among those exhibiting at Kazachok: 
Besomeone.

Sourcing
There may not be quite the “repatriation” 

momentum some companies are experienc-
ing with “Made in the U.S.A.” (see TLL April 18, 
2013, pg. 1), says consultant Watson. As anyone 
in manufacturing will attest, labor and freight 
are getting more expensive in China as “workers 
who once made toys are lured by higher-paying 
jobs making iPhones and other electronics.” 
India, notes Watson, wants to be the next high-
tech source, not making toys.

Still, some luxury and other upscale manufac-
turers are exploring local production.

Go East, Young Man
This too may not be a new phenomenon, but 

the sign on agent Carmen Ariza’s booth sums it 
up. A mainstay agency in Spain, the sign notes 
offices in “Barcelona • Madrid • Warsaw.”

Other notes from Kazachok:
} Hello Kitty is starting to show up in job-

lot-type stores in France, with French and 
U.K. goods. One observer says Kitty is fall-
ing off fast in the U.K., but that Peppa Pig 
(just beginning to take off in the U.S.) is 
still strong.

} Among the publishing properties with fea-
ture films due in 2014: Little Nicolas on Hol-
idays, a followup to the 2009 film Le Petit 
Nicolas, based on the children’s books by 
Rene Goscinny (Imav Editions), and Pad-
dington and The House of Magic (both Stu-
dioCanal).

} Lucas global agency agreements mostly 
expire this spring; TLC runs through 2014 
for France and Germany.
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SaVE tHE DatE

TLL Licensing Show Breakfast 

The Licensing LeTTer invites all subscribers 
to its annual pre-Licensing Expo breakfast 
on Monday June 17, 8:30-10 a.m. at the 
Luxor Hotel restaurant Tender. Publisher 
Ira Mayer and Special Projects Editor Karen 
Raugust will address international, retail, 
and other trends.

The breakfast is a low-key, high-level net-
working event open exclusively to compa-
nies that subscribe to The Licensing LeTTer. 
Subscribers should RSVP with the names, 
titles, email addresses, and phone numbers 
of those attending to imayer@epmcom.com.

Kazachok
Continued from page 4

WHO’S NeWS

Careen Yapp joins 
Gaikai as VP business 
development & account 
management. Gaikai is a 
cloud streaming service 
enabling users to play 
video games remotely. 
Sony recently acquired 
the company for use 
with its upcoming Play-
Station 4 console. Yapp 
had been with Konami.

KJ Istok, formerly of 
Ink, Kidz Entertainment, 
and EEMC—all licensing 
agencies specializing 
in the Nordic countries 
and Central and Eastern 
Europe—joins Evolu-
tion as VP international 
licensing.

  in short 



DO YOU KNOW:

} Which 11 preschool 
properties had retail sales 
of licensed merchandise of
$100 million or more each 
in 2012?

} What percent of preschool
merchandise sold is toys,
apparel, and other cate-
gories?

} The five properties licensing
executives predict will be
“hot” in 2013?

} How to motivate moms
through packaging and 
marketing messages?

} Global variations in 
merchandising for licensed
preschool properties?

Learn this and much more 
in The Global Market For
Licensed Preschool Properites.

ORDER YOUR COPY TODAY!

Download for immediate use at www.epmcom.com/preschool or use the Order Form on back.

50 pages

34 charts, tables, and graphs

Published February 2013

Print Edition & Single-User PDF: 
$582 ($532 for members)

Print Edition or Single-User PDF:
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Multi-User PDF: $1217 ($1092 
for members)

THE GLOBAL MARKET FOR
LICENSED PRESCHOOL PROPERTIES 

RETA I L  SA L E S  E S T IMATES  FOR  1 3 1  L I C ENSED  PROPERT I E S  —  O R D E R  N O W !}}}}}}

By Karen Raugust, Special Projects Editor, THE LICENSING LETTER

with

Larissa Faw, Editor, YOUTH MARKETS ALERT

Roger Tagholm, Contributing Editor

Karina Masolova, Research Intern

The Global
Market For
Licensed
Preschool
Properties

Learn the value of 
preschool licenses by
property and product
category

— account
ing for 36%

of presc
hool pro

per-

ties lice
nsed, ac

cording
to THE LICEN

SING LET-

TER — the UK and Western Europe
also are

significa
nt. They

account
for 29%

and 19% of

prescho
ol prope

rties lic
ensed, r

espectiv
ely.

Local Competition

For the
most part

, a group of globa
l prop-

erties, i
ncludin

g those from media powers

such as Disne
y and Viacom/Nickelo

deon as

well as
from smaller and

mid-sized
licensor

s

such as eOne
and American Greeting

s, tends

to dominate store shelves
consiste

ntly

across t
he globe.

That sa
id, the prescho

ol secto
r faces

stronge
r competition

than any other fr
om

local pr
operties

in each territory
, for a vari-

ety of reaso
ns:

� Prescho
ol prope

rties ten
d to have

support
from local br

oadcast
ers,

especia
lly the free TV channel

s that

dominate children
’s televi

sion in cer-

tain territori
es. Thes

e may be com-

mercial or
public stations

.

� Local pu
blic (govern

ment-fund
ed)

broadca
sters ar

e often under a
gov-

ernment mandate to carry a large

percent
age of local

program
ming,

particul
arly for pres

chooler
s. (Com

-

mercial br
oadcast

ers ope
rate under

similar mandates
in some countrie

s.)

� Retailer
s and licensee

s aroun
d the

world tend to support
classic proper-

ties tha
t are known and loved by par-

ents as
well as

prescho
olers. In

many

markets, t
hat means loc

al prope
rties

that the
y knew from their ow

n child-

hoods. W
hile some propert

ies, such

as the Disney charact
ers, hav

e been

global p
owerho

uses for
generat

ions,

others t
hat hav

e achieve
d classic sta-

tus in the U.S. or t
heir hom

e territo-

ries hav
en’t cro

ssed borders
until

relative
ly recently

. Theref
ore, the

y

don’t ha
ve the heritage

local pr
oper-

ties hav
e.

� Local pr
operties

are tailored
specifi-

cally to the nuances
of their

domes-

tic marketpla
ce, in a way that most

global p
ropertie

s canno
t achiev

e, no

matter ho
w much localiza

tion is

underta
ken.

� Many local pr
operties

are licensed
in

their ho
me territori

es, offer
ing keen

competition
at retail

. Even when they

are not, and
therefor

e do not com
-

pete directly
on store shelves

, they

still face
off with

global p
ropertie

s

for shar
e of mind, view

ership,
and

interest
, which

affects c
onsumer

product
sales.

In some countrie
s, local

propert
ies —

sometimes know
n only in their ho

me territo-

ry — take the lead in the prescho
ol secto

r,

rivaling
or even

outperfo
rming Disney or oth-

er globa
l proper

ties. A handful
of exam

ples

include:

� Bamse & Kylling
in Denmark

� Masha and the Bear in
Russia

� Captain
Saberto

oth in Norway

� Pleasan
t Goat a

nd Big Bad Wolf in

China

� Patati e
Patata and Galinha

Pintadin
-

ha in Brazil

� Giggle & Hoot in
Australi

a

Some of these
propert

ies, even
with their

local foc
us and not much cross-bo

rder act
ivi-

ty, can end up as top propert
ies glob

ally,

depend
ing on the size and/or s

ophistic
ation

of the licensin
g market in

that cou
ntry.

Masha and the Bear is
a recent e

xample. It is

conside
red the top licensed

propert
y for

prescho
olers in

Russia and, tha
nks to Rus-

sia’s hu
ge populat

ion, rest
s in the top tier of

licensed
prescho

ol prope
rties, wi

th estimat-

ed sales of
$100 million in 2012.

The Globa
l Market

For Licens
ed Presch

ool Prope
rties
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Exhibit 20

PRESCHOOL PROPERTIES WITH SOME

LICENSING ACTIVITY, BY GEOGRAPHIC ORIGIN

The Globa
l Market

For Licens
ed Presch

ool Prope
rties

Gender Split

In the past, the preschool market was con-

sidered non-gender-driven, with both boys

and girls liking the same properties until the

higher end of the age range, around age 4-5.

This is still true for some properties, includ-

ing Curious George, Sesame Street, Clifford,

Caillou, Yo Gabba Gabba and Pajanimals, to

name a few that appeal to both genders.

But more properties for preschoolers are

being created with one gender in mind. Dis-

ney’s Doc McStuffins for girls and Jake and

the Neverland Pirates for boys are two recent

examples. And gender segmentation starts

earlier than ever before within the preschool

sector, with non-gender-specific properties

falling more and more toward the lower end

of the age range.

Often the core property, whether a TV

show, book, or app, appeals to preschoolers

of both genders — in fact, that is usually the

stated intent at the preschool level — but the

products themselves tend to split boy/girl at

an ever-earlier age. This is driven by a num-

ber of factors:

� Retailers merchandise properties as

girl/boy, even at younger ages. Licen-

sors need to find the sweet spot

where a property will fit on the retail

floor and focus their efforts there.

� More children are affected by their

peers within a preschool setting than

in the past. Word-of-mouth and peer

pressure tend to drive boys to boys’

properties and girls to girls’ proper-

ties earlier.

� Age compression causes children to

become interested in gender-specific

play patterns and content earlier, as

they gravitate toward their older sib-

lings’ or friends’ siblings’ entertain-

ment, media, and toys.

� The trend toward more targeted, nar-

rowly focused niche properties, due

to media fragmentation and other

factors, not only creates age sub-seg-

ments within the preschool market,

but a gender split as well.

� The encroachment of all-ages and

school-age properties into the pre-

school market introduced gender-

specificity, and that is now emulated

by preschool-only properties.

Henson Productions’ Melissa Segal notes

that Henson’s Dinosaur Train, which airs on

PBS Kids, appeals to both boys and girls on

the screen. But, with its dinosaur and train

themes, retailers see the products as for

boys. “We would love some girls’ products,

but it’s a tough sell,” she says.

6
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Exhibit 3

LICENSING CHARACTERISTICS BY PRESCHOOL AGE SEGMENT

AGE

PURCHASING/

INFLUENCE

GENDER

PRODUCT MIX

DOMINANT

PROPERTIES

0-18 mon
ths Purchasin

g 100% by

parents; p
reschoole

rs have

little to n
o influenc

e.

Non-gend
er-specific

.
Mostly so

ft goods a
nd décor

with soft
artwork t

hat

appeals t
o parents

.

Classic m
ulti-

generatio
nal

propertie
s.

18 month
s to

3 years

Purchasin
g by pare

nts;

children s
tart to ha

ve some

influence
over purc

hase

decisions
.

Mostly no
t gender-

specific,

but starts
to split in

to

boy/girl a
t the high

er end.

Weighted
toward to

ys,

DVDs, ap
ps, and b

ooks.

Classics, b
ook-

based.

3 years to

4 years

Purchasin
g almost

all by

parents b
ut childre

n have

increasing
amounts

of

influence
in certain

categorie
s such as

toys.

Some non
-gender-s

pecific

but many
propertie

s and

products
are either

boy or

girl-skew
ing. Inter

est in old
-

er-skewin
g propert

ies

begins.

Toys, DVD
s, apps, a

nd books

still impo
rtant, alo

ng with

apparel. M
ore divers

ity in

products.

TV, book-
based,

other sou
rces

such as a
pps.

5 years
Children

start to sp
end

some of t
heir own

allowance

money; h
ave great

influence

on entert
ainment-

based

product p
urchases.

Almost al
l divided

boy/girl;

children g
ravitate t

oward

propertie
s for olde

r kids.

Diverse p
roducts in

all

categorie
s; toys sti

ll

importan
t, as are a

pparel

and acces
sories.

TV, mobil
e,

film, som
e

book-bas
ed.

SOURCE: THE LICEN
SING LETTE

R

Global data and local
performance guide your
international planning

Sources interviewed for this report evi-

denced a strong consensus that the pre-

school market, despite challenges such as

shrinking shelf space and plummeting DVD

sales, was essentially flat in 2012.

According to THE LICENSING LETTER, the total

size of the licensed market for character-

based preschool properties (from the sectors

of entertainment/character, as well as art,

toy, interactive, etc.) totaled $10.4 billion

worldwide in 2012, up 1% from just under

$10.3 billion in 2011.

Toys accounted for 45% of that, with

growth essentially flat over the previous

years, followed by apparel and soft goods

with 24%, up 5% over 2011. Licensed book

publishing for preschoolers was up 3%, while

apps and other electronic content were up

5%. Non-core categories fell 2% while DVD

sales continued to drop, falling 7% year over

year.
[Note: These figures are not entirely paral-

lel to other estimates of the U.S. and global

licensing business from THE LICENSING LETTER.

Both product categories and property types

have been categorized somewhat differently

for purposes of this report, given the particu-

lars of the preschool licensing business, from

how they are categorized in TLL’s overall

annual business surveys. In addition, only

properties that are primarily for preschool-

ers are considered in this analysis; it

excludes all-ages properties that do business

in the preschool sector.]

The top preschool property in 2012 was

Disney’s Pooh, which is licensed globally for

infant and young preschool products.

Sesame Street and Dora the Explorer ranked

as numbers two and three.

These were the only properties to exceed

$1 billion in retail sales of licensed merchan-

dise globally in 2012. All told, 11 properties

exceeded the $100 million level.

The individual property estimates in this

report include:

� Licensed products only and exclude

any in-house produced products.

� Sales from DVDs, publishing, music,

and paid apps and digital content,

but not from free digital content,

services, experiential licensing, or

promotions.

� Only character-based licensing pro-

grams, not brand-extension or fash-

ion licensing.

All told, EPM estimates that 9% of all pre-

school properties with appreciable licensing

The Globa
l Market

For Licens
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ool Prope
rties
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Exhibit 30

RETAIL SALES OF PRESCHOOL-TARGETED LICENSED PRODUCTS, WORLDWIDE, 2011-2012

CATEGORY

RETAIL SALES, 2012
RETAIL SALES, 2011

% CHANGE, 2011-2012
SHARE, 2012

Toy

$4,680
$4,671

0%
45%

DVD

$832
$899

-7%
8%

Apparel,
accessori

es, soft g
oods

$2,496
$2,371

5%
24%

Publishin
g

$936
$908

3%
9%

Paid apps
and elect

ronic con
tent

$520
$494

5%
5%

Other

$936
$954

-2%
9%

TOTAL

$10,400
$10,296

1%
100%

SOURCE: THE LICEN
SING LETTE

R
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Sector va
lue, U.S./C

anada, 20
11: $5.18 

billion

Entertainers/Models: $2.37 billion

Chefs/Home-Related: $1.97 billion

Other: $.0.83 billion

Proportio
n of retai

l sales of 
licensed

merchand
ise, U.S./C

anada, 20
11: 5.5%

Entertainers/Models: 2.5%

Chefs/Home-Related: 2.1%

Other: 0.9%

Average r
oyalty, U.S

./Canada, 
2011: 10.2

%

Entertainers/Models: 10.3%

Chefs/Home-Related: 9.7%

Royalty ra
nge, U.S./C

anada, 20
11: 3%-14

%

Entertainers/Models: 5%-14%

Chefs/Home-Related: 5%-12%

Average r
oyalty, U.S

./Canada, 

2008-201
1: 10.2%

Entertainers/Models: 10.3%

Chefs/Home-Related: 9.7%

Analysis:
Much of

 the gro
wth in t

his sect
or

over the
 last dec

ade has
 come in

 the

fashion 
and hea

lth and 
beauty c

ategorie
s.

Celebrit
y fragra

nces be
aring th

e names
 of

JLo, Um
a Thurm

an, Sara
h Jessic

a Parker
,

Sean Jea
n, Anton

ia Bande
ras, and

 many

others h
ave bec

ome ver
y popula

r. Other

celebrit
ies are a

ctive in 
home fu

rnishing
s,

jewelry 
and oth

er merc
handise

 categor
ies.

Similarly
, there h

as been
 an expl

osion in

popular
ity of Fo

od Netw
ork-base

d and

other ce
lebrity c

hefs suc
h as Pau

la Deen,

Rachael
 Ray, Ma

rio Bata
li, Emeri

l Lagass
e,

and Wol
fgang Pu

ck. Rela
ted mer

chandis
e

can be s
een in e

verythin
g from p

ots and

pans to 
dressing

s and m
arinades

.

Both fra
grances

 and kitc
hen stap

les such

as pots 
and pan

s (the la
tter ofte

n sold in

sets) are
 relative

ly high-p
riced an

d, at lea
st

in these
 categor

ies, som
etimes c

ommand
 a

premium
 from th

e consu
mer at r

etail. Th
is

can con
tribute t

o above
-average

 royalty

rates.

Royalty Pro
file For Cel

ebrity-Base
d 

Licensed M
erchandise

B
B B

B
10.2%

10.3% 10.1% 10.2%

J
J

J
J

J
J

J
J J

J

8.3%
8.4%

9.4%

8.6%
8.7% 8.7% 8.7%

8.8% 8.6%
8.7%

2002 2003 2004 2005 2006 2007 2008 2009 2010 2011

4%

5%

6%

7%

8%

9%

10%

11%

B
Celebrities

J
Overall Average

Sector va
lue, U.S./C

anada, 20
11: $5.59

 billion

Art & Artists: $4.17 billion   

Museums: $1.41 billion

Proportio
n of retai

l sales of 
licensed

merchand
ise, U.S./C

anada, 20
11: 6.0%

Art & Artists: 4.5%  

Museums: 1.5%

Average r
oyalty, U.S

./Canada, 
2011: 6.3

%

Art & Artists: 6.4%  

Museums: 6.2%

Royalty ra
nge, U.S./C

anada, 20
11: 3%-14

%

Art & Artists: 5%-12%

Museums: 5%-12%

Average r
oyalty, U.S

./Canada,

10 years, 
2002-201

1: 6.5%

2008-201
1:

Art & Artists: 6.5% 

Museums: 6.3%

Analysis: 
The ave

rage roy
alty for 

art

properti
es has r

emained
 relative

ly stable

at 6%-7%
 over th

e past d
ecade. R

oyalty

rates wi
thin pro

duct cat
egories 

can rang
e

widely, d
ependin

g on wh
ether th

e produ
ct

is target
ed for m

ass (low
er rate) 

or

specialt
y distrib

ution. O
f the two

 sub-

categori
es, Art &

 Artists 
account

 for the

bulk of l
icensing

, and co
mmand 

a slightl
y

higher r
ate than

 Museum
s.

Some co
ntempor

ary artis
ts and

photogr
aphers w

ith ident
ifiable st

yles

comman
d royalti

es at lea
st a cou

ple of

points h
igher th

an other
s. Examp

les inclu
de

artists M
ary Enge

lbreit or
 Thomas

 Kinkade
,

and pho
tograph

ers Kim 
Anderso

n and

William 
Wegman

. Advanc
es are to

ugher an
d

tougher
 to come

 by for n
ewer art

ists, and

there is 
stiff com

petition 
from art

ists willi
ng

to sell ra
ther tha

n license
 their wo

rk.

For mos
t artists

, the roy
alty is le

ss

significa
nt than 

distribu
tion, exp

osure,

publicit
y, and o

ther fac
tors whi

ch can

affect th
e value 

of their 
works o

verall.

Royalty Pro
file For Art

-Based 

Licensed M
erchandise

B
B B

B
B

B
B

B B
B
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Art J
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Use this data and
analysis to guide you
to profitable licensing
agreements

All charts and graphs are included on a CD-ROM (or downloaded with a PDF purchase) as
individual .jpg files so you can easily add them to your proposals, reports and presentations. 

37 tables, charts 
and graphs illuminate
critical trends

properti
es that a

re not in
 great de

mand

bring in
 lower r

ates bec
ause the

 licenso
r

has mor
e to gain

 by attra
cting lic

ensees

than the
 licensee

 does fro
m signin

g on.

The sam
e pheno

menon o
ccurs fo

r all

property
 types; a

n establ
ished fa

shion

brand y
ields a h

igher pr
ice than

 a newly

launche
d, little-k

nown la
bel.

Distribu
tion also

 plays a
 role in

determi
ning roy

alties. L
icensors

 receive

lower ro
yalties f

rom ma
nufactur

ers who

sell to m
ass mer

chants (
due to lo

wer

prices a
nd tight

er marg
in struc

tures), b
ut

sales lev
els com

pensate
 for the 

smaller

per-unit
 income

. Averag
e gross 

margins

within t
he licen

see’s ind
ustry in

fluence

royalties
 as well.

 The ma
rgin, usu

ally

stated in
 the form

 of a per
centage

, is the

licensee
’s gross 

profit pe
r unit di

vided by

its sales
 price. G

ross pro
fit is the

manufac
turer’s s

ale price
 minus t

he cost 
of

goods s
old (the

 unit cos
t). 

Compan
ies that 

operate 
in indus

tries

associat
ed with 

low mar
gins (su

ch as fo
od

manufac
turing, w

here a li
censed p

roduct

based o
n a famo

us chef 
would g

arner

royalties
 of 2%-5%

), canno
t cost-ef

fectively

acquire 
a license

 if the ro
yalty rat

e is too

high. Th
e royalty

 would s
lice mar

gins eve
n

more, cr
eating a

 compet
itive dis

advanta
ge

for the m
anufactu

rer. This
 situatio

n is

particul
arly true

 for indu
stries in

 which

licensed
 produc

ts are so
ld at the

 same

price as
 non-lice

nsed ite
ms. 

Licensee
s’ and li

censors
’ objecti

ves also

affect ro
yalty rat

es, guar
antees a

nd

advance
s. Some

 enterta
inment l

icensors

seek hig
h advan

ces to h
elp pay 

for or

greenlig
ht a pro

duction
, but ma

y accep
t a

lower ro
yalty rat

e in retu
rn for m

ore

upfront 
funds. A

 licenso
r may of

fer a low
er

royalty 
rate to a

ttract a 
licensee

 to an

unprove
n prope

rty or to
 gain its

commitm
ent to a 

longer c
ontract.

 A

corpora
te or oth

er licens
or may h

ave a

strict po
licy rega

rding ad
vance o

r

guarant
ee minim

ums; so
me will 

not acce
pt

deals be
low $5,0

00, for e
xample,

 and

others n
ot below

 $100,00
0. High

guarant
ees, if th

ey do no
t match

 the

licensee
’s object

ives or c
apabiliti

es, can b
e

detrime
ntal to a

 program
, howev

er, since

they can
 lead to 

overship
ping and

 sales

totals th
at do no

t meet e
xpectati

ons. 

A licens
ee that d

esires a 
broadly 

defined

exclusiv
e typica

lly pays 
a higher

 royalty

rate and
/or guar

antee, si
nce it is 

preventi
ng

the licen
sor from

 earning
 income

 from

other m
anufactu

rers in t
he same

 categor
y.

Some lic
ensees l

ower the
ir guaran

tees by

promisin
g to pres

ent mor
e SKUs t

o

retailers
. This co

mmitme
nt benef

its

licensor
s by incr

easing th
e chance

s that

more pr
oducts e

nd up on
 retail sh

elves.

Dependi
ng on th

e proper
ty, this c

an be a

greater b
oon than

 high gu
arantees

.  
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of a mor
e favora

ble deal
 with a f

uture

property
. The un

paid por
tion of t

he

guarant
ee migh

t carry o
ver to a

 future

property
, or the 

guarant
ee for th

at future

property
 might b

e lower 
than no

rmal to

compen
sate for 

the unre
asonabl

y high

guarant
ee on th

e first p
roperty.

 

Licenso
rs typica

lly requi
re a por

tion

(such as
 25%) of

 the firs
t year’s 

guarant
ee

as an advance, payab
le upon 

contrac
t

signing.
 In the c

ase of a 
low gua

rantee, t
he

licensor
 may req

uire the
 full amo

unt in

advance
; at othe

r times t
he adva

nce may

be a tok
en paym

ent of a 
few hun

dred

dollars. 
If the ad

vance is
 very lar

ge,

licensor
s may al

low lice
nsees to

 remit h
alf

the adva
nce upo

n contra
ct signin

g and th
e

remaind
er in a s

eries of 
paymen

ts every

six mon
ths, rath

er than 
as a sing

le lump

sum upf
ront.

In some
 cases, a

 licenso
r might 

lower or

waive an
 advanc

e in retu
rn for a 

higher

guarant
ee or ro

yalty rat
e, espec

ially if it

wants to
 encoura

ge the li
censee t

o spend

upfront 
on prod

uct deve
lopment

 or

marketin
g.  

Factors Af
fecting Ro

yalty Rate
s 

And Guar
antees

Royalty 
rates va

ry, as th
e charts

 on this

page sh
ow. The

 law of s
upply an

d deman
d

plays in
to the ro

yalty as
king pric

e. An

entertai
nment p

roperty 
that ma

ny

licensee
s desire

 can com
mand ro

yalties o
f

14% or h
igher. O

n the ot
her han

d,

8
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Exhibit 1

AVERAGE
 ROYALTY

 BY PROP
ERTY TYP

E, 2011

Art  . . . . .
 . . . . . . . 

. . . . . . . .
 . . . . . . . 

. . . . . . . .
 . . . .6.3%

Artists  . .
 . . . . . . . 

. . . . . . . .
 . . . . . . . 

. . . . . . . .
 . . .6.4%

Museums
 . . . . . . . 

. . . . . . . .
 . . . . . . . 

. . . . . . . .
 . .6.2%

Celebritie
s  . . . . . . 

. . . . . . . .
 . . . . . . . 

. . . . . . . .
 . . .10.2%

Entertaine
rs/Models

 . . . . . . . 
. . . . . . . .

 . . . . . . . 
.10.3%

Chefs/Hom
e-Related

 . . . . . . . 
. . . . . . . .

 . . . . . . . 
. .9.7%

Collegiate
 . . . . . . . 

. . . . . . . .
 . . . . . . . 

. . . . . . . .
 . . .9.9%

Entertainm
ent/Chara

cter  . . . . 
. . . . . . . .

 . . . . . . . 
. . .9.3%

Estates . .
 . . . . . . . 

. . . . . . . .
 . . . . . . . 

. . . . . . . .
 . . . .9.7%

Fashion  . . . . . . . 
. . . . . . . .

 . . . . . . . 
. . . . . . . .

 . . . . .8.4
%

Apparel  .
 . . . . . . . 

. . . . . . . .
 . . . . . . . 

. . . . . . . .
 . . .8.3%

Footwear
 . . . . . . . 

. . . . . . . .
 . . . . . . . 

. . . . . . . .
 . . .7.1%

Home  . .
 . . . . . . . 

. . . . . . . .
 . . . . . . . 

. . . . . . . .
 . . .7.5%

Music . . . . 
. . . . . . . .

 . . . . . . . 
. . . . . . . .

 . . . . . . . 
. . .8.2%

Non-profi
t  . . . . . . 

. . . . . . . .
 . . . . . . . 

. . . . . . . .
 . . . .8.4%

Publishing
 . . . . . . . 

. . . . . . . .
 . . . . . . . 

. . . . . . . .
 . . .8.7%

Books  . .
 . . . . . . . 

. . . . . . . .
 . . . . . . . 

. . . . . . . .
 . . .8.0%

Newspap
ers/Maga

zines  . . .
 . . . . . . . 

. . . . . . . .
 . . .8.1%

Comic Bo
oks/Strips

 . . . . . . . 
. . . . . . . .

 . . . . . . . 
. . .9.6%

Sports  . .
 . . . . . . . 

. . . . . . . .
 . . . . . . . 

. . . . . . . .
 . . . .9.9%

Trademar
ks/brands

 . . . . . . . 
. . . . . . . .

 . . . . . . . 
. . . .7.8%

Automoti
ve/Motor 

Vehicle  .
 . . . . . . . 

. . . . . . . .
 . . .4.1%

Food/Beve
rage  . . . 

. . . . . . . .
 . . . . . . . 

. . . . . . . .
 . .5.6%

Restauran
ts . . . . . .

 . . . . . . . 
. . . . . . . .

 . . . . . . . 
. . .6.0%

Sporting G
oods . . . 

. . . . . . . .
 . . . . . . . 

. . . . . . . .
 . .7.0%

Traditiona
l Toys/Gam

es  . . . . . 
. . . . . . . .

 . . . . . . . 
. . .8.2%

Video gam
es/Interac

tive/Onlin
e  . . . . . . . 

. . . . . . . .
 .8.9%

OVERALL
 AVERAGE

 . . . . . . . 
. . . . . . . .

 . . . . . . . 
. . . .8.7%

NOTE: Ro
yalty estim

ates base
d on net w

holesale p
rice.

Italics ind
icate subc

ategories.

SOURCE: The Lic
ensing Le

tter

Exhibit 2

AVERAGE
 ROYALTY

 BY PROD
UCT CAT

EGORY, 2
011 

Accessori
es  . . . . .

 . . . . . . . 
. . . . . . . .

 . . . . . . . 
. . . . .9.1%

 

Eyewear
 . . . . . . . 

. . . . . . . .
 . . . . . . . 

. . . . . . . .
 . . .8.2%

Handbags
, Backpac

ks, Messe
nger Bags

 . . . . . . . 
. .8.9%

Headwea
r  . . . . . . 

. . . . . . . .
 . . . . . . . 

. . . . . . . .
 . . .9.7%

Hosiery  .
 . . . . . . . 

. . . . . . . .
 . . . . . . . 

. . . . . . . .
 . . .8.6%

Jewelry &
 Watches

 . . . . . . . 
. . . . . . . .

 . . . . . . . 
. . .7.7%

Luggage 
& Travel A

ccessories
 . . . . . . . 

. . . . . . . .
 .10.2%

Scarves &
 Ties . . . .

 . . . . . . . 
. . . . . . . .

 . . . . . . . 
. . .7.3%

Apparel  .
 . . . . . . . 

. . . . . . . .
 . . . . . . . 

. . . . . . . .
 . . . .9.3%

 

Consume
r Electron

ics  . . . . 
. . . . . . . .

 . . . . . . . 
. . . . .5.2%

Domestic
s  . . . . . .

 . . . . . . . 
. . . . . . . .

 . . . . . . . 
. . . . .8.9%

 

Food/beve
rages  . . .

 . . . . . . . 
. . . . . . . .

 . . . . . . . 
. . . .5.9%

 

Footwear
 . . . . . . . 

. . . . . . . .
 . . . . . . . 

. . . . . . . .
 . . . .8.1%

 

Furniture/
Home Fur

nishings
 . . . . . . . 

. . . . . . . .
 . . . .7.5%

 

Gifts/nove
lties  . . . .

 . . . . . . . 
. . . . . . . .

 . . . . . . . 
. . . .9.0%

HBA  . . . .
 . . . . . . . 

. . . . . . . .
 . . . . . . . 

. . . . . . . .
 . . . .8.9%

Fragrance
 . . . . . . . 

. . . . . . . .
 . . . . . . . 

. . . . . . . .
 . .9.2%

Cosmetics
/Hair acce

ssories/Ot
her  . . . . 

. . . . . . . .
 . .8.3%

Housewar
es . . . . . 

. . . . . . . .
 . . . . . . . 

. . . . . . . .
 . . . .6.3%

 

Infant pro
ducts  . . 

. . . . . . . .
 . . . . . . . 

. . . . . . . .
 . . . .8.7%

Publishing
 . . . . . . . 

. . . . . . . .
 . . . . . . . 

. . . . . . . .
 . . .9.8%

Sporting g
oods  . . .

 . . . . . . . 
. . . . . . . .

 . . . . . . . 
. . . .9.8%

Stationery
/paper  . .

 . . . . . . . 
. . . . . . . .

 . . . . . . . 
. . . .9.2%

Toys/gam
es  . . . . .

 . . . . . . . 
. . . . . . . .

 . . . . . . . 
. . . .10.4%

Video gam
es/softwa

re . . . . . .
 . . . . . . . 

. . . . . . . .
 . .10.5%

OVERALL
 AVERAGE

 . . . . . . . 
. . . . . . . .

 . . . . . . . 
. . . .8.7%

NOTE: Ro
yalty estim

ates are b
ased on n

et wholes
ale price.

Italics ind
icate subc

ategories.

SOURCE: The Lic
ensing Le

tter $1-$10,000 (32%)

$10,001-$25,000 (32%)$25,001-$50,000 (7%)

$50,001-$100,000 (16%)

$100,001-$500,000 (5%)$500,001-$1 million (1%)
> $1 million (7%)

Exhibit 3
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(does not
 include t

hose repo
rting no g

uarantee)

SOURCE: THE LICE
NSING LETTER
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