
With a thriving economy that is the envy of 
austerity-ravaged Europe—in marked contrast 
to its troubled neighbor Greece, whose finan-
cial woes are well known—Turkey is entering 
a potential golden age, bolstered by rising GDP, 
increased per-capita income, and a seemingly 
happy balance between the state and private 
sectors.

Annual GDP growth averaged 5.2% from 2002-
2011, including 9.2% in 2010 and 8.5% in 2011; 
the country’s 3% growth rate in 2012 was higher 
than any other country in Europe, aside from 
Norway. Meanwhile, per-capita income rose 
from $6,200 to $14,700 over the last decade, 
and the population increased from 65 million to 
more than 75 million. 

Retail sales of licensed merchandise totaled 
$500 million in Turkey in 2012, up 6.4% from 
$470 million in 2011, according to The Licensing 
Letter supplement to “International Licensing: 
A Status Report,” to be released this month.

“The increase in purchasing power has of 
course helped parents to buy more licensed 
items for the kids,” says Ahmet Ali Unsal of 
Kaynak Licensing, who estimates the modern 
licensing business in Turkey began around 
1996 when Garfield appeared on television and 
spurred licensed product sales. 

The number of licensing agents within Tur-
key has grown along with the economy, with at 
least 20 agencies currently in business, accord-
ing to a report from Hamdullah Yalvak of long-
time Turkish agency Lisans Medya. 

All of these positive trends point to more 
success for licensed goods, and agents head-
quartered in the territory believe retail sales of 
licensed products are growing, with 2013 run-
ning above 2012. 

A Modernized Retail Landscape
Hakan Durdag of Sinerji Lisans in Istanbul 

points out that the growth of modern retail 
chains has helped licensing develop in Turkey. 
“Only 10 years ago, 70% of Turkey’s retail was 

handled by traditional mom and pop stores, 
whereas it is estimated that slightly more than 
50% of the retail market today is modern retail-
ers who are much more open to licensed prod-
ucts and direct-to-retail deals as they better 
understand the power of licensing,” he says. 

Still, the country continues to lack modern, 
organized retail chains compared to other coun-
tries in Europe. Durdag notes that one of the 
main issues facing the licensing business is the 
overabundance of licensed properties, all com-
peting for the same limited shelf space.
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Breakfast in Vegas

Join the Movement 
With Nautilus and Bow-
flex, and Bubble Wrap, 
brands represented by 
Seltzer Licensing, are 
co-hosting The Licensing 
Letter’s annual preshow 
subscriber breakfast in 
Las Vegas. The high-
level networking event 
is Monday June 17, 
8:30 a.m.-10 a.m. at 
the Luxor Hotel’s res-
taurant, Tender.  
RSVP to imayer@ 
epmcom.com.

 	 in short 
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Movie Licensing 2014-2016

Hollywood’s Blockbuster Fixation 
Piles Reboots on Sequels

Hollywood has been fixated on blockbuster 
sequels since the 1980s (and long before that, 
with serials) and now is enthusiastically pursu-
ing another obsession: the reboot. 

The interval between films that can be clas-
sified as sequels is typically one to three years; 
for reboots, the period between releases is any-
where from about six years to more than 20. 
(Technically, a sequel is a continuation of the 
same universe, characters, and, mostly, actors, 
while a reboot is a reworking of the story with 
new actors, though “reboot” is often used more 
loosely.)

Given the 30-plus years the sequel trend has 
been around, some of the titles in our semian-
nual, forward-looking (2014-2016) list of mov-
ies with strong licensing potential are on their 
third and fourth releases. (Fast and Furious is 
up to No. 7.) See pages 3-5 for the current list.

Reboots
The reboot resurrects an old movie (one-off 

or series) and is often intended to serve as the 
launching pad for a series of sequels.

Continued on page 12
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CAFEPRESS SHOWERS
CafePress, the website for custom-
izable goods, recently added show-
er curtains to its portfolio. “We saw 
that a great many shower curtains 
are sold online,” says CafePress’s 
Bob Marino. “So we developed the 
way to customize those.” Licensed 
offerings include Star Trek, Salvador 
Dali, and “Lost.” Although Cafe-
Press initially concentrated on sell-
ing T-shirts, apparel now represents 
only 50% of its business. Current 
hot licenses for the web retailer 
include Iron Man 3 and “The Big 
Bang Theory.” And the 1980s cult 
film Princess Bride remains one of 
its strongest licenses.

BEHIND THE SCENT
More than 200 “prestige” fragranc-
es—many of them around licensed 
celebrity and entertainment 
figures, as well as luxury brands—
were released in 2012, compared to 
11 in 1977, according to brand con-
sultant David Horner, who helped 
launch the Giorgio of Beverly Hills 
scent, as reported in a Wall Street 
Journal story about Kate Spade’s 
Live Color Fully fragrance. Licensed 
fragrances generated retail sales 

of $4.1 billion last year in the U.S. 
and Canada, up 5.9%, compared to 
a 2.1% gain for licensing overall, 
according to The Licensing Letter. 
The growth was propelled by the 
more expensive brands, says NPD 
Group; sales of perfumes selling for 
$75 or less were down.

SKECHERS LICENSES
Shoe manufacturer Skechers posted 
$1.8 million in first-quarter reve-
nues from licensed eyewear, appar-
el, backpacks, and socks. That’s 
roughly four-tenths of one percent 
of company revenues for the quar-
ter, which totaled $451.6 million, 
up 28.6% over the same period last 
year. International revenues were 
up almost 21%. We estimate that 
$1.8 million translates to about $30 
million to $32 million in retail sales 
of licensed Skechers merchandise. 

Penny for Your Brand?
Wonder what JCPenney will look 
like post-Ron Johnson? Joe Fresh 
and Happy Chic by Jonathan Adler 
get thumbs up, as do Sephora 
and Liz Claiborne (now a Penney-
owned house brand)—not as 
shop-in shops, but as “attractions,” 

according to returned CEO Mike 
Ullman, speaking on a first-quarter 
analysts call. Ullman divides the 
business into three categories: pri-
vate brands, national brands, and 
attractions. Does that mean Pen-
ney is throwing in the towel, so to 
speak, on its fight with Macy’s over 
Martha Stewart? Stewart wasn’t 
mentioned on the call, but the 
retailer’s rationale and legal argu-
ment for taking Stewart on was 
that it was opening Stewart stores 
and that it was permissible under 
her Macy’s agreement. Hmmm. 
Overall, it doesn’t seem as though 
licensing has much of a future at 
Penney, with the emphasis going 
back to private label. Ullman says 
St. John’s Bay women’s sportswear 
was doing $1 billion in annual sales.

NOW TOURING
Disney licenses Feld Entertain-
ment to produce a 90-city national 
tour based on “Sofia the First” 
and “Jake and the Never Land 
Pirates.” A preshow segment is 
built around “Doc McStuffins.” 
The 40-date summer-long Vans 
Warped Tour will feature an exclu-
sive Domo stage, a Domo branded 
tent, and fan activation areas. Big 
Tent Entertainment handles Domo 
licensing worldwide except for 
Asia.

WHO OWNS THAT MARK? 
If it was registered in 2012, there’s 
a good chance the answer is some-
one (or some company) in China. 
In the Clothing/Footwear/Headgear 
registration class, China accounted 
for 69% of all registrations last 
year—followed by the U.S. with 
15%. The top 10 countries for 
trademark registrations are: China, 
the U.S., Brazil, Turkey, France, 
South Korea, Japan, Germany, 
Canada, and the U.K., according 
to Thomson Reuters’ “2012 Trade-
mark Report.” The two countries 
with the fastest growth in trade-
mark registrations are: the U.K. 
(10%) and Turkey (8%).
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CO-BRANDS, EXCLUSIVES, AND LIMITED EDITIONS
“The Big Bang Theory” (Warner Bros. Consumer Products) and Star 
Trek (CBS Consumer Products) collaborate on an exclusive, limited edi-
tion co-branded collection, to be available at Hot Topic (online and 
off). The retailer is also offering a limited edition “Big Bang Theory”/
DC Comics T-shirt featuring “Big Bang” characters in their favorite DC 
superhero costumes.
DC’s superheroes are busy. Target introduced a line of 50-plus items 
of exclusive Justice League merchandise May 19. The summer collec-
tion was co-created by the design teams from both Target and Warner 
Bros. Consumer Products. The range covers home, stationery, sporting 
goods, and lawn and garden and features contemporary as well as 
vintage-inspired items.
This fall, Gund and Funko will introduce a line of Uglydoll/DC Comics 
Superheroes, including Ice-Bat as Batman and Babo as Superman.  
Gund is handling plush, Funko vinyl figures. Distribution is via Diamond  
Comics.
Speaking of Uglydoll, shoe boutique The Ave Venice in California has 
an exclusive line of Uglydoll Converse Chuck Taylors. The line debuted 
last month in the store and at www.theavevenice.com.



The Nut Job 1/17/14 Open Road Films Animated film follows a surly squirrel banished to live in a big city. Striker 
Entertainment represents licensing.

Original

I, Frankenstein 1/24/14 Lionsgate Famed horror character gets caught up in a centuries-old clan war. Book

The Lego Movie 2/7/14 Warner Bros. 
Pictures

Lego characters (including some rumored licensed ones) come together to save the 
Lego universe from destruction.

Toy

Robocop 2/7/14 MGM Retelling of the dystopian action/crime film story starring Joel Kinnaman as a crime 
fighting cyborg. Sony Pictures distributes; MGM handles consumer products.

Reboot

Mr. Peabody & 
Sherman

3/7/14 DreamWorks 
Animation

3-D CGI animated take on the Peabody's Improbable History segments from the 
classsic Rocky & Bullwinkle animated TV series. Directed by Rob Minkoff and 
distributed by 20th Century Fox.

Television

300: Rise of an 
Empire

3/7/14 Warner Bros. 
Pictures

Prequel to 2007's 300, again written by Frank Miller, but with a new cast and crew. A 
collector-focused licensing program is planned.

Comic book, 
sequel

Need for Speed 3/14/14 Walt Disney 
Studios

This adaptation of EA's popular racing game by DreamWorks Studios celebrates car 
culture and road pursuits.

Video game

The Muppets…
Again!

3/21/14 Walt Disney 
Studios

Tina Fey, Ray Liotta, Danny Trejo, Ricky Gervais, and Frank Langella star. Licensees for 
the most recent film include Zak Designs (housewares) and OPI (nail laquer).

Sequel

Divergent 3/21/14 Lionsgate Adaptation of Veronica Roth's science-fiction/dystopian YA novel, which often draws 
comparisons to the Hunger Games series.

Book

Noah 3/28/14 Paramount 
Pictures

From the biblical story, Russell Crowe, Emma Watson and Jennifer Connelly prepare 
in ancient times for the great flood. Directed by Darren Aronofsky. New Regency 
co-produces.

Book

Captain America: 
The Winter Soldier

4/4/14 Walt Disney 
Studios

Sequel to Captain America: The First Avenger and direct sequel to this year's The 
Avengers, telling the story about Bucky (Captain America's former sidekick) and his 
transformation into The Winter Soldier, a deadly assassin. Licensees from the first film 
include Huffy (bicycles, scooters), Franklin (sporting goods), and Trends International 
(posters, coloring/activity books).

Comic book, 
sequel

Rio 2 4/11/14 20th Century Fox Sequel to 2011's 3-D CGI animated film takes place in the Amazon jungle. Voices 
by Anne Hathaway, Jesse Eisenberg, George Lopez, Bruno Mars, Tracy Morgan, and 
Jamie Fox. Last film included a co-branded Angry Birds iOS/Android game.

Sequel

The Amazing 
Spider-Man 2 

5/2/14 Sony Pictures 3-D sequel to 2012's The Amazing Spider-Man, which still revolves around Peter 
Parker as the webcrawler. Disney Consumer Products handles licensing.

Comic book, 
sequel

Untitled Godzilla 5/16/14 Warner Bros. 
Pictures

American "reboot" of the classic monster battle series, with Gareth Edwards (director 
of indie film Monsters) as director.

Reboot

Dawn of the Planet 
of the Apes 

5/23/14 20th Century Fox Sequel to 2011's retelling of the Planet of the Apes series. Andy Serkis returns for 
motion capture/voice work.

Sequel

The Good Dinosaur 5/30/14 Walt Disney 
Studios

Pixar's CGI animated feature comes 14 years after Disney's (non-Pixar produced) 
Dinosaur.

Original

A Million Ways To 
Die in the West

5/30/14 Universal Pictures Filmmaker Seth MacFarlane, who made rough humor mainstream in teddy bear 
comedy Ted and animated TV series Family Guy, stars with Charlize Theron, Liam 
Neeson, and Amanda Seyfried.

Original

Teenage Mutant 
Ninja Turtles 

6/6/14 Paramount 
Pictures

Live-action movie from Paramount's Nickelodeon division, produced by Michael Bay's 
Platinum Dunes. Stars Megan Fox and Will Arnett. Paramount bought Turtles IP for 
$60 million in 2009. Playmates is master toy licensee for the Nickelodeon show.

Comic book, 
reboot

21 Jump Street 2 6/13/14 Sony Pictures Sequel reteams Jonah Hill and Channing Tatum in an action comedy about young 
undercover cops.

Television, 
sequel

How to Train Your 
Dragon 2 

6/20/14 DreamWorks 
Animation

Sequel to 2010's children's book adaptation. 20th Century Fox distributes. Spin 
Master is master toy licensee for the film and accompanying television series.

Sequel

Transformers 4 6/27/14 Paramount 
Pictures

Fourth iteration in the Transformers series, with Michael Bay directing an all-new cast 
of Mark Wahlberg, Jack Reynor, and Nicola Peltz—and new Transformers. Previous 
film featured tie-in game from Activision, Zazzle print-on-demand products, and GB 
Eye posters.

Toy, sequel

Maleficent 7/2/14 Walt Disney 
Studios

A live-action tale of Sleeping Beauty from the point of view of antagonist Maleficent, 
played by Angelina Jolie.

Reboot
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Fast & Furious 7 7/11/14 Universal Pictures Dwayne Johnson joins regulars Vin Diesel and Paul Walker in a seventh car-crazed 
installment just a year after the sixth.

Sequel

X-Men: Days of 
Future Past 

7/18/14 20th Century Fox Sequel to 2011's X-Men: First Class, seeing the mutant superhero team come together 
again in their early days. Once again directed by Matthew Vaughn.

Comic book, 
sequel

Jupiter Ascending 7/25/14 Warner Bros. 
Pictures

The Matrix filmmakers Andy & Lana Wachowski direct Channing Tatum and Mila 
Kunis as humans struggling to survive in a sci-fi world. A collector-focused licensing 
program is planned.

Original

Hercules: The 
Thracian Wars

7/25/14 MGM Dwayne (The Rock) Johnson is directed by Brett Ratner in a historical action 
adventure. Paramount Pictures handles distribution; MGM oversees consumer 
products.

Reboot

Guardians of the 
Galaxy

8/1/14 Walt Disney 
Studios

Marvel extraterrestrial superhero first appearing in 1969 and resurrected 4 years ago 
for a new comic series. James Gunn (Super, Slither) directs and writes.

Comic book

Dracula 8/8/14 Universal Pictures Original movie story tracing the origin of the bloodsucking legend; starring Luke 
Evans.

Book

Popeye 9/26/14 Sony Pictures Revives the comic strip and cartoon character controlled by Hearst's King Features. 
Directed by Genndy Tartakovsky (Star Wars: Clone Wars).

Comic strip

The Book of Life 10/10/14 20th Century Fox Animated feature retelling the Romeo & Juliet story against the backdrop of the Day 
of the Dead celebration; from filmmaker Guillermo del Toro.

Original

Kitchen Sink 
Zombies

10/17/14 Sony Pictures Two teenagers align with zombies to beat back alien invaders; licensed products will 
focus on adults.

Original

The Boxtrolls 10/17/14 Universal's Focus 
Features

3-D stop motion and CGI animation hybrid from producer Laika presents an orphan 
boy raised by underground creatures who he saves from extermination. Voices by 
Ben Kingsley, Toni Collette, and Simon Pegg. Based on Alan Snow’s novel “Here Be 
Monsters.” Universal handles licensing.

Original

Big Hero 6 11/7/14 Walt Disney 
Studios

Animated Marvel comics superheros fight criminals in a city that blends Toyko and 
San Francisco.

Comic book

Mockingjay, Part 1 11/21/14 Lionsgate Original cast returns for the third Hunger Games title, which is itself Part 1 of a two-
part adaptation of Suzanne Collins' final book of the trilogy. Striker Entertainment 
handles licensing.

Book

Happy Smekday! 
(working title) 

11/26/14 DreamWorks 
Animation

Based on Adam Rex's book "The True Meaning Of Smekday," the animated film 
follows two unlikely fugitives tasked with saving the world; with the voices of Jim 
Parsons and Rihanna. 20th Century Fox distributes.

Book

The Hobbit: There 
and Back Again 

12/17/14 Warner Bros. 
Pictures

Third and final film in the Hobbit trilogy, based on notes from J.R.R. Tolkien. The 
Bridge Direct and Vivid Group are co-toy master licensees; others are United Cutlery, 
Houghton Mifflin, Noble Collection, and Pressman Toy.

Sequel, book

Minions 12/19/14 Universal Pictures Animated spinoff from Despicable Me, featuring the one-eyed, overall-clad, yellow 
minions characters. Sandra Bullock voices the villain. Thinkway is master toy licensee.

Sequel

Annie 12/25/14 Sony Pictures Musical recreates the Little Orphan Annie comic strip that morphed into a famous 
stage play and big-budget film flop in 1982. This version sports a black cast led by 
child star and Oscar nominee Quvenzhane Wallis. Producing are Jay-Z and Will Smith.

Reboot

Night at the 
Museum 3 

12/25/14 20th Century Fox Ben Stiller reprises his role in the family adventure. Sequel

Jurassic Park 4 2014 Universal Pictures 3-D reboot of the dinosaurs-in-modern-times franchise. Hasbro is master toy licensee. Sequel

Phineas and Ferb 2014 Walt Disney 
Studios

Big screen installment of the popular Disney Channel show, written by Little Miss 
Sunshine/Toy Story 3 writer Michael Arndt. Licensees for the show includes footwear 
partner Etnies.

Television

Fantastic Four 3/6/15 20th Century Fox Third Fox theatrical film based on the Marvel comics. Comic book, 
reboot

The Penguins of 
Madagascar 

3/27/15 DreamWorks 
Animation

Spinoff from Madagascar films that also inspired a popular Nickelodeon TV show. 
20th Century Fox distributes.

Sequel

Untitled Avengers 
Sequel 

5/1/15 Walt Disney 
Studios

Sequel to 2012's Marvel's The Avengers megablockbuster and reuniting that cast. Will 
incorporate storylines touched on in newer Marvel films. Joss Whedon again writes 
and directs.

Comic book, 
sequel

Assassin's Creed 5/22/15 20th Century Fox Based on Ubisoft's popular video game; co-produced by New Regency. Video game
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Trolls (working 
title) 

6/5/15 DreamWorks 
Animation

Film inspired by Troll dolls, whose IP DreamWorks Animation acquired in April 
2013. Features voices of Jason Schwartzman and Chloe Moretz. 20th Century Fox 
distributes. Dark Horse currently serves as Troll collectible doll licensee.

Toy

Untitled Pixar 
movie That Takes 
You Inside the Mind

6/19/15 Walt Disney 
Studios

CGI animated film set inside the human body. Original

Untitled 
Illumination 
Entertainment 3-D 
movie 

7/3/15 Universal Pictures Illumination Entertainment, which is best known for Despicable Me, creates an 
original 3-D animated movie.

Original

Pirates of the 
Caribbean 5 

7/10/15 Walt Disney 
Studios

Johnny Depp swashbuckles again for producer Jerry Bruckheimer. Sequel

The Smurfs 3 7/24/15 Sony Pictures 2011's surprise hit has reinvigorated the property. Licensees from the second film 
include Bakery Crafts/Jack Guttman, Brush Buddies, Build-A-Bear, Junk Food, Pioneer 
Balloon, and USAopoly; Sony promises 70+ manufacturers for the third installment.

Television, 
sequel

B.O.O.: Bureau 
of Otherworldly 
Operations 

9/25/15 DreamWorks 
Animation

Tony Leondis-directed animated film about ghosts, featuring the voice of Seth Rogan. 
20th Century Fox distributes.

Original

Hotel Transylvania 
2

9/25/15 Sony Pictures Sony Pictures Animation launches this sequel to its 2012 animated family film about 
misunderstood monsters. First film included a mobile app from PlayFirst and costumes 
from Rubie's.

Sequel

Ant-Man 11/6/15 Walt Disney 
Studios

Marvel comics property goes live action in director Edgar Wright's movie about a 
biochemist who develops the ability to drastically decrease his size. One of the first 
members of the Avengers.

Comic book

Untitled Peanuts 
Movie 

11/6/15 20th Century Fox Fox's Blue Sky Studios animation house known for the Ice Age movies makes a 3-D 
family film with Charlie Brown and other Peanuts characters.

Comic strip

Mockingjay, Part 2 11/20/15 Lionsgate Part 2 of an adaptation of the last of Suzanne Collins' Hunger Games books. Original 
cast returns, with new director to be announced. Striker Entertainment handles 
licensing.

Book

Finding Dory 11/25/15 Walt Disney 
Studios

Animated sequel to Finding Nemo. Albert Brooks and Ellen DeGeneres reprise their 
voicing roles.

Sequel

Kung Fu Panda 3 12/23/15 DreamWorks 
Animation

Second sequel to Kung Fu Panda, again featuring the voice of Jack Black. Guillermo 
del Toro is executive producer. Fox distributes.

Sequel

Goosebumps 2015 Sony Pictures Live-action feature based on the R. L. Stine fright novel series geared for young boys. Book

Mumbai Musical 
(working title) 

3/18/16 DreamWorks 
Animation

Bollywood-inspired animated musical centering around monkeys. Oscar winners 
Stephen Schwartz and A.R. Rahman are writing lyrics and music, respectively, as well 
as executive producing. Fox distributes.

Original

How to Train Your 
Dragon 3

6/18/16  DreamWorks 
Animation

Third in the series following 2010's children's book adaptation. Features the same 
voice cast. Fox distributes.

Sequel

Angry Birds 
(working title)

7/1/16 Sony Pictures First film based on an app, though there is in-house-produced TV series. The 3-D 
animated film is being developed, produced, and financed by IP rights owner Rovio 
Entertainment. Licensing partners for the app include Commonwealth (toys), Pengiun 
(publishing), and Calego (bags, back-to-school).

Mobile game

James Bond 24 2016 MGM Sequel to 2012's Skyfall and 4th film about agent 007 to star Daniel Craig. Sony 
Pictures expected to distribute.

Sequel

Stretch Armstrong TBA Relativity Media Based on the flexible Hasbro property. Previously scheduled as a 2012 release from 
Universal Studios with Taylor Lautner as star.

Toy

Avatar 2 TBA 20th Century Fox Sequel to highest grossing film of all time, expected to focus on filmmaker James 
Cameron's in-depth look into Pandora's oceans.

Sequel

Untitled Dia de los 
Muertos Pixar Film

TBA Walt Disney 
Studios

Animated Pixar film based on the Mexican holiday, directed by Lee Unkrich. Disney 
withdrew trademark attempt in May 2013 that it had hoped to use to stake out 
exclusivity in certain products using the film's title/holiday name.

Original

Mission:  
Impossible 5

TBA Paramount 
Pictures

Tom Cruise and hit filmmaker J. J. Abrams sign for fifth installment; MI:4 grossed 
$695 million worldwide.

Television, 
sequel

Source: The Licensing Letter
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*Extension or renewal.

 licenses recently granted, U.S. (Canada as indicated)
Property	 Granted to products manufactured granted by

Al Agnew, Colin Bogle, 
Patrick Reid O'Brien, 
Victoria Schultz

Andrews + Blaine Puzzles MHS Licensing

Al Agnew, Hautman 
Brothers

Ginsey Industries Fabric-covered toilet seat covers MHS Licensing

Mohawk Carpet Printed/woven rugs

Amylee Weeks Magnet Works Paper coasters MHS Licensing

Moovie Distribution Cross-stitch kits

Backyardigans, Franklin and 
Friends, Max & Ruby

Webber Naturals Vitamin supplements (U.S., Canada) Nelvana Enterprises/Corus 
Entertainment

PROPERTIES AVAILABLE OR RECENTLY ASSIGNED, U.S. (Canada as indicated)
Property Description Categories Available Licensing Contact

8-Ball Pool Miniclip.com’s pool game, available 
online and in mobile app stores.

Apparel, games, toys Larry Seidman, Dimensional 
Branding Group

Bloom County Comic strip written by Berkeley 
Breathed starring Opus the Penguin 
and Bill the Cat. Celebrating its 35th 
anniversary in 2015.

Apparel, collectibles, gaming accessories, plush Steve Scebelo, TM317

Happy Toon World Collection of miniaturized 
reinterpretations of popular 
characters.

Apparel, electronic accessories, kitchenware, 
lifestyle products, paper goods, textiles, toys

Steven Heller, Brand Liaison, The

Lisa Weedn Artist known for wall decor and 
home textiles.

Bath, fabric/accessories, gift bags/wrap, 
greeting cards, home/wall decor, home textiles, 
scrapbooking, stationery, tabletop

Marty Segelbaum, MHS Licensing

Mikael Jansson New York-based fashion 
photographer and director, known 
for work in the 1990s with various 
fashion brands.

All Samira Ali, Trunk Archive

Nautilus Home fitness brands Nautilus, 
Bowflex, Schwinn, and Universal. 
Products currently available through 
direct and retail channels worldwide.

All Stu Seltzer, Seltzer Licensing Group

Purple Turtle Children’s preschool property known 
for its activity and puzzle books in 
India

All (North America) Danny Simon, The Licensing Group

Skippy Hormel Foods’ peanut butter brand. 
Formerly owned by Unilever.

All Eve LeMaster, Firefly Brand 
Management

Terminator Salvation Third sequel to the Terminator series 
featuring Christian Bale and Sam 
Worthington.

All Rand Marlis, Creative Licensing

Terry Doughty Self-taught wildlife artist who 
translates outdoors experiences to 
artwork.

Bath, gift bags/wrap, greeting cards, home 
textiles, kitchen textiles/accessories, puzzles, 
scrapbooking, stationery, totes

Marty Segelbaum, MHS Licensing

Tired Ted Character created by Innis and 
Richard Stiles featured on greeting 
cards, calendars, and other printed 
products.

Apparel, bedding, greetings, sleepwear, 
stationery

Grace Ressler, Joy Tashjian Marketing 
Group (JTMG)

Urban Dictionary Website featuring user-submitted 
slang terms and descriptions of 
“new” words.

All Larry Seidman, Dimensional Branding 
Group

✹ licensing news
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Property Granted to products manufactured granted by

✹licensing news Continued from page 6

Big Bang Theory Funko Co-branded bobble heads Warner Bros. Consumer Products

Bioshock Infinite Plaid Hat Games Board games 2K Play - Take Two Interactive

Boo - The World’s Cutest 
Dog

Bentex Group/Extreme Concepts Swimwear (boys’, girls’) Knockout Licensing

Department 56 Figurines, holiday ornaments, mugs, water globes

Enterplay Collectible fun packs

SG Footwear/SGI Apparel Group Footwear, sleepwear (children’s)

Trends International Posters

Burt’s Bees Fetch...for cool pets! Pet care products Burt's Bees

Christine Adolph Warner Wallcoverings Wallpaper, wallpaper borders MHS Licensing

DC Comics Super Heroes Gund Co-branded plush Warner Bros. Consumer Products

Family Guy K'NEX Brands Building toys Fox Consumer Products

Game of Thrones, Sex and 
the City, True Blood

Eleni's New York Cookies HBO

H20: Just Add Water California Costumes* Halloween costumes, wigs (U.S., Canada) SMC Entertainment

Goodie Two Sleeves Beach bags, pillows, T-shirts

Zazzle Customizable apparel, collectibles

Hello Kitty BioWorld Merchandising Co-branded scarves Sanrio

Krash, Raskullz reALTO Beverage containers Firefly Brand Management

Mortal Instruments (book 
series)

Trends International Bookmarks, posters (U.S., Canada) Simon & Schuster

Old Bay Thanasi Foods Sunflower seeds Beanstalk Group

Psycho Mezco Toyz Co-branded collectible dolls Universal Partnerships & Licensing

Smurfs 2 (film) Bakery Crafts/Jack Guttman Cake decorations Sony Pictures Consumer Products

Brush Buddies Toothbrushes with sound

Build-A-Bear Workshop Plush, plush accessories

Junk Food Clothing* T-shirts

Pioneer Balloon Foil/latex balloons

USAopoly Co-branded board game

Spam BioWorld Merchandising Accessories, apparel Firefly Brand Management

Terminator American Classics Apparel Creative Licensing

Terminator 2: Judgement 
Day

National Entertainment Collectibles 
Association (NECA)

Action figures Creative Licensing

Terminator, Terminator 2: 
Judgement Day

Alamo Drafthouse Cinema/Mondo Art posters Creative Licensing

Tickety Toc Calego International Bags, luggage (Canada) Studio Licensing

Paris Geneve Sleepwear (boys’, girls’) (Canada)

Uglydoll Ave Venice, The Footwear Pretty Ugly

Gund Co-branded plush

Yummy You! BioWorld Merchandising Co-branded scarves Firefly Brand Management



Britvic Poetic License/Poetic Gem Nightwear, T-shirts (U.K.) Start Licensing

Dinosaur Train Munecas Saica Outdoor toys, games (Spain) Jim Henson Company/HIP Brands

Elvis Presley Elmo & Montegrappa S.p.A.* Collectible pens (Italy) Elvis Presley Enterprises

Fender Uniqlo Co. Ltd. T-shirts (U.S., U.K., France) Fender

Fireman Sam Silverlit Toys (France) HIT Entertainment

Poppy Cat Art You Grew Up With Artwork (U.K.) Coolabi PLC

Northern Leisure Group Coin operated rides (U.K., Ireland)

Teenage Mutant Ninja 
Turtles

Cartamundi UK Card games (U.K.) Nickelodeon/MTVN Kids and Family 
Group

Terminator 2: Judgement 
Day

Mask-arade Paper masks (U.K.) Creative Licensing

Thunderbirds Are Go! Vivid Imaginations/Vivid Group Die-cast models, dress-up, figurines, play sets, 
role play (Australia, Europe, New Zealand)

ITV Studios

Wall’s Ice Cream Navigate Picnicware (U.K.) Hot Pickle

World of Eric Carle Ravensburger Games, jigsaw puzzles (U.K.) Joester Loria Group

YooHoo & Friends Simba Dickie Group Figurines, musical toys, play sets, puzzles 
(Europe)

Aurora World
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✹ 
international licensing news Continued from page 7

international licenses recently granted

Property Granted to products manufactured granted by

AND1 Street basketball brand now celebrating its 20th anniversary Back-to-school, basketball, basketball 
systems, beverages, consumer 
electronics, food, toys, training 
equipment (Worldwide including 
U.S., Canada)

Lloyd Mintz, Galaxy Brands

Cartoon Network Turner Broadcasting’s cartoon (and sometimes live-action) 
channel, featuring shows like Adventure Time, PowerPuff Girls, 
and Regular Show.

All including apparel, lifestyle, toys 
(Australia, New Zealand)

Thomas Punch, Haven 
Licensing

Cut the Rope Multiplatform puzzle game app featuring Om Nom, a creature 
with an insatiable appetite for candy.

All (Italy) Lorenzo Varra, Backstage S.R.L.

Donald J. Trump 
Signature Collection

Luxury goods brand built around the real estate developer/TV 
star.

All (U.K.) Nicola Spital, The Partnership

FIFA Organization in charge of soccer events worldwide, including 
the 2014 FIFA World Cup Brazil.

All (Australia, India, Indonesia, 
Malaysia, New Zealand, Phillippines, 
Signapore, South Korea, Thailand, 
Vietnam)

Neal Rudge, Pacific Licensing

Igam Ogam New prehistoric-themed animated series aimed at children 
ages 1-4.

All (U.K.) Nicola Danson, LMI

Paris Saint Germain Football (soccer) club known for  players including David 
Beckham and Zlatan Ibrahimovic.

All (Nordics) Marie-Louise Bengtsson, Early 
Bird Licensing

Simon’s Cat Animated cartoon series from Simon Tofeld featuring the 
titular hungry cat.

All (U.K.) Sarah Powell, Entertainment 
One

Zelfs, The Girl-focused toy brand from Moose Toys, creators of The Trash 
Pack.

All except toys (U.K., Ireland) Colin Lisle, Lisle International 
Licensing

International properties Available or recently Assigned

Property Description Categories Available Licensing Contact

*Extension or renewal.
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2K Play - Take Two Interactive, Steven Lux, VP 
Publishing, 646-536-2842 x 4231,  
steve.lux@2kgames.com, P. 7.

Alamo Drafthouse Cinema/Mondo, Tim League, 
Founder, 512-912-0529, tim@originalalamo.com, 
P. 7.

American Classics, David Brown, President, 256-
737-9995, david@americanclassics.bz, P. 7.

Andrews + Blaine, Brandie Oliver, 850-269-3604, 
brandie@andrewsblaine.com, P. 6.

Ave Venice, Rachel LeGault, Creative Director, 
310-452-5577, custom@theavevenice.com, P. 7.

Bakery Crafts/Jack Guttman, Nicci Henry, Licens-
ing Manager, 513-881-4161, nhenry@bkrycft.com, 
P. 7.

Battersby Law Group, Greg Battersby, 203-454-
9646, gjbattersby@gbiplaw.com, P. 11.

Beanstalk Group, Aaron Spiegeland, Director, 
Brand Management, 212-421-6060,  
aaron.spiegeland@beanstalk.com, P. 7.

Bentex Group/Extreme Concepts, Susan Peia, VP 
Licensing, 212-594-4250 x 168, susan@bentex.com, 
P. 7.

BioWorld Merchandising, Jennifer Staley, VP 
Licensing, 972-488-0655, jennifers@bioworldmerch 
.com, P. 7.

Brand Liaison, The, Steven Heller, 855-843-5424, 
P. 6.

Brush Buddies, Anish Patel, CEO, 909-434-0911, 
anish@brushbuddies.com, P. 7.

Build-A-Bear Workshop, Misty Jackson, Manager, 
Bear Stuff Development, 314-423-8000, mistyj@
buildabear.com, P. 7.

Burt’s Bees, Craig Stevenson, VP/GM, 800-849-7112, 
P. 7.

CafePress, Bob Marino, CEO, 650-655-3095,  
bmarino@cafepress.com, P. 2.

Calego International, Stephen Rapps, President, 
514-334-2117, stephen.rapps@calego.com, P. 7.

California Costumes, Chris Guzman, SVP Sales and 
Marketing, 323-262-8383, chris@californiacostumes 
.com, P. 7.

Creative Licensing, Rand Marlis, President, 310-
479-6777, rmarlis@mminternet.com, P. 6, 7.

Department 56, Mary Adams, Director of Licensing 
& Alternative Channels, 952-943-4125,  
mary.adams@dept56.com, P. 7.

Dimensional Branding Group, Larry Seidman, 
CEO, 415-595-5610, larry@dimensionalbranding.
com, P. 6.

Disney Consumer Products, Luis Fernandez, SVP 
Licensing, Central Creative, 818-544-0001,  
luis.fernandez@disney.com, P. 3.

Disney Consumer Products, Paul Gitter, SVP 
Licensing, Marvel, 818-544-1950, paul.gitter@ 
disney.com, P. 3.

DreamWorks Animation, Susan Spencer, Head 
Promotions/Marketing Services, 818-695-9769, 
susan.spencer@dreamworks.com, P. 3.

Eleni’s New York, Andrea McBride, Marketing 
Manager, 212-831-3460, P. 7.

Enterplay, Dean Irwin, President, 203-458-1127, 
dean.irwin@enter-play.com, P. 7.

Feld Entertainment, Allison Lort, Senior Director 
Licensing, 212-971-1488 x7, alort@feldinc.com, P. 2.

Fetch...for cool pets!, Steven Shweky, President, 
212-944-9494, steven@fetch4pets.com, P. 7.

Firefly Brand Management, Eve LeMaster, SVP, 
479-616-0056, eve@fireflybrandmanagement.com, 
P. 6, 7.

Fox Consumer Products, Stacey Kerr, Executive 
Director of Licensing, 310-369-5834, stacey.kerr@
fox.com, P. 3, 7.

Funko, Brian Mariotti, President, 425-783-3616, 
brian@funko.com, P. 7.

Ginsey Industries, Mary Fullam, SVP Marketing 
& Brand Development, 800-257-7844, mfullam@
ginsey.com, P. 6.

Goodie Two Sleeves, Robert Arce, VP Licensing, 
888-723-8337, P. 7.

Gund, Kim Ritch, Director Product Development, 
732-248-1500, kritch@gund.com, P. 7.

HBO, Josh Goodstadt, Director Licensing/Retail, 
212-512-7047, josh.goodstadt@hbo.com, P. 7.

JCPenney, Eric Hunter, SVP Marketing, 972-431-
1000, P. 2.

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

Junk Food Clothing, Jennifer Somer, Director Mer-
chandising, 310-445-7776, jennifer.somer@ 
junkfoodclothing.com, P. 7.

K’NEX Brands, Barbara Rentschler, CMO/SVP 
Global Marketing, 215-997-7722, brentschler@knex 
.com, P. 7.

Knockout Licensing, Tamra Knepfer, Co-President/
CEO, 917-514-0701, info@tkbrandgroup.com, P. 7.

Lionsgate Entertainment, Paula Kupfer, VP Promo-
tions Consumer Products, 310-255-4928, pkupfer@
lionsgate.com, P. 3.

Magnet Works, Sue Todd, President, 800-886-3121, 
suetodd@magnetworks.com, P. 6.

Mezco Toyz, Mike Drake, Licensing Manager, 718-
472-5100, drake@mezco.net, P. 7.

MGM Consumer Products, Tricia Samuels, Execu-
tive Director Worldwide Licensing, 310-586-8622, 
tsamuels@mgm.com, P. 3.

MHS Licensing, Marty Segelbaum, President, 952-
544-1377 x202, marty@mhslicensing.com, P. 6, 7.

Mohawk Carpet, Toni Fuller, 706-629-7721,  
toni_fuller@mohawkind.com, P. 6.

Moovie Distribution, Mat Monges, CEO, 866-849-
9915, sales@mooviestudio.com, P. 6.

National Entertainment Collectibles Association 
(NECA), Joel Weinshanker, President, 908-686-3300 
x206, joelw@necaonline.com, P. 7.

Nelvana Enterprises/Corus Entertainment, 
Andrew Kerr, Head Consumer Products The Amer-
icas, 416-479-7000, akerr@corusent.com, P. 6.

Open Road Films, Scott Kennedy, SVP Distribution 
Operations, 310-696-7575, P. 5.

Paris Geneve, Chafic Zakaria, President, 888-932-
7436, chafic@parisgeneve.com, P. 7.

Pioneer Balloon, Lisa Bennett, Director Market-
ing/Product Development, 316-688-8759, lisab@
pioneerballoon.com, P. 7.

Plaid Hat Games, Colby Dauch, 419-552-5490, 
mail@plaidhatgames.com, P. 7.

Playforge/Saban Brands, Jack Sorensen, Presi-
dent, 310-557-5124, jsorensen@sabanbrands.com, 
P. 11.

Pretty Ugly, Alita Friedman, Chief Brand Officer, 
908-620-0931 x2039, alita@uglydolls.com, P. 7.

reALTO, Justin Demes, President, 773-550-5585, 
justin@realtogrp.com, P. 7.

Relativity Media, Kelly Zuckerman, VP Partner-
ship/Brand Marketing, 310-859-1250,  
kellyz@relativitymediallc.com, P. 5.

Rovio, Claes Kalborg, Licensing Director, 358-45-
1342965, claes.kalborg@rovio.com, P. 3.

Seltzer Licensing Group, Stu Seltzer, Partner, 212-
244-5548, stu@seltzerlicensing.com, P. 6.

SG Footwear/SGI Apparel Group, Elisa Gangl, VP 
Licensing & Marketing, 201-336-1869,  
elisag@sgfootwear.com, P. 7.

Simon & Schuster, Lucille Rettino, VP/Direc-
tor of Marketing, 212-698-2803, lucille.rettino@
simonandschuster.com, P. 7.

Skechers USA, Steve Mandel, Director Global 
Brand Licensing, 310-406-0115, smandel@skechers 
.com, P. 2.

SMC Entertainment, Pamela Harris, Direc-
tor Licensing, 818-678-9680, pamela@
smcentertainmentgroup.com, P. 7.

Sony Pictures Consumer Products, Gregory 
Economos, SVP Global Consumer Products, 310-
244-4188, gregory_economos@spe.sony.com,  
P. 3, 7.

Striker Entertainment, Russell Binder, 818-225-
9355, russell@strikerent.com, P. 4.

Studio Licensing, Monika Sharma, Director 
Brand Marketing, 905-415-1887 x221, monika@
studiolicensinginc.com, P. 7.

Thanasi Foods, Justin Havlick, President/Founder, 
866-558-7379, P. 7.

The Licensing Group, Danny Simon, President/
CEO, 323-653-2700 x20, danny@tlgla.com, P. 6.

TM317, Steve Scebelo, Principal, 484-889-8917, 
sscebelo@tm317.net, P. 6.

Trends International, Jeff Loeser, VP Licensing, 
317-388-4068, jloeser@trendsinternational.com, 
P. 7.

Trunk Archive, Samira Ali, Director Consumer 
Product Licensing, 424-777-0884, sa@trunkarchive 
.com, P. 6.

Universal Partnerships & Licensing, Cindy Chang, 
VP/GM Licensing, 818-777-2067, cindy.chang@
nbcuni.com, P. 3, 7.

USAopoly, Maggie Matthews, VP Marketing, 760-
602-7609, maggie@usaopoly.com, P. 7.

Warner Bros. Consumer Products, Karen McTier, 
EVP Domestic Licensing & Woraldwide Marketing, 
818-954-3008, karen.mctier@warnerbros.com,  
P. 3, 7.

Warner Wallcoverings, Thomas Quinn, 800-621-
1143, thomasquinn@rjfnet.com, P. 7.

Webber Naturals, Don Bird, EVP Sales, 778-284-
7400, info@webbernaturals.com, P. 6.

Zazzle, Joyce Williams, Director Business Develop-
ment, 650-261-3345, joyce.williams@zazzle.com, 
P. 7.
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Art You Grew Up With, Russell Singler, Managing 
Director, 44-800-0988743, info@artyougrewupwith 
.com, P. 8.

Aurora World, Michael Kessler, SVP Sales & Mar-
keting, 562-205-1222, P. 8.

Backstage S.R.L., Lorenzo Varra, Marketing & 
Communication Coordinator, 39-59-340700,  
lorenzo.varra@backstagelicensing.com, P. 8.

Cartamundi UK, Paul Roberts, Chief Strategy Offi-
cer, 44-1268-511522, P. 8.

Coolabi PLC, Natasha Dyson, Head of Licensing, 
44-20-7004-0980, natasha.dyson@coolabi.com, P. 8.

Creative Licensing, Rand Marlis, President, 310-
479-6777, rmarlis@mminternet.com, P. 8.

Early Bird Licensing, Marie-Louise Bengts-
son, Partner, 46-736-90-00-06, marie-louise@
earlybirdlicensing.se, P. 8.

Elmo & Montegrappa S.p.A., Giuseppe Aquila, 
39-0424-522232, giuseppe.aquila@montegrappa 
.com, P. 8.

Elvis Presley Enterprises, Beth Franklin, Domestic 
Licensing Manager, 901-332-3322, bfranklin@elvis 
.com, P. 8.

Entertainment One, Sarah Powell, Licensing Exec-
utive, 44-20-7907-3773, spowell@entonegroup 
.com, P. 8.

Fender, Jeff Quinn, Licensing Director, 480-845-
5458, jquinn@fender.com, P. 8.

Galaxy Brands, Lloyd Mintz, EVP Global Licens-
ing & Business Development, 212-563-2700 x5419, 
lloyd.mintz@gxbrands.com, P. 8.

Haven Licensing, Thomas Punch, Managing Direc-
tor/Owner, 612-9357-9888, tpunch@havenlic.com.
au, P. 8.

HIT Entertainment, Gabriela Arenas, VP Consumer 
Products, The Americas/Latin America, 212-463-
9623, garenas@hitentertainment.com, P. 8.

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

ITV Studios, Jean-Philippe Randisi, EVP/Director 
Consumer Products, 44-2074-9114-41, jean-philippe 
.randisi@itv.com, P. 8.

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

Joester Loria Group, James Slifer, SVP Business 
Development, 212-683-5150 x306, jslifer@tjlgroup 
.com, P. 8.

Kaynak Licensing, Ahmet Ali Unsal, 90-216-524-21-
21, au@kayak.com.tr, P. 1.

Licensing Company, The, Angela Farrugia, Group 
Managing Director, 44-208-222-6100, angela.farru-
gia@thelicensingcompany.com, P. 11.

Lisans Medya, Hamdullah Yalvak, Brand & Licens-
ing Director, 90-216-532-7811, info@lisansmedya 
.com, P. 1.

Lisle International Licensing, Colin Lisle, 
Managing Director, 44-1937-586237, colin@
lisleintlicensing.com, P. 8.

LMI, Nicola Danson, Account Manager, 44-1425-
403430, nicola@lmiuk.com, P. 8.

Mask-arade, Ray Duffy, Director, 44-1926-814292, 
P. 8.

Munecas Saica, Salvador Agull, 34-96-556-55-25, 
saica@saica-toys.com, P. 8.

Navigate, Ray Tagert, 44-1279-653249, info@
navigate.ltd.uk, P. 8.

Nickelodeon/MTVN Kids and Family Group, Man-
uel Torres, SVP, Managing Director Global Toys, 
Interactive, Consumer Electronics, 212-258-6000, 
manuel.torres@mtvstaff.com, P. 8.

Northern Leisure Group, Wendy Townsend, Head 
Of Operations, 44-113-239-3803, P. 8.

Nurcihan Kesim Literary Agency, Osman Savas 
Ince, 90-216-511-5686, P. 11.

Pacific Licensing, Neal Rudge, Partner, 65-6410-
9768, neal.rudge@pacificlicensing.com, P. 8.

Partnership, The, Nicola Spital, Brand/Licensing 
Manager, 44-207-731-3233, nicola@tplicensing.com, 
P. 8.

Poetic License/Poetic Gem, Elliott Matthews, 
Executive Director, 44-1923-249497, elliott@
poeticgem.com, P. 8.

Ravensburger, Benn Bramwell, Marketing Manag-
er, 44-1869-363800, info@ravensburger.co.uk, P. 8.

Silverlit, Tom Mullen, 44-192-3835018, tommullen@
silverlit.com, P. 8.

Simba Dickie Group, Michael Sieber, CEO, 49-911 
9765-01, simbatoys@simbatoys.de, P. 8.

Sinerji Lisans, Gülüm Kürkçü, 90-212-279-83-18, 
gkurkcu@ldi.com.tr, P. 1.

Start Licensing, Ian Downes, Director, 44-208-337-
7958, start.licensing@btopenworld.com, P. 8.

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

Vivid Imaginations/Vivid Group, Paul Weston, 
CEO, 44-1702-200-660, consumers@vividimag.co.uk, 
P. 8.

�qinternational contacts & connections
This section refers to the International listings on Page 8. International calls from the U.S. and Canada must be preceded by the 011-prefix.
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Major League Baseball (24.3%)

National Football League (23.5%)

National Basketball League (15.8%)NASCAR, Teams and Drivers (6.6%)

National Hockey League (6.5%)
Major League Soccer (3.3%)

PGA Tour (2.3%)

Other (17.5%)

© Copyright 2013, Business Valuation Resources. May not be quoted or reproduced without prior written consent of the publisher; 212-941-0099.

NOTE: Numbers may not add up exactly due to rounding. 

RETAIL SALES OF LICENSED SPORTS MERCHANDISE, 

SHARE OF TOTAL, BY LEAGUE

U.S. & CANADA, 2012

2008

2009

2010

2011

2012

$0.0

$1.0

$2.0

$3.0

$4.0

$5.0

$6.0

$2.23

$1.91

$0.76

$2.12

$1.81

$0.72

$2.24

$1.84

$0.79

$2.37

$1.97

$0.83

$2.44

$2.03

$0.87

Entertainers/Models
Chefs/Home-Related

Other

$4.89

$4.65

$4.87

$5.18

$5.34
RETAIL SALES OF LICENSED MERCHANDISE, BASED ON CELEBRITY PROPERTIES

ORIGINATING AS ENTERTAINERS/MODELS, CHEFS/HOME-RELATED AND OTHER

U.S. & CANADA, 2008-2012

Dollars in Billions

© Copyright 2013, Business Valuation Resources. May not be quoted or reproduced without prior written consent of the publisher; 212-941-0099.

NOTE: Numbers may not add up exactly due to rounding. 
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Top entertainment/character properties in 
Turkey include Looney Tunes, Superman, Ben 
10, Monster High, Cars, and the Italian animated 
cartoon series “Winx,” which is more popular 
than Angry Birds in Turkey, according to Osman 
Savas Ince at Istanbul’s Nurcihan Kesim Literary 
Agency. “Angry Birds is popular too, but not as 
much as Winx when it comes to merchandise,” 
he says. “But this may be because Winx has 
been around longer.”

Strong Manufacturing Base
The licensing business is primarily based on 

local licensees that either manufacture locally or 
have global manufacturing capabilities. Durdag 
believes that the rising but still relatively low 
per-capita income, coupled with the price sen-
sitivity of the typical Turkish consumer, means 
most globally licensed products are too expen-
sive for Turkey.

“People prefer to produce in Turkey,” Ince 
says, noting that the country is a big manufac-
turer for Europe and the Middle East. “Turkey 
is like the China of Europe. Producers in Tur-
key are trying to cut costs and make goods of 
a higher quality than China’s. Local producers 
think that if they make something of high quality 
and cheap, it will sell.” 

Ince cautions that many apparel manufac-
turers prefer to create their own characters in-
house rather than opt for licensing. “Most of the 
manufacturers do not want to pay a royalty for 
a brand because then the rights holders control 
them,” he says. “They’re inspired by Italy. Milan 
is just a few hours away, so they’ll go there, see 
the fashions, look at the catalogs, see which col-
ors are in, and then they’ll come back and try 
and create something similar.” (Average royal-
ties are typically 12% to 14%, with 5% on food 
and beverages.) 

That said, manufacturers recognize the pow-
er of a strong property. “They like the prestige 
of working with the big brands, like Angry Birds, 
or whoever,” Ince says. “So they might produce 
a run of T-shirts or whatever, just so they can 
say they’re working with these big names.”

Currency Issues
Another key issue facing the licensing busi-

ness is the currency exchange. The Turkish lira 
has been steadily rising in value compared to 
the U.S. dollar and the euro, meaning that licens-
ing revenues per lira of retail sales in Turkey 
are declining for licensors outside the territory, 
among other ramifications. 

While some licensors are doing strong 

business in Turkey, attracted by the high popu-
lation and improving economic fortunes, agents 
caution that it can be a difficult market to crack.

“It’s growing, but it’s not going to be the sav-
ior,” says Angela Farrugia of The Licensing Co. 
“To establish a business within that infrastruc-
ture is very hard. Not many are willing to make 
that investment.”

Licensors and agents doing business in Tur-
key need employees or interns who can speak 
Turkish and read the Cyrillic alphabet, to name 
just one challenge. “It’s hard for brands from 
the U.S. or even Europeans to do business there, 
since it’s so different,” Farrugia adds. 

Still, many licensors and agents say the coun-
try presents a strong opportunity. Durdag is just 
one of those in the licensing community who 
believes that increased awareness of licensing 
as a value-added marketing tool among retail-
ers, importers, and manufacturers is fueling 
steady growth for the business.

Talking Turkey
Continued from page 1
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Counterfeiting: Rampant  
but Improving

Piracy of all kinds of IP, from books to char-
acter T-shirts, remains a problem in Turkey, 
although the Turkish government is making 
efforts to tackle the issue. 

On the copyright side, the country is expect-
ed to revise its copyright laws this year, and in 
October the International Federation of Repro-
ductive Rights Organisations will host its annu-
al meeting and conference in Istanbul, which 
should raise awareness of licensing in Turkey.

Trademark registrations also are on the rise. 
In 2012, Turkey saw the second-fastest growth 
in trademark registrations, after the U.K., with 
the number up 8% over the previous year, 
according to Thomson Reuters’ “2012 Trade-
mark Report.” The country ranked fourth that 
year, after China, the U.S., and Brazil, in total 
trademark registrations.

“The government’s actions on counterfeiting 
are contributing to the rise [in licensing],” says 
Ahmet Ali Unsal of Kaynak Licensing. “Every 
year there are new regulations, which help.”

Who’s News
Jack Sorensen is named President of The Playforge, Saban’s 
mobile social games division. Sorensen was previously with 
THQ, Crosspoint Venture Partners, and LucasArts Entertainment.

Licensing/IP attorney Greg Battersby has formed Battersby 
Law Group in Westport, Conn. Battersby was a founding part-
ner of the firm Grimes & Battersby and continues to serve as 
general counsel to LIMA.



Properties that have long been out of the 
silver-screen limelight are plucked from dusty 
shelves to be fashioned into new movies.

We count seven reboots on our list, ranging 
from Warner Bros.’ Godzilla, whose most recent 
Hollywood incarnation came in 1998 from anoth-
er studio, to Sony Pictures’ Popeye, which brings 
back the comic strip icon who last starred on 
the silver screen in 1980 and for which there is 
a strong classic licensing program under King 
Features’ management. (The film’s licensing pro-
gram is overseen by Sony.)

Reboots are not a new phenomenon, but the 
quantity of them is striking. And bear in mind, 
our list is just those movies for which there is a 
strong likelihood for a licensing program.

Existing Cachet
Hollywood is clearly betting on properties 

that have existing cachet in the minds of con-
sumers, even if they are stale or are only popu-
lar in other media.

The familiarity means they’ll be easier to 
market to moviegoers when hitting the screen 
and their licensed merchandise will have instant 
traction. However, film companies face the pros-
pect of sharing consumer product rights with 
the owner of the classic properties, as in the 
case of Popeye.

Tried and True?
Disney is clearly betting that its investment 

in acquiring Marvel will pay off beyond the 
best-known, proven characters. On the boards 
are films featuring Guardians of the Galaxy, Ant 
Man, and Big Hero 6—in addition to stalwarts 
X-men and Avengers.

The latest movie chart includes 67 films that 
are licensable—albeit some primarily for small-
er collectibles programs rather than mass.
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Reboots and Sequels
Continued from page 1

SOURCE OF LICENSABLE FILMS PROJECTED FOR RELEASE 
2014-2016

Source Material # of Titles % of Total

Sequels* 26 39%

Comic books/strips 12 18%

Original to film 12 18%

Books 10 15%

Reboots 7 10%

Television 5 7%

Toys 4 6%

Video games 2 3%

*Includes derivatives, such as the Minions off-shoot of Despicable Me.
Notes:
• Titles may be counted in more than one category.
• These figures do not reflect the full slate of films on the boards—

only those that either have demonstrated suitability for licensing in 
the past, have licensing programs underway, or are likely to have 
licensing programs associated with them.

Source: The Licensing Letter

In Memoriam
Carol Butler, long-
time VP of Interna-
tional Licensing at 
Elvis Presley Enter-
prises, passed away 
following a lengthy 
battle with cancer. 
Butler joined EPE in 
1994 and had worked 
earlier in her licensing 
career at Anheuser-
Busch. In a state-
ment, EPE said, “The 
Graceland family has 
suffered a tremen-
dous loss and extends 
our deepest sympa-
thies to Carol’s fam-
ily. She will be dearly 
missed.” Donations 
can be made in 
Butler’s name to the 
Melanoma Research 
Alliance or the Ameri-
can Cancer Society.



DID YOU KNOW?

} Royalties on licensed 
merchandise averaged
8.7% in 2012

} Celebrity, sports, estates,
and collegiate properties 
command royalties 1 point
or more higher than the 
average across all property
types

} Across product categories,
manufacturers of video
games, traditional toys/
games, and luggage/travel
accessories pay the highest
royalties
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Sector value, U.S./Canada, 2011: $5.18 billion

Entertainers/Models: $2.37 billion

Chefs/Home-Related: $1.97 billion

Other: $.0.83 billion

Proportion of retail sales of licensed

merchandise, U.S./Canada, 2011: 5.5%

Entertainers/Models: 2.5%

Chefs/Home-Related: 2.1%

Other: 0.9%

Average royalty, U.S./Canada, 2011: 10.2%

Entertainers/Models: 10.3%

Chefs/Home-Related: 9.7%

Royalty range, U.S./Canada, 2011: 3%-14%

Entertainers/Models: 5%-14%

Chefs/Home-Related: 5%-12%

Average royalty, U.S./Canada, 

2008-2011: 10.2%

Entertainers/Models: 10.3%

Chefs/Home-Related: 9.7%

Analysis: Much of the growth in this sector

over the last decade has come in the

fashion and health and beauty categories.

Celebrity fragrances bearing the names of

JLo, Uma Thurman, Sarah Jessica Parker,

Sean Jean, Antonia Banderas, and many

others have become very popular. Other

celebrities are active in home furnishings,

jewelry and other merchandise categories.

Similarly, there has been an explosion in

popularity of Food Network-based and

other celebrity chefs such as Paula Deen,

Rachael Ray, Mario Batali, Emeril Lagasse,

and Wolfgang Puck. Related merchandise

can be seen in everything from pots and

pans to dressings and marinades.

Both fragrances and kitchen staples such

as pots and pans (the latter often sold in

sets) are relatively high-priced and, at least

in these categories, sometimes command a

premium from the consumer at retail. This

can contribute to above-average royalty

rates.

Royalty Profile For Celebrity-Based 

Licensed Merchandise
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Sector value, U.S./Canada, 2011: $5.59 billion

Art & Artists: $4.17 billion   

Museums: $1.41 billion

Proportion of retail sales of licensed

merchandise, U.S./Canada, 2011: 6.0%

Art & Artists: 4.5%  

Museums: 1.5%

Average royalty, U.S./Canada, 2011: 6.3%

Art & Artists: 6.4%  

Museums: 6.2%

Royalty range, U.S./Canada, 2011: 3%-14%

Art & Artists: 5%-12%

Museums: 5%-12%

Average royalty, U.S./Canada,

10 years, 2002-2011: 6.5%

2008-2011:

Art & Artists: 6.5% 

Museums: 6.3%

Analysis: The average royalty for art

properties has remained relatively stable

at 6%-7% over the past decade. Royalty

rates within product categories can range

widely, depending on whether the product

is targeted for mass (lower rate) or

specialty distribution. Of the two sub-

categories, Art & Artists account for the

bulk of licensing, and command a slightly

higher rate than Museums.

Some contemporary artists and

photographers with identifiable styles

command royalties at least a couple of

points higher than others. Examples include

artists Mary Engelbreit or Thomas Kinkade,

and photographers Kim Anderson and

William Wegman. Advances are tougher and

tougher to come by for newer artists, and

there is stiff competition from artists willing

to sell rather than license their work.

For most artists, the royalty is less

significant than distribution, exposure,

publicity, and other factors which can

affect the value of their works overall.

Royalty Profile For Art-Based 

Licensed Merchandise
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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

properties that are not in great demand

bring in lower rates because the licensor

has more to gain by attracting licensees

than the licensee does from signing on.

The same phenomenon occurs for all

property types; an established fashion

brand yields a higher price than a newly

launched, little-known label.

Distribution also plays a role in

determining royalties. Licensors receive

lower royalties from manufacturers who

sell to mass merchants (due to lower

prices and tighter margin structures), but

sales levels compensate for the smaller

per-unit income. Average gross margins

within the licensee’s industry influence

royalties as well. The margin, usually

stated in the form of a percentage, is the

licensee’s gross profit per unit divided by

its sales price. Gross profit is the

manufacturer’s sale price minus the cost of

goods sold (the unit cost). 

Companies that operate in industries

associated with low margins (such as food

manufacturing, where a licensed product

based on a famous chef would garner

royalties of 2%-5%), cannot cost-effectively

acquire a license if the royalty rate is too

high. The royalty would slice margins even

more, creating a competitive disadvantage

for the manufacturer. This situation is

particularly true for industries in which

licensed products are sold at the same

price as non-licensed items. 

Licensees’ and licensors’ objectives also

affect royalty rates, guarantees and

advances. Some entertainment licensors

seek high advances to help pay for or

greenlight a production, but may accept a

lower royalty rate in return for more

upfront funds. A licensor may offer a lower

royalty rate to attract a licensee to an

unproven property or to gain its

commitment to a longer contract. A

corporate or other licensor may have a

strict policy regarding advance or

guarantee minimums; some will not accept

deals below $5,000, for example, and

others not below $100,000. High

guarantees, if they do not match the

licensee’s objectives or capabilities, can be

detrimental to a program, however, since

they can lead to overshipping and sales

totals that do not meet expectations. 

A licensee that desires a broadly defined

exclusive typically pays a higher royalty

rate and/or guarantee, since it is preventing

the licensor from earning income from

other manufacturers in the same category.

Some licensees lower their guarantees by

promising to present more SKUs to

retailers. This commitment benefits

licensors by increasing the chances that

more products end up on retail shelves.

Depending on the property, this can be a

greater boon than high guarantees.  

The Licensing Letter Royalty Trends Report
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of a more favorable deal with a future

property. The unpaid portion of the

guarantee might carry over to a future

property, or the guarantee for that future

property might be lower than normal to

compensate for the unreasonably high

guarantee on the first property. 

Licensors typically require a portion

(such as 25%) of the first year’s guarantee

as an advance, payable upon contract

signing. In the case of a low guarantee, the

licensor may require the full amount in

advance; at other times the advance may

be a token payment of a few hundred

dollars. If the advance is very large,

licensors may allow licensees to remit half

the advance upon contract signing and the

remainder in a series of payments every

six months, rather than as a single lump

sum upfront.

In some cases, a licensor might lower or

waive an advance in return for a higher

guarantee or royalty rate, especially if it

wants to encourage the licensee to spend

upfront on product development or

marketing.  

Factors Affecting Royalty Rates 

And Guarantees

Royalty rates vary, as the charts on this

page show. The law of supply and demand

plays into the royalty asking price. An

entertainment property that many

licensees desire can command royalties of

14% or higher. On the other hand,

8
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Exhibit 1

AVERAGE ROYALTY BY PROPERTY TYPE, 2011
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Fashion  . . . . . . . 
. . . . . . . .

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

 . . . . .8.4%

Apparel  . . . . . . .
 . . . . . . . 

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

. . . . .8.3%

Footwear . . . . . . .
 . . . . . . . 

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

. . . .7.1%

Home  . . . . . . . 
. . . . . . . .

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

 . . . . .7.5%

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

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

 . . . . . . .8
.2%

Non-profit  . . . . . . . 
. . . . . . . .

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

 . . .8.4%

Publishing  . . . . . . . 
. . . . . . . .

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

 . . .8.7%

Books  . . . . . . . 
. . . . . . . .

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

 . . . . .8.0%

Newspapers/Magazines  . . . . . . . 
. . . . . . . .

 . . . . . .8.1%

Comic Books/Strips  . . . . . . . 
. . . . . . . .

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

Sports  . . . . . . . 
. . . . . . . .

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

 . . . . . .9.9%

Trademarks/brands  . . . . . . . 
. . . . . . . .

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

Automotive/Motor Vehicle  . . . . . . . 
. . . . . . . .

 . . . .4.1%

Food/Beverage  . . . . . . . 
. . . . . . . .

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

Restaurants . . . . . . . 
. . . . . . . .

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

 .6.0%

Sporting Goods . . . . . . . 
. . . . . . . .

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

Traditional Toys/Games  . . . . . . . 
. . . . . . . .

 . . . . . . . 
.8.2%

Video games/Interactive/Online  . . . . . . . 
. . . . . . . .

 .8.9%

OVERALL AVERAGE  . . . . . . . 
. . . . . . . .

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

NOTE: Royalty estimates based on net wholesale price.

Italics indicate subcategories.

SOURCE: The Licensing Letter

Exhibit 2

AVERAGE ROYALTY BY PRODUCT CATEGORY, 2011 

Accessories  . . . . . . . 
. . . . . . . .

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

 . .9.1% 

Eyewear  . . . . . . . 
. . . . . . . .

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

 . . .8.2%

Handbags, Backpacks, Messenger Bags  . . . . . . . 
. .8.9%

Headwear  . . . . . . . 
. . . . . . . .

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

 . .9.7%

Hosiery  . . . . . . . 
. . . . . . . .

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

 . . . .8.6%

Jewelry & Watches  . . . . . . . 
. . . . . . . .

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

Luggage & Travel Accessories  . . . . . . . 
. . . . . . . .

 .10.2%

Scarves & Ties . . . . . . . 
. . . . . . . .

 . . . . . . . 
. . . . . . .7

.3%

Apparel  . . . . . . . 
. . . . . . . .

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

 . . . . .9.3% 

Consumer Electronics  . . . . . . . 
. . . . . . . .

 . . . . . . . 
. .5.2%

Domestics  . . . . . . . 
. . . . . . . .

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

 . . .8.9% 

Food/beverages  . . . . . . . 
. . . . . . . .

 . . . . . . . 
. . . . . . .5

.9% 

Footwear  . . . . . . . 
. . . . . . . .

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

 . . . .8.1% 

Furniture/Home Furnishings  . . . . . . . 
. . . . . . . .

 . . . .7.5% 

Gifts/novelties  . . . . . . . 
. . . . . . . .

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

9.0%

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

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

 . . . . . . . 
.8.9%

Fragrance  . . . . . . . 
. . . . . . . .

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

 . .9.2%

Cosmetics/Hair accessories/Other  . . . . . . . 
. . . . . . .8

.3%

Housewares . . . . . . . 
. . . . . . . .

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

 . .6.3% 

Infant products  . . . . . . . 
. . . . . . . .

 . . . . . . . 
. . . . . . .8

.7%

Publishing  . . . . . . . 
. . . . . . . .

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

 . . .9.8%

Sporting goods  . . . . . . . 
. . . . . . . .

 . . . . . . . 
. . . . . . .9

.8%

Stationery/paper  . . . . . . . 
. . . . . . . .

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

Toys/games  . . . . . . . 
. . . . . . . .

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

 .10.4%

Video games/software . . . . . . . 
. . . . . . . .

 . . . . . . . 
.10.5%

OVERALL AVERAGE  . . . . . . . 
. . . . . . . .

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

NOTE: Royalty estimates are based on net wholesale price.

Italics indicate subcategories.

SOURCE: The Licensing Letter
$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

RANGES OF GUARANTEES, 2011

(does not include those reporting no guarantee)

SOURCE: THE LICENSING LETTER
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— 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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US (36%)

UK (29%)

Western

Europe
(19%)

Asia (6%)
Canada (5%)Australia/New Zealand (2%) Middle East/Africa (1%)

Central and Eastern Europe (1%) Latin America (1%)

SOURCE: THE LICEN
SING LETTE

R

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
ed Presch

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

PART VII: VALUING THE PRESCHOOL

LICENSING SECTOR

Discover the 
characteristics of 

preschool licensed
properties

Changing conditions in the licensing landscape are affecting the preschool 
market arguably more than any other sector of licensing.

The Global Market For Preschool Licensed Properties, the new research study
from the editors of THE LICENSING LETTER and YOUTH MARKETS ALERT, details retail
sales, licensing activity, media exposure, promotional activities, and more for 130
preschool properties doing business globally or in local markets worldwide.

Inside this special report you'll learn:
} Which play patterns are critical to the success of preschool characters.
} How preschooler media use influences character preferences for kids, parents,

and grandparents.
} The most successful product categories for preschool properties.
} What moms of 3-5-year-olds would like to see more of in preschool-targeted

products, and more.

You'll use THE LICENSING LETTER's exclusive retail sales data and licensing profiles 
of 30 global properties to guide your property and product development plans.
Download your copy instantly at www.epmcom.com/preschool, or call to order at
212-941-0099.

Can you compete in the $10.4
billion global preschool market?

http://www.epmcom.com/products/item203.cfm
http://www.epmcom.com/products/item203.cfm
http://www.epmcom.com/products/item203.cfm


Download fully searchable PDF of The Global Market For Licensed Preschool
Properties at www.epmcom.com/preschool or call 212-941-0099 to order.

YES! Please rush my copy of The Global
Market For Licensed Preschool Properties
n BEST DEAL: Print Edition & Single-User PDF: $582.00 

($532.00 for members)
n Print Edition: $487.00 ($437.00 for members)
n Single-User PDF: $487.00 ($437.00 for members)
n Multi-User PDFs: $1217.00 ($1092.00 for members)
(Add $15 shipping outside North America)

NAME

TITLE

COMPANY

ADDRESS

CITY STATE ZIP

PHONE FAX

E-MAIL

Payment Information
NY companies, please add 8.875% sales tax. 

BVR Federal Tax ID#: 76-0801940

n Check enclosed (payable to EPM Communications, Inc.)

n Charge my:  n American Express   n MasterCard   n Visa

CARD NO.

EXPIRATION DATE SECURITY CODE

SIGNATURE

n Bill me/my company. Your order will be shipped 

immediately upon receipt of payment.

Shipping Preference (Note: unable to deliver to P.O. Box)

n UPS (free, standard delivery)

n Federal Express (overnight)

FEDERAL EXPRESS ACCOUNT NO.

Or fax this Order Form to 212-941-1622

0C50

EPM, a division of 
Business Valuation 
Resources, LLC

1000 SW Broadway, Ste. 1200

Portland, Oregon 97205-3035

Phone: 212-941-0099   

Fax: 212-941-1622   

info@epmcom.com   

www.epmcom.com

THE GLOBAL MARKET FOR LICENSED PRESCHOOL PROPERTIES
INTRODUCTION AND
EXECUTIVE SUMMARY

WHAT IS A PRESCHOOLER?
Ex. 1: Youth Population By Age, Gender
Ex. 2: Youth Population By Age, 2015
To 2030

Defining The Market
Ex. 3: Licensing Characteristics By
Preschool Age Segment  

Gender Split 
Global Differences 

Ex. 4: Cognitive/Behavorial Milestones  
Segmentation  

Ex. 5: Selected Preschool Properties By
Age Range  

Age Compression  
Impact Of Non-Preschool Properties  

Ex. 6: Selected All-Ages And School-
Age Properties With A Presence In The
Preschool Aisle   
Ex. 7: Selected Preschool-Targeted Sub-
Brands Of Non-Preschool Franchises   

THE DIGITAL REVOLUTION
Tween Media Usage 

Ex. 8: Daily Media Time Among Those
Under Age Eight   
Ex. 9: Breakdown Of Which Screen
Preschoolers Use During Their Daily
Screen Time  
Ex. 10: Preschooler Digital Behaviors  

TV Still Rules   
Ex. 11: Leading U.S. TV Channels And
Programming Blocks For Preschoolers   

Digital On The Rise   
Ex. 12: Mobile Media Usage Among
Those Under Eight   

Leisure Time   
Ex. 13: How Preschoolers Spend Time
On Their Own   

Ex. 14: Activities Preschoolers Do On
Their Own   
Ex. 15: Activites Those Under Age Eight
Have Performed On Their Own   
Ex. 16: Tasks That 2-5-Year-Olds Are
Able To Accomplish On Their Own   

Multiple Impacts On Licensing   
Ex. 17: Selected Preschool Properties
With Some Licensing Activity, By
Property Type   
Ex. 18: Percent Of Global Preschool
Properties With Some Licensing
Activity, By Property Type, 2012

GLOBAL OUTLOOK
Global Origins  

Ex. 19: Selected Preschool Properties,
By Territory Of Origin   
Ex. 20: Preschool Properties With Some
Licensing Activity, By Geographic
Origin   

Local Competition

SPENDING, PURCHASE 
BEHAVIORS, AND PESTER POWER

Ex. 21: Two-Parent U.S. Households’
Annual Expenditures For Each Child
Ages 3-5, By Pre-Tax Income Level,
2011   
Ex. 22: Annual Spending By
Grandparents, U.S.   

Parental Purchase Behaviors And
Prechoolers’ Purchase Desires   
Preschoolers’ Influence On Purchasing    

EVOLUTION OF PRESCHOOL
LICENSING
Retail Landscape   
Consolidation And Competition   

Ex. 23: Selected Multi-Property
Licensors In The Preschool Market   

Focus On Core Categories    
Ex. 24: Typical Product Categories For
A Preschool Licensing Program   
Ex. 25: Product Category Shares,
Preschool Licensing Programs, 2012
Vs. 2005   

Avoiding Controversy   
Ex. 26: Moms’ Advice To Preschool Toy
Manufacturers   
Ex. 27: Themes Moms Of 3-5-Year-Olds
Would Like To See More Of In
Preschool-Targeted Products   
Ex. 28: Important Factors For Moms
When Purchasing Preschool Toys   
Ex. 29: Reasons Moms Read The Back
Of The Toy Box  

Global Variations    
Tailoring To Fit   
Timing Is Critical

PROMOTIONS AND MARKETING
Going Viral   
Importance Of Packaging As Marketing
Tool   
In-Preschool Marketing   
Experiential Licensing And Live Events   
Multiple Targets, Multiple Touchpoints   

VALUING THE PRESCHOOL 
LICENSING SECTOR

Ex. 30: Retail Sales Of Preschool-
Targeted Licensed Products,
Worldwide, 2011-2012   
Ex. 31: Estimated Global Retail Sales
Levels Of Preschool-Targeted
Properties, $100 Million And Over,
2012   
Ex. 32: Estimated Global Retail Sales
Levels Of Preschool-Targeted
Properties, Under $100 Million, 2012   
Ex. 33: Actively Licensed Preschool
Properties By Retail Sales Level, 2012   

Ex. 34: Projected Hot Preschool
Properties For 2013, According To
Licensing Executives   

SELECTED PROPERTY PROFILES
3rd and Bird   
Bananas in Pyjamas  
Benjamin the Elephant   
Berenstain Bears   
Chuggington   
City of Friends   
Clifford the Big Red Dog   
Dinosaur Train   
Doc McStuffins   
Dora the Explorer   
Fancy Nancy   
Fifi and the Flowertots   
Galinha Pintadinha   
The Hive   
Ladybug Girl   
Masha and the Bear   
Miffy   
Peppa Pig   
Pocoyo   
Postman Pat   
Rastamouse   
Sesame Street   
Strawberry Shortcake   
Thomas & Friends   
Timmy Time   
Toopy & Binoo   
Tree Fu Tom   
Waybuloo   
The Wiggles   
World of Eric Carle   

CONTACTS AND CONNECTIONS
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with
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