
Worldwide retail sales of licensed merchan-
dise totaled $153.2 billion in 2012, according to 
The Licensing Letter. That represents an increase 
of 1.6%, from $150.8 billion in 2011. 

The U.S./Canada’s $95.4 billion in retail sales 
of licensed goods in 2012 accounts for 62.2% of 
the worldwide total, but the regions showing 
the largest annual rise in retail sales of licensed 
goods overall are the still-emerging regions of:
}	Central and Eastern Europe, up 6.4% in 

2012;
}	Latin America, up 4.5%; and
}	The Middle East and Africa, up 4.3%.
Asia also saw increases in retail sales of 

licensed goods of 1.7% in 2012, with strong sales 
in China, India, Southeast Asia, and Korea tem-
pered by continued struggles in Japan. 

Detailed 2012 retail sales estimates for 
licensed merchandise in 49 countries are now 
available in a newly published supplement to 
International Licensing: A Status Report.

In Australia/New Zealand, retail sales of 
licensed merchandise underperformed the 
economy as a whole, declining 1.6%, due to the 
market’s maturity as a licensing territory com-
bined with its small population and intensely 
competitive and difficult retail landscape. 

Western Europe was down 0.3% for the 
year, with the fortunes of southern and north-
ern countries within the territory differing sig-
nificantly. Greece, Italy, Spain, and Portugal all 
suffered terrible economic times, making it dif-
ficult for consumers to have the confidence to 
purchase products outside of essentials and for 
manufacturers and retailers to have the confi-
dence to support most licensed goods. 

Northern Europe fared better, with the Ger-
man-speaking and some of the Nordic countries 
among the pockets of strength. France also saw 
sales rise, although many licensing executives 
predict tough times ahead for that country. 

As expected, the BRIC countries (Brazil, Rus-
sia, India, and China) rank among the top 10 as 
measured by their rates of growth in licensed 

merchandise sales. (See sidebar.) 

Driving Global Trends
The licensing community continues to face 

challenging economies in many regions. In 
mature licensing territories, retail consolida-
tion and an ultracompetitive market for licensed 
properties are key issues. And in emerging ter-
ritories, licensing executives are dealing with a 
lack of organized retail infrastructure and ongo-
ing dominance of global licensors. 

Many territories worldwide saw success for 
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Betting on Gambling

Adult-Skewing Properties Try 
Their Luck on Slots and Lotteries

The casino and lottery gaming industry—
including slots, lotteries, bingo, skill-based 
games with prizes, and nonwagering games of 
chance—has seen its share of licensing in the 
last 10 years or so. While the technique has 
ebbed and flowed, licensing remains a key fac-
tor. 

“Both [lotteries and slot machines] went 
a little licensing-crazy five to 10 years ago,” 
explains Mark Blecher of Hasbro, which licens-
es one of the leading properties in the industry, 
Monopoly, among other properties. “So many 
different brands came into the business. Some 
were a bit of an awkward juxtaposition, and 
some would just stun you.” He believes compa-
nies are as enthusiastic as ever about licensing 
but are more conservative and thoughtful in 
their choice of properties now. 

Odds on Increased Exposure
For brand owners, the category can gener-

ate revenue, but it also brings strong marketing 
advantages. “The greatest benefit is the expo-
sure,” argues Ita Golzman of King Features, 
whose “Betty Boop,” “Popeye,” and other com-
ic strips have long had a presence in slots and 

Continued on page 9
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CHESNEY SELLS THOSE T’S
In his first year as an opening act 
for George Strait in 1998, country 
singer Kenny Chesney racked up 
merchandise sales averaging 15 
cents per concertgoer. In his third 
year on the tour, with a hit country 
single behind him, sales jumped 
to $1 a head. Sales today—with 
Chesney the headliner—average 
$8 to $12 per capita, according to 
The Wall Street Journal. “Fans in 
Dallas bought 8,200 T-shirts, 1,200 
hats and sundry gear for a total of 
$379,885. About 20% of that rev-
enue went to the house. The rest 
went directly into Mr. Chesney’s 
coffers, whereas many artists farm 
out merchandising rights to third 
parties.” Chesney “thanks God 
every day” that he never gave up 
those rights. The Rolling Stones 
pulled in an average $40 per head 
for the first three concerts on their 
50th-anniversary current tour.

Disney Profits Marvel-ous
With Lucas now part of the picture, 
Disney reports second-quarter 
2013 consumer products revenues, 
including both merchandise licens-
ing and retail operations, up 12%, 
to $763 million, and segment 

operating income up 35%, to $200 
million. However, “on a compa-
rable basis” (Disney’s words for 
before the Lucas acquisition and 
without a one-time settlement 
of a licensee audit), the revenue 
increase was “in the low single 
digits.” Disney credits Disney 
Junior’s “Sofia the First,” “Jake 
and the Neverland Pirates,” “Doc 
McStuffins,” and “Mickey Mouse 
Clubhouse” for “beating Nickel-
odeon in most important sectors.” 
The company forecasts retail sales 
of licensed merchandise based on 
these properties will increase 80% 
this fiscal year, to $1.5 billion.

PETSMART LICENSES
PetSmart is introducing a limited 
edition Marvel apparel line this 
summer. This spring the retailer 
launched an exclusive clothing 
and toy line with Tommy Bahama 
Pets. Updates to existing brands 
in the store include a 1980s retro 
neon-themed line of apparel, toys, 
and accessories from Bret Michaels 
Rock and two new assortments—
Out at Sea, featuring tropical sea 
creatures, and Camp Martha, with 
outdoor camping and travel gear—
added to Martha Stewart Pets.

THAT’S NOT PEANUTS
Iconix earned $80 million in royal-
ties on Peanuts in 2012, reports 
CEO Neil Cole.

TOP 100 GLOBAL BRANDS
Millward Brown’s BrandZ Top 100 
Most Valuable Global Brands list 
is heavy on technology companies 
and financial institutions for whom 
licensing isn’t much of a consider-
ation. Still, all told, about 30% of 
the brands on the list have mean-
ingful licensing programs, particu-
larly when looked at in the global 
context. Marlboro, for instance, is 
No. 8 on the list and is categorized 
as a tobacco company but is consid-
ered an American apparel brand in 
much of the world (notably outside 
the U.S.). In the top 10, in addition 
to Marlboro, Coca-Cola, GE, and 
AT&T would be the standouts for 
licensing.

DICK’S DUMPS LANCE
Dick’s Sporting Goods is “divest-
ing or significantly reducing” the 
licensed Lance Armstrong-founded 
Livestrong brand in both fitness 
and apparel. Dick’s will replace 
Livestrong by the end of the third 
quarter with an as-yet-unnamed 
brand—not a private label. 
Livestrong fitness equipment cur-
rently represents 50% of Dick’s 
sales of treadmills and elliptical 
machines. Nike is also walking 
away from its affiliation with 
Livestrong.

DARE YOU?
Leaf Brands introduced Farts Candy 
at the Chicago Sweets & Snacks 
Expo. The candy, rolling out this 
summer, comes in Fruiti Farts, Sour 
Farts, and Small Farts. “Kids love 
them, because, well, they like to 
say the name,” Leaf CEO Ellia Kas-
soff tells Ad Age.

Licensing Ledger
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LICENSING THE OTHER FOOT
Steve Madden’s in-house accessories business is the fastest-growing 
segment of the company, says CEO Edward Rosenfeld, speaking at 
the Citi 2013 Global Consumer Conference. The brand is also lining up 
licensees in several new categories, including Betsey Johnson dresses 
and Steve Madden intimate apparel. This fall, the company will add 
Steve Madden watches and jewelry, both via licensing agreements. 
Madden has launched seven new brands since 2010, including Mad-
Love, a surf-inspired DTR line at Target.
Brown Shoe Management, owner of footwear brands including Dr. 
Scholl’s, Naturalizer, Sam Edelman, and Fergie, is not renewing its 
Vera Wang license, which expires after five years at the end of 2013. 
“We felt our resources could be better focused on our contemporary 
fashion business against brands like Sam Edelman or Vince [Camuto] 
and where we could get more significant growth,” says Brown Shoe’s 
Diane Sullivan. The company forecasts that Vince Camuto will be a $30 
million to $40 million business for Brown in the next three years.
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the big, global, powerhouse properties on the 
one hand and locally developed and popular 
niche properties on the other. Similarly, proper-
ties targeting the luxury end of retail, along with 
those reaching for the lowest price tiers, both 
did well around the world. 

The properties and products facing the big-
gest challenges, in both cases and in almost 
every country, are those that fall in the middle 
range between the two extremes. This trend 
became apparent in 2011 and intensified in 2012.

“Consumers are increasingly shopping at the 
top and bottom ends of the market simultane-
ously, effectively squeezing the middle market, 
which has had to work harder to maintain its 
market share,” says Beanstalk’s Louise French. 

Digital-origin properties came into their own 
as viable properties in 2012. Angry Birds was 
one of the top licenses in almost every terri-
tory (except Japan), and mobile games, virtual 
worlds, apps, blogs, Twitter feeds, YouTube 
channels, and other digital-origin properties 
took off locally in the U.S., the U.K., Northern 
Europe, South Korea, Japan, Mexico, and Brazil. 

Direct-to-retail deals are still on the radar and 
growing in most countries, depending on the 
nature of their licensing and retail businesses. 
But some mature countries, such as the U.S. and 
U.K., saw slower growth or even a decrease in 
the use of this technique in 2012. This was the 
first time that DTRs have experienced a hiccup 
in their global growth trajectory. 

“A number of retailers did DTRs on false 
expectations of margin-saving,” says Rob Cor-
ney of U.K.-based agency Bulldog Licensing. “But 
there’s a very good reason why licensees exist. 
Some of the big retailers that relied on DTRs in 
the last few years are less keen on them now.”

The Entertainment Paradox
The Entertainment/Character sector was an 

interesting one in 2012. In the U.S. market, this 
property type declined by 3.7%, making it the 
only sector (aside from Art, which declined very 
slightly) to contract during the year. In almost 
every other territory, however, Entertainment/
Character was one of the fastest-growing prop-
erty types. Retail sales of merchandise based on 
Entertainment/Character properties grew 1.1%, 
collectively, outside the U.S. and Canada.

The increases in this sector were due main-
ly to global and local nostalgic properties and 
classics. Another contributor was the fact 
that Entertainment/Character tends to be the 
first licensing sector to take hold in emerging 

countries, which showed the highest growth 
rates in sales of licensed goods overall during 
the year and count Entertainment/Character 
merchandise as a significant portion of that. 

On a global basis, however, Corporate Trade-
marks/Brands saw the most robust growth in 
2012, rising 3.0%, to more than $33 billion world-
wide. That was followed closely by Fashion, with 
an increase of 2.8%, to more than $36 billion.

With 62% share of sales of licensed products, 
the U.S. and Canada have a big influence on the 
direction of each property type globally, and 
that was the case in Corporate Trademarks/
Brands, where the share is even higher. 

Fashion, meanwhile, holds a relatively great-
er share of the licensing business in the world as 
a whole than it does in the U.S. and Canada. But 
the economic challenges facing Europe (where 
fashion licensing holds the greatest share of the 
overall licensing market) and Japan helped hold 
growth in this property type down outside the 
U.S. and Canada in 2012. 

Licensed Merchandise Sales Grow
Continued from page 1

Retail Sales of Licensed Merchandise, Worldwide, by Territory, 2011-2012
(in millions of U.S. dollars)

Category
2012  

Retail Sales
2011  

Retail Sales
% Change  
2011-2012

2012 Share  
of Market

U.S. and Canada $95,366 $93,370 2.1% 62.2%

Western Europe $31,541 $31,650 -0.3% 20.6%

Central and Eastern Europe $606 $570 6.4% 0.4%

Asia $18,241 $17,930 1.7% 11.9%

Australia and New Zealand $2,233 $2,270 -1.6% 1.5%

Latin America $3,990 $3,820 4.5% 2.6%

Middle East and Africa $824 $790 4.3% 0.5%

Other $403 $410 -1.6% 0.3%

TOTAL $153,205 $150,800 1.6% 100.0%

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

Source: The Licensing Letter

Entertainment/
Character: $25.42 (16.6%)

Sports: $18.20 (11.9%)

Fashion: $36.20 (23.6%)
Corporate TM/

Brand: $33.37 (21.8%)

Art: $9.07 (5.9%)

Other: $30.96 (20.2%)

Retail Sales of Licensed Merchandise, by Property Type, Worldwide, 2012

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

Source: The Licensing Letter

Continued on page 4
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Sports saw a slight increase of 1.6%, to $18.1 
billion, on a global basis. It still has a relatively 
small share of market (11.9%) overall, however; 
while soccer/football is popular worldwide, as 
are cricket, rugby, auto racing, and other sports 
in some countries, licensing activity hasn’t fol-
lowed to a large degree in many territories. 

“Other” also was a growth area, driven by 
celebrity licensing in some countries (e.g., U.S., 

U.K., Brazil, and India) and digital properties. 

Core Categories Remain Strong
In terms of product categories, wearables 

(apparel, accessories, and footwear) continue 
to eclipse other categories in the global licens-
ing market, commanding a 39% share of total 
worldwide retail sales of licensed merchandise 
up 4.9% over 2011. This tends to be one of the 
first categories to develop in emerging coun-
tries, and it remains significant in mature ter-
ritories as well. In addition, it is one of the few 
categories that cuts across all property types, 
holding a significant share for all. 

Other categories showing increases were 
health and beauty and food and beverage, up 
5.3% and 4.3%, respectively. These two sectors 
are much smaller than apparel, accessories, and 
footwear on a global basis, however, with each 
commanding an approximately 7% share of the 
overall market. The first was driven by fashion 
labels globally and celebrities in the U.S., U.K., 
and select other territories; the second was 
driven mainly by restaurant and food brands in 
the U.S. and, to a lesser degree, the U.K. All other 
categories declined on a global basis

Purchasers of the 7th edition of International 
Licensing: A Status Report, published last June, 
can purchase the supplement for $500. The full 
report including supplement is $3,095 or $2,795 
for subscribers to The Licensing Letter.

Licensed Merchandise Sales Grow
Continued from page 3

Building a Foundation in the BRIC(T) Countries
Each of the BRIC countries (Brazil, Russia, India, and China) ranks among the top 10 as measured by their rates of growth in retail 

sales of licensed merchandise. Collectively, the four account for an increase in retail sales of about 8.0% between 2011 and 2012, 
far above the global average of 1.6%. 

With just over $8 billion in retail sales of licensed goods for all four together, their combined share of global retail sales of 
licensed merchandise is 5.3%, and counting. 

Russia solidified its position in 2012 as one of the most vibrant of the four BRIC countries for licensing, a development that first 
became noticeable in 2011. A few years ago, it was thought to be the BRIC country that was furthest away from becoming a viable 
market. While the country is certainly not without its challenges, that perception has changed. 

Some economic analysts are starting to refer to the world’s fastest-emerging economies together as the BRICT block, adding 
Turkey to the other four. This can be applied to the licensing business as well, with Turkey joining the others among the top 10 
countries in the world as measured by licensing growth. Its 6.9% rate of increase was a notch above Brazil’s. Turkey has become a 
distinct area of interest for licensors, particularly in Europe and the U.S. 

Apparel/Accessories/
Footwear: $60.91 (39.3%)

Toys/Interactive
 Games: $16.78 (11.0%)Home Furnishings/Housewares/

Domestics: $11.78 (7.7%)

HBA: $10.95 (7.1%)

Food/Beverage: $10.58 (6.9%)

Publishing: $8.54 (5.6%)

Stationery/Paper: $5.68 (3.7%)

Gifts/Novelties: $5.03 (3.3%)

Other: $23.69 (15.5%)

Retail Sales of Licensed Merchandise, by Product Category,  
Worldwide, 2012

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

Source: The Licensing Letter

Licensing in Brazil, Russia, India, and China, 2011-2012
(retail sales in millions of U.S. dollars)

Country
Retail Sales, 

 2012
Retail Sales, 

 2011
% Change,  

2011-2012

Share of  
Global Retail  

Sales, 2012

Per-Capita  
Sales, Licensed  

Merchandise, 2012 Population
GDP Growth, 

 2012

Brazil $2,167 $2,050 5.7% 1.4% $10.28 199.3 million 1.3%

Russia $292 $270 8.1% 0.2% $1.89 142.5 million 3.4%

India $588 $550 6.9% 0.4% $0.46 1.2 billion 6.5%

China $5,036 $4,616 9.1% 3.3% $3.44 1.3 billion 7.8%

TOTAL $8,083 $7,486 8.0% 5.3%

Source: The Licensing Letter
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 licenses recently granted, U.S. (Canada as indicated)
Property	 Granted to products manufactured granted by

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

Bark Dog culture magazine celebrating more than 
15 years in print.

All Cynthia Hall Domine, Synchronicity

Cajohns Maker of salsas, hot sauces, BBQ sauce, rubs, 
and spices.

All Penny Wright, Act III Licensing

Chloe’s Closet Children’s animated series about the title 
character and her friends going on adventures 
in her room. Airs on PBS Kids Sprout.

All Eve LeMaster, Firefly Brand 
Management

Elite Football 
League of India

Going into its second season, with global 
publicity and broadcast support.

Sporting goods, apparel, toys Allen LeWinter, Topkat

Emily The Strange Rob Reger’s dark female character featured 
on everything from posters to comic books.  
memBrain Licensing also serves as U.S. agent.

All Steve Senk, Senks Circle

Food-ology Juliet A. Boghossian’s personal wellness 
program.

Food, home storage, social expressions, travel Nora Wong, Consumer Strategies

Heartbreaking Dawns Sauce and spice company known for use of 
all-natural ingredients.

All Penny Wright, Act III Licensing

Hero of Color City Upcoming children’s film about a group of 
crayons trying to protect against a monster. 
Set for 2014 release by Magnolia Pictures.

All (U.S., Canada) Bruce Auerbach, Exodus Film Group

Life and Adventures 
of Santa Claus

Rubicon’s CGI animted film slated for release 
during  holiday 2014.

Apparel, seasonal, toys Travis Rutherford, Evolution

Magelica Entertainment property for young girls 
featuring a 12-year old girl born into a 
magical world.

All Cathy Malatesta, Lawless 
Entertainment

Mild To Wild Hot sauce and spice company based out of 
Fort Wayne, Ind.

All Penny Wright, Act III Licensing

Monster In My 
Pocket

Collectible monster series from MEG, set for 
an animated series.

Accessories, apparel, back-to-school, board 
games, home/housewares, home furnishings, 
novelty toys, paper goods, trading card games

Travis Rutherford, Evolution

Parenting Illustrated 
With Crappy Pictures

Humorous blog-turned-book featuring images 
of parenting in action.

All including apparel, calendars, giftware, 
infant/children’s products, novelty items, social 
expressions, stationery, toys, 

Cynthia Hall Domine, Synchronicity

Public Zoo in Tootsie 
Land

Pop artist Han Lee’s crossover of The Public 
Zoo and Tootise Roll brands in a series of 
images and scenes.

All Cynthia Hall Domine, Synchronicity

Pussycat Dolls All-girl singing/dancing group founded by 
choreographer Robin Antin.

Accessories, activewear, apparel, beauty, 
footwear, lingerie

Jennifer Sullivan, memBrain Licensing

Sabrina, Secrets of a 
Teenage Witch

Moonscoop’s animated series set to air on 
The Hub this fall.

All Eve LeMaster, Firefly Brand 
Management

Space Camp Founded in 1982 as the U.S. Space & Rocket 
Center museum’s education program to 
promote the study of math, science, and 
technology. Couples classroom instruction 
with hands-on activities.

Apparel, education, toys Allen LeWinter, Topkat

Amylee Weeks Wichelt Imports Cross stitch kits MHS Licensing

Bioshock Infinite Wizkids Collectible miniature game pieces 2K Games

✹ licensing news
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Property Granted to products manufactured granted by

✹licensing news Continued from page 5

Boy Scouts of America Buck Knives Knives (READ THIS FIRST) Boy Scouts of America

Breyers Signature Brands Ice cream toppings Seltzer Licensing Group

Broyhill, Drexel Heritage, 
Lane

Boyd Specialty Sleep Bedding Furniture Brands

Butterball Monogram Food Solutions Turkey meat snacks Butterball

Corbert Gauthier, Darrell 
Bush, Tina Higgins

Bradford Exchange Checks, stationery, wall decor MHS Licensing

Darrell Bush Conimar Coasters MHS Licensing

Despicable Me 2 Hybrid Apparel Apparel Universal Partnerships & Licensing

The Topps Company Co-branded candy

Goodnight Moon Cloud9 Fabrics Fabrics Wildflower Group

Mighty Fine Aparel (infants’, toddlers’)

Precious Moments Gift items

Guinness World Records IT'SUGAR Confections Guinness World Records

Hautman Brothers Silver Swan Studios Gift bags MHS Licensing

Stony Creek Candles, electric lighted glass, lanterns

IMPACT Wrestling Georgia Lottery Instant win lottery games TNA Wrestling

Iron Man 3 Vandor Clocks, drinkware, tin totes Disney Consumer Products

Louise Carey Design Design Greeting cards, magnets MHS Licensing

Marilyn Monroe IT'SUGAR Confections Authentic Brands Group

Maxine Vandor Clocks, drinkware, tin totes Hallmark Licensing

Original Penguin by 
Munsingwear

Delta Galil Sleepwear, underwear (men’s) (U.S., Canada) Perry Ellis International/PEI Licensing

Peanuts Vandor Clocks, drinkware, tin totes Peanuts Worldwide at Iconix Brand 
Group

Peppa Pig TCG Jigsaw puzzles, magnetic puzzles (U.S., Canada) Entertainment One

Raggs Fiesta Toy Accessories, backpacks, plush toys, puppets (U.S., 
Canada)

Blue Socks Media

Rapala Cranston Fabric kits, fabrics, fleece Wildflower Group

Open Road Brands Fishing accessories, housewares, wall art, wall 
clocks

Seventeen (magazine) IT'SUGAR Confections Hearst Magazines

Smurfs 2 (film) IT'SUGAR Confections Sony Pictures Consumer Products

Jakks Pacific Activity toys, play sets, plush figures

Pressman Toy* Board games, card games, puzzles

Thursday Friday Handbags, scarves, totes

Trends International* Bookmarks, posters, stickers, wall calendars

Tootsie Roll brands Fashion Playtes Custom on-demand apparel Synchronicity

Funky Town Cozies, glasswares, party supplies, pillows, 
stickers

Leading Edge Promotions Bowling balls, bowling pins

Liquid Blue Printed/tie-dyed T-shirts

MasterPieces Puzzle Co. Jigsaw puzzles

WWE Cosrich First aid, HBA (U.S., Canada) WWE

Kid Dangerous T-shirts
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Adventure Time Character Group Collectible figures, plush, role play items (U.K.) Cartoon Network Enterprises, EMEA

LEGO TVMania U.K. Apparel (U.K.) LEGO

Looney Tunes, Superman 
(comics), Tom & Jerry

PT Madisa Home furnishings (Indonesia) Pacific Licensing

PT Mitra Adiperkasa Tbk Sporting goods (Indonesia)

Man Of Steel PT. Dadi Prima Stationery (Indonesia) Pacific Licensing

PT. Kreasi Reksa Perdana Apparel (Indonesia)

Masha and The Bear Panini U.K. Sticker albums (Russia, Ukraine) Ink Brands

Matt Hatter Chronicles VMC Accessories Fashion accessories (U.K.) ITV Studios

Moshi Monsters John Adams Craft kits (U.K.) Mind Candy

One Direction/1D Bacup Shoe Footwear (U.K.) Global Merchandising Services

Plants Vs. Zombies Character Group Toys (U.K.) Bulldog Licensing

Polaroid Safilo Group* Eyewear (Worldwide) Polaroid

Smurfs 2 (film) Haribo of America Gummy snacks (Worldwide) Sony Pictures Consumer Products

Superman (comics) PT. Lanisantoso Setiabdi Stationery (Indonesia) Pacific Licensing

Terminator Level Up Wear Apparel (Europe) Creative Licensing

Tweety Bird PT Biginusindo Permai Apparel (Indonesia) Pacific Licensing

✹ 
international licensing news Continued from page 6

international licenses recently granted

Property Granted to products manufactured granted by

Dog And Friends, 
The

Artlist’s calendar and postcard line featuring images taken 
with a fish-eye lens.

All (Worldwide) Bruce Foster, 4Licensing

Dumb Ways To Die Metro Trains Melbourne’s PSA campaign, which went viral 
over YouTube.

Accessories, apparel, gift, HBA, 
headwear, home décor, housewares, 
novelties, plush, social expression, 
stationery, tech accessories, toys 
(Worldwide)

Travis Rutherford, Evolution

FIBA International Basketball Federation’s 2014 FIBA Basketball 
World Cup takes place in Spain during August and September 
of next year.

All (Worldwide) Nicola Thompson, Copyright 
Promotions Licensing Group 
Sport (CPLG)

Flo Rida Hip hop artist known for singles  “Get Low” and “I Cry.” Accessories, apparel, electronics, 
health/fitness (Worldwide)

David Elmekies, D3M Licensing

Gorjuss Artist Suzanne Woolcott’s collection of  female characters, 
wildlife, plants, and other nature-oriented imagery, as well as 
childhood toys, pictured in pleasant scenes.

All (Italy) Lorenzo Varra, Backstage S.r.l.

Hero of Color City Upcoming children’s film about a group of crayons trying to 
protect against a monster. Set for 2014 release by Magnolia 
Pictures.

All (Worldwide except U.S., Canada) Cathy Malatesta, Lawless 
Entertainment

Krrish (film series) Bollywood superhero film series, with Kid Krrish and Krrish 3 
set for a near-future release.

All (India) Jiggy George, Dream Theatre 
Pvt. Ltd.

LazyTown Iceland-produced children’s show featuring superhero 
Sportacus and his friend Stephanie.

All (Russia) Anton Grishin, Megalicense

Versace 19.69 Luxury clothing and accesories brand founded in Milan, Italy, 
by Gianni Versace.

All (Central America, Mexico) Fanny Salazar Mourre, P&L 
Global Network

International properties Available or recently Assigned

Property Description Categories Available Licensing Contact

*Extension or renewal.



Vol. XXXVII, No. 12

qcontacts & connections
Contacts & Connections is an alphabetical listing of the licensing companies in this issue.

Continued on page 9

8 TLL www.epmcom.comthe licensing letter

2K Games, Steven Lux, VP Business Development, 
646-536-2842, steve.lux@2kgames.com, P. 5.

ACI Licensing, Shelly Marchetti, VP/Account 
Executive, 310-806-9483, P. 9.

Act III Licensing, Penny Wright, Licensing Man-
ager, 310-385-4041, pwright@actiii.com, P. 5.

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

Blue Socks Media, Toni Steedman Zelickson, Presi-
dent, 704-372-7400, tsteedman@raggs.com, P. 6.

Boy Scouts of America, Greg Winters, Manager, 
Licensing Programs, 800-323-0732 x332, gwinters@
netbsa.org, P. 6.

Boyd Specialty Sleep, Denny Boyd, President, 314-
997-5222, P. 6.

Bradford Exchange, Maura Kelly, VP Licensing, 
847-581-8200, mkelly@bgeltd.com, P. 6.

Brandgenuity, Andrew Topkins, Managing Direc-
tor, 212-925-0730, andy@brandgenuity.com, P. 10.

Brown Shoe, Todd Murray, VP Marketing, Whole-
sale Division, 314-854-2000, txmurray@brownshoe 
.com, P. 2.

Buck Knives, Stephanie Young, Marketing Coordi-
nator, 208-262-0500, syoung@buckknives.com, P. 6.

Butterball, Rebecca Welch, Brand Manager, 800-
288-8372, P. 6.

CBS Consumer Products, Elizabeth Kalodner, EVP/
General Manager, 212-975-5232, liz.kalodner@ 
cbs.com, P. 10.

Cloud9 Fabrics, Michelle Engel Bencsko, Co-
Founder, 908-272-8200, info@cloud9fabrics.com, 
P. 6.

Conimar, Marilyn Pasteur, 800-874-9735, 
m.pasteur@conimar.com, P. 6.

Consumer Strategies, Nora Wong, Senior Partner, 
310-633-0636, nora@consumer-strategies.com, P. 5.

Cosrich, Laura Hite, President, 818-686-2500,  
laurah@cosrich.com, P. 6.

Cranston, Jodi Beckett, EVP Marketing, 774-495-
1604, jbeckett@cpw.com, P. 6.

Delta Galil, Nancy Dickey, 201-902-0055, info@ 
deltagalil.com, P. 6.

Design Design, Donald Kalil, 616-774-2448,  
don.kallil@designdesign.us, P. 6.

Disney Consumer Products, Luis Fernandez, SVP 
Licensing, Central Creative, 818-544-0001,  
luis.fernandez@disney.com, P. 2.

Disney Consumer Products, Paul Gitter, SVP 
Licensing, Marvel, 818-544-1950, paul.gitter@ 
disney.com, P. 6.

Elvis Presley Enterprises, Susan Meek, VP Inter-
national Licensing,901-344-3220, smeek@elvis.com, 
P. 8.

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

Evolution, Travis Rutherford, President/CEO, 818-
501-3186, kirsti@evomgt.com, P. 5.

Exodus Film Group, Bruce Auerbach, Presi-
dent Consumer Products, 310-684-3155, info@
exodusfilmgroup.com, P. 5.

Fashion Playtes, Sarah McIlroy, Founder/Presi-
dent, 978-232-3900, P. 6.

Fiesta Toy, Michael Lauber, President, 323-581-
9988, fiesta@fiestatoy.com, P. 6.

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

Funky Town, Manish Walia, 330-439-0090, P. 6.

Furniture Brands, Cheri Pfneisel, Director Of 
Marketing & Licensing, 314-862-7164, cpfneisel@
furniturebrands.com, P. 6.

Georgia Lottery, Debbie Alford, President/CEO, 
404-215-5000, glottery@galottery.org, P. 6.

GTECH, Patricia Schmidt, Sr. Director of Brand 
Licensing, 401-392-7300, pat.schmidt@gtech.com, 
P. 10.

Guinness World Records, Peter Harper, 
SVP Americas, 718-513-7270, peter.harper@
guinnessworldrecords.com, P. 6.

Hallmark Licensing, Cindy Mahoney, VP Licens-
ing, 816-274-4918, cmahon2@hallmark.com, P. 6.

Hasbro, Mark Blecher, SVP Digital Media & Gam-
ing, 401-431-8697, mblecher@hasbro.com, P. 1.

Hearst Magazines, Meredith Ashley, Director 
Brand Development, 212-492-1316, washley@
hearst.com, P. 6.

Hybrid Apparel, Derrick Baca, VP Licensing, 714-
947-8347, dbaca@hybridapparel.com, P. 6.

IT’SUGAR, Jeff Rubin, CEO/Founder, 843-916-1300, 
jrubin@itsugar.com, P. 6.

Jakks Pacific, Michael Bernstein, SVP Marketing, 
310-456-7799, P. 6.

Kid Dangerous, Steve Nanino, President, 213-500-
4697, steve@kiddangerous.com, P. 6.

King Features Syndicate, Ita Golzman, VP North 
American Licensing, 212-969-7584, igolzman@
hearst.com, P. 1.

Lawless Entertainment, Cathy Malatesta, Presi-
dent, 310-694-3414, cmala@aol.com, P. 5.

Leading Edge Promotions, Ken Gamble, Director 
Sales, 888-246-2695, kgamble@leadingedgepromo 
.com, P. 6.

Liquid Blue, Paul Roidoulis, President, 401-333-
6200, paul@liquidblue.com, P. 6.

MasterPieces Puzzle Co., Laura Duellman, Direc-
tor Product Development, 520-741-1315, P. 6.

memBrain Licensing, Jennifer Sullivan, President, 
310-858-2744, jennifer@membrainllc.com, P. 5.

MHS Licensing, Marty Segelbaum, President, 952-
544-1377 x202, marty@mhslicensing.com, P. 5, 6.

Mighty Fine, Patty Timsawat, President of Licens-
ing, 213-234-3921, patty@mightyfineinc.com, P. 6.

Monogram Food Solutions, Wes Jackson, Presi-
dent, 901-685-7167, wjackson@monogramfoods 
.com, P. 6.

Nickelodeon, Dion Vlachos, SVP Retail Sales & 
Marketing, 212-258-6000, dion.vlachos@nick.com, 
P. 9.

Nickelodeon & Viacom Consumer Products, Lisa 
Silverman Meyers, SVP Operations & Business 
Planning, 212-846-8167, lisa.silverman.meyers@
nick.com, P. 9.

Open Road Brands, Joe Hayes, President, 316-619-
4204, P. 6.

Peanuts Worldwide at Iconix Brand Group, Leigh 
Anne Brodsky, 212-819-2079, lbrodsky@peanuts 
.com, P. 2, 6.

Perry Ellis International/PEI Licensing, Kelly 
Payfer, VP Licensing, 212-536-5785, kelly.payfer@
pery.com, P. 6.

Petsmart, Debbie Gonzalez, VP Marketing, 623-580-
6100, dgonzalez@petsmart.com, P. 2.

Precious Moments, Kelli Doubek, VP Licensing, 
847-725-9447, kelli.doubek@preciousmoments 
.com, P. 6.

Pressman Toy, Jim Pressman, President, 212-675-
7910 x107, jimp@pressmantoy.com, P. 6.

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

Senks Circle, Steve Senk, Owner, 415-999-8693, 
steve@senkscircle.com, P. 5.

Signature Brands, Leigh Ann Schwarz-
kopf, Partner, 612-922-9229, leighann@
projectpartnersnetwork.com, P. 6.

Silver Swan Studios, Maryann Porter, CEO, 888-
775-7926, maryann@silverswanstudios.com, P. 6.

Sony Pictures Consumer Products, Gregory 
Economos, SVP Global Consumer Products, 310-
244-4188, gregory_economos@spe.sony.com, P. 6.

Steve Madden, Zina Zegans, Licensing & Fashion 
Director, 718-308-2468, zinazegans@stevemadden 
.com, P. 2.

Stony Creek, Bill Dietlin, 608-516-1115,  
bill@stonycreekathome.com, P. 6.

Synchronicity, Cynthia Hall Domine, President, 
207-967-9940, cynthia@synclicensing.com, P. 5, 6.

TCG, Jessica Gavin, VP Marketing & Licensing,  
416-746-3388, jgavin@canadagroup.com, P. 6.

Thursday Friday, Olena Sholomytska, CFO,  
646-553-6380, info@thurfri.com, P. 6.

TNA Wrestling, Michael Weber, VP Marketing,  
615-244-5557, michaelw@tnawrestling.com, P. 6.

Topps, Adam Levine, Entertainment Licensing 
Manager, 212-376-0607, alevine@topps.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.

Vandor, Stacey Dobkins, VP Licensing and Market-
ing, 801-972-2888 x149, sdobkins@vandorgifts 
.com, P. 6.

Wichelt Imports, Aimee Wichelt, 800-356-9516, 
awichelt@wichelt.com, P. 5.

Wildflower Group, Michael Carlisle, Principal, 212-
924-2322, michael@thewildflowergroup.com, P. 6.

Wizkids, Justin Ziran, Director Marketing, 425-246-
2809, P. 5.

WMS Gaming, Roger Sharpe, Director, Brand 
Licensing, 773-961-1562, rsharpe@wms.com, P. 11.

WWE, Jess Richardson, Director, Global Licensing, 
203-328-2539, jess.richardson@wwecorp.com, P. 6.
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4Licensing, Bruce Foster, CEO, 212-758-7666, 
bfoster@4licensingcorp.com, P. 7.

Backstage S.r.l., Lorenzo Varra, Marketing & Com-
munication Coordinator, 39-59-340700, lorenzo 
.varra@backstagelicensing.com, P. 7.

Bacup Shoe, Neal Wells, National Sales Manager, 
44-1706-873-304, nealwells@bacupshoe.co.uk, P. 7.

Biginusindo Permai, Dharma Kusnadi, President/
Director, 6221-692-3179, bgpermai@rad.net.id, P. 7.

Bulldog Licensing, Rob Corney, Managing Direc-
tor, 44-20-8325-5455, robc@bulldog-licensing.com, 
P. 7.

Cartoon Network Enterprises, EMEA, Graham 
Saltmarsh, UK Licensing Director, 44-207-693-1000, 
graham.saltmarsh@turner.com, P. 7.

Character Group, Jon Diver, Group Marketing 
Director, 44-208-949-5898, P. 7.

Copyright Promotions Licensing Group Sport 
(CPLG), Nicola Thompson, Senior Commercial 
Manager, 44-208-563-6400, P. 7.

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

D3M Licensing, David Elmekies, 561-932-0125, P. 7.

Dadi Prima, Rudy Karnadi, Director, 6221-579 
41149, rudyk@dadiprima.co.id, P. 7.

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

Evolution, Travis Rutherford, President/CEO, 818-
501-3186, kirsti@evomgt.com, P. 7.

Global Merchandising Services, Mary Kean, 
Director Licensing, 424-777-4470, mary@
aglobalmerchservices.com, P. 7.

Haribo of America, Margie Walter, Director Spe-
cial Markets, 410-265-8890 x12, P. 7.

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

ITV Studios, Jean-Philippe Randisi, EVP/Director 
Consumer Products, 44-2074-9114-41, jean-philippe 
.randisi@itv.com, P. 7.

John Adams, Simon Pilkington, MD, 44-1480-414-
361, sales@johnadams.co.uk, P. 7.

Kreasi Reksa Perdana, Eddy Sutanto, Director, 
6221-8771-7137, eddysongo@gmail.com, P. 7.

Lanisantoso Setiabdi, Andria Santoso, Director, 
6271-645-450, ptlanisantososetiabdi@yahoo.com, 
P. 7.

Lawless Entertainment, Cathy Malatesta, Presi-
dent, 310-694-3414, cmala@aol.com, P. 7.

LEGO, Kristen Allshouse, Licensing Manager, 860-
749-2291, kristen.allshouse@lego.com, P. 7.

Level Up Wear, Siegfried von Vittorelli, Business 
Development, 32-640-0293, P. 7.

Madisa, Liga Maradona, Director, 62-21-4515218, 
frankylesmana@ymail.com, P. 7.

Megalicense, Anton Grishin, President/MD, 7-495-
661-61-54, russia@megalicense.ru, P. 7.

Mind Candy, Darran Garnham, Chief Business 
Development Officer, 44 -20-7501-1900, darran@
mindcandy.com, P. 7.

Mitra Adiperkasa Tbk, Yoke Latif, General Man-
ager, 62 -21-574-5808, yoke.latif@map.co.id, P. 7.

P&L Global Network, Fanny Salazar Mourre, VP 
Licensing and Promotion, 511-440-6812, fsm@
plglobalnetwork.com, P. 7.

Pacific Licensing, Neal Rudge, Partner, 65-6410-
9768, neal.rudge@pacificlicensing.com, P. 7.

Panini UK, Jess Tadmor, Head Marketing, 44-1892-
500-100, jtadmor@panini.co.uk, P. 7.

Polaroid, Scott Hardy, President, 952-641-1020 x8, 
hardys@polaroid.com, P. 7.

Safilo Group, Kimberly Chaveco, Brand Manager, 
973-576-2549, kimberlyc@safilousa.com, P. 7.

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

TVMania U.K., Dan Wilkins, Managing Director, 
44-146-244-1742, daniel.wilkins@tvmgroup.co.uk, 
P. 7.

VMC Accessories, Andrew Clowes, Managing 
Director, 44-1538-392-500, sales@vmc.co.uk, P. 7.

�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.

Who’s News
Lisa Silverman Meyers is promoted to SVP 
operations and business planning for Viacom 
International’s Nickelodeon & Viacom Consumer 
Products (NVCP) division. Silverman Meyers has 
been with Nick since 2001.

Shelly Marchetti joins ACI Licensing in Los 
Angeles as VP/account executive. Marchetti has 
previously worked with the Agency for the Per-
forming Arts and The Cherokee Group.

Dion Vlachos is named SVP retail sales and 
marketing at Nickelodeon. A 20-year Disney 
veteran, Vlachos was most recently VP franchise 
development and global marketing at Disney 
Publishing Worldwide.

Susan Meek is named VP International Licens-
ing  for Elvis Presley Enterprises. Meek was pre-
viously with Precious Moments (PMI).

lotteries. “When you walk on the floor of some 
of the casinos, Betty Boop is front and center,” 
she says. “And cities put the character on bus-
es and banners to promote the lottery.” 

“States put some significant marketing dol-
lars behind it,” agrees Andy Topkins of Brand-
genuity, which represents World Poker Tour 
and the Pink Panther, among others. “There’s 
lots of incremental benefit to the brand owner.” 

“It’s certainly lucrative, but it also gives our 
fans one more fun, engaging way to relate to 
our properties,” adds Liz Kalodner of CBS Con-
sumer Products, which has licensed brands 
ranging from “Star Trek” and “I Love Lucy” to 
“The Amazing Race” and “Judge Judy” for both 
lotteries and slots. 

Some properties—especially those appeal-
ing to the core audience of women age 25 to 50 

(and up)—lend themselves naturally to casino 
gaming and lotteries. Monopoly has three char-
acteristics that make it a perfect fit, according 
to Blecher. “It’s not only loved and well known, 
but it’s about game play, the opportunity to win 
something, and the fantasy of wealth creation.” 

But a variety of adult-skewing licenses out-
side of gaming can work as well. Kalodner says 
properties across CBS’s entire portfolio are 
viable, citing “CSI” as an example. “It took a 
lot to sell it [to the slot industry],” she says. 
“They were nervous about the crime aspect. 
But the slot audience and the audience for our 
TV shows are very similar.” 

Licensed Lotteries: Winning Combination?
“We want licenses that will attract new, 

younger players, but will also continue to 
appeal to core lottery players, who tend to be 
older,” says Pat Schmidt of GTECH, one of three 

Betting on Gambling
Continued from page 1

Continued on page 10
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key players in licensed lotteries, along with 
MDI and Pollard Banknote. In addition to being 
appropriate for 18-year-olds or those 21-plus, 
properties that work well for GTECH tend to be 
global, long-term brands. 

The company also seeks properties around 
which it can create customized marketing pro-
grams, such as unique prizes or sweepstakes. 
“We’re looking for licenses that add a lot of 
value in terms of marketing and promotions,” 
Schmidt explains. Examples include the chance 
to win an Ultimate Rock Star Party at the Rock 
& Roll Hall of Fame for an Aerosmith game, with 
band members in attendance; a seat at the main 
event of The World Series of Poker; or a VIP stay 
at Caesar’s Palace as part of the Caesar’s license. 

“The opportunities within this segment are 
interesting,” says Kalodner. “It’s not just about 
the lottery.” She cites the example of players of 
a CBS-licensed “Star Trek” lottery game enter-
ing their nonwinning tickets into an online con-
test for a trip to a Star Trek Convention. “That’s 
something you could’ve never done before,” she 
points out. “Technology is really changing all of 
these businesses.” 

Secondary prizes can be part of an instant-win 
game or structured as a second-chance drawing, 
where holders of nonwinning tickets can earn an 
experiential prize; some tickets give access to 
additional games for friendly, non-money-earn-
ing competition on the lottery website. 

Schmidt explains that licensed lotteries are 
more expensive for the customer (e.g., a state or 
other jurisdiction) than a nonlicensed offering 
is, since the licensee passes along the royalty. 
“So it has to return more,” she says. “They have 
to be able to justify the expense. That’s why the 
marketing solutions are so important. You have 
to make sure you bring them the best package, 
the best-looking ticket, and the most appropri-
ate license.” 

Topkins notes that these additional opportu-
nities for customers to play are a benefit to the 
licensor as well. “Enhancing customer loyalty is 
important,” he says. “They provide more touch-
points for the consumer, and that’s valuable for 
the brand.” 

One trend to watch is privatization. Illinois 
and Indiana have privatized their lotteries, New 
Jersey has plans to do so, and Pennsylvania is 
considering such a move. Schmidt says the hope 
is that privatization will lead to a more successful 
operation and therefore more money to the state. 
If that happens, licensors will benefit as well. 

Taking a Chance on Slots 
The landscape for slot machines is more 

fragmented than for lotteries. Key players on 
the licensing front include WMS Gaming, Bally, 
and IGT, but others, such as LP Gaming, SHFL 
Entertainment, Aristocrat, Konami, American 
Gaming System, Ameristar, Atronic, and many 
more, also acquire licenses. Smaller companies 
often serve in a role similar to that of video game 
developers, creating the game under license and 
then bringing it to a larger company to take to 
the casino floor. 

“With a license, we look for themes or per-
sonalities that resonate with the audience,” 
says WMS’s Roger Sharpe. “We want the core 
elements within a given property to lend them-
selves to a compelling game, and we also look at 
whether we can get the assets we need. This is a 

Betting on Gambling
Continued from page 9

Unique Payment Structures
Payment structures for lotteries and casino games follow a variety of 

formulas, but both are akin to a traditional licensing deal with a royalty (or 
equivalent) and a minimum guarantee. 

For lotteries, the central remuneration is a fee per ticket printed, with 
the royalty equivalent usually somewhat less than licensing-business averag-
es, due to the high volume of tickets. For example, a licensor might receive 
$2,200 to $3,000 per million dollars of face value; if a state orders 5 million 
$5 tickets, with a fee of $2,500 per $1 million, the total royalty would be 
$62,500. Multiplied by 40-plus states, with reorders possible, means total 
income can be significant, licensors say. 

Payment for slot machines varies depending on the deal but often 
involves some sort of fee per machine. For example, there can be a straight 
payment per machine placed, a fee per machine with bonus payments tied 
to the number of players or amount of cash collected, or a fee based on 
each day’s take per machine. 

Key Players in Lottery Licensing

Company Selected Licenses Held

GTECH 3 Stooges, Bejeweled, World Series of Poker, Caesars, Plants vs. Zombies, 
others.

MDI
World Poker Tour, Univision, Wheel of Fortune, Major League Baseball, NBA, 
NHL, NASCAR, Deal or No Deal, Betty Boop, Pink Panther, Ford, Corvette, 
Monopoly.

Pollard 
Banknote

Star Trek, Calgary Stampede, Mr. Bean, Cadillac, Tetris, Dubble Bubble, Guin-
ness World of Records, It’s a Wonderful Life, Keith Kimberlin. 

SourceS: The Licensing Letter, company information

Key Players in Slot Machine Licensing

Company Selected Licenses Held

WMS Gaming
Star Trek, KISS, Dean Martin, Wizard of Oz, Lord of the Rings, Monopoly and 
other Hasbro game titles, Spiderman, Cheers, Willy Wonka and the Chocolate 
Factory, I Love Lucy, Bruce Lee

Bally NASCAR, Pawn Stars

IGT Phantom of the Opera, CSI, House, Star Trek, Wheel of Fortune, I Love Lucy, 
Sex & the City, Huevocartoon, Dolly Parton, Wyland

SourceS: The Licensing Letter, company information

Continued on page 11
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multimedia environment now, and it’s the total 
choreographed experience that brings fans in.” 

WMS hopes to be able to create at least three 
to four different versions of a licensed machine. 
“We look for longevity and sustainability,” 
Sharpe explains. “We need to offer it in a fresh 
way to the public over time, so there has to be 
some depth to the license itself. Then it’s the 
creative execution by the manufacturer. We 
want to provide an entertainment-rich experi-
ence for our frequent players.” 

Long lead times—about one and a half years 
to develop a game and another three to six 
months for regulatory approvals—help make 
classic and retro brands attractive as well. “By 
the time they actually launch the product, the 
property still has to be viable and vibrant,” says 
Topkins. 

Slot machine makers, like their lottery coun-
terparts, are looking for licenses with wide 
appeal that both satisfy core audiences and 
bring in new players. “A license can get the first 
coin in, potentially,” Sharpe says, noting that 
a variety of attributes, whether sound, color, 
image, or theme, can attract a player to a par-
ticular machine. “It might be, ‘I can’t believe 
they have “Cheers,” I love that show.’” 

While the slot business is a key area of inter-
est for licensors of appropriate properties, it 
remains a small slice of the slot business as a 
whole. “Licensing is a nice add-in ingredient to 
our portfolio, but it represents only 5%-7% of all 
the content we create,” Sharpe reports. 

High Probability for Growth
The lottery and slot machine categories are 

associated with some unique challenges for 
licensors and licensees. Gambling is heavily 
regulated, with rules varying from territory to 
territory, state to state, and even within states. 
This affects everything from minimum payouts 
to the legality of online wagering. 

For licensors of live-action properties, talent 
restrictions can be a challenge. “Talent con-
tracts often exclude certain things, like tobacco 
or personal products, and gambling is one of 
those,” says Kalodner. “So we have to negotiate 
separately to get it done.” 

The nature of the business excludes many 
licenses, of course. “It’s unique because you’re 
only targeting adults, and that drives the type of 
brands in the industry,” Blecher notes.

Meanwhile, there has been a stigma associat-
ed with gambling among some licensors. “Some 
brand owners are still skeptical,” says Topkins. 

“We have to convince them that it’s not going 
to have a negative impact on their brands and 
that their customer is playing the lottery and 
the slots. As more wholesome brands are com-
fortable entering the category, that has spurred 
some recent growth.” 

Licensors and licensees note that the indus-
try is changing. For one thing, it is consolidat-
ing, as companies merge or acquire to position 
themselves in all sectors, from lotteries to slots, 
to online wagering. Scientific Games, owner of 
MDI, recently acquired WMS; GTECH is involved 
in both lotteries and slot machines. These 
changes are ultimately likely to streamline the 
licensing process, with one partner able to cov-
er all aspects of the gambling industry.

The move to online gambling and interactive 
lotteries is also a big change (see “Transition 
to Interactive Gaming” sidebar). “Like video 
games, there’s a transition from physical to 
online,” Kalodner says. But balancing that is the 
fact that some states are looking to raise reve-
nue by installing more slot parlors or otherwise 
expanding gambling. “So there’s more opportu-
nity for placement of machines.” 

“Access to gambling and gaming is more per-
vasive than 10 to 20 years ago,” Sharpe says. 
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Transition to Interactive Gaming
Interactive lotteries, where purchasers con-

duct the transaction online rather than with a 
printed ticket, are on everyone’s radar, having 
been legal in many international jurisdictions for 
some time and recently allowed in Illinois, with 
other U.S. states considering it.

“Interactive lotteries are definitely becoming 
more of a focus, and branded, licensed games are 
a part of that,” says Pat Schmidt of GTECH, not-
ing that her company asks for interactive rights, 
although not all licensors are ready to grant 
them. 

Online slots and wagering, which are legal in 
the U.K. and some other territories around the 
world and are being considered by some U.S. 
states, also comprise an up-and-coming trend in 
the slots and gambling industry. Another is social 
games of chance that look like online wagering, 
but in which users pay for chips and time to play, 
winning points or more time rather than money. 

WMS operates the social game Jackpot Party 
Casino on Facebook in the U.S. and has integrat-
ed some licenses, such as “I Love Lucy” and Bruce 
Lee. It uses the Jackpot Party brand for online 
wagering internationally. IGT, meanwhile, is 
involved in social gaming with its Double Down 
brand and online gambling with WagerWorks. 

Some licensors are involved in these new 
channels, while others are taking a wait-and-see 
approach, especially toward online wagering. 

Betting on Gambling
Continued from page 10



Licensing Letter Publications  
Present Global Opportunities

Four new reports based on proprietary 
Licensing Letter research, and an all-new Licens-
ing Letter Sourcebook assist you in developing 
growth opportunities for your licensing busi-
ness. Visit The Licensing Letter during Licensing 
Expo at booth C-130 to review and purchase 
these resources, or see www.epmcom.com for 
detailed tables of contents and to download 
executive summaries and sample pages.

Licensing Letter Sourcebook. Completely 
updated in time for the show. Find 3,800 senior-
level licensing executives, two-thirds of them 
VP/director or higher, 96% with email addresses. 
Discover the properties owned by licensors and 
represented by agents, and which ones manu-
facturers have licenses for—and what products 
they make. 

International Licensing: A Status Report. 
Plot your strategy for entering new markets 

or boosting your performance in existing ones 
with all-new Licensing Letter retail sales esti-
mates for 49 countries, plus an analysis of GDP 
versus licensing growth (or decline) for each. 
More than 50 new charts, tables, and graphs 
and updated regional assessments of licensing 
performance augment the 7th edition. (Those 
who already own the 7th edition can purchase 
a supplement with 2012 data and the regional  
analysis.)

Global Market for Licensed Preschool Prop-
erties. Benchmark your preschool properties 
against 130 others from around the world—the 
9% that do $100 million in retail sales of licensed 
merchandise annually as well as the 58% that do 
$10 million or less, and everything in between. 
Apply the consumer research on preschool 
behavior and parents’ spending to your licens-
ing program.

Royalty Trends Report. Ten years of royalty 
data plus a discussion of advances and guar-
antees—and how licensors and licensees are 
bringing creativity to their deal-making. A must-
have reference for any licensing bookshelf.

Licensing Business Databook. Use these 77 
proprietary charts, tables, and graphs in your 
presentations and proposals to illustrate five-
year trendlines for key licensing indicators. All 
data are based on The Licensing Letter’s propri-
etary research.

A special show discount of 10% is avail-
able during Licensing Expo on all Licensing 
Letter publications at our booth or by calling 
212-941-0099 and mentioning Priority Code  
PRIOR6004.
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1000 SW Broadway, Suite 1200, Portland, OR  97205-3035 
Phone: 212-941-0099, Fax: 503-291-7955
info@epmcom.com; www.epmcom.comA Division of BVR

Classified: Help Wanted
LMCA (www.lmca.net), 25-plus year leader in strategic brand exten-
sion, managing $6 billion-plus in sales, seeks experienced talent to 
solicit licensee prospects and manage/oversee ongoing relationships 
with licensees and licensors. Manhattan HQ, offices in Boston; Atlanta; 
Nashville, Tenn.; and Shanghai.

MBA preferred; strong sales, presentation, and business development 
skills; experience in market/competitive analysis and strategic think-
ing; self-motivated; ability to work independently and handle mul-
tiple projects simultaneously; 20%-plus travel. Contact: Margie Smith, 
msmith@lmca.net.
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This comprehensive “who’s who” of the licensing business saves you time
and money by putting 3,845 licensing decision-makers at your fingertips.

The Sourcebook is easy to use and thoroughly indexed. Browse the print 
edition to find companies with the right profile to match your needs; use the
fully-searchable Flash Drive database to find specific companies, properties,
and products. You’ll refer to The Sourcebook repeatedly to locate potential
business partners and track what your competitors are doing. 

Regarded as “the very best reference book in the licensing business” by
noted industry consultant Gary Caplan, The Licensing Letter Sourcebook
is the only directory of licensing executives you need.

Agent 
listings 
feature 

properties 
represented

Doolittle Edutainment

George Chachas

President

3033 5th Ave., #400

San Diego, CA 92103

Phone: 619-239-2900

Fax: 619-239-2990

Email:

george@doolittleedutainment.com

Web: www.doolittleedutainment.com

Properties owned: Doolittle, Doolittle

Duds

Dreamworks [LIMA]

Chris Hewish

Head Global Interactive

1000 Flower St.

Glendale, CA 91201

Phone: 818-695-4618

Email: chris.hewish@dreamworks.com

Web: www.dreamworks.com

Properties owned: Croods, Kung Fu 

Panda, Kung Fu Panda: The Kaboom of

Doom, Madagascar, Madagascar 3:

Europe’s Most Wanted, Penguins of 

Madagascar, Puss In Boots, Rise of the

Guardians, Shrek the Third

Dreamworks Animation [LIMA]

Tim Erickson

Head, Hardlines

1000 Flower St.

Glendale, CA 91201

Phone: 818-695-4534

Fax: 818-695-6690

Email: tim.erickson@dreamworks.com

Web: www.dreamworks.com

Properties owned: Croods, Kung Fu Pan-

da, Madagascar, Shrek, Trollz, Turbo

DreamWorks Animation [LIMA]

Susan Spencer

Head of Promotions/Marketing 

Services

1000 Flower St.

Glendale, CA 91201

Phone: 818-695-9769

Fax: 818-695-6060

Email:

susan.spencer@dreamworks.com

Web: www.dreamworksanimation.com

Properties owned: How to Train Your

Dragon, Kung Fu Panda, Madagascar,

Shrek

Edgar Rice Burroughs

James Sullos

President

PO Box 570277

Tarzana, CA 91357

Phone: 818-344-0181

Fax: 818-344-7109

Email: jsullos@erburroughs.com

Web: www.erburroughs.com

Properties owned: Carson Napier of

Venus, John Carter Warlord of Mars, 

Pellucidar, Tarzan, Land That Time 

Forgot

Agent: Licensing Works, LLC

Endemol Worldwide Brands

Kimilyn Whitaker

Global Head of Franchise Management

9255 Sunset Blvd., #1100

West Hollywood, CA 90069

Phone: 310-860-9914

Fax: 310-860-1417

Email: kimilyn.whitaker@endemol.com

Web: www.endemolusa.tv

Entertainment One

Sarah Powell

Licensing Executive

120 New Cavendish St.

London W1W 6XX, 

Phone: 44-20-7907-3773

Email: spowell@entonegroup.com

Web: www.e1entertainment.com

Properties owned: Justin And The

Knights Of Valour

Epic Pictures Group

Shaked Berenson

COO

9107 Wilshire Blvd., #450

Beverly Hills, CA 91210

Phone: 310-461-1941

Email: shaked@epic-pictures.com

Web: www.epic-pictures.com

ESPN 

Matt Novoselsky

Director, Licensing & Marketing

56 W. 66th St.

New York, NY 10023

Phone: 646-547-5196

Email:

matthew.p.novoselsky@espn.com

Web: www.espn.com

Properties owned: ESPN, X Games

EyeBait Licensing

Jane Putch

President

1118 Hi Point St.

Los Angeles, CA 90035

Phone: 323-571-8577 x4287

Fax: 323-571-8588

Email: janeputch@aol.com

Properties owned: Fears (The), Jim

DiBartolo, Laini Taylor, Sue Wong, Twistrose

Key (The), Way of Tea (The)

Feld Entertainment [LIMA]

Allison Lort

Senior Director Licensing

350 Fifth Ave., #5119

New York, NY 10118

Phone: 646-354-7557

Email: alort@feldinc.com

Web: www.feldentertainment.com

Properties owned: Disney Live!, Disney

On Ice, Monster Jam, Ringling Bros. and

Barnum & Bailey

Food Network [LIMA]

Julia Maguire

75 Ninth Ave.

New York, NY 10011

Phone: 646-336-3779

Email: jmaguire@foodnetwork.com

Web: www.foodnetwork.com

Fox Consumer Products

Rosalind “Roz”Nowicki

EVP Global Sales & Retail

2121 Avenue of the Stars, 4th Fl.

Los Angeles, CA 90067

Phone: 310-369-2207

Email: roz.nowicki@fox.com

Web: www.fox.com

Properties owned: 24, Alivin and the

Chipmunks, Diary of a Wimpy Kid, Exten-

sive Film & Television Library, Family Guy,

Fox Sports, Futurama, Homeland, Ice Age,

Modern Family, Planet of the Apes, Rio,

Simpsons, Sons Of Anarchy, X-Files

Fred Rogers Company

William Isler

President

4802 Fifth Ave.

Pittsburgh, PA 15213

Phone: 412-605-3100

Email: isler@fredrogers.org

Web: www.fci.org

Properties owned: Mister Rogers’ 

Neighborhood

FremantleMedia Enterprises

[LIMA]

David Luner

EVP Consumer Products, Interactive &

Mobile

4000 W. Alameda Ave., 3rd Fl.

Burbank, CA 91505

Phone: 818-748-1100

Email:

david.luner@fremantlemedia.com

Web: www.fremantlemedia.com

Properties owned: America’s Got Talent,

American Idol, Family Feud, Let’s Make a

Deal, Price Is Right, Tree Fu Tom, 

Wizards vs. Aliens, X Factor

FremantleMedia Enterprises

Andrea Brent

VP Consumer Products

4000 W. Alameda Ave., 3rd Fl.

Burbank, CA 91505

Phone: 818-748-1100

Email:

andrea.brent@fremantlemedia.com

Web: www.fmeamericas.com

Properties owned: America’s Got Talent,

American Idol, Family Feud, Let’s Make a

Deal, Price is Right, Tree Fu Tom, 

Wizards vs. Aliens, X Factor

FremantleMedia Enterprises

James Ngo

VP Brand Acquisitions & Development

4000 W. Alameda Ave., 3rd Fl.

Burbank, CA 91505

Phone: 818-748-1145

Email:

james.ngo@fremantlemedia.com

Web: www.fremantlemedia.com

Properties owned: America’s Got Talent,

American Idol, Baywatch, Family Feud,

Hole In The Wall, Password, Price Is Right,

Take Me Out, X Factor

Fun World

RJ Torbert

Director Licensing

80 Voice Rd.

Carle Place, NY 11514

Phone: 516-873-9000 x215

Fax: 516-873-9005

Email: rj@funworldonline.com

Web: www.fun-world.net

GCI

John Shoup

Chairman/CEO

747 Magazine St.

New Orleans, LA 70130

Phone: 504-581-5000

Fax: 504-581-1188

Email: shoup@greatchefs.com

Web: www.greatchefs.com

Properties owned: Dukes of Dixieland,

Great Chefs, Leisure Jazz

Gidget Worldwide

Ron Yoshida

Brand Manager

3419 Via Lido, #444

Newport Beach, CA 92663

Phone: 706-294-4420

Fax: 949-266-8125

Email: ron@gidgetworldwide.com

Web: www.gidgetworldwide.com

Properties owned: Gidget

Hallmark Licensing [LIMA]

Cindy Mahoney

VP Licensing

2440 Pershing Rd

MD 250

Kansas City, MO 64108

Phone: 816-274-4918

Email: cmahon2@hallmark.com

Web: www.hallmark.com

Properties owned: Hallmark, Hallmark

Design Collection, Hoops & Yoyo, Maxine,

Rainbow Brite, Shoebox Greetings,

Zoobilee Zoo
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J Corp. [LIMA]

Allan Rosen

Division Manager Gurilla Biscuit 

Entertainment 

95 Gince

St. Laurent, PQ H4N 1J7 Canada

Phone: 514-384-3872 x333

Fax: 514-384-7531

Email: arosen@jcorp.ca

Web: www.jaygur.com

Licenses held: Alvin & The Chipmunks,

AMP, Archie Comics, Barbie, Beavis &

Butthead, Bobby Jack, Family Guy, Garfield,

Ghostbusters, Jackass, Looney Tunes, Mar-

vel, MMA Elite, Monster Jam, Mountain

Dew, Pepsi, Pink Panther, Popeye, Sesame

Street, Simpsons, Skatelab, Sonic the

Hedgehog, South Park, SpongeBob

SquarePants, Teenage Mutant Ninja Turtles,

Tom & Jerry, Transformers, WWE

Products manufactured: apparel,

loungewear

J Corp. [LIMA]

Chelsea Leet

President/Co-CEO

95 Gince

St. Laurent, PQ H4N 1J7 Canada

Phone: 514-384-3872

Fax: 514-384-9777

Email: cleet@jcorp.ca

Web: www.jcorp.ca

Licenses held: Amp Energy, Archie, Assas-

sin’s Creed 2, Assassin’s Creed Brother-

hood, Barbie, Bobby Jack, Buddakhan,

Budweiser, Captain America, Captain Mor-

gan, CF Cage Fighter, Dragon Age, EA, Fam-

ily Guy, g:21, George, Ghost Busters, Girl

Confidential, Guinness, Hollywood, Holly-

wood Girl, Hulk, Iron Man, Jackass, Justin

Bieber, Knitworks, Liquid Blue, Loyal Army,

Marvel Comics, Marvel Hereos, Mass Effect

2, Medal of Honor, Miskits, MMA Elite, NFL,

Pink Panther, Popeye, Rock Band, Seven

Oaks, Simpsons, Spider-man, Star Wars,

Teenage Mutant Ninja Turtles, Thor, Tom

Clancy’s Splinter Cell Conviction, Trans-

formers, Ultimate MMA, Worldwide

Wrestling

Products manufactured: apparel, sleep-

wear, sportswear, swimwear, t-shirts

Jansen Textil GmbH [LIMA]

Guido Koch

Managing Director

Widdiger Str. 1-9

50389 Wesseling, Germany

Phone: 49 2236 8921 0

Email: g.koch@jansen-textil.de

Web: www.jansen-textil.de

Licenses held: Disney, Lillebi, Madonna,

Pierre Cardin, Roadsign Australia

Products manufactured: thermal appar-

el, underwear

Jelli Fish Kids

Allison Jurow

Director of Licensing

562 Deslauriers

Montréal, PQ H4N 1V8 Canada

Phone: 514-337-4175 x118

Email: ajurow@jellifishkids.com

Web: www.jellifishkids.com

Licenses held: Justin Beiber

Products manufactured: children’s

sleepwear

Jelli Fish Kids

Sam Kersheh

CEO

562 Deslauriers

Montréal, QC H4N 1V8 Canada

Phone: 514-337-4175

Fax: 514-337-0878

Email: inof@jellifishkids.com

Web: www.jellifishkids.com

Products manufactured: sleepwear

Karl Reiker GmbH

Sonja Tafeelmeier

Development Manager Fashion

Hoefelstr. 5

72411 Bodelshausen, Germany

Phone: 49-7471-9581 0

Fax: 49-7471 9581 250

Web: www.karl-reiker.de

Products manufactured: outerwear,

underwear

Kids Connect Fashion B.V. [LIMA]

Monique Jaken

Office Manager

Gellikstraat 9

6215 JM Maastricht, Netherlands

Phone: 31-43-2031995

Fax: 31-43-2031996

Email: monique@kidsconnect.nl

Web: www.kidsconnectfashion.com

Licenses held: Barcode Kitties, Bumba,

Dakar, Dive Olly Dive, Fiona & the Funky

Pirates, It’s Happy Bunny, Looney Toons,

Maya the Bee, Tabaloga, Zigby

Products manufactured: children’s

activewear, children’s clothing

Luv Gear/Protect Me Alert Series

Bram Miller

Owner

8660 Darnley rd., #202

Town of Mount Royal

Montréal, QC H4T 1M5 Canada

Phone: 514-733-5256

Fax: 514-733-1426

Email: bram@protectmalerts.com

Web: www.luvgear.com

Licenses held: Bratz, Ellen DeGeneres for

Halo, Luvgear, North Paw, Protect Me Pets,

Silver Paw

Products manufactured: beds, boots,

crates, outerwear, pet apparel, rainwear,

swimwear

Merchandising Plaza

Piero Preziusi

General Manager

Via di Motta Della Regina 6

71121 Voggia, Italy

Phone: 39-0881 707373

Email: p.preziusi@

merchandisingplaza.com

Web: www.merchandisingplaza.com

Licenses held: AC/DC, All Blacks, Barcel-

lona, Batman, Beatles (The), Big Bang The-

ory, Bob Marley, Captain America, Captain

Morgan, Corona, DC Comics, Disney, Fer-

rari, Guinness, Hello Kitty, Jack Daniel’s,

Justin Bieber, Marvel, MGM, Milan, MTV,

One Direction, Pink Floyd,Queen, Real

Madrid, Red Bull, Rocky, Rolling Stones,

Scarface, Simpsons, Sons of Anarchy, Star

Wars, Super Mario, Superman, Warner

Bros., West Ham United

Products manufactured: headwear, jer-

seys, t-shirts

Miles Fashion GmbH [LIMA]

Christopher Conzen

Managing Director

Harckesheyde 91-93

22844 Norderstedt, Germany

Phone: 49 40 94364-0

Fax: 49 40 94364-107

Email: christopher.conzen@

miles-fashion.de

Web: www.miles-fashion.de

Licenses held: Benjamin the Elephant,

German Football Association, Laura Stern,

Warner Bros.

Products manufactured: apparel, cos-

metics, outerwear, shoes

Morgenstern

Robin Morgenstern

Managing Director

Industriestrasse 8a

25462 Rellingen, Germany

Phone: 49-4101-59-00-59

Fax: 49-4101-59-00-60

Email: robinmorgenstern@

morgenstern-shop.de

Web: www.morgenstern-shop.de

Licenses held: Bugatti, Koala, Lillebi, Little

Zoo Friends, Lutz Mauder Nerlag, Organic

Cotton Organic Bear, Polar Bear, Sleepy

Sheepy

Products manufactured: bath robes,

pajamas

Original Marines

Alessandro D’Ambrosio

Marketing Director

59, Via Nenni Pietro

61-80018 Mugano di Napoli, Italy

Phone: 39-081-711-2911

Fax: 39-081-711-4598

Email: info@originalmarines.it

Web: www.originalmarines.it

Products manufactured: apparel

Paris Geneve

Chafic Zakaria

President

623 McCaffrey 

Ville Saint Laurent

Montréal, QC H4T 1N3 Canada

Phone: 514-344-4991

Fax: 514-344-9181

Email: chafic@parisgeneve.com

Web: www.parisgeneve.com

Licenses held: AC/DC, Aerosmith, Barbie,

Batman, Beatles (The), Black Eyed Peas,

Cars, Chuggington, Coca-Cola, DC Super

Friends, Dead Kennedys, Disney Fairies, Dis-

ney Princess, Dora the Explorer, Fanta, Flog-

ging Molly, Froot Loops, Go Diego Go!,

Green Lantern, Hello Kitty, Hot Wheels, Kel-

logg’s Corn Flakes, KISS, Lalaloopsy, Le

Petit Prince, Marvel, Mello Yello, Mickey

Mouse, Minnie Mouse, Misfits, Monster

High, Moshi Monsters, Mr. Men & Little

Miss, Muppets, NOFX, Ozzy Osbourne,

Phineas and Ferb, Pink Floyd, Public Zoo,

Rubik’s Cube, Scooby-Doo, Simpsons, Sofia

the First, SpongeBob SquarePants, Sprite,

Super Hero Squad, Tickety Toc, Tinker Bell,

Weezer, Who (The), Winnie the Pooh,

Wreck-It-Ralph

Products manufactured: activewear, inti-

mates, sleepwear, sportswear, underwear

Relaunch Fashion

Nico Hensen

Maxwellstraat 45

NL 3316GP Dordrecht, Netherlands

Phone: 31-64-60-43-370

Email: nico@relaunch.nl

Web: www.relaunch.nl

Licenses held: Calimero, David &

Goliath, Disney, Felix the Cat, Garfield,

Made U Look, Popeye, Radio Days, Rocky,

Warner Bros.

Products manufactured: apparel, sleep-

wear

Saborn International BV [LIMA]

Wil Kerkhof

CEO

ParijsBlvd. 295

6135 LJ Sittard, Netherlands

Phone: 31-46-45-98-181

Fax: 31-46-45-21-463

Email: w.kerkhof@saborn.nl

Web: www.saborn-trading.nl

Licenses held: Batman, Betty Boop, Cars

2, Disney Classic, Disney Princess, Garfield,

Muppets, Peanuts, Radio Days, South Park

Products manufactured: apparel,

infantwear, underwear

Licensee listings
spotlight licenses
held and products
manufactured

Licensor listings report properties owned
and agents who represent them

EPM GUARANTEE: 
Can’t find the U.S. licensing company you’re looking for? 

We’ll track it down — or your money back. 

Artistic Designs Group

Julie Ager

Licensing Director

1218 Fairfield Estates Ln.

Crownsville, MD 21032

Phone: 410-923-3786

Fax: 410-923-1353

Email: julie@artsdg.com

Web: www.artsdg.com

Properties represented: Carla Schauer,

Cynthia Bowman, Debi Payne, Gail

Green/Sweet PETatoes, Kona Bay Licens-

ing, Lisa Keys, Loralie Designs, Lorine

Mason, Mary Gartner, Maureen

McNaughton, Nancy Lefko Designs, LLC,

Sher Sester, Susan Stamilio

Artistic Licensing

Shary Klamer 

President/Art Licensing Agent

10537 Clearwood Ct.

Los Angeles, CA 90077

Phone: 310-475-6202

Fax: 310-470-2972

Email: artisticlic2@aol.com

Web: www.artisticlicensing.com

Properties represented: Antonio Saladi-

no, Charles Bragg, Charles Lynn Bragg,

Claude Laurent, Darrel Bowen, Derek

Steele, Douglas Day, Douglas May, Elena

Komaroff, Faith, Helen Lurye, Ivo Perelman,

Jeremy Kidd, Jerry Leibowitz, Jon Planas,

Jonny Blu, Ketevan, Liz Lauter, Naomi

Caryl, Nataly Stanich, Pigs Ina Poke by

Duane Hammond, Sara Michaely, Sheila

Fein, Stephanie Piro, Tanya Yutkin, Teimur

Amiry, Urbain Huchet, Vera Pauloff, Vladimir

Agape, Vladimir Gobosoff

Artlicensing.com

Hong Campbell

Licensing Director

450 Applejack Rd.

Manchester Center, VT 05255

Phone: 802-362-3662 x226

Fax: 802-549-5463

Email: hong@applejackart.com

Web: www.artlicensing.com

Properties represented: Bill Bell, Budi

Kwan, Color Bakery, Jenny Newland, 

Moises Levy, NBL Studios, Nicky Boheme,

Pablo Esteban, Pat Yuille, William Vander-

dasson

Artworks! Licensing

Carol White

Owner/Agent

PO Box 2028

Jupiter, FL 33468

Phone: 561-253-8100

Email: info@artworkslicensing.com

Web: www.artworkslicensing.com

Properties represented: Carolyn Shores

Wright, Dustine Wallace, JB Berkow, Julie

Dobson Miner, Kathy Crowther, Kay Hilde,

Laura Regan, Laurie Snow Hein, Lori 

Anzalone, Louann Marten, Malenda Trick,

Maureen Murphy, Pipsqueak Productions,

Sarah Hudock

Asiancy Icon [LIMA]

Ginam Lee

Senior Brand Manager

3600 Wilshire Blvd., #1510

Los Angeles, CA 90010

Phone: 213-268-3462

Email: glee@asiancyicon.com

Authentic Brands Group

James Salter

Chairman and CEO

100 W. 33rd St., #1007

New York, NY 10001

Phone: 212-760-2410

Properties represented: Hitman Fight

Gear, Iron Star, Marilyn Monroe, Silver Star,

Sinister, TapouT

AVELA

Liza Acuna

Licensing Agent

2647 Gateway Rd., #105-550

Carlsbad, CA 92009

Phone: 877-787-4855

Fax: 877-787-6855

Email: lizaa@bmsg.info

BandMerch

Joseph Bongiovi

President

16000 Ventura Blvd., #800

Encino, CA 91436

Phone: 818-728-8755

Fax: 818-501-3015

Email: jbongiovi@

brothersmerchandising.com

Web: www.bandmerch.com

Properties represented: Alice In

Chains, Alison Krauss, Brian Wilson, Dixie

Chicks, Dwight Yoakam, Evanescence, 

Everclear, INXS, Jane’s Addiction, Leonard

Cohen, Lioner Richie, Smashing Pumpkins,

Vince Neil, Who

Barbara McLaughlin & Associates

Barbara McLaughlin

President

8995 Collins Ave. #405

Surfside, FL 33154

Phone: 305-861-9381

Fax: 305-861-9381

Email: journalsq@aol.com

BaseCamp Management [LIMA]

Pete Elkins

Licensing Manager

634 Connell’s Park Ln.

Baton Rouge, LA 70806

Phone: 225-362-0829

Email: pete@bcmanage.com

Web: www.labasecamp.com

Beanstalk [LIMA]

Allison Ames

President

220 E. 42nd St.

New York, NY 10017

Phone: 212-421-6060

Fax: 212-421-6388

Email: allison.ames@beanstalk.com

Web: www.beanstalk.com

Beanstalk [LIMA]

Caren Chacko

AVP Brand Management

220 E. 42nd St.

New York, NY 10017

Phone: 212-421-6060

Email: caren.chacko@beanstalk.com

Web: www.beanstalk.com

Properties represented: AT&T, Black &

Decker, Blake Griffin, DeWalt, Slim Jim,

Stanley, Talking Friends, U.S. Army

Beanstalk [LIMA]

Oliver Herzfeld

SVP/Chief Legal Officer

220 E. 42nd St.

New York, NY 10017

Phone: 212-421-6060

Fax: 212-421-6388

Email: oliver.herzfeld@beanstalk.com

Web: www.beanstalk.com

Beanstalk [LIMA]

Michael Stone

President

220 E. 42nd St.

New York, NY 10017

Phone: 212-421-6060 x116

Fax: 212-421-6388

Email: michael.stone@beanstalk.com

Web: www.beanstalk.com

Properties represented: Acura, Air-

heads, Ambi Pur (Europe), Aquascutum,

AT&T, Bag Snobs/Snob Essentials, Big

John (Asia), Bigelow, Black and Decker,

Blake Griffin, Bounce, Carmindy, Chambord

(Europe), Chewits (UK), Chiquita, Copper-

tone, CoverGirl, Dawn, Delta, DEWALT, Doo-

dle Jump (UK), Dreft, Energizer, Eureka,

Eveready, Fairy (Europe), Febreze, Finlan-

dia (Europe), Flash (Europe), Frigidaire,

Gain, Gibson, Harley-Davidson (Europe),

Hertz, HGTV HOME, Honda, Honda Power-

sports, Iman, Jack Daniel’s (Europe),

Jaguar (Europe), Kelvinator, Land Rover

(Europe), Matthew Williamson, Max Factor

(Europe), MovieStarPlanet, Mr. Clean, Mrs.

Lilien, My Singing Monsters, Nesquik,

Nutrisystem, Old Bay, PAAS, Paris Hilton,

Pennzoil, Phat Food Co. (UK), Philco, Proc-

ter & Gamble, Quaker State, Range Rover,

Rosa Mexicano, Salma Hayek, Scope, Shu-

la’s, Slim Jim, Southern Comfort (Europe),

Stanley, Talking Friends, Tappan, Tide, Trave-

locity, U.S. Army, USA Today, Vicks, Vidal Sas-

soon, Volvo (Europe), Wilton

Beanstalk/Nancy Bailey & 

Associates [LIMA]

Nancy Bailey

Vice Chairman

1111 Lincoln Rd., #801

Miami Beach, FL 33139

Phone: 305-668-7000

Fax: 305-668-7001

Email: nancy@baileylicensing.com 

Web: www.baileylicensing.com

Properties represented: Acura, Air

Heads, Ambi Pur, Aquascutum, AT&T, Bag

Snob, Big John, Bigelow Tea, Bigelow Tea

Company, Black & Decker, Blake Griffen,

Bounce, Braun, Carmindy, Chewits, Chiqui-

ta, Coppertone, Covergirl, Dawn, Delta,

DeWalt, Dinopia, Doodle Jump, Energizer,

Eureka, Eveready, Fairy, Febreze, Finlandia,

Flash, Frigidaire, Frigidare, Gibson, Harley

Davidson, HGTV Home, Honda, Iman, Jack

Daniel’s, Jaguar, Matthew Williamson, Max-

Factor, Moviestar Planet, Mr. Clean, Mrs

Luin, Nesquik, Nutrisystem, Old Bay, Old

Spice, P&G, Paris Hilton, Pennzoil, Philco,

Quaker State, Range Rover, Rosa Mexi-

cano, Salma Hayek, Scope, Shula’s, South-

ern Comfort, Stanley, Tide, Travelocity, U.S.

Army, Volvo, Wilton

Becker Associates [LIMA]

Patti Becker

President

42 Russet Rd.

Stamford, CT 06903

Phone: 203-322-7396

Fax: 203-321-1079

Email: pbecker@beckerassoc.com

Web: www.beckerassoc.com

Properties represented: Barkley, Battle

Dome, Boxxy, Candy Books, Candy Cards,

Cat And Mouse, Didi Dotter, Family Table

Tennis, Flip Out, Go For Broke!, Goops, Got

A Minute, Grabbin’ Dragons, Kaboomers,

Othello, Roller Piano, Shirt Pocket Games,

Shirt Pocket Puzzles, Sliders, Smiley Brand,

Sonic Cyclone, Sparkle Art, Succession,

TMNT Sewer Saucers, Trunk Sports, Wigly

Gigly, X’s and O’s, XceterO

Beverly Hills Polo Club 

International [LIMA]

Edward Haddad

Licensing Manager

1201 N. Orange St., #733

Wilmington, DE 19801

Phone: 908-330-0773

Email:

ehaddad@bhpcinternational.com

Web: www.bhpcinternational.com

Properties represented: Beverly Hills

Polo Club
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Beanstalk [LIMA]
Michael Stone
President
220 E. 42nd St.
New York, NY 10017
Phone: 212-421-6060 x116
Fax: 212-421-6388
Email: michael.stone@beanstalk.com
Web: www.beanstalk.com
Properties represented: Acura, Air-
heads, Ambi Pur (Europe), Aquascutum,
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John (Asia), Bigelow, Black and Decker,
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Order The Licensing Letter Sourcebook at www.epmcom.com/llsb, 
call 212-941-0099, or fax this Order Form to 503-291-7955.

YES! Please rush my copy(ies) of The
Licensing Letter Sourcebook, 18th Edition

o Best Deal Print Edition & Single-User Database on
USB Flash Drive: $544 ($494 for EPM members)

o Print Edition: $449 ($399 for members)

o Single-User Database on USB Flash Drive: $449
($399.00 for members)

(Add $40 shipping outside North America)

NAME

TITLE

COMPANY

ADDRESS

CITY STATE ZIP

PHONE FAX

E-MAIL

Payment Information
BVR Federal Tax ID#: 76-0801940

n Check enclosed (payable to Business Valuation Resources)

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 Free, standard shipping to the
U.S. and Canada; for delivery to other countries, please
add $40 per book. To have books shipped overnight via
FedEx, write your FedEx # here:

FEDERAL EXPRESS ACCOUNT NO.

PRIOR6002

EPM, a Division of 
Business Valuation 
Resources, LLC

1000 SW Broadway, Ste. 1200

Portland, Oregon 97205-3035

Phone: 212-941-0099   

Fax: 503-291-7955   

info@epmcom.com   

www.epmcom.com

A Division of
Business Valuation
Resources, LLC
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DID YOU KNOW:

} Fashion is the #1 property type
worldwide, valued at $36.2 bil-
lion; trademark/brand licenses
are #1 in the U.S./Canada.

} The BRIC countries — Brazil,
Russia, India, and China —
account for 5% of worldwide
retail sales of licensed 
merchandise, up 8% in 2012,
compared to 1.6% growth for
licensing overall.

} The five fastest growing 
markets for licensed products
are Macau, China, Russia,
Indonesia, and Thailand.

} Apparel, accessories, and
footwear combined account
for 39.3% of worldwide retail
sales of licensed merchandise.

} Canada has the highest per-
capita spending on licensed
merchandise.

With International Licensing
you will receive the regional 
and country data you need to
structure a winning licensing
program.

ORDER YOUR COPY TODAY!

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

425+ pages

More than 350 charts, tables
and graphs

Published November 2012 
plus June 2013 supplement

Print Edition & Single-User PDF: 
$3395 ($3095 for members)

Single-User PDF or Print Edition:
$3095 ($2795 for members)

What’s Your Share Of The $153.2 Billion 
Worldwide Licensing Business?

GLOBAL LICENSING DATA TO DEVELOP & EXPAND YOUR BUSINESS — ORDER NOW!}}}}}}

By Karen Raugust
Special Projects Editor 
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Apparel/Accessories/Footwear: $34.34 (37.14%)

Toys/Interactive Games: $10.39 (11.24%)

Publishing: $3.73 (4.03%)

Home Furnishings/Housewares/Domestics: $9.35 (10.11%)Stationery/Paper: $3.10 (3.35%)Gifts/Novelties: $3.35 (3.62%)
Food/Beverage: $7.34 (7.94%)

HBA: $6.35 (6.87%)

Other: $14.50 (15.68%)

Exhibit I
V.7

RETAIL S
ALES OF

LICENSE
D MERCHA

NDISE, U
.S. AND CANADA

, BY PRO
DUCT CA

TEGORY,
2009

(in billions o
f U.S. doll

ars; total
= $92.45 billion)

NOTE: Nu
mbers may not ad

d up exactly du
e to rounding

.

SOURCE: EPM Communication
s, Inc.

TOTAL

HBA

Food/

Beverage

Gifts/

Novelties

Stationery/
Paper

Home Furnishings/

Housewares/

Domestics

Publishing

Toys/

Interactive Games

Apparel/

Accessories/

Footwear

89.6%

10.4%

90.5%

9.5%

87.9%

12.1%

90.7%

9.3%

90.0%

10.0%

89.0%

11.0%

90.5%

9.5%

90.6%

9.4%

89.9%

10.1%

U.S.

Canada

Exhibit I
V.8

SHARE O
F U.S./CA

NADA RETAIL S
ALES OF

LICENSE
D MERCHA

NDISE IN
SELECTE

D PRODUC
T CATEG

ORIES,

BY TERR
ITORY, 20

09

READ: Of
total reta

il sales of
wearable

s in the U.S. and Canada, 8
9.6% occur in the U.S.

NOTE: Nu
mbers may not ad

d up exactly du
e to rounding

.

SOURCE: EPM Communication
s, Inc.

U.S./Canada: $67.58 (73.11%)
Europe: $9.98 (10.80%)

Asia: $7.67 (8.30%)
Latin America: $2.68 (2.90%)

Australia/New Zealand: $3.61 (3.91%) Other: $.92 (1.00%)

Exhibit I
V.5

RETAIL S
ALES OF

LICENSE
D MERCHA

NDISE, U
.S. AND CANADA

, BY GEO
GRAPHIC

SOURCE
OF PROP

ERTY, 20
09

(in billions o
f U.S. doll

ars; total
= $92.45 billion)

NOTE: Fig
ures may not ad

d up exactly d
ue to rounding

.

SOURCE: EPM Communication
s, Inc.

TOTAL

Australia/

New Zealand

Latin America

Asia

Europe

U.S./

Canada

89.8%

10.2%

89.2%

10.8%

91.0%

9.0%

92.9%

7.1%

87.5%

12.5%

89.9%

10.1%

U.S.

Canada

Exhibit I
V.6

RETAIL S
ALES OF

LICENSE
D MERCHA

NDISE, U
.S. AND CANADA

, BY GEO
GRAPHIC

SOURCE
OF PROP

ERTY, 20
09

(in billions o
f U.S. doll

ars; total
= $92.45 billion)

READ: Of
total reta

il sales of
licensed merchandis

e sold in the U.S. a
nd Canada based on U.S. or Ca

nadian propertie
s, 89.8%

occur in the U.S.

NOTE: Nu
mbers may not ad

d up exactly du
e to rounding

.

SOURCE: EPM Communication
s, Inc.
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The inc
rease in

program
ming has

fragmented the view
ing audi

ence,

particul
arly in countrie

s such as Germ
any,

France a
nd England

. TV support
is crucia

l for

many ente
rtainment prop

erties, b
ut that

exposur
e must be w

ide enou
gh to drive

awarene
ss, som

ething t
hat is b

ecoming more

difficult
as audie

nces for
any give

n show

narrow.
In some cases,

TV-base
d propert

ies

that are
aired on cable or

satellite
arrange

for

supplem
ental ex

posure
on a terres

trial

outlet. T
his frag

mentation
not only

affects

entertai
nment prop

erties, b
ut any p

roperty

that reli
es on televisio

n advertis
ing to

maintain
awarene

ss.

Countri
es such

as the U
K, Germ

any,

France,
Spain and Italy ho

st stron
g childr

en’s

televisio
n product

ion industri
es and many of

the com
panies i

n those co
untries

are

involved
in coprodu

ctions w
ith one ano

ther,

and with program
produce

rs all ar
ound the

world. M
any of t

heir pro
perties

are expo
rted

regional
ly and worldw

ide, incl
uding,

increasi
ngly, to

the U.S.
This is e

speciall
y

true for
prescho

ol progr
amming.

In terms of film
s, those

from the U.S.

continu
e to have th

e most regi
onwide

appeal.
Locally

produce
d films can top the

box offi
ce or ra

nk highl
y in their co

untry of

origin and generat
e signifi

cant loc
al sales

of

licensed
merchand

ise, but
often do not

export w
ell. As in

most part
s of the

world,

licensin
g based

on feature
films has ev

olved

into a short-
term proposi

tion that is m
ore of

a promotional
opportu

nity tha
n a means of

driving
day-in, d

ay-out s
ales of l

icensed

goods.

Publish
ing can

be an important
means of

exposur
e, as we

ll as a k
ey licen

sed product

categor
y, throu

ghout E
urope, a

lthough
its

role has
declined

somewhat s
ince the

day

not long
ago when it was th

e primary

categor
y for many chil

dren’s p
ropertie

s

across t
he cont

inent. B
ook and

comic

publish
ing have

engende
red some of the

most succ
essful E

uropean
licenses

(e.g.,

Astérix,
Babar, H

arry Po
tter, Pip

pi

Longsto
cking, T

he Moomins, Tho
mas the

Tank En
gine and

Noddy)
, and the chil

dren’s

comic book
industry

is viable
and strong,

unlike in
some other

key terr
itories,

includin
g the U.

S.

Internet
adoptio

n was slow
er in some

parts of
Western

Europe
than in some other

regions,
though

the gap
has mostly clo

sed.

Computer ow
nership

and Internet
hookup

s

are at so
mewhat lo

wer rate
s than in the U.S.

,

but grow
ing stea

dily, and
Internet

-based

marketing
efforts a

re beco
ming a sta

ndard

part of t
he mix.

Certain
countrie

s within
the regi

on have

restricti
ve laws

and regulati
ons con

cerning

accepta
ble busi

ness an
d marketing

practice
s.

Germany, for
example, plac

es strict

limitations
on promotional

giveawa
ys, and

Italy lim
its exac

tly what
kind of produ

cts a

specialt
y store

can sell. In France,
a retaile

r

cannot
advertis

e on TV (a regul
ation that is

suppose
d to protect

the inte
rests of

small

retailers
who could not com

pete wit
h major

merchant
s’ ad power),

and there ar
e strong

restricti
ons on advertis

ing of al
coholic

beverag
es, inclu

ding the
ir assoc

iated

licensed
product

s. In the U.K.
, regulat

ions on

advertis
ing of ch

ildren’s
product

s,

particul
arly foo

ds, are o
n the rise

.

Retailing and Distribution

Mass merchant
s, disco

unters,
superst

ores

and hyperm
arkets a

re the m
ajor reta

il

channel
s for lic

ensed goods (
except f

ashion,

designe
r and celebrit

y brand
s) throu

ghout

Europe,
althoug

h their im
portanc

e varies
by

nation.
Departm

ent stor
es tend

to be more

important
for the h

igh profile t
hey can

bring

to a licens
ed propert

y throug
h promotional

activity
and boutiqu

ing, and
their sh

are of

licensed
product

sales is
declinin

g as the

mass tier
strength

ens. Ho
wever, t

hey can
be

a more important
channel

in some count
ries

than others a
nd they ten

d to be a key

channel
for fash

ion licensin
g. Shopp

ing

centers
, includi

ng outle
t malls, are

on the

rise, inc
luding i

n some less-m
ature lic

ensing

territori
es such

as Turk
ey.

The dom
inant ch

annels o
f trade d

iffer

from country
to country

. For exa
mple, mail

order is
more important

in Germany, Aus
tria

and the UK than in other te
rritories

;

hyperm
arkets a

re most important
in France

and are grow
ing in many oth

er coun
tries as

multinatio
nal reta

ilers suc
h as Carre

four,

Makro and Auchan
expand.

In some

countrie
s — Italy and

Belgium
, for exa

mple

— indepen
dent sto

res acco
unt for h

igher

percent
ages of

retail tr
ade tha

n in others,
but

mass cha
nnels us

ually ac
count fo

r a high
er

proport
ion of sales

of licens
ed product

s.
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Specialt
y stores

such as Spain
’s Zara a

lso are

expandi
ng acro

ss bord
ers.

Differen
ces in retail st

ructures
require

adjustm
ents in licensin

g strate
gies acr

oss

Europe.
Even within one cha

in, licen
sors and

licensee
s must sell

to separat
e buyer

s in

each country
, as thei

r purch
asing st

ructures

are dece
ntralize

d. And,
while ch

ains suc
h as

Carrefou
r and Wal-Mart have

a presen
ce

across t
he regio

n, there
is really

no truly pa
n-

Europea
n retailer.

Licensing Activity

Total re
tail sale

s of lice
nsed merchand

ise

in Western
Europe

reached
$32.52 b

illion in

2009, ac
cording

to EPM Communicatio
ns

estimates. Th
at year,

the UK and Eire

comprised the larg
est licen

sing market

within Western
Europe,

account
ing for 2

2.3%

of total
sales, o

r $7.25 b
illion. T

he next

largest t
erritorie

s were F
rance ($

6.73 bill
ion

or 20.7%
); Germ

any, Aus
tria and

Switzerl
and

($5.63 b
illion or 17.3%

collectiv
ely), and

Italy

($4.98 b
illion or 15.3%

). These
four ter

ritories

togethe
r accou

nt for th
ree-quar

ters of t
he

West Eu
ropean

licensin
g market, a

nd have

long bee
n the four

top markets f
or licen

sing

within Western
Europe.

Sales in
the regi

on in 2009 de
clined 10.7%

from 2008, wi
th all territ

ories wi
thin the

region showing
major dec

reases,
as woul

d be

expecte
d with mature lic

ensing m
arkets in

a

global r
ecession

.

In terms of per
-capita s

ales, the
UK/Eire

ranks h
ighest w

ithin Western
Europe,

generat
ing $111

.03 per
consum

er in

Exhibit I
V.19

RETAIL A
ND PER-

CAPITA S
ALES OF

LICENSE
D MERCH

ANDISE,
WESTERN

EUROPE,
BY TERR

ITORY, 20
08-2009

RETAIL S
ALES,

RETAIL S
ALES,

MARKET
SHARE,

PERCENT
CHANGE

,
PER-CAP

ITA RETA
IL

TERRITO
RY

2009

2008

2009

2008-20
09

SALES, 2
00

U.K./Eire
$7.25

$8.30

22.3%
-12.7%

$111.03

France

$6.73

$7.27

20.7%

-7.4%
$105.16

Germany
/Austria/

Switzerla
nd

$5.63

$6.51

17.3%
-13.6%

$57.39

Italy

$4.98

$5.77

15.3%
-13.7%

$85.71

Spain/Por
tugal

$2.37

$2.73

7.3%
-13.0%

$46.29

Benelux
$2.28

$2.60

7.0%
-12.3%

$82.64

Scandina
via

$1.69

$1.94

5.2%
-12.7%

$68.39

Greece/Tu
rkey

$1.11

$1.25

3.4%
-11.9%

$12.68

Other

$0.49

$0.05

1.5%
NA

NA

TOTAL
$32.52

$36.42
100.0%

-10.7%
NA

NOTE: Nu
mbers ma

y not add
up exactl

y due to r
ounding.

SOURCE: EPM C
ommunic

ations, In
c.

U.K./Eire: $7.25 (22.29%)

France: $6.73 (20.69%)

Germany/Austria/Switzerland: $5.63 (17.31%)

Italy: $4.98 (15.31%)

Spain/Portugal: $2.37 (7.29%)

Benelux: $2.28 (7.01%)
Scandinavia: $1.69 (5.20%)Greece/Turkey: $1.11 (3.41%)

Other: $.49 (1.51%)

Exhibit I
V.18

RETAIL S
ALES OF

LICENSE
D MERCH

ANDISE,
WESTERN

EUROPE,
BY TERR

ITORY, 20
09

(in billion
s of U.S. d

ollars; tot
al = $32.

52 billion
)

NOTE: Fig
ures may

not add u
p exactly

due to ro
unding.

SOURCE: EPM C
ommunic

ations, In
c.
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