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“Do it yourself” (DIY), in its broadest sense, 
was one of the overriding themes of this year’s 
New York International Toy Fair. The trend 
encompassed everything from building sets to 
customization.

The prominence of construction sets contin-
ues to grow each year, of course, led by LEGO 
(with new licenses including The Simpsons) 
and extending to Mega Bloks (SpongeBob), 
K’Nex (Titanfall), Ionix (How to Train Your 
Dragon 2), and Laser Pegs (National Geograph-
ic), among many others. 

Meanwhile, the concept of building and cus-
tomization was prominent in other toys as well. 
With its Hot Wheels brand, Mattel was touting 
the fun not just of racing but of building unique 
track sets with its Hot Wheels Track Builder 
System. 

Hasbro offered customizable My Little Pony 
figures, which girls can personalize with acces-
sories and interchangeable parts. Its Marvel 
Superhero Mashers allow kids to create unique 
figures by combining attributes and superpow-
ers of different heroes into one. 

The DIY theme also carried over into the 
concept of crowdsourcing. A new company, 
Sugar Lulu, is marketing accessories, jewelry, 
and other items that are created by a com-
munity of tweens who send in ideas, vote on 
concepts, create videos, and audition for com-
mercials.

“It’s about me guiding the kids to come up 
with something saleable,” says Sugar Lulu co-
founder Shari Kaufman. “It’s a line that allows 
girls to express their style and explore their 
creativity. It doesn’t look like anything else out 
there.” Social media, particularly YouTube and 
Instagram, will be key to the effort, and some 
categories, such as bedding, are likely to be 
achieved through licensing. 

The continued growth of the craft and activ-
ity kit segment also played into the DIY trend. 
A number of publishers, toy companies, and 
craft and activity specialists added SKUs to 

their craft lines, including several licensed  
items.

Wooky Entertainment, for instance, added 
Nissan and Ford to its roster of licenses for 
sketchpads targeted toward boys, as well as 
combining Disney Princess and its Style Me Up 
fashion design brand. 

Tech Trends
The umbrella of technology also covered 

a number of diverse trends, from an increase 
in kid-friendly electronics and accessories 
(including licensed versions) to a plethora of 
robots. 

The rising focus on science, technology, 
engineering, and math (STEM) in school cur-
ricula helped drive science-related toys to the 
forefront. Science kits are always a big category 
at Toy Fair, mostly from specialists such as Mil-
ton and Eyewitness. This year more generalist 
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Smarter and sleeker uses of mobile and tab-
let applications were introduced at the 2014 
Toy Fair in New York City.

The toys of the past few years that required 
an iPad (made by licensees including the now-
defunct Discovery Bay Games) were virtually 
nowhere to be found. Instead, most toys on 
display used connected features as added 
bonuses without requiring connectivity for 
basic play.

augmented Reality
The biggest change in connected toys is the 

wider availability of those incorporating aug-
mented reality (or AR).

Smartphone apps and portable game 
Continued on page 4
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Licensing Ledger

DREAMWORKS PRESS
DreamWorks Animation is 
launching DreamWorks Press, an 
in-house operation to publish 
digital and print books based 
on the studio’s IP; the line will 
be sold and distributed by Per-
seus’s Publisher Group West 
distribution unit. Existing licenses 
with other publishers continue 
in force, and newly appointed 
DreamWorks Press head Emma 
Whittard, an 18-year veteran of 
children’s publishing, including 
eight years with Disney, tells us, 
“We do not want to stop licens-
ing in North America. We have 
fantastic relationships it makes 
sense to continue. What we do 
should be incremental and com-
plementary.” Preliminary plans 
call for 15 to 18 titles per year 
“once we’re up to speed.”

FORGOTTEN BRANDS (NOT)
Pan Am may not be an active air-
line or television show anymore, 
but it’s still big in Japan, accord-
ing to Bloomberg. But Pan Am 
isn’t alone. Woolworth’s (unre-
lated to the U.S. original), Mister 
Donut, and Brusha, Brusha no 
longer hold any staying power 
in the U.S. but have continued 
success overseas, finding new 

investors, outlets, and product 
partners internationally.

SHORTAGES IN SOCHI
Retailers and pop-up shops for 
Olympic merchandise in Sochi 
were few and far between, 
according to The Wall Street 
Journal. A line to get into the 
lone Olympics superstore in the 
main Olympic Park required a 
wait of an hour or two, but other 
shops were scarce. The Olympic 
organizing committee estimates 
licensing revenue of $30 million 
for the current games, compared 
to the $50 million generated dur-
ing the 2010 Vancouver games 
and $130 million from the 2012 
event in London.

A LEGO SNAPSHOT
There are approximately 375 
Star Wars LEGO sets, just over 
50 for Harry Potter, and about 
15 each for Batman, Lord of the 
Rings, Indiana Jones, and Pirates 
of the Caribbean, among others, 
reports Wired.

‘TOP CHEF’ SETS SAIL
Bravo’s “Top Chef” has licensed 
Celebrity Cruises to feature its 
Quickfire Challenges and show-
inspired menu items on 10 ships 
for a year beginning July 2014. 

Also part of the deal: four theme 
cruises featuring past contestants 
and cooking demonstrations. 
Private cooking classes and 
events hosted by former chef 
contestants will be add-ons to 
the cruises.

C3PO READY TO WEAR
Disney’s Lucasfilm has licensed 
Star Wars to Rodarte for 
women’s wear. The brand’s 
Fashion Week fall 2014 collec-
tion includes Star Wars-branded 
gowns, skirts, and dresses featur-
ing full-color pictures of C3PO, 
Luke Skywalker, and other Star 
Wars characters/locations.

LICENSING BY THE NUMBERS
Hasbro net revenues for its 
entertainment and licensing seg-
ment increased 5% 2012-2013, 
while operating profit declined 
15% for the year. “The seg-
ment benefitted from growth 
in digital gaming, including the 
addition of Backflip Studios, as 
well as growth in lifestyle licens-
ing,” according to the company. 
“These gains were partially offset 
by lower entertainment revenues 
in 2013. The Entertainment and 
Licensing segment reported $45.5 
million in operating profit com-
pared to $53.2 million in 2012.”

Disney Consumer Products rev-
enues increased 11% to $1.1 
billion and segment operating 
income increased 24% to $430 
million in the company’s first fis-
cal quarter, including both mer-
chandise licensing and Disney’s 
retail business. The increase in 
operating income at merchandise 
licensing was due to the inclusion 
of Lucasfilm and higher revenues 
from the performance of Planes, 
Disney Junior, and Monsters Uni-
versity goods, partially offset by 
lower revenue from sales of Cars 
and Spider-Man items.

OH, THAT FLAPPY BIRD
Will game designer Dong Nguyen’s decision to pull his super hit 
“Flappy Bird” app game down enhance its value or kill the oppor-
tunity for licensing?
“There’s a quick t-shirt opportunity today,” says one reader of our 
TLL Daily Advisor, “but I don’t know about tomorrow.”
Others were still interested and tell us they had heard back from a 
company representing Flappy Bird.
(While the game was still online, there was a link for emailing 
designer Dong Nguyen; the responses requesting proposals were to 
emails sent to Dong that way.)
A Nintendo lawsuit was rumored, based on similarity to some of 
the art in Mario Bros. games, but Nintendo has denied that. Others 
say the designer was asked to change some art and did. Overall, 
our licensing contacts are optimistic.
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toy and craft companies added science SKUs or displayed 
their science-themed items more prominently. 

Perhaps surprisingly, not many companies used the 
STEM buzzword to market their products, although 
there were a few examples, such as the Numbers Alive! 
STEM Squad, intended to encourage numerical literacy. 
GoldieBlox, which specializes in kits that teach engineer-
ing concepts to girls, uses the slogan “toys for future  
innovators.” 

Augmented reality remains ubiquitous in its third year 
as a leading Toy Fair trend. A significant percentage of toys 
from vendors large and small include apps that “bring the 
toys alive” on a tablet or smartphone screen. AR technol-
ogy is expanding to new product categories in 2014, with 
Popar and AM Productions both exhibiting augmented 
reality books, for example, a product that had not been on 
the AR bandwagon at previous Toy Fairs. 

A new trend in apps emerged this year, with a number 
of companies offering app-controlled cars, planes, and heli-
copters to replace traditional radio-controlled technology. 
Examples ranged from the PowerUp 3.0 smartphone-con-
trolled paper airplane to Qualcomm Vuforia’s app-driven 
Hot Wheels Power Port. 

The app-as-licensed-property trend seems to be peter-
ing out, with very little presence for mobile-origin licenses, 
a stark contrast to the last two years. A few examples were 
scattered around the show floor, but none seems ready 
to replace Angry Birds, which licensees and observers 

report is past its peak in many (but not all) categories. 
Meanwhile, licensor Rovio introduced “Angry Birds Stella,” 
a girl-skewing spin-off. 

Viral videos seem to be driving more licensing, however, 
with YouTube-friendly pets including Li’l Bub, Grumpy Cat, 
and Boo all available as plush from Cuddle Barn, Gund and 
Ganz, and Gund, respectively. Grumpy Cat also was spot-
ted on other products, including car window stickers and 
T-shirts.

For more on related tech trends at Toy Fair, see the 
accompanying story (on page 1).

Role of licensing
Many of the big movie and TV properties were largely 

concentrated at the major toy companies rather than being 
spread across the show floor as in years gone by. Examples 
include the Godzilla movie at JAKKS, Teenage Mutant Ninja 
Turtles at Playmates, and the various Marvel movies and 
TV series at Hasbro. 

No properties were clearly dominant, although several 
seemed to have a greater presence this year than in the 
past. Interestingly, many of the licenses that were notable 
in 2014 came from nonentertainment sectors. Examples 
include Minecraft, Duck Commander, the Smithsonian 
Institute, and FIFA World Cup Brazil. Star Wars and Disney 
Jr. also were common sights.

Co-branding is still alive and well in the toy industry. 
Plushland showed Sock Monkey and Hello Kitty wearing 
collegiate T-shirts, Major League Baseball and Angry Birds 
were spotted on plush, License2Play showed Domo x DC 
plush, and Mattel had a Power Wheels ride-on featuring 
both Teenage Mutant Ninja Turtles and Kawasaki branding. 

More than the usual number of booths seemed to be 
devoted to single licensed properties this year. The licen-
sors of B. Duck, Tokidoki, and Doraemon were among those 
showing a variety of licensed items, while several licensees 
devoted their space to a single property as well. Examples 
of the latter include Dream (licensee of Rilakkuma), J. Mar-
cus (Rudolph the Red-Nosed Reindeer), MMA (Hello Kitty 
GO! sporting goods), Little Buddy (Super Mario and other 
Nintendo characters), and Reutter Porcelain (Beatrix Pot-
ter tea sets). Almost all of these properties have their ori-
gins overseas. 

other observations
Additional themes noted at Toy Fair in 2014: 
�	Girl power. From GoldieBlox to Go! Go! Sports Girls 

to Angry Birds Stella, several companies showed 
empowering, not-too-girly products for females.

�	Americana. Licenses such as Duck Commander, the 
military services, and Realtree camo were noted in 
categories from marshmallow guns to ride-ons. 

�	Baking. Cupcakes, donuts, and other baked foods 
were themes not only for the usual cooking sets, but 
also for games, puzzles, and craft kits. 

�	Foods. More than the usual number of licensees, 
especially in the board and card games category, 

 Some emerging or growth categories and products seen at Toy Fair 
would seem to have licensing potential, although they have little or 
no licensing activity to date. 
 A high-profile product this year was the Rainbow Loom, which 
allows girls—and boys—to make bracelets and rings from rubber 
bands. A number of craft looms from other companies were also 
placed front and center in their respective booths, with brands 
including Loop de Doo and Loop de Loom, Potholder Pro, Threadz, 
Lots of Knots, and Bead Bazaar’s Beading Loom Kit, among others. 
 Rainbow Loom recently retained Brand Central as its outbound 
licensing agent, but it seems that looms such as this also would be 
appropriate for inbound licensing tied to brands related to colors or 
crafts. On the other hand, the craze is likely to be short-lived.
 We were surprised by the logo for Loomey Time, “the original watch 
for Rainbow Loom bracelets,” which mimics the one for Looney Tunes. 
It wasn’t clear whether this was a licensee of Rainbow Loom.
 Another growing area this year was sand toys, particularly items 
that make indentations or sculptures from sand (e.g., Beach Stamps) 
and sand-like substances that hold their shape. One product, My 
Little Sandbox, had a number of new licenses, including Disney 
Junior and Dora, but most exhibitors’ sand items are only available in 
nonlicensed versions to date. 
 A company called Clawz offered Crocs-like, paw-shaped shoes that 
would seem to have potential for properties associated with animals, 
monsters, or other creatures with distinctive feet.

New PRoducTs, New oPPoRTuNiTies

Toy Fair
Continued from page 1

Continued on page 4
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devices such as the Nintendo 3DS have used AR-capa-
ble apps and games for a few years now, taking a scene 
captured from a live camera and adding objects and/
or characters in real time to scenes viewed/played 
on the devices, essentially placing the player in the  
scene.

Bandai’s addition to this year’s Power Rangers line 
comes in the form of 60 plastic figures based on Rangers 
from past and present TV seasons, each of which conceals 
a key.

The plastic key fits into a device that plays sound bites 
from the corresponding ranger. The figures come with Pow-
er Rangers Super Megaforce-branded toys and playsets or 
are sold in packs of three for under $10.

The keys also reveal an AR code to be used in a dedi-
cated Power Rangers app for mobile phones; scanning the 
code morphs the user on the screen into the correspond-
ing Ranger to fight enemies in the app.

Bandai will also release the Tamagotchi Friends line 
in the U.S. this fall (and now in Europe), which adds new 
features to the classic electronic pet Tamagotchi concept. 
The Friends line additionally communicates with other 
Tamagotchi devices held by friends. The toys further com-
municate with the Tamagotchi Friends website, which 
features games, webisodes, and links to new Tamagotchi  
apps.

Crayola is releasing two coloring kits, bundling the usu-
al Crayola tools with an AR-equipped coloring book. A race 
car-focused set will work with a future mobile app, letting 
boys lift the car off the pages of the book, add on to it, and 
race other cars in a physics-equipped racing game.

Similarly, a fashion-oriented coloring set will take dress 
and outfit designs into a virtual fashion show app, afford-
ing young girls the ability to show off their creations on 
custom models in globe-spanning backgrounds.

connectivity Packed in
Some manufacturers continue the tradition of adding 

redeemable codes or including other inserts with their 
physical products to highlight their digital offerings.

For example, electronics manufacturer Sakar introduced 
Camelio, a family-friendly Android tablet last year, with 
optional add-on accessory packs. Instead of simply add-
ing a branded protective shell to the tablet, the accessory 
packs also include branded icons, wallpaper, and other 
brand-related content to the tablet.

In addition to WWE and Hello Kitty packs, Sakar recently 
added Teenage Mutant Ninja Turtles and Batman to its ros-
ter of properties.

Quantum Mechanix (or QMX) makes collectibles and 
computer/mobile applications. The company is current-
ly in the development stage for a massively multiplayer 
online game based on Joss Whedon’s “Firefly” television 
series.

QMX also acts as collectibles licensee for “Firefly” and 
plans to include tokens for in-game items packed in with 
future products.

The skylanders approach
Though Activision’s nonmoving Skylanders toys work 

on their own as figures, their intended use is with the “Sky-
landers” console games. Activision recently announced 
sales of over 175 million Skylanders toys since the first 
game’s release in October 2011.

The toys, which unlock in-game characters, abilities, 
and content, will see a new staggered release throughout 
the rest of 2014, gradually introducing new characters/toys 
to retailers in support of “Skylanders: Swap Force.” Activi-
sion says 20% of the characters available for the game have 
yet to be released.

Hasbro continues its relationship with Rovio for a simi-
lar endeavor. After releasing “Angry Birds Go!” figures that 
translate to in-game content for the mobile game of the 
same name, the toy company will take on “Angry Birds Stel-
la,” Rovio’s new female-focused Angry Birds line. “Stella” 
toys will go on sale about the same time as the app and 
will utilize special codes to unlock unspecified in-game 
content.

app-connected Toys 
Continued from page 1

had products focusing on foods such as sandwiches, 
bacon, baloney, and sushi. A few were licensed. TDC 
Games, for example, had Tootsie Roll and Campbell’s 
Soup dice games packaged in giant containers and 
soup cans, respectively; these were displayed along-
side Baloney and Bacon dice games where the pack-
aging resembled but did not incorporate the logo of 
Oscar Mayer.

�	Social media. Brand marketers are embracing social 
media for marketing, product development, and 

especially fostering community and conversation. 
Mattel launched a social initiative encouraging 
conversation about whether Barbie is an empower-
ing female role model or the opposite, essentially 
embracing the controversy that has long followed 
the doll.

�	Kickstarter. Games that were touting the fact that 
they were developed with crowdfunding support 
included Thinkfun’s Robot Turtles: The Game for Lit-
tle Programmers and the PowerUp 3.0 app-powered 
paper airplane mentioned earlier. 

�	Vampires and zombies. They haven’t disappeared yet, 
with AMC’s “Walking Dead” especially prominent.

Toy Fair
Continued from page 3
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Licensing News
Properties Available Or Recently Assigned, U.S. 
ProPerty DescriPtion categories available licensing contact

Hickory Farms Company known for food gift baskets 
containing cheese, meats, fruits, and other 
goods.

Beverage, cooking, food Cindy Birdsong, Brand Licensing Team

Jason santos Chef known for his appearance on Hell’s 
Kitchen and other cooking-related programs

Cookware Ani Khachoian, C3 Entertainment

Pedro infante Late movie star known for numerous films and 
hundreds of songs.

All Rick Alessandri, Univision Enterprises

Rainbow loom Bracelet-making toy/craft kit using different 
color rubber bands.

Accessories, apparel, back-to-school, crafts, 
games, home products, party supplies, toys

Ross Misher, Brand Central

Rockettes Dance company known for appearances 
at Radio City Music Hall and during the 
Thanksgiving Day Parade.

Beauty, fashion, fitness Hilla Narov, Full Picture

Roshambo Gamemasters’ comic property launched via 
Kickstarter campaign in 2013.

All except comics Michael Dismuke, Gamemasters

Continued on page 6*Extension or renewal.

ProPerty granteD to ProDucts manufactureD granteD by

adventure Time A Crowded Coop Pet accessories Cartoon Network Enterprises

assassin’s creed Cryptozoic Entertainment Board games Ubisoft Entertainment

avanti Acco Brands Accessories, binders, composition books, folders, 
notebooks

Lisa Marks Associates (LMA)

Brown Trout Publishers Calendars, datebooks, engagement books, 
journals

Mad Engine Fashion tops, fleece, knit tops, onesies, T-shirts, 
tank tops

Modern Gourmet Foods Boxed chocolate/confections, food/drink gift 
boxes

Robert Kaufman Fabrics Fabric

Baskin-Robbins Boardwalk Frozen Treats Ice cream products Dunkin' Brands

Betty Boop Bradford Exchange Co-branded collectibles King Features Syndicate

Kintetix Specialty apparel

call of duty MEGA Brands America Construction toys Activision 

cartoon Hangover's Bravest 
warriors

A Crowded Coop Backpack Frederator Studios

coca-cola Lionel Trains* Train sets Coca-Cola Company

crayola Lionel Trains Train sets Crayola 

crumbs Bake shop Pelican Bay Food mixes/kits Crumbs Bake Shop

Licenses Recently Granted, U.S. 
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Continued on page 7*Extension or renewal.

Licensing News Continued from page 5

ProPerty granteD to ProDucts manufactureD granteD by

dc comics super Heroes Quantum Mechanix/QMx Collectibles Warner Bros. Consumer Products

disney DecalGirl Electronic accessories Disney Consumer Products

downton abbey Inter-Governmental Philatelic Corporation 
(IGPC)

Art frames, postage stamps, stamp albums Knockout Licensing

elvis Presley A Crowded Coop Pet accessories Authentic Brands Group

Family Guy K’NEX Brands Construction toys 20th Century Fox Consumer 
Products

Frosty the snowman Lionel Trains* Train sets Warner Bros. Consumer Products

Godzilla JAKKS Pacific Toys Warner Bros. Consumer Products

National Entertainment Collectibles 
Association (NECA)

Collectibles, novelties

Sideshow Collectibles Statues

Guardians of the Galaxy Hasbro* Action figures Disney Consumer Products

LEGO Systems* Construction blocks

Halo 4 A Crowded Coop Lunchboxes 343 Industries Microsoft

Hollywood Game Night Cardinal Industries Card games NBC Universal Television 
Distribution

Just Born brands Mattel Die-cast vehicles Lisa Marks Associates (LMA)

Ripple Junction Sweatshirts, T-shirts, tank tops

Justin Time CafePress Custom products Knockout Licensing

Kathy ireland E-Filliate Mobile accessories Kathy Ireland Worldwide

legends of oz—dorothy’s 
Return

Madame Alexander Doll Company Dolls Evolution

Maleficent JAKKS Pacific* Dolls, role play Disney Consumer Products

Muppets Most wanted Del Toro* Footwear Disney Consumer Products

Madame Alexander Doll Company Puppets

Mighty Fine* Apparel

NFl Bradford Exchange Co-branded collectibles NFL Properties

Peace Frogs Trau & Loevner Apparel Brentwood Licensing

Peanuts Lionel Trains* Train sets Iconix Brand Group

Schleich North America Accessories, figurines, playsets, vehicles

Peeps Fetch … For Cool Pets! Pet accessories, pet beds, pet clothing, pet toys Lisa Marks Associates (LMA)

Little Kids Bubble toys

Wilton Industries Baking & cooking supplies, edible decorations
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Licensing News Continued from page 6

Continued on page 8*Extension or renewal.

PROPERTY DESCRIPTION  CATEGORIES AvAILABLE LICENSING CONTACT

dreamworks animation Includes DreamWorks Animation properties except 
for How to Train Your Dragon, which existing agents 
will manage until sometime next year.

All (Central Europe, Eastern Europe) Ignacio Segura de Lassaletta, Planeta 
Junior Sl

ladybird Books Book brand set to celebrate its 100th anniversary 
next year. 

Arts & crafts, beverages, food, games, 
gifting, housewares, puzzles (U.K.)

Susan Bolsover, Penguin U.K.

Nativity Film franchise with third title, Nativity 3: Dude, 
Where’s My Donkey, set for a November 2014 
release in the U.K.

Accessories, apparel, gifts (U.K.) Hannah Mungo, Entertainment One

Pocoyo Animated cartoon series about a curious boy in 
blue; geared toward preschool children.

All (U.K., Ireland) Armelle Madelin, Square Licensing

speedway GB Go Speed International’s motorsports leagues. All (Worldwide) Alan Shorrocks, 360 Licensing

st andrews links One of the oldest golf courses in the world, located 
in St Andrews, Scotland.

Ceramics, fragrance, glassware, 
jewelry, luggage (Worldwide)

Vickie O’Malley, Copyright Promotions 
Licensing Group

Tickety Toc Zodiak Kids’ preschool CGI animated program 
featuring the comedic adventures and exploits of 
twins Tommy and Tallulah.

All (Middle East, North Africa) Alia Atcha Almeida, MBC Licensing & 
Merchandising

winx club Animated action/fantasy series set in the dimension 
of Magix where three schools educate modern 
fairies, witches, and other supernatural warriors.

All (Greece) Clemente Pinedo, BRIGHTS

International Properties Available or Recently Assigned

ProPerty granteD to ProDucts manufactureD granteD by

simpsons (The) Cardinal Industries Trivia games 20th Century Fox Consumer 
Products

Commonwealth Toy & Novelty* Plush

Mattel Die-cast vehicles

National Entertainment Collectibles 
Association (NECA)

Apparel, collectibles, figures, novelty

PPW Toys Co-branded toys

spongeBob squarePants Paper Punk dba Lo Res Labs Craft kits Nickelodeon

stan lee’s Mighty 7 Fame Jeans Flip flops, headwear Genius Brands

Greensource Apparel

star wars Her Universe* Necklaces Lucas Licensing

Quantum Mechanix/QMx Collectibles

subway surfers Cookie Company (The) Apparel (Benelux) License Connection

Teenage Mutant Ninja Turtles Paper Punk dba Lo Res Labs Craft kits Nickelodeon

world of eric carle (The) PS Brands/Planet Sox Footwear, hosiery Joester Loria Group

wwe Brush Buddies Toothbrushes with sound WWE
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Licensing News Continued from page 7

PROPERTY GRANTED TO PRODUCTS MANUFACTURED GRANTED BY

angry Birds Go! Giromax International* Clay figures (Spain) Rovio Entertainment

Bagpuss Hype Associates Greeting cards (U.K.) Coolabi

Intelex Plush (U.K.)

PMS International Plush (U.K.)

Bamforth Evans Lichfield Cushions (U.K.) JELC Ltd./Blue Trellis

Beano (The) Gibsons Puzzles (U.K.) DC Thomson

Hype Associates* Greeting cards (U.K.)

Wild & Wolf Stationery (U.K.)

dinosaur Train Character World/TDS Enterprises Home decor (U.K.) Nickelodeon & Viacom Consumer Products 
UK

Happy sports TV Mania* Apparel (U.K.) Smileyworld

HGTV Home Dreams LLC Bed accessories, mattress foundations, mattresses 
(U.S., Canada)

Beanstalk

Johnny Test Imports Dragon Toys (North America) DHX Media

ladybird Books Portico Designs Calendars, postcards, stationery (U.K.) Penguin U.K.

ladybug Bandai America Master toy (Worldwide) Zag

life Poetic Gem* Apparel (U.K.) Bulldog Licensing

Paddington Bear Upper Canada Soap Health & beauty aids (U.S., Canada) JAM Brands

Allison’s Fine Foods Candy, confectionery (Canada)

Camelot Fabrics/Eugene Textiles Craft kits, fabric (U.S., Canada, Australia, New 
Zealand)

Oh! Naturals Flavoured Snacks Snacks (U.S., Canada, Australia, New Zealand)

Stuffed Animal House Co-branded plush (U.S., Canada)

Peppa Pig Jazwares Master toy (North America) Entertainment One

Playboy Special Product Design* Apparel, figurines, hats, mobile accessories, mugs, 
tote bags (Japan)

Playboy Enterprises

stan lee’s Mighty 7 Factory Entertainment Toys (Worldwide) Genius Brands

Fame Jeans Apparel (Canada)

J Corp. Apparel (Canada)

Zak Designs Mealtime products (U.S., Canada)

suzy’s Zoo Iron Gut Publishing Artwork (U.K.) Metrostar

warner Bros. properties Puma Co-branded accessories, co-branded apparel, 
co-branded footwear (Worldwide—Superman 
excluded from U.S., Canada; Tom & Jerry excluded 
from Chile.)

Warner Bros. Consumer Products

International Licenses Recently Granted
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20th Century Fox Consumer Products, Roz 
Nowicki, SVP Global Sales Retail, 310-369-2207, 
roz.nowicki@fox.com, P. 6, 7.

343 Industries Microsoft, Christine Finch, 
Licensing Manager, 425-704-8037,  
cfinch@microsoft.com, P. 6.

A Crowded Coop, Mary Olson, Partner,  
360-217-8413, mary@crowdedcoop.com, P. 5, 6.

ACCO Brands, Kendra Hull, Licensing Account 
Manager, 937-495-2466, kendra.hull@acco.com, P. 5.

Activision, Ashley Maidy, VP Head Global 
Licensing & Partnerships, 310-255-2058,  
ashley.maidy@activision.com, P. 4, 5.

Authentic Brands Group, Nick Woodhouse, 
President & CMO, 212-760-2411,  
nwoodhouse@authenticbrandsgroup.com, P. 6.

Bandai America, Andre Lake Mayer, VP Licensing 
& Media, 714-816-9756, mayera@bandai.com,  
P. 4, 8.

Beanstalk, Rachel Terrace,  
SVP Brand Management, 212-303-1187,  
rachel.terrace@beanstalk.com, P. 8.

Boardwalk Frozen Treats, Tom Delaplane, CEO, 
800-681-4925, tom@boardwalkfrozentreats.com,  
P. 5.

Bradford Exchange, Maura Kelly,  
VP Licensing & Art Acquisition, 847-581-8200, 
mkelly@bgeltd.com, P. 5, 6.

Brand Central, Ross Misher, President,  
310-268-1231, ross@brandcentralgroup.com, P. 3, 5.

Brand Licensing Team, Cindy Birdsong, 
Managing Partner, 678-324-3250,  
cbirdsong@blteam.com, P. 5.

Brentwood Licensing, Joel Barnett, President, 
310-720-3285, joel@brentwoodlicensing.com, P. 6.

BrownTrout Publishers, Mike Brown, CEO/
President, 800-777-7812, mbrown@browntrout.com, 
P. 5.

Brush Buddies, Jessica Reza,  
Director Consumer Products, 909-434-0911 x120, 
jessica@brushbuddies.com, P. 7.

C3 Entertainment, Ani Khachoian, EVP Licensing 
& Consumer Products, 818-956-1337 x215, 
akhachoian@c3entertainment.com, P. 5.

CafePress, Ty Simpson, VP Business  
Development & Licensing, 502-974-4392,  
tsimpson@cafepress.com, P. 6.

Cardinal Industries, Joel Berger, President,  
718-784-3000, joelb@cardinalgames.com, P. 6, 7.

Cartoon Network Enterprises, Peter Yoder,  
VP Consumer Products, 212-275-6000,  
peter.yoder@turner.com, P. 5.

Coca-Cola, Kate Dwyer, Group Director Worldwide 
Licensing, 404-676-2121, katedwyer@coca-cola.com, 
P. 5.

Commonwealth Toy & Novelty,  
Steven Greenfield, President, 212-242-4070,  
jpanker@cwt-ny.com, P. 7.

Crayola, Diane Baldovsky, Manager Licensing, 
610-253-6271 x4122, dbaldovsky@crayola.com,  
P. 4, 5.

Crumbs Bake Shop, Edward Slezak,  
Interim CEO/General Counsel, 212-221-7105,  
info@crumbs.com, P. 5.

Cryptozoic Entertainment, John Sepenuk,  
Chief Revenue Officer, 949-385-6000 x2002, P. 5.

DecalGirl, Linda Castillon, SVP Licensing,  
888-653-1430, linda@decalgirl.com, P. 6.

Del Toro, Matthew Chevallard, Founder,  
305-571-8229, mchevallard@deltoroshoes.com, P. 6.

Disney Consumer Products, Luis Fernandez, 
SVP Licensing, Central Creative, 818-544-0001, 
luis.fernandez@disney.com, P. 6.

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

Dunkin’ Brands, John Fassak,  
VP Business Development, 781-737-5200,  
john.fassak@dunkinbrands.com, P. 5.

Dynamo Development Labs, Wayne Losey,  
401-743-5793, wayne@dynamodevlabs.com, P. 11.

E-filliate, Steven Torr, Strategic Brands Manager, 
916-858-1000, partner@efilliate.com, P. 6.

Entertainment One, Hannah Mungo,  
Head of Licensing (U.K.), 44-20-7907-3773,  
hmungo@entonegroup.com, P. 7, 8.

Evolution, Travis J. Rutherford, President /CEO, 
818-501-3186, travis@evomgt.com, P. 6.

Factory Entertainment, Jordan Schwartz, 
President, 212-504-6136, jordan@factoryent.com, 
P. 8.

Fetch… For Cool Pets!, Steven Shwecky, 
President, 212-244-2456, steven@fetch4pets.com, 
P. 6.

Frederator Studios, Fred Seibert,  
Founder/Executive Producer, 212-779-4133,  
fred@frederator.com, P. 5.

Full Picture, Hilla Narov, VP Brand Management 
& Licensing, 212-627-0001, hnarov@fullpic.com, 
P. 5.

Funosophy, Nancy Zwiers, President,  
562-436-5251, info@funosophy.com, P. 11.

Gamemasters, Michael Dismuke, 415-307-1243, 
licensing@gamemasterscomic.com, P. 5.

Genius Brands, Amy Moynihan Heyward, 
President, 858-450-2900, P. 7, 8.

Greensource, Brady Hill, President, 425-656-9123, 
brady@greensource.com, P. 7.

Hasbro, Simon Waters, SVP Global Brand 
Licensing & Publishing, 818-478-4804,  
simon.waters@hasbro.com, P. 1, 4, 6.

Her Universe, Ashley Eckstein, Creator,  
212-869-0070, pr@heruniverse.com, P. 7.

Iconix Brand Group, Leigh Anne Brodsky, 
Managing Director, Peanuts Worldwide,  
212-730-0030, lbrodsky@peanuts.com, P. 6.

Inter-Governmental Philatelic Corporation 
(IGPC), Yossi Malamud, EVP, 908-548-8088,  
yossi@igpc.com, P. 6.

JAKKS Pacific, Jill Nordquist, SVP Marketing, 
310-456-7799, jilln@jakks.net, P. 6, 11.

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

Joester Loria Group, James Slifer,  
SVP Business Development, 212-683-5150 x306, 
jslifer@tjlgroup.com, P. 7.

K’NEX Brands, Michael Araten, President & CEO, 
215-997-7722, maraten@knex, P. 1, 6.

Kathy Ireland Worldwide, Stephen Roseberry, 
President/COO, sroseberry@sterlingwinters.com, 
P. 6.

King Features Syndicate, Ita Golzman,  
VP North American Licensing, 212-969-7584, 
igolzman@hearst.com, P. 5.

Kinetix, Blayne Siegel, President, 213-623-2928, 
blayne@kxclothing.com, P. 5.

Knockout Licensing, Carole Postal, Co-President, 
212-947-5958, tk@knockoutlicensing.com, P. 6.

Laser Pegs Ventures, Jon Capriola, CEO,  
941-371-0909, jon@laserpegs.com, P. 1.

LEGO Systems, Jill Wilfert, VP Licensing & 
Entertainment, 860-763-6827, jill.wilfert@lego.com, 
P. 1, 5, 6, 11.

Lisa Marks Associates (LMA), Lisa Marks, 
President, 914-933-3900, lmarks@lma-inc.com,  
P. 5, 6.

Little Kids, Jim Engle, President, 401-454-7600 
x102, jengle@littlekidsinc.com, P. 6.

Lucas Licensing, Paul Southern, President,  
415-623-1928, paul.southern@lucasfilm.com, P. 7.

Mad Engine, Carolyn Foreman, VP Licensing,  
619-379-0172, carolyn@madengine.com, P. 5.

Madame Alexander Doll Company, Gale Jarvis, 
President, 212-244-4500, galej@alexdoll.com, P. 6.

Mattel, Holly Stein, VP Licensing Acquisitions & 
Business Development, 310-252-5737,  
holly.stein@mattel.com, P. 6, 7.

MEGA Brands America, Trista Schurman,  
Senior Brand Manger, 765-447-2151 x255, 
tschurman@megabrands.com, P. 1, 5.

MGA Entertainment, Dante Sandoval,  
Global Licensing Coordinator, 818-894-2525 x6771, 
dsandoval@mgae.com, P. 11.

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

Modern Gourmet Foods, Mark Greenhall, 
President, 949-250-3129 x218, mgreenhall@
moderngourmetfoods.com, P. 5.

National Entertainment Collectibles 
Association (NECA), Joel Weinshanker, 
President, 908-686-3300 x206,  
joelw@necaonline.com, P. 6, 7.

NBC Universal Television Distribution,  
Kim Niemi, SVP NBCU-TV Consumer Products, 
818-777-4559, kim.niemi@nbcuni.com, P. 6.

NFL Properties, Leo Kane, SVP Consumer 
Products, 212-450-2000, leo.kane@nfl.net, P. 6.

Nickelodeon, Manuel Torres,  
SVP Global Toys and Publishing, 212-846-4735,  
manuel.torres@vimn.com, P. 7.

contacts & connections
Contacts & Connections is an alphabetical listing of the licensing companies in this issue.
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international contacts & connections
This section refers to the International listings in this issue. International calls from the U.S. and Canada must be 
preceded by the 011-prefix.

360 Licensing, Alan Shorrocks, Licensing Director, 
44-794-60-37293, alan@360licensing.co.uk, P. 7.

Aadarsh Pvt. Ltd., Manish Rajoria, Director,  
91-755-2555442, manish.rajoria@aadarsh.com,  
P. 12.

Allison’s Fine Foods, Joan McClure, 416-907-
9613, jmcclure@allisonscandies.com, P. 8.

BRIGHTS, Clemente Pinedo, Director, 30-2100-
680-1075, contactus@b-rights.com, P. 7.

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

Camelot Fabrics/Eugene Textiles, Steve Haupt, 
President, 514-382-2400, info@camelotfabrics.com, 
P. 8.

Character World/TDS Enterprises,  
Daniel Schweiger, Joint Managing Director,  
44-845-004-9217, danny@characterworld-tds.co.uk, 
P. 8.

Cookie Company (The), Maartie Plomp, 
Licensing Manager, 31-73-690-1644,  
sabine@cookiecompany.nl, P. 7.

Coolabi, Valerie Fry, Director Sales,  
44 20 7004 0980, valerie.fry@coolabi.com, P. 8.

Copyright Promotions Licensing Group,  
Vickie O’Malley, Managing Director,  
44-208-563-6400, vomalley@cplg.com, P. 7.

DC Thomson, Roddie Watt, Consumer Products 
Administration Manager, 44 1382 223131,  
rwatt@dcthomson.co.uk, P. 8.

DHX Media, Steven DeNure, President & COO, 
416-977-6071, steven.denure@dhxmedia.com, P. 8.

Evans Lichfield, Keith Evans, Co-Founder,  
44-1543-258797, sales@evanslichfield.co.uk, P. 8.

Fame Jeans, Alen Brandman, President/CEO,  
514-345-1777, P. 7, 8.

Gibsons, Kate Armitage, Director Marketing,  
44-208-661-8866, kate@gibsonsgames.co.uk, P. 8.

Giromax International, Anna Sanfeliu, Managing 
Director, 34 937 294 050, collections@e-max.com.
es, P. 8.

Hype Associates, Jane Patterson-Wright, 
Marketing Manager, 44-151-678-4000,  
jane@hypa.com, P. 8.

Imports Dragon, Scott Davis,  
VP Sales & Marketing, 647-968-9769,  
s.davis@importsdragon.com, P. 8.

Intelex, Philip Gannon, Founder, 44-1933-679-777, 
sales@intelex.co.uk, P. 8.

Iron Gut Publishing, Anthony Marks, MD,  
44 161 247 7870, sales@irongutpublishing.com, P. 8.

JCorp., Chelsea Leet, President/Co-CEO,  
514-384-3872, cleet@jcorp.ca, P. 8.

JAM Brands, Andrew Menceles, President,  
416-209-5307, andrew@jam-brands.com, P. 8.

JELC Ltd./Blue Trellis, Jane Evans, Managing 
Director, 44 1225 819030, jane@jelc.co.uk, P. 8.

License Connection, Daphne Kellerman, Owner, 
31-20-4043-250, d.kellerman@licenseconnection.
com, P. 7.

MBC Licensing & Merchandising, Alia Atcha 
Almeida, Licensing & Merchandising Manager,  
971-4-391-9999, P. 7.

Metrostar, Claire Potter, Managing Director,  
44-207-917-6791, claire@metrostarmedia.co.uk, P. 8.

Nickelodeon & Viacom Consumer Products 
UK, Mark Kingston, General Manager & Senior 
Vice President Consumer Products,  
EMEA & Australasia, 44-20-3580-3020,  
mark.kingston@vimn.com, P. 8.

Oh! Naturals Flavoured Snacks, Rhonda 
Goldberg, 403-471-7075, rhonda@oh-naturals.com, 
P. 8.

Penguin UK, Susan Bolsover, Head of Licensing & 
Consumer Products, 44-20-7010-3083,  
susan.bolsover@UK.penguingroup.com, P. 7, 8.

Planeta Junior SL, Ignacio Segura de Lassaletta, 
General Manager, 34 934 928 874,  
isegura@deaplaneta.com, P. 7.

PMS International, Steven Beverley, Buyer,  
44-126-850-5050, P. 8.

Poetic Gem, Elliott Matthews, Executive Director, 
44 19 2324 9497, elliott@poeticgem.com, P. 8.

Portico Designs, Carmen Long, Creative Director, 
Stationery & Gift, 44-1225-329-494,  
carmen@porticodesigns.com, P. 8.

Puma, Reinhard Dischner, GM Business Unit 
Fundamentals and Kids, 49-9132-81-0,  
reinhard.dischner@puma.com, P. 8.

Rovio Entertainment, Claes Kalborg, SVP 
Licensing & Brand Strategies, 358 45 1342965, 
claes.kalborg@rovio.com, P. 4, 8.

Simbat Toys, Denis Bolotov, Head Purchase 
Division, Marketing & Purchase Dept.,  
7-495-149-02-33, info@simbat.ru, P. 12.

Smileyworld, Nicolas Loufrani, CEO,  
44-20-7378-8231, nloufrani@smileyworld.co.uk, P. 8.

Special Product Design, Hayato Kohama,  
81-3-3452-1879, P. 8.

Spin Master, Adam Beder, EVP Global Licensing, 
416-364-6002 x2256, adamb@spinmaster.com, P. 11.

Square Licensing, Armelle Madelin, Director,  
44 20 3286 4921, armelle.madelin@squarelicensing.
com, P. 7.

Stuffed Animal House, Russ Iwanson,  
604-857-0086, russ@stuffedanimalhouse.com, P. 8.

TV Mania, Monika Albers, VP Licensing, Europe, 
44 781 404 1796, monikaalbers@tvmgroup.com, P. 8.

Ubisoft Entertainment, Jason Hall,  
44-193-257-8041, jason.hall@ubisoft.com, P. 5.

Upper Canada Soap, Stephen Flatt, President, 
905-897-1710, sflatt@uppercanadasoap.com, P. 8.

Warner Bros. Consumer Products,  
Paul Bufton, General Manager, 44-020-7984-6114, 
paul.bufton@warnerbros.com, P. 8.

Wild & Wolf, Jon Cameron, Managing Director,  
44-1225-789909, sales@wildandwolf.com, P. 8.

Wooky Entertainment, Christina Sklavenitis, VP 
Marketing, csklavenitis@wookyentertainment.com, 
P. 1.

Zodiak Rights, Jennifer Lawlor, SVP Strategy & 
Planning, Consumer Products, 44 20 7013 4585, 
jennifer.lawlor@zodiakrights.com, P. 11.

Paper Punk dba Lo Res Labs, Grace Hawthorne, 
Founder, 415-380-1940, info@paperpunk.com, P. 7.

Pelican Bay, Char Pfaelzer, President,  
727-733-8399, char@pelicanbayltd.com, P. 5.

Playboy Enterprises, Emily Weisenberger, 
Associate Manager Licensing, 310-424-3716, 
emilyw@playboy.com, P. 8.

PPW Toys, Dean Gorby, Sales Manager,  
213-225-6676, d.gorby@ppwusa.com, P. 7.

PS Brands/Planet Sox, Elie Levy, President & 
CEO, 212-239-1485, elie@planetsox.com, P. 7.

Quantum Mechanix/QMx, Andy Gore, CEO, 
310-464-6226, licensing@quantummechanix.com, 
P. 4, 6, 7.

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

Robert Kaufman Fabrics, Evie Ashworth,  
800-877-2066 x245, evie@robertkaufman.com, P. 5.

Sakar International, Liza Abrams,  
VP Global Licensing & Marketing, 732-248-1306, 
labrams@sakar.com, P. 4.

Schleich North America, Rita Madsen, 
Marketing Manager, 704-688-5286,  
rita.madsen@schleich-s.com, P. 6.

Sideshow Collectibles, Brant Bridges,  
VP Operations, 805-214-2100 x105,  
brant.bridges@sideshowcollectibles.com, P. 6.

Sugar Lulu, Shari Kaufman, Co-Founder,  
203-309-0110, info@sugarlulu.com, P. 1.

ThinkFun, Andrea Barthello,  
Chairman/Co-Founder, 703-549-4999 x3101, 
andrea@thinkfun.com, P. 4.

Trau & Loevner, Howard Loevner, CEO,  
412-361-7700, pvarley@trau-loevner.com, P. 6.

Univision Enterprises, Rick Alessandri, EVP, 
212-455-5200, ralessandri@univision.net, P. 5.

Warner Bros. Consumer Products,  
Karen McTier, EVP Domestic Licensing & 
Worldwide Marketing, 818-954-3008,  
karen.mctier@warnerbros.com, P. 6.

Warner Bros. Entertainment, Ana de Castro, 
SVP/Deputy General Counsel, 818-954-6000,  
ana.decastro@warnerbros.com, P. 12.

Wilton Industries, Joanne Winston-Spencer, 
Licensing Manager, 630-810-2529, jwinston@wilton.
com, P. 6.

WWE, Jess Richardson, Director Global Licensing, 
203-328-2539, jess.richardson@wwecorp.com, P. 7.

Zag, Jeremy Zag, Founder/CEO, 310-409-2732, P. 8.

Zak Designs, Reggy Thomas, VP Global Licensing 
& Marketing, 509-244-8644, thomas@zak.com, P. 8.
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When Licensing ‘Makes It Worse’; 
Decrying Decline in Play Value

Toy Fair wasn’t the only game in town (New York City) 
last month for talk of children and play. The Kidscreen 
conference and show at the New York Hilton hosted some 
1,700 participants—some less than positively disposed to 
licensing.

“Licensing as a business model makes [the decline in 
the action adventure sector of the toy business] worse,” 
said Wayne Losey, of Dynamo Development Labs, at a Kid-
screen session titled “Translating TV to Toys.”

“Say you’re buying the license to market a small Iron 
Man. You’re spending on paint, elbow joints, whatever to 
make it look like the one on the screen and to satisfy the 
needs of the property.

“You’re not spending on play value. You’re gutting the 
kid’s fantasy so all you have is a replica.”

Consultant Nancy Zwiers of Funosophy added, “The toy 
industry is struggling because play value has declined.

“If you define play value as time spent playing with the 
toy vs. cost, how can you compete with a free or 99-cent 
app?”

And responding to an audience comment about pur-
pose-built construction toys (“They’re taking creativity out 
of Lego. Every set comes with instructions to build some-
thing specific.”), Losey noted, “That’s the friction between 
what sells and what’s best for the child. I’ve read that 85% 
of kids that put together a kit will leave it put together. And 
I bet the Lego people are as disturbed by this trend as you 
[the audience member] are.”

To counter the negative trends, Zwiers urges licensors 
and toy manufacturers to “build a collectible world of 
product and make sure the ‘fiddle factor’ is high. Manipu-
lative play—where you manipulate the toy—digital can’t 
deliver that.”

Toy Makers Live Not by Toys Alone
With the recent critical and box office success of the 

LEGO movie—and since it’s Toy Fair week—it seems like a 
good time to note the continuing trend of toy companies 
evolving into entertainment companies. 

Hasbro and Mattel have been positioning themselves 
this way for several years, Hasbro with franchises such as 
Transformers and My Little Pony and Mattel with its Barbie 
DVD movie program and more recently the online content- 
and publishing-driven Monster High. 

Other examples: 
	� JAKKS and its Monsuno franchise, created in part-

nership with Japanese TV production company  
Dentsu. 

	� LEGO and its new Mixels multiplatform property, 
created in conjunction with Cartoon Network. LEGO 
also has launched entertainment ventures based on 
its various in-house franchises, including Legends 
of Chima. 

	� Spin Master and Redakai, developed with Marathon 
Media and Zodiak Kids; Tenkai Knights, with ShoP-
ro; and the wholly owned Paw Patrol, created with 
Nickelodeon. Spin Master also is a co-producer of 
the Bakugan franchise. 

	� Playmobil and its video game series starring Playmo-
bil figures and play worlds, created in partnership 
with Gameloft. 

	� MGA Entertainment and its “Lalaloopsy” TV series 
with Nickelodeon.

Licensors—including toy companies—face extreme 
competition for both broadcast airtime and retail shelf 
space. They also find it difficult to break through with new 
properties, whether online, offline, or at retail. Therefore, 
they need as many “touchpoints” as possible to build and 
maintain brand awareness, keep a property fresh, and 
allow kids to find the brand in the first place. 
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Add-Ons to Existing Deals Help  
Licensors Target Tertiary Markets

As licensors look for new opportunities wherever they 
can find them, they are increasingly signing licensees that 
can distribute in countries not typically considered major 
territories. 

Some recent instances include: 
	� Outfit 7 licensing Russian toy company Simbat for 

a line of Talking Tom plush, backpacks, and oth-
er items, for not only Russia, but also the rest of 
the Commonwealth of Independent States, which 
includes 11 countries from the Ukraine to Uzbeki-
stan. 

	� Indian licensor and agent Aardarsh representing 
Fido Dido in India as well as the other seven South 
Asian Association for Regional Cooperation (SAARC) 
countries, which include Bangladesh, Pakistan, and 
Bhutan. 

	� Nerd Corps signing a Slugterra licensee, Importadora 
y Exportadora Rosen, for sporting goods in Central 
American countries including Nicaragua, El Salva-
dor, Honduras, Belize, the Dominican Republic, and 
the Caribbean islands, as well as other, larger Cen-
tral and South American countries. 

Most of these territories are fraught with challenges—
political, economic, geographic, and other—and nowhere 
near having significant licensing potential. But they are 
increasingly considered worthwhile add-ons to existing 
deals with licensees that can reach both major territories 
and these supplemental regions. 
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ana de castro is promoted to SVP/deputy general counsel, Warner 
Bros. Entertainment, focusing on franchise properties and commercial 
opportunities worldwide.

Jeffrey Katzenberg, CEO of DreamWorks, to keynote Licensing Expo 
in Las Vegas, Tuesday, June 17.

Who’s News

 Judith Albert joins The Licensing LeTTer as executive editor, licensing 
reports. 
 Albert brings a strong background in market intelligence to The 
Licensing LeTTer. Her areas of specialization include strategic analysis, 
data analytics and visualization, competitive intelligence, and 
quantitative research.
 “Judith truly ‘gets’ what’s important for users of business research 
and will vastly increase our capacity to generate more detailed retail 
sales estimates across the spectrum of the licensing business,” says 
EPM President and Licensing Letter Publisher Ira Mayer. EPM is a 
division of Business Valuation Resources.
 “In positions at Find/SVP (now Guideline), Ernst & Young, and 
Paul, Weiss, Rifkind, Wharton & Garrison, I’ve subscribed to and used 
EPM’s newsletters as well as Pratt’s Stats, BVR’s premier database on 
private company valuations,” adds Judith. “I know as an ‘information 
consumer’ what marketers need, and look forward to expanding on 
The Licensing LeTTer’s already substantial body of licensing data.”
 Judith will be working directly with Mayer and TLL Special Projects 
Editor Karen Raugust updating our annual research studies and 
adding new titles to our series of reports.
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For the
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y and Viacom/Nickelo
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matter ho
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operties
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l proper
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� Bamse & Kylling
in Denmark

� Masha and the Bear in
Russia

� Captain
Saberto

oth in Norway
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China

� Patati e
Patata and Galinha
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-

ha in Brazil

� Giggle & Hoot in
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a

Some of these
propert
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local foc
us and not much cross-bo
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ty, can end up as top propert
ies glob

ally,
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ing on the size and/or s

ophistic
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of the licensin
g market in

that cou
ntry.

Masha and the Bear is
a recent e

xample. It is
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red the top licensed

propert
y for

prescho
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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.
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Exhibit 20

PRESCHOOL PROPERTIES WITH SOME

LICENSING ACTIVITY, BY GEOGRAPHIC ORIGIN

The Globa
l Market

For Licens
ed Presch

ool Prope
rties

Gender Split

In the past, the preschool market was con-

sidered non-gender-driven, with both boys

and girls liking the same properties until the

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

This is still true for some properties, includ-

ing Curious George, Sesame Street, Clifford,

Caillou, Yo Gabba Gabba and Pajanimals, to

name a few that appeal to both genders.

But more properties for preschoolers are

being created with one gender in mind. Dis-

ney’s Doc McStuffins for girls and Jake and

the Neverland Pirates for boys are two recent

examples. And gender segmentation starts

earlier than ever before within the preschool

sector, with non-gender-specific properties

falling more and more toward the lower end

of the age range.

Often the core property, whether a TV

show, book, or app, appeals to preschoolers

of both genders — in fact, that is usually the

stated intent at the preschool level — but the

products themselves tend to split boy/girl at

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

ber of factors:

� Retailers merchandise properties as

girl/boy, even at younger ages. Licen-

sors need to find the sweet spot

where a property will fit on the retail

floor and focus their efforts there.

� More children are affected by their

peers within a preschool setting than

in the past. Word-of-mouth and peer

pressure tend to drive boys to boys’

properties and girls to girls’ proper-

ties earlier.

� Age compression causes children to

become interested in gender-specific

play patterns and content earlier, as

they gravitate toward their older sib-

lings’ or friends’ siblings’ entertain-

ment, media, and toys.

� The trend toward more targeted, nar-

rowly focused niche properties, due

to media fragmentation and other

factors, not only creates age sub-seg-

ments within the preschool market,

but a gender split as well.

� The encroachment of all-ages and

school-age properties into the pre-

school market introduced gender-

specificity, and that is now emulated

by preschool-only properties.

Henson Productions’ Melissa Segal notes

that Henson’s Dinosaur Train, which airs on

PBS Kids, appeals to both boys and girls on

the screen. But, with its dinosaur and train

themes, retailers see the products as for

boys. “We would love some girls’ products,

but it’s a tough sell,” she says.

6
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Exhibit 3

LICENSING CHARACTERISTICS BY PRESCHOOL AGE SEGMENT

AGE

PURCHASING/

INFLUENCE

GENDER

PRODUCT MIX

DOMINANT

PROPERTIES

0-18 mon
ths Purchasin

g 100% by

parents; p
reschoole

rs have

little to n
o influenc

e.

Non-gend
er-specific

.
Mostly so

ft goods a
nd décor

with soft
artwork t

hat

appeals t
o parents

.

Classic m
ulti-

generatio
nal

propertie
s.

18 month
s to
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Purchasin
g by pare

nts;

children s
tart to ha
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over purc

hase

decisions
.
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t gender-

specific,

but starts
to split in

to

boy/girl a
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er end.
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toward to

ys,

DVDs, ap
ps, and b

ooks.

Classics, b
ook-

based.
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all by
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in certain
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Some non
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pecific
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ing. Inter
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-
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g propert
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Toys, DVD
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still impo
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TV, book-
based,

other sou
rces

such as a
pps.

5 years
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start to sp
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some of t
heir own

allowance

money; h
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on entert
ainment-

based

product p
urchases.

Almost al
l divided

boy/girl;
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ravitate t

oward
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s for olde
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all
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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
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LICENSING SECTOR
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