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Royalties were generally flat in 2013, con-
tinuing a trend that has been ongoing for near-
ly a decade. The average royalty in 2013 was 
8.67%, compared to 8.66% in 2012, a change of 
just 0.1%. Since 2005, the average royalty rate 
across property types and product categories 
has been in the 8.6%-to-8.8% range. 

In fact, almost two-thirds (62%) of respon-
dents to TLL’s Annual Licensing Business Survey 
this year report that royalties were flat in 2013 
compared to 2012, with 20% saying their aver-
age royalty increased (most often by a point 
or two), and 18% saying they decreased (with 
most of the declines in the two-to-three-point 
range). 

Changes to average royalties were slight 
across individual property types and prod-
uct categories as well. Among property 
types, entertainment/character rose the most 
(just 1.2%), from 9.32% to 9.43%. A number 
of respondents attributed the rise in enter-
tainment/character royalties as being driv-
en by Disney, which commands significant 
market share in that sector and has been 
demanding higher royalties, according to  
respondents. 

Fashion, music, celebrity, and sports were 
among the other property types that also saw 
their average royalty rates rise in 2013, albeit 
all less than 1%.

Art and corporate brands saw their average 
royalties fall the most, again very slightly. The 
former declined from 6.31% to 6.30%, while the 
latter fell from 7.82% to 7.78%. For the most 
part, royalty fluctuations in both directions 
were in the 1%-or-less range across property 
types.

On the product category side, apparel deals 
saw royalties grow the most, from 9.33% to 
9.44% (with royalties for DTR apparel deals 
called out by several respondents as up in 
2013), followed closely by food and beverage 
deals, which increased from 5.87% to 5.93%. 
Conversely, toys and apparel saw the greatest 

declines, according to survey participants. 
The relative increases and decreases in 

average royalties across property types and 
product categories over the year align closely 
with the performance of retail sales of licensed 
goods in each, with the sectors perform-
ing the best in sales seeing, as a rule, slight 
increases in average royalty rates, and vice  
versa. 

As has been the case over the last several 
years, the range of royalties within each prop-
erty type and product category continues to 
widen, as licensors and licensees become more 
flexible and innovative in how they structure 
their deals and the gulf between the top mass-
focused properties and the smaller, niche prop-
erties (and nonstarters) deepens. 

Even as average royalties remain flat, sev-
eral licensees note that the cost of licensing 
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E-commerce Gaining

Distribution of Licensed Products 
Grows at High and Low Ends 

Trends in licensed product distribution in 
the U.S. and Canada in 2013 continued along 
the same lines as the last few years, accord-
ing to TLL’s Annual Licensing Business Survey, 
with channels at the very high and espe-
cially the very low end continuing to grab 
share from the middle tiers. And growth in 
e-commerce continued to outpace bricks-and- 
mortar.

The lowest-priced retail tier, consisting of 
dollar/value, club, and outlet stores, saw its 
share of market grow 0.3 percentage points in 
2013, from 8.2% to 8.5% of all retail sales of 
licensed products. That translates to a 3.7% 
relative increase in share. 

Well over three-quarters of respondents 
Continued on page 10
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Licensing Ledger

MIXING LICENSING AND 
SPONSORSHIP
Manchester United is renewing its 
licensing and sponsorship agree-
ment with Nike to the tune of 
about $1 billion over a 10-year 
period. According to published 
reports, Manchester United’s 
previous 13-year deal with Nike, 
which runs through the end of the 
2014-2015 season, was valued at 
between one-third and one-half 
that amount. The deal covers all 
retail, merchandising, apparel, and 
product licensing; player uniforms; 
and sponsorship. A co-branded 
sponsorship-licensing agreement 
with Chevrolet, Nike, and Manches-
ter United revs up next season as 
well and is projected to bring in an 
additional $88 million to the team, 
which gives some context to NBA 
Commissioner Adam Silver’s recent 
comment that sponsor logos on 
NBA player jerseys are “inevitable” 
and likely over the next five years. 
A few days prior to that comment 
this month, the WNBA show cased 
jerseys with the Mayo Clinic.

A SPADE GROWS IN U.S.
Kate Spade executives hope to 
quadruple retail sales for the 
heavily licensed handbag label to 
$4 billion, according Bloomberg 

News. The piece details the brand’s 
ever-changing ownership history, 
brand expansion to date, and 
future ambitions. Currently, 75% of 
sales of Kate Spade-branded goods 
occur in the U.S.

LI & FUNG SETS STAGE FOR 
BRANDS BUSINESS SPIN-OFF
Li & Fung is preparing a possible 
spin-off of its global brands and 
licensing business on the Hong 
Kong Stock Exchange later this 
year. President/CEO Bruce Rockow-
itz acknowledges that the brands 
business “has gone through a 
difficult time” but that with the 
portfolio it has built up—and it’s 
acquisition of licensing agency The 
Licensing Company earlier this 
year—“we hope to make sure that 
the things that went wrong in the 
past don’t go wrong in the future. 
It is more volatile, but it’s a higher-
margin business.” 

WWE, MATTEL SLAM ON
“WWE Slam City” is the sports 
entertainment company’s new 
online-only animated series, devel-
oped with Mattel’s Playground 
Productions. Twenty-six shorts, 
each two minutes long, feature 
animated WWE personalities out 

of their element and with new 
career options. The show will air on 
WWESlamCity.com, Mattel.com, the 
Cartoonium channel on YouTube, 
and other popular video streaming 
services in the U.S., Canada, and 
the U.K. Slam City licensed toys and 
toy accessories are also available 
at retailers nationwide. WWE and 
Warner Bros. recently joined forces 
for a WWE and Scooby-Doo cross-
over animated film.

DRIVE THIS
Ferrari is licensing private equity 
firms Investindustrial and KKR to 
build a nearly 81,000-square-foot 
Ferrari Land park at PortAventura, 
a resort in Salou, Spain. The park 
will include what is touted as 
the fastest vertical accelerator in 
Europe, a Ferrari-themed hotel, 
and other Ferrari-themed attrac-
tions. The first Ferrari park, Ferrari 
World, opened in 2010 in the UAE.

SYNDICATED WALK
AMC’s “The Walking Dead,” 
already a popular licensed proper-
ty, will get an added boost this fall 
when two back-to-back episodes 
are broadcast one night a week 
on MyNetworkTV stations. MyNet-
workTV is a broadcast service 
owned by 21st Century Fox. “The 
Walking Dead” is the No. 1 cable 
drama series of all time, accord-
ing to the network, and the No. 1 
broadcast and cable series among 
adults 18-49.

THAT’S A LOT OF MOJANG
“Minecraft” maker Mojang posted 
a 38% increase in revenue, to 2.07 
billion kronor, or around $325 mil-
lion USD, for 2013, and an increase 
in profit from $51 million to $128 
million. The company’s preliminary 
report to The Wall Street Journal 
(government filings are due later 
this month) attributes roughly 7% 
of revenue to sales of the compa-
ny’s “Scrolls” game and Minecraft 
merchandise sales combined.

RETAIL NOTES
LIDS Sports Group signs a 10-year deal with Ohio State University Ath-
letics to offer a full range of licensed Buckeyes goods across all LIDS 
channels, including e-commerce (shop.ohiostatebuckeyes.com), on-cam-
pus retail, arena/stadium retail, and all game-day concessions. 

Lane Bryant establishes a direct-to-retail (DTR) licensing agreement 
for lingerie with French designer Sophie Theallet. The retailer will sell 
the collection under its Cacique brand in 800-plus stores nationwide. 
Designers Isabel and Ruben Toledo have a DTR deal with the chain that 
started with licensed T-shirts and tote bags and has since expanded to 
a full line.

Hastings Entertainment is merging with Draw Another Circle and Hen-
drix Acquisition Corp., two companies owned by Joel Weinshanker, 
who is president and sole shareholder of National Entertainment Col-
lectibles Association (NECA). NECA owns 12% of Hastings’ stock and is a 
major vendor to Hastings.

http://shop.ohiostatebuckeyes.com/
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continues to rise. “Royalties are negotiable,” says one 
survey respondent, whose average year-on-year royalty 
rate stayed even with the previous year, “but increasingly 
they are associated with added fees.” (See below regarding 
added fees.)

Guarantees Don’t Fare as Well
In contrast to royalties, guarantees declined, with 

almost half of respondents (48%) reporting declines in 
average guarantees. Reported decreases in dollar value of 
the average guarantee range from 5% to 75%. Another 38% 
of survey participants report flat guarantees, on average, 
while 14% say their average guarantees rose during the 
year. 

Advances were mostly flat as a percentage of guaran-
tees but down, on average, when measured in dollars, 
since they are typically tied to guarantee amounts. Still, 
advances did not decline as much, on average, as guaran-
tees, and fewer participants report declines in advances 
as report declines in guarantees. As one respondent notes, 
advances are usually not a big point of contention in con-
tract negotiations; royalties and guarantees are much more 
critical. 

That said, 41% of survey respondents say advances 
were down in 2013 (with most citing declines in the 10%-
to-15% range, compared to 2012). Just 4% report advances 
being up, while 55% say average advances were flat, year 
on year. 

Advances and guarantees were down, on average, 
across property types and product categories, according 

Average Royalty Rates
Continued from page 1

Continued on page 4

Average Royalty Rate and Range of Royalties,  
by Product Category, 2012-2013

Product Category

Average 
Royalty, 

2013

Average 
Royalty, 

2012

Percent 
Change, 

2012-2013

Range of 
Royalties, 

2013

Accessories 9.12% 9.11% 0.1% 3%-18%

Eyewear 8.23% 8.21% 0.3% 5%-16%

Handbags, Backpacks, 
Messenger Bags 8.90% 8.90% 0.0% 5%-18%

Headwear 9.76% 9.71% 0.5% 7%-14%

Hosiery 8.59% 8.61% -0.2% 5%-14%

Jewelry and Watches 7.73% 7.72% 0.1% 3%-18%

Luggage and Travel 
Accessories 10.15% 10.18% -0.3% 5%-18%

Scarves and Ties 7.33% 7.34% -0.1% 5%-14%

Apparel 9.44% 9.33% 1.2% 5%-20%

Consumer Electronics 5.25% 5.21% 0.8% 3%-18%

Domestics 8.85% 8.89% -0.5% 4%-14%

Food/Beverages 5.93% 5.87% 1.1% 1%-12%

Footwear 8.19% 8.13% 0.7% 3%-16%

Furniture/Home Furnishings 7.51% 7.53% -0.2% 3%-14%

Gifts/Novelties 8.76% 8.81% -0.6% 4%-18%

HBA 8.99% 8.91% 0.9% 5%-14%

Fragrance 9.29% 9.22% 0.8% 5%-18%

Cosmetics, Hair 
Accessories, Other 8.43% 8.35% 0.9% 6%-14%

Housewares 6.28% 6.29% -0.2% 3%-14%

Infant Products 8.70% 8.70% 0.0% 5%-14%

Publishing 9.73% 9.78% -0.5% 5%-15%

Sporting Goods 9.81% 9.81% 0.0% 4%-16%

Stationery/Paper 9.09% 9.14% -0.6% 4%-15%

Toys/Games 10.37% 10.39% -0.2% 5%-20%

Video Games/Software 10.41% 10.45% -0.4% 1%-20%

OVERALL AVERAGE 8.67% 8.66% 0.1% 1%-25%

SOURCE: The Licensing Letter

Average Royalty Rate and Range of Royalties,  
by Property Type, 2012-2013

Property Type

Retail 
Sales, 

2013

Retail 
Sales, 

2012
Change, 

2012-2013

Share of 
Market, 

2013

Art 6.30% 6.31% -0.1% 4%-23%

Art and Artists 6.43% 6.44% -0.1% 4%-23%

Museums 6.18% 6.19% -0.2% 4%-20%

Celebrities 10.31% 10.23% 0.8% 3%-18%

Entertainers/Models 10.44% 10.35% 0.9% 4%-16%

Chefs/Home-Related 9.74% 9.66% 0.8% 2%-18%

Collegiate 9.97% 9.92% 0.5% 5%-18%

Entertainment/Character 9.43% 9.32% 1.2% 4%-25%

Estates 9.70% 9.72% -0.2% 4%-20%

Fashion 8.46% 8.43% 0.3% 2%-16%

Apparel 8.37% 8.34% 0.3% 5%-16%

Footwear 7.13% 7.12% 0.1% 2%-14%

Home 7.46% 7.46% 0.0% 2%-14%

Music 8.26% 8.24% 0.2% 4%-25%

Nonprofit 8.34% 8.37% -0.3% 4%-16%

Publishing 8.68% 8.70% -0.2% 2%-18%

Books 7.96% 7.98% -0.2% 6%-14%

Newspapers/Magazines 8.15% 8.13% 0.2% 2%-12%

Comic Books/Strips 9.60% 9.63% -0.3% 5%-18%

Sports 9.98% 9.93% 0.5% 5%-18%

Trademarks/Brands 7.78% 7.82% -0.5% 1%-20%

Automotive/Motor Vehicle 4.09% 4.10% -0.3% 1%-16%

Food/Beverage 5.53% 5.51% 0.3% 1%-10%

Restaurants 5.91% 5.90% 0.2% 4%-8%

Sporting Goods 7.01% 7.01% 0.0% 6%-14%

Traditional Toys/Games 8.16% 8.21% -0.6% 5%-18%

Video Games/Interactive/
Online 8.91% 8.95% -0.5% 6%-18%

OVERALL AVERAGE 8.67% 8.66% 0.1% 1%-25%

SOURCE: The Licensing Letter
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to respondents. Entertainment/character was down the 
least—with increases for some Disney deals moderating 
decreases for most other properties—and art the most. 
Several respondents working in the art sector report pay-
ing or receiving no advances or guarantees during the  
year. 

On the category side, similarly, nearly all experienced 
declining guarantees and advances, with the toy category 
declining the most, followed by home décor, and food per-
forming the best, with average guarantees and advances 
flat compared to 2012. 

Marketing Requirements Common
More than half (52%) of those responding to the survey 

question on whether they pay into or require a contribu-
tion to a central marketing fund (CMF) say they did, with 
6% specifying that they did so “rarely” or “sometimes.” 

Meanwhile, 44% of survey participants note that they 
are required to commit a percentage of annual wholesale 
or net sales to their own advertising or marketing of the 
license (or require such a contribution). 

A sign of how CMFs and other marketing requirements 
are growing: Of those saying they did not pay into a CMF or 
have a required marketing contribution, several phrased 
their answer as “not yet.” 

It should be noted that these figures are likely higher 
than is actually the case for the licensing business as a 
whole. This is, perhaps, because the respondents who 
answered the questions about marketing contributions 
were skewed toward property types where such require-
ments are more common, such as corporate trademarks, 

fashion, sports, and, increasingly, entertainment/charac-
ter. (The latter is especially true when the major studios 
are involved; a few respondents note that Lucas has start-
ed requiring CMF contributions now that Disney owns it.) 

Those involved in other property types, where market-
ing requirements are less common—especially art—may 
have skipped this section of the survey. 

About a third (34%) of participants report their aver-
age CMF contribution in 2013 was 1% of net sales, while 
33% report an average contribution of 2% of net sales. 
For annual marketing commitments, respondents report a 
range of 1% to 10% (of either net sales or wholesale), with 
the most commonly reported amounts (cited by 48% of 
respondents) being in the 2%-to-5% range. 

Several participants note that they were required to 
contribute through both marketing mechanisms, that is, 
they had to make a CMF contribution on top of committing 
a percentage of net sales to their own marketing spend to 
support the licensed line. 

Other licensee marketing contributions cited by survey 
respondents—sometimes in combination with one or both 
of the above—include requirements to:

XX Participate in trade shows and consumer exhibitions;
XX Market their products in licensor-controlled venues 

such as magazines or product boxes;
XX Spend a certain amount on showroom displays and 

trade ads targeting retailers; 
XX Commit to representing the product line in catalogs 

and web pages; and 
XX Devote funds to retail co-op advertising and retail 

point-of-sale materials. 
For the first time since the survey has been conduct-

ed, several respondents note that they were required or 

Average Royalty Rates
Continued from page 3

Average Required Commitment to Licensee Advertising,  
as a Percentage of Net or Wholesale Sales, 2013  

(Excludes Those Not Reporting a Commitment) 

<2% 
33% 

2%-5% 
48% 

>5% 
19% 

SOURCE: The Licensing Letter

Continued on page 5

Average Contribution to Central Marketing Fund,  
as Percentage of Net Sales, 2013  
(Among Those Contributing to CMF) 

1% 
34% 

2% 
33% 

<1% 
5% 

>2% 
28% 

SOURCE: The Licensing Letter
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encouraged to spend more and/or be more active on social 
media and viral marketing. 

International Insights
While the numbers discussed here focus on the U.S. and 

Canadian markets only, international trends were similar, 
with respondents in territories outside the U.S. and Canada 
reporting royalty rates, on average, consistent with those 
in the U.S. and Canadian market—although some emerg-
ing markets demand lower rates—and also overwhelm-
ingly reporting steady royalty levels in 2013 compared to  
2012. 

Similarly the trend internationally was for advances and 
guarantees to fall year-on-year, as was the case in the U.S. 
and Canada. Guarantees, as measured in dollars, tend to be 
smaller globally than in the U.S. and Canada, due to smaller 
populations and often less-established licensing markets, 

which combine to result in much lower sales forecasts and 
thus lower guarantee levels. 

In general, respondents reporting rising average royal-
ties in 2013 tended to be in Southeast Asia, South Korea, 
and especially China. Those reporting lower royalties and 
those reporting the largest drops in average guarantee lev-
els were most likely to be in Europe, especially southern 
Europe, or Japan. These results align with the overall per-
formance of those markets when it comes to retail sales of 
licensed merchandise.

Average Royalty Rates
Continued from page 4

Contract lengths were, on average, steady from the previous 
year, with more than three-quarters (77%) of respondents saying 
so, versus 13% saying the average length increased and 12% 
saying it decreased. The largest percentage of respondents (39%) 
say their average contracts were three years, followed closely by 
those who say the average was two years (36%). Another 16% 
report their average contracts were five years in length; most of 
these tended to be in the fashion or corporate trademark sectors. 

Some respondents specified that their three-year contracts 
included two years of selling and one year of product 
development. Others noted that the length of their renewal 
contracts declined, generally from three to two years. 

Contracts Steady at Two to Three Years

Average Length of New Licensing Agreements, 2013 

2 years 
36% 

3 years 
39% 

5 years 
16% 

>5 years 
3% 

<2 years 
3% 

Other 
 (e.g. fractional) 

3% 

SOURCE: The Licensing Letter

Seth Horowitz is promoted to COO at Iconix; Jeff Lupinacci is 
appointed CFO; and Rodney Hutton joins as EVP of the Men’s 
Division. Horowitz had been president of the Men’s Division, prior 
to which he was president of retailer Modell’s Sporting Goods. 
Lupinacci comes to Iconix having served as global CFO at IPG 
Mediabrands, the media holding company of Interpublic Group. 
Hutton was most recently chief merchandising officer for Anne 
Klein Brands.

Jodi Gottlieb is promoted to SVP at CopCorp Licensing, while 
also joining CopCorp/TK Brand Group joint venture Knockout 
Licensing as SVP.

Jameel Spencer joins Sequential Brands Group as CMO, a new 
position. Spencer will also continue to work with clients Shawn 
Carter Enterprises and Sean “Diddy” Combs under his own agency, 
Brand Matter, a Sequential subsidiary that’s under license to 
Spencer.

Alita Friedman exits Uglydoll to form her own marketing/licens-
ing/PR consulting agency. Contact her at info@alitafriedman.com.

Tim Juckes joins Saban Brands as sales director of U.K. products 
in London. Juckes joins Saban after 17 years at CPLG.

Who’s News

Can you compete in the 
$10.4 billion global preschool 
market?
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By Karen Raugust, Special Projects Editor, THE LICENSING LETTER
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Licensing News

Continued on page 7*Extension or renewal.

Property granted to products manufactured granted by

300: Rise of an Empire Changes T-shirts Warner Bros. Consumer Products

Trevco Sportswear Print-on-demand T-shirts

Adventure Time Aquarius Entertainment Merchandising Playing cards, puzzles, tins Cartoon Network Enterprises

Briarpatch* Card games

Cryptozoic Entertainment Statues

Factory Entertainment Collectible figures

USAopoly* Co-branded board game

American Horror Story Trends Intl. Posters 20th Century Fox Consumer Products

ASPCA Vans Footwear ASPCA

Betty Boop Myplash Prepaid credit cards King Features Syndicate

Cake Boss Junior Meyer Corp. Baking and cooking supplies Discovery Communications

Chris Madden Sunham Home Fashions Rugs, shower curtains, towels Earthbound

Colonial Williamsburg Robert Abbey Lamps Colonial Williamsburg Foundation

DC Comics Super Heroes Hanna Andersson Sleepwear Warner Bros. Consumer Products

Divergent CafePress Custom on-demand products Striker Entertainment

Doodle Jump Crayola Art accessories, art kits Lima Sky

Dumb Ways to Die Underground Toys Plush Evolution

Elf on the Shelf Candyrific Candy accessories, candy dispensers CCA and B dba Elf on the Shelf

Epicurious Tabletops Unlimited Bakeware, cookware, housewares, kitchen 
accessories

FremantleMedia Enterprises

Ford Stern Pinball* Pinball machines Global Icons

Ghostbusters Marshmallow Fun Marshmallow shooters, toys Sony Pictures Consumer Products

Guardians of the Galaxy Silver Buffalo* Drinkware Disney Consumer Products

Vandor* Drinkware

Hexbug BioWorld Merchandising Apparel Innovation First

HillBilly Brand Real Brands Bottled drinks Trademarketing Resources

Isaac Mizrahi New York Signal Brands Luggage, travel accessories Xcel Brands

Licenses Recently Granted, U.S. 

Properties Available Or Recently Assigned, U.S. 
Property Description Categories Available Licensing Contact

Chris Farley Late comedy actor known for his time on Saturday 
Night Live and movies like Tommy Boy and Black 
Sheep.

All David Reeder, Reeder Brand 
Management

Good Sign Series of signs reading “This Is a Good Sign,” now 
featured on college notebooks.

All Morgan A. Ward, Kitsch Cache

Komaneko Character from Domo creator Tsuneo Goda and 
featured in short film, Komaneko: The First Step.

All Richard Maryyanek, Big Tent 
Entertainment

Sandy Lloyd Artist and illustrator known for mixed-media 
collages.

All Lance Klass, Porterfield’s Fine Art 
Licensing

Tentacle Kitty Social expressions brand featuring a cat with 
tentacles.

All Morgan A. Ward, Kitsch Cache

Thomas Edison’s Secret Lab Children’s science-focused animated series 
currently in the pilot stages.

All Amy Moynihan Heyward, Genius Brands

Veria Living Health and wellness brand/television network. Apparel, biometrics, exercise equipment, food, HBA Sid Kaufman, N.S. Bienstock
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Licensing News Continued from page 6

Continued on page 8*Extension or renewal.

Property Description  Categories Available Licensing Contact

Chupa Chups Perfetti Van Melle’s lollipop brand launched in 1958 
with a Salvador Dalí-designed logo.

Apparel, gifts, home textiles, personal 
care, pet accessories, sporting goods, 
stationery (China)

Josephine Law, Beanstalk Hong Kong

Perfetti Van Melle’s lollipop brand launched in 1958 
with a Salvador Dalí-designed logo.

Apparel, fashion accessories, lifestyle, 
personal care (Mexico)

Gloria Salazar Mourre, P&L Global 
Network

Lollipop brand known for its Salvador Dalí-designed 
logo.

Apparel, cosmetics, electronics, fashion 
accessories, stationery, toys (South 
Korea)

Jason Lee, Infiniss

Elaine Ryan Licensing program for interior designer, her Elaine 
Ryan Home Decorating Kit, and her daughter, Lauren 
Rosenberg. 

Accessories, furniture, home decorating 
kits, paints, soft goods, wallpaper 
(Worldwide)

Cathy Malatesta, Lawless Entertainment

International Properties Available or Recently Assigned

Property granted to products manufactured granted by

Kathy Davis Art Trends dba ATI Industries Wall decor Kathy Davis Studios

Creative Bath Products Bath ensembles

Creative Converting Party goods

Kenny Scharf Ultimate Ears Headphones MemBrain Licensing

Legend of Zelda Dark Horse Comics Collectible statues Nintendo of America

Marvel Super Heroes ICup Drinking glasses Disney Consumer Products

Thermos Drinkware, food jars, lunch kits

Zak Designs Dinnerware, drinkware, food storage

Moonpie Limestone Branch Distillery Spirits Lisa Marks Associates (LMA)

Muppets Most Wanted FunKo Vinyl figures Disney Consumer Products

Outdoor Life High Peak USA Self-inflatable beds, sleeping bags Bonnier

Zyloware Eyewear Eyewear

Peter Rabbit Cardinal Industries Games, puzzles, tabletop games Nickelodeon

Power Rangers JAKKS Pacific* Halloween accessories, Halloween costumes Saban Brands

Rio 2 Hallmark Licensing Greeting cards, ornaments, stationery 20th Century Fox Consumer Products

JAKKS Pacific Figures, novelty toys, playsets, plush, role play, toys

Robert Graham Batallure Beauty Fragrances, personal care products Robert Graham

Saveur CE North America Appliances Bonnier

Sleepy Hollow Trends Intl. Calendars, posters 20th Century Fox Consumer Products

SpongeBob SquarePants NKOK Remote-controlled vehicles Nickelodeon

Teenage Mutant Ninja Turtles Tervis Drinkware Nickelodeon

Trisha Yearwood Cookware Company (The) Cookware ACI Licensing

Turner Classic Movies Razor MD Shaving supplies Parham Santana

Veronica Mars CafePress Custom products Warner Bros. Consumer Products

Vikings BioWorld Merchandising Accessories Brandgenuity

Catalyst Game Labs Board games

Hybrid Apparel Apparel

MjC International Group Novelties, sleepwear

Underground Toys Collectible replicas

Wham-O Nowstalgic Toys Novelty toys Synchronicity/Out of the Box

Precious Tails—Enchante Pet toys and accessories

Wish Factory (The) Outdoor games, pool accessories, pool toys, water 
games

X-Files IDW Publishing* Board games 20th Century Fox Consumer Products
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*Extension or renewal.

Licensing News Continued from page 7

Property granted to Products manufactured granted by

Amazing Spider-Man 2 Character World/TDS Enterprises* Bedding (U.K.) Disney Consumer Products

Betty Boop Fashion Lab Accessories, apparel (U.K.) Allsorts Licensing

Blinky Bill Headstart International Master toy (Worldwide) Merchantwise Pty.

Candy Crush Saga Skybrands Apparel (Europe) King

Garfield Brand International Footwear, slippers (U.K.) Bulldog Licensing

Hello Kitty Lakeland Kitchen accessories, party accessories (U.K.) Fluid World Ltd.

Pet Brands Pet accessories (U.K.)

Matt Hatter Chronicles GB Eye Ltd. Novelty gifts, posters (U.K.) ITV Studios Global Entertainment

Hy-Pro International Bicycles, scooters, skateboards, skates (U.K.)

Moshi Monsters Click Distribution Kitchen utensils (U.K.) Mind Candy

One Direction Sambro Intl.* Bags, stationery (U.K.) Global Merchandising Services (U.S.A.)

Popeye Bunkerbound Giftware (U.K.) Allsorts Licensing

Power Rangers Rubie's Costume* Halloween costumes (Europe, Middle East, Africa, 
Australia, New Zealand)

Saban Brands

Rio 2 DecoPac Cake decorating kits, cake toppers, candles (U.S., 
Canada)

20th Century Fox Consumer Products

Extreme Concepts dba Bentex Sleepwear, sportswear, swimwear (U.S., China)

Jay Franco & Sons Bath accessories, bedding (U.S., Canada)

Star Trek Gary Gurmukh Sales Apparel, giftware, headwear (Canada) CBS Consumer Products

Valentina Ramos My Gifts Trade Home fragrance, mugs, stationery (U.K.) Meiklejohn Graphics Licensing (MGL)

Victoria and Albert Museum Graham & Brown Wallpaper (U.K.) V&A (Victoria & Albert Museum)

YU-GI-OH! Just Funky Blankets, crackers, glassware, lamps, pillows, ponchos, 
shower curtains, throws, towels, wall art (North 
America)

4K Media

International Licenses Recently Granted

Property Description  Categories Available Licensing Contact

Ironman Triathlon series first founded in 1978 with over 190 
worldwide events.

Food/beverage, home electronics, 
sporting goods (Worldwide)

Jeff Lotman, Global Icons

Lolirock Marathon Media's children's show for girls ages 5-10, 
launching later this year on France 3.

All except publishing and home video 
(France)

Geraint Marsh, francetv distribution

Mia and Me Rainbow, March, and Lucky Punch's girls brand, with 
season two set for airing soon.

Apparel, games, home and decorative 
accessories, stationery, toys (Benelux)

Daphne Kellerman, License Connection

Singer 163-year old sewing machine brand. Crafting, fabric care, home tools/
appliances, knitting, quilting 
(Worldwide)

Carole Postal, Knockout Licensing

Sonic the Hedgehog Video game character featured in over 20 years of 
games, including the upcoming Sonic Boom game and 
TV series.

All including apparel, accessories 
(Portugal, Angola, Cape Verde, Guinea 
Bissau, Equatorial Guinea, Mozambique, 
São Tomé e Principe, East Timor)

Alice Durand, Popcorn Brand Activity

Video game character featured in over 20 years of 
games, including the upcoming Sonic Boom game and 
TV series.

All including apparel, accessories 
(Spain, Andorra)

Ruben Gil, Enjoy Brand Licensing

Swashbuckle Live action pirate show for children airing on CBeebies 
network.

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

Virgin Galactic Commercial space travel company. All (North America) Ross Misher, Brand Central

Commercial space travel company. All (Worldwide except North America) Gabrielle Sims, Fluid World Ltd.

WikiLeaks International organization known for publishing 
high-profile news leaks. Editor-in-chief/founder Julian 
Assange also available for licensing.

Accessories, apparel, housewares, paper 
goods (Worldwide)

Olafur V Sigurvinsson, WikiLicense
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20th Century Fox Consumer 
Products, Lora Cohn, SVP Global 
Brand Management & Strategy, 310-
369-2243, lora.cohn@fox.com, P. 7, 8.

4K Media, Jennifer Coleman, VP 
Licensing & Marketing, 212-590-2120, 
jcoleman@4kmedia.com, P. 8.

ACI Licensing, Andy Cohan, 
President, 310-806-9483,  
acohan@acilicensing.com, P. 7.

Aquarius Entertainment 
Merchandising, Linda Judy,  
VP Licensing & Business  
Development, 559-561-4577,  
linda@aquariusimages.com, P. 6.

Art Trends dba ATI Industries, 
Donna Mitchell, Creative  
Director, 949-364-1004,  
sales@ati-industries.com, P. 7.

ASPCA, Helene Gordon, Senior 
Director Licensing & Retail, 212-876-
7700, helene.gordon@aspca.org, P. 6.

Batallure Beauty, Sam Ghusson, 
President & CEO, 646-695-1800, 
contact@batallure.com, P. 7.

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

BioWorld Merchandising,  
Jennifer Staley, VP Licensing,  
972-488-0655, jennifers@
bioworldmerch.com, P. 2, 6, 7.

Bonnier, Sean Holzman, Chief Brand 
Development Officer, 407-637-3655, 
sean.holzman@bonniercorp.com, P. 7.

Brand Central, Ross Misher,  
CEO, 310-268-1231,  
ross@brandcentralgroup.com, P. 8.

Brandgenuity, Rachel Humiston, 
Brand Director, 212-925-0663,  
rachel@brandgenuity.com, P. 7.

Briarpatch, John Donofrio,  
President/Co-Founder, 973-376-7002, 
jdonofrio@briarpatch.com, P. 6.

CafePress, Ty Simpson, VP Business 
Development & Licensing, 502-974-
4392, tsimpson@cafepress.com, P. 6, 7.

Candyrific, Rob Auerbach,  
President, 502-893-3626,  
rauerbach@candyrific.com, P. 6.

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

Cartoon Network Enterprises, 
Peter Yoder, VP Consumer Products, 
North America, 212-275-6535,  
peter.yoder@turner.com, P. 6.

Catalyst Game Labs,  
Loren L. Coleman,  
contact@catalystgamelabs.com, P. 7.

CBS Consumer Products,  
Elizabeth Kalodner, EVP &  
General Manager, 212-975-5232,  
liz.kalodner@cbs.com, P. 8.

CCA & B dba Elf on the Shelf (The), 
Helen Bransfield, Executive Director 
Licensing, 203-557-0310,  
helen@elfontheshelf.com, P. 6.

CE North America, Aurelio Leyva, 
CEO, 305-392-2200, P. 7.

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

Colonial Williamsburg Foundation, 
Liza Gusler, Product Manager,  
757-220-1000, lgusler@cwf.org, P. 6.

Cookware Company (The), 
Christophe Lambertz, VP Sales 
Americas, 914-372-7777,  
info@cookware-co.com, P. 7.

CopCorp Licensing, Jodi Gottlieb, 
SVP, 212-947-5958,  
jgottlieb@copcorp.com, P. 5.

Crayola, Diane Baldovsky, Manager 
Licensing, 610-253-6271 x4122, 
dbaldovsky@crayola.com, P. 6.

Creative Bath Products, Robert 
Weiss, COO, 212-889-2666 x205, 
bweisszen@aol.com, P. 7.

Creative Converting, Andy Romjue, 
VP Marketing, 800-826-0418, P. 7.

Cryptozoic Entertainment,  
John Sepenuk, Chief Revenue Officer, 
949-385-6000 x2002, P. 6.

Dark Horse Comics, Anita Nelson, 
VP Business Affairs, Sales, Licensing 
& New Business, 503-905-2353,  
anitan@darkhorse.com, P. 7.

DecoPac, Dewey Wahlin,  
VP Marketing, 763-574-0091,  
dewey.wahlin@decopac.com, P. 8.

Discovery Communications, 
Elizabeth Bakacs, VP Consumer 
Products, North America,  
240-662-4281, elizabeth_bakacs@
discovery.com, P. 6.

Disney Consumer Products,  
Paul Gitter, SVP Licensing, Marvel, 
818-544-1950, paul.gitter@disney.com, 
P. 6, 7, 8.

Earthbound, Milin Shah,  
Senior Manager Licensing 
Development, 646-873-3822,  
milin@earthboundllc.com, P. 6.

Evolution, Travis Rutherford, 
President Licensing & Retail, 818-501-
3186, travis@evomgt.com, P. 6.

Extreme Concepts dba Bentex, 
Susan Peia, VP Licensing, 212-594-
4250 x168, susan@bentex.com, P. 8.

Factory Entertainment, Jordan 
Schwartz, President, 212-504-6136, 
jordan@factoryent.com, P. 6.

FremantleMedia Enterprises, 
Andrea Brent, VP Licensing & 
Merchandising, 818-748-1387, andrea.
brent@fremantlemedia.com, P. 6.

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

Genius Brands, Amy Moynihan 
Heyward, President, 858-450-2900, 
P. 6.

Global Icons, Jeff Lotman, CEO,  
310-873-3560, jlotman@ 
globalicons.com, P. 6, 8.

Global Merchandising Services 
(U.S.A.), Barry Drinkwater, CEO,  
424-777-4470, barry@
globalmerchservices.com, P. 8.

Hallmark Licensing, Cindy 
Mahoney, VP Licensing, 816-274-4918, 
cmahon2@hallmark.com, P. 7.

Hanna Andersson, Devin Tau, 
Director Retail Merchandising, 503-
242-0920, dtau@hannaandersson.com, 
P. 6.

High Peak USA, James Suen,  
425-251-5106, sales@ 
highpeakusa.com, P. 7.

Hybrid Apparel, Derrick Baca,  
VP Licensing, 714-947-8347,  
dbaca@hybridapparel.com, P. 7.

Iconix Brand Group, Jeff Lupinacci, 
CFO, 212-730-0030, jlupinacci@
iconixbrand.com, P. 5.

Iconix Brand Group, Rodney Hutton, 
EVP Men’s Division, 212-730-0030, 
P. 5.

Iconix Brand Group, Seth Horowitz, 
COO, 212-730-0030, shorowitz@
iconixbrand.com, P. 5.

ICUP, Steven Trachtenberg,  
Public Relations/Communications 
Mgr., 856-834-7000, P. 7.

IDW Publishing, Chris Ryall, CCO 
& Editor-In-Chief, 858-270-1315 x105, 
ryall@idwpublishing.com, P. 7.

Innovation First, Tony Norman, 
President & CEO, 903-453-0800,  
tony.norman@innovationfirst.com, P. 6.

JAKKS Pacific, Jill Nordquist,  
SVP Marketing, 310-456-7799,  
jilln@jakks.net, P. 7.

Jay Franco & Sons, Joseph Franco, 
VP, 212-679-3022, joea@jfranco.com, 
P. 8.

Just Funky, Raj Arora, President, 
234-249-0145, raj@justfunky.com, P. 8.

Kate Spade, Mary Renner Beech, SVP 
& CMO, 212-739-6550,  
mbeech@katespade.com, P. 2.

Kathy Davis Studios, Alex Meisel, 
Licensing Agent, 215-444-9544, P. 7.

King, Danny Moy, VP Partnerships & 
Business Operations,  
danny.moy@king.com, P. 8.

King Features Syndicate,  
Ita Golzman, VP North American 
Licensing, 212-969-7584,  
igolzman@hearst.com, P. 6.

Kitsch Cache, Morgan A. Ward, 
Licensing Consultant, 510-227-6154, 
kitschcache@comcast.net, P. 6.

Knockout Licensing, Carole Postal, 
Co-President, 212-947-5959,  
cop@knockoutlicensing.com, P. 8.

Lawless Entertainment,  
Cathy Malatesta, President,  
323-201-2678, cmala@aol.com, P. 7.

Lima Sky, Eric Karp,  
Chief Licensing Officer, 914-486-1285, 
eric@limasky.com, P. 6.

Limestone Branch Distillery,  
Steve Beam, President, 270-699-9004, 
info@limestonebranch.com, P. 7.

Lisa Marks Associates (LMA), 
Lisa Marks, President, 914-933-3900, 
lmarks@lma-inc.com, P. 7.

Marshmallow Fun Company, 
Beaver Raymond, Co-Founder, 214-
741-1373, info@marshfunco.com, P. 6.

Mattel, Jessica Dunne, Consumer 
Products, 310-252-3837, jessica.dunne@
mattel.com, P. 2.

MemBrain Licensing, Jennifer 
Sullivan, President, 310-858-2744, 
jennifer@membrainllc.com, P. 7.

Meyer Corp., Darrin Johnston,  
SVP Sales, 707-551-2800, darrinj@
meyer.com, P. 6.

MjC International Group, Mark 
Siegel, SVP Licensing & Business 
Development, 415-467-9500 x112, 
mark.siegel@gomjc.com, P. 7.

MYPLASH, Brian Newberry, 
President & CEO, 855-697-5274, P. 6.

N.S. Bienstock, Sid Kaufman, 
Licensing Agent, 212-765-3040,  
nsb@nsbtalent.com, P. 6.

National Entertainment 
Collectibles Association (NECA), 
Joel Weinshanker, President, 908-686-
3300 x206, joelw@necaonline.com, P. 2.

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

Nike, Todd Greineder, Licensed 
Approvals Director, 503-671-3804, 
todd.greineder@nike.com, P. 2.

Nintendo of America, Cammy Budd, 
Licensing & Marketing Manager,  
425-861-2089, cammyb@ 
noa.nintendo.com, P. 7.

NKOK, Jamie Alter, Director 
Licensing, 626-330-1988,  
jamie@nkok.com, P. 7.

Nowstalgic Toys, Carl Zealer, 
Founder & CEO, 704-964-6232, 
czealer@nowstalgictoys.com, P. 7.

Parham Santana, Aaron Spiegeland, 
VP Brand Strategy & Licensing,  
212-645-7501 X54, aaron@
parhamsantana.com, P. 7.

Porterfield’s Fine Art Licensing, 
Lance Klass, President, 941-487-8581, 
lance@porterfieldsfineart.com, P. 6.

Precious Tails - Enchante, Ralph 
Cohen, VP, 212-689-6008 x217,  
ralph@enchmoments.com, P. 7.

Razor MD, Scott Saltzman,  
Co-Founder, 866-386-8236, info@
razormd.com, P. 7.

Real Brands, David Warren, 305-527-
3994, dw@realbrandsusa.com, P. 6.

Reeder Brand Management, David 
Reeder, Owner, 310-924-9658, david@
reederbrandmanagement.com, P. 6.

Robert Abbey, Ken Wilkinson, 
President, 828-322-3480,  
ken@robertabbey.com, P. 6.

Robert Graham, Jocelyn Strutt, 
Licensing & Corporate Branding 
Manager, 212-869-8001,  
info@robertgraham.us, P. 7.

Rubie’s Costume, Erin Breig, Sales 
& Product Development, 516-326-1500, 
ebreig@rubies.com, P. 8.

Saban Brands, Kirk Bloomgarden, 
SVP Global Consumer Products, 310-
557-5230, kbloomgarden@sabanbrands.
com, P. 7, 8.

Sequential Brands Group, Jameel 
Spencer, CMO, 646-564-2577, 
jspencer@sbg-ny.com, P. 5.

Signal Brands, Jason Rimokh, 
President, 213-748-0990, general@
signalbrands.com, P. 6.

Silver Buffalo, Greg Alprin, EVP 
Licensing & Branding, 212-563-0600 
x103, galprin@silver-buffalo.com, P. 6.

contacts & connections
Contacts & Connections is an alphabetical listing of the licensing companies in this issue.
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(82%) cite dollar stores as among their fastest-growing 
channels, as do a similar proportion for club and outlet 
stores. “We see more categories of strong national brands 
going into the membership warehouse channel, and the 
same is true of the dollar channel, where most brands 
would not have wanted to appear just five years ago,” says 
one agent specializing in corporate trademark licensing. 
“Now, the dollar stores are an important component in 
many distribution strategies.”

Mass/discount chains also saw their share rise, from 
31.7% to 31.8%. While that translates to relative growth of 
only 0.3%, it is significant in dollar terms, since this chan-
nel has by far the largest share of market of any distri-
bution tier. A strong majority of respondents (61%) saw 
their share in discount/mass stores rise, while another 
26% saw sales hold steady in this channel. Only 13% report  
declines. 

Meanwhile, higher-end luxury stores, most of which 
are included either in the department or specialty store 
segments in this survey, continued to grow, according to 

Licensed Products Distribution
Continued from page 1

Continued on page 11

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.

Allsorts Licensing, John McInnerny, 
Managing Director, 44 1234 212411, 
john@allsortsmedia.co.uk, P. 8.

Beanstalk (Hong Kong),  
Josephine Law, Managing Director, 
Asia, 852 2820 1800, josephine.law@
beanstalk.com, P. 7.

Brand International,  
Rob Meara, 44 1628 536 400,  
robm@brandgroup.co.uk, P. 8.

Brands With Influence,  
Martin Lowde, Managing Director & 
Founder, 44 7831 2350 24,  
martin@brandswithinfluence.com, P. 8.

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

Bunkerbound, Ian Williams, 
Managing Director, 44 1494 765626, 
info@bunkerbound.com, P. 8.

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

Click Distribution, Mark Hillier, 
Managing Director, 44 1604 877888, 
mhillier@clickdistribution.co.uk, P. 8.

Enjoy Brand Licensing, Ruben Gil, 
CEO, rgil@enjoybrandlicensing.com, 
P. 8.

Fashion Lab, Andrew Webster, VP, 
44 207 563 8526, info@fashion-lab.
co.uk, P. 8.

Fluid World Ltd., Gabrielle Sims, 
Head Business & Retail Development, 
44 2030 581551, gabrielle@ 
fluidworld.co.uk, P. 8.

francetv distribution,  
Geraint Marsh, EVP, 33 1 56 22 90 08, 
geraint.marsh@francetv.fr, P. 8.

Gary Gurmukh Sales, Gary 
Gurmukh, President, 416-298-1610, 
info@ggsltd.com, P. 8.

GB Eye Ltd., Max Arguile,  
Licensing Manager, 44 114 276 7454, 
max@gbeye.com, P. 8.

Graham & Brown, Nina Taylor,  
Head Stylist, 44 1254 691321, P. 8.

Headstart International, David 
Hendy, Chairman, 61 3 9862 9600, 
general@headstartint.com, P. 8.

Hy-Pro International, Simon 
Pickavance, Commercial Director,  
44 1582 670100, simon@hy-pro.co.uk, 
P. 8.

IMG, Bruno Maglione, IMG EVP/
Global Managing Director Worldwide 
Licensing and Consumer Products,  
44 208 233 6668, bmaglione@ 
imgworld.com, P. 2.

Infiniss, Jason Lee, Managing 
Director, 82 2 2263 3233, jason@
leeinternational.com, P. 7.

ITV Studios Global Entertainment, 
Maggy Harris, Head Brand Marketing, 
Consumer Products, 44 20 7157 6252, 
maggy.harris@itv.com, P. 8.

Lakeland, Matthew Canwell,  
Director Buying, 44 15394 88100, 
matthew.canwell@lakeland.co.uk, P. 8.

License Connection, Daphne 
Kellerman, Owner, 31 20 4043 250, 
d.kellerman@licenseconnection.com, 
P. 8.

Manchester United Merchandising, 
Ben Elkington, Commercial Manager, 
44 070 874 2442, ben.elkington@ 
muml.co.uk, P. 2.

Meiklejohn Graphics Licensing 
(MGL), Adam Meiklejohn, Licensing 
Director, 44 20 7593 0510 x4, info@
mgllicensing.com, P. 8.

Merchantwise Pty., Alan Schauder, 
Director, 61 3 9520 1000, alan@
merchantwise.com, P. 8.

Mind Candy, Darran Garnham, Chief 
Business Development Officer & Chief 
Licensing Officer, 44 207 5011920, 
darran@mindcandy.com, P. 8.

Mojang AB, Daniel Kaplan,  
Business Development, 46 8 6583 710, 
daniel@mojang.com, P. 2.

My Gifts Trade, Paul Connett,  
44 161 946 1234, sales@ 
mygiftstrade.co.uk, P. 8.

P&L Global Network, Gloria Salazar 
Mourre, Licensing, 5255 5254 4799 
x7376, gsm@plglobalnetwork.com, P. 7.

Pet Brands, Sunny Sharma, 
Managing Director, 44 8714 722 324, 
sales@petbrands.com, P. 8.

Popcorn Brand Activity, Alice 
Durand, Brand Manager & New 
Business Development, 351 211 558 
736, adurand@popcorn.pt, P. 8.

Saban Brands, Tim Juckes, Sales 
Director, 44 0 20 7432 4538, tjuckes@
sabanbrands.com, P. 5.

Sambro Intl., Nikki Samuels,  
Buying Director, 44 845 8739380, 
nikki@sambro.co.uk, P. 8.

Skybrands, Kristian Busk Mouritzen, 
Managing Director, 45 75 72 50 50, 
info@skybrands.net, P. 8.

Underground Toys, Robyn Cowling, 
International Licensing Director,  
44-20-78016325, robyn@underground-
toys.com, P. 6, 8.

V&A (Victoria & Albert Museum), 
Lauren Sizeland, Director Licensing 
& Business Development, 44 20 7942 
2981, l.sizeland@vam.ac.uk, P. 8.

WikiLicense, Olafur V Sigurvinsson, 
Managing Director, 354 843 7777, oil@
wikilicense.com, P. 8.

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

Stern Pinball, Gary Stern,  
Chairman & CEO, 708-345-7700,  
gary.stern@sternpinball.com, P. 6.

Striker Entertainment, Russell 
Binder, President, 818-225-9355, 
russell@strikerent.com, P. 2, 6.

Sunham Home Fashions,  
Jane Cooney, VP Bath Division,  
212-695-1218, P. 6.

Synchronicity, Cynthia Hall Domine, 
President, 207-985-8815, cynthia@
synclicensing.com, P. 7.

Tabletops Unlimited, Dar Molayem, 
Co-Owner/CMO, 310-549-6000,  
darm@ttucorp.com, P. 6.

Tervis, Maureen Mason, VP Licensing, 
800-237-6688, mmason@tervis.com, 
P. 7.

Thermos, Christi Lantz, Senior 
Licensing Manager, 847-593-6284, 
christi.lantz@thermos.com, P. 7.

Trademarketing Resources, Robert 
Horton, President & CEO, 248-922-
9678, rhorton@trilicensing.com, P. 6.

Trends Intl., Jeff Loeser,  
VP Licensing, 317-388-4068,  
jloeser@trendsinternational.com,  
P. 6, 7.

Trevco Sportswear, James George, 
CEO, 248-526-1400, jpg@ 
trevcoinc.com, P. 6.

Ultimate Ears, Rory Dooley,  
General Manager, 360-817-1200, 
rdooley@logitech.com, P. 7.

USAOPOLY, Maggie Matthews,  
VP Licensing, 760-602-7609, maggie@
usaopoly.com, P. 6.

Vandor, Stacey Dobkins, VP Licensing 
& Marketing, 801-972-2888 x149, 
sdobkins@vandorproducts.com, P. 6.

Vans, Doug Palladini, VP General 
Manager Americas, 714-889-6100, 
doug_palladini@vfc.com, P. 6.

Warner Bros. Consumer Products, 
Karen McTier, EVP Domestic 
Licensing & Worldwide Marketing, 
818-954-3008, karen.mctier@
warnerbros.com, P. 6, 7.

Wish Factory (The), Scott Bachrach, 
President/CEO, 973-744-3131, scott@
thewishfactoryinc.com, P. 7.

Xcel Brands, Robert D’Loren, 
Chairman & CEO, 347-727-2474, 
rdloren@xcelbrands.com, P. 6.

Zak Designs, Reggy Thomas,  
VP Global Licensing & Marketing,  
509-244-8644, thomas@zak.com, P. 7.

Zyloware Eyewear, Christopher 
Shyer, President & Owner, 914-708-
1200, marketing@zyloware.com, P. 7.
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respondents, although the pace was somewhat less than 
in recent years. 

Specialty Share Up Slightly
Specialty stores’ increase in share, from 19.2% to 19.3%, 

was driven in part by the luxury tier. Individual survey 
respondents’ fortunes varied in this channel, however. 
Unlike the lower-price tiers, where respondents over-
whelmingly say their businesses grew, a relatively small 
43% report this tier as one of their fastest growing in 2013, 
with 33% reporting weakness and 24% reporting flat results. 

In addition to luxury, another bright segment within the 
specialty channel, according to respondents, consisted of 
outdoors and sports retailers (e.g., Cabela’s, Dick’s, and 
Bass Pro). These retailers carry many of the products 
that survey participants mention as doing well in 2013, 
including outdoor sports-related trademarks such as Rem-
ington and Field & Stream, camouflage-patterned goods, 
made-in-America items, workwear, and outdoorsy enter-
tainment-based properties such as Duck Dynasty and Duck 
Commander. 

Fast-fashion retailers such as H&M, Zara, and Forever 21 
comprise another strong sector within the specialty tier in 
the U.S. and Canada (as well as abroad), while toy stores 
and book stores saw their fortunes move in the opposite 
direction, according to survey participants. 

Grocery and drug stores have seen their share rise of 
late, and that continued in 2013. Grocery/drug’s share of 
retail sales of licensed products increased from 12.1% to 
12.2% that year, with 46% of survey respondents citing this 
sector as one of their fastest growing and 38% seeing it stay 
even with 2012, versus just 16% reporting it as weak. 

The department store/midtier channel’s share, mean-
while, fell from 13.2% to 13.0%. Respondents, on balance, 
saw growth in the higher-end department stores, as noted, 
while midtier stores—where JCPenney, Sears, and Kohl’s 
all saw total sales decline—continued to show weakness. 
All told, 44% of respondents report department/midtier 
department stores as among the tiers declining the most 
in 2013, versus 34% reporting strong and 23% flat results. 

E-commerce on the Rise
E-commerce saw its share rise from 8% to 8.5%, a change 

of 6.3%, with virtually all survey respondents citing this 
channel as among their fastest growing, including through 
Amazon.com, their own or their retail customers’ e-com-
merce sites, or customization sites such as CaféPress. 

“Flash sales sites have become increasingly important 
for licensors and licensees, providing promotional expo-
sure and sales opportunities,” an agent says. “In 2013, we 
saw mobile purchasing become a major factor in global 
shopping, and technology that allows marketers to tru-
ly target and customize is here and being tested. Look 
for potential privacy issues as consumers are targeted, 
tracked, and studied without permission.”

Not surprisingly, the e-commerce channel was particu-
larly important for those properties and products that have 
the toughest time securing retail shelf space. “Amazon tak-
ing the ‘long tail’ of licensed properties is a major plus, as 
brick-and-mortars remained very conservative and stayed 
faithful to evergreen properties (although that may be run-
ning its course),” one respondent notes. “Brick-and-mortar 
seemed to shy away from licensed products compared to 
years past, or at least remained extremely conservative in 
terms of the properties they committed to.”

Share of Market of Retail Sales of Licensed Merchandise, 
by Distribution Channel, 2013  

Discount/Mass 
31.8% 

Online/E-commerce 
8.5% 

TV Shopping 
1.4% Mail Order 

0.3% Specialty Stores 
19.3% 

Department Stores/
Midtier 
13.0% 

Grocery and Drug 
12.2% 

Variety and 
Convenience 

3.0% 

Dollar/Value/Off-
Price 
8.5% 

Other 
2.0% 

SOURCE: The Licensing Letter

Continued on page 12

Licensed Products Distribution
Continued from page 10

Mass/Discount/Club/Big Box
BJ’s, Costco, Kmart, Sam’s, Target, 
Toys “R” Us, Walmart

Specialty Stores
Ace Hardware, Barnes & Noble, 
Bass Pro, Bed Bath & Beyond, Best 
Buy, Cabela’s, Cracker Barrel, Dick’s, 
Forever 21, GameStop, H&M, Home 
Depot, Limited, Lowe’s, Michaels, 
Modell’s, museum stores, PetSmart, 
Sherwin-Williams, Sports Authority, 
Staples, Zara

Department Stores & Midtier
Bloomingdale’s, Dillard’s, JCPenney, 
Kohl’s, Macy’s, Neiman-Marcus, 
Sears

Online/E-commerce
Amazon, Café Press, Gilt, Zappos, 
Zazzle

Grocery and Drug
Ahold, Aldi, CVS Caremark, Giant 
Eagle, Kroger, Meijer, Publix, Rite 
Aid, Safeway, ShopRite, Walgreen

Dollar/Value/Off-Price
Amazing Savings, Big Lots, Dollar 
General, Family Dollar, Ross Stores, 
Save Mart, Supervalu, TJ Maxx

Variety and Convenience
7-Eleven, Circle-K

TV Shopping
HSN, QVC, ShopHQ

Mail Order
Oriental Trading, Signals

Other
Kiosks, on-site, vending, more

Representative Retail Stores by Distribution Channel



	 TLL the licensing letter	 www.epmcom.com

Vol. XXXVIII, No. 7

12

m	Check enclosed in the amount of $______________________________________

m	Bill me/my company: PO #_____________________________________________
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Order online by visiting www.epmcom.com. FAX your order to 503-291-7955, Or Mail your 
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q	 THE LICENSING letter one-year subscription (22 issues): $489, $549 outside North America.
q	 TLL’s LICENSING Business Databook Book and JPG Files, $795; $695 for subscribers.
q	 International licensing: a status report $3,095; $2,795 for subscribers.
q	 The licensing letter sourcebook

	 q Print or USB FLASH DRIVE $449, $399 for subscribers. Opened Flash Drive packages are non-refundable.

		 q Print and USB FLASH DRIVE $544, $494 for subscribers. Opened Flash Drive packages are non-refundable.

Business Valuation Resources, LLC (BVR)
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

Complete The Licensing Equation

Partnership Marketing Directory  
Is Available Now

Introducing the all-new Partnership Marketing Brand, 
Media & Entertainment Directory (formerly known as the 
EPM Entertainment Marketing Sourcebook).

Licensing is only one part of the equation—which is why 
licensing professionals need to reach marketers. The Part-
nership Marketing Directory lets you instantly pinpoint 
the promotion partners that can catapult your next market-
ing campaign into the stratosphere:

XX Entertainment and media company marketing execu-
tives at the Hollywood studios, music labels, pub-
lishing and video game companies, and more.

XX Brand marketers in the apparel, food/beverage, auto, 
consumer electronics, fragrance, toy and other sectors.

XX Retailers, advertising agencies, and others. 
This is an elite directory of people you are likely to 

want to do business with—and who want to do business 
with you. From the publisher of Content Licensing and The 
Licensing Letter. Now you can solve the whole equation!

Download sample pages and order your book and/or 
spreadsheet copy of The Partnership Marketing Brand, 
Media & Entertainment Directory today at www.epmcom 
.com/partnership, or call 212-941-0099.

Some respondents see the negative impact of e-com-
merce channels on bricks-and-mortar retail due to “show-
rooming,” with affected categories ranging from electronics 
to housewares. 

In some cases, a focus on e-commerce went hand-in-
hand with a move away from licensing. “Continued soft 
retail sales made it increasingly difficult for properties that 
don’t have nationwide recognition to get onto shelves,” 
says one respondent. “We have found it more effective to 
reach our customers by beginning to source and import 
our own products and sell via a webstore.”

Even as e-commerce continued to grow over the year, 
both mail order and TV shopping saw their shares decline 
significantly. Mail order’s decline of 25%, from a 0.4% to 
0.3% share, was not a shock, as e-commerce has largely 
replaced shopping by mail, and virtually all players would 
be considered “multichannel” today.

The decline in the share for TV shopping was somewhat 
surprising, however, given the abundance of licensing activ-
ity on QVC and HSN. But many of these programs are limited 
editions, and any dollar growth in sales was dwarfed by the 
dollar growth in other, larger tiers, notably value and mass, 
resulting in a decline in share for this channel. 

Licensed Products Distribution
Continued from page 11

http://www.epmcom.com/partnership
http://www.epmcom.com/partnership


DO YOU KNOW:

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

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

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

} How to motivate moms
through packaging and 
marketing messages?

} Global variations in 
merchandising for licensed
preschool properties?

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

ORDER YOUR COPY TODAY!

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

50 pages

34 charts, tables, and graphs

Published February 2013

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

Print Edition or Single-User PDF:
$487 ($437 for members)

Multi-User PDF: $1217 ($1092 
for members)

THE GLOBAL MARKET FOR
LICENSED PRESCHOOL PROPERTIES 

R E TA I L  S A L E S  E S T I M AT E S  F O R  1 3 1  L I C E N S E D  P R O P E R T I E S  —  O R D E R  N O W !}}}}}}

By Karen Raugust, Special Projects Editor, THE LICENSING LETTER

with

Larissa Faw, Editor, YOUTH MARKETS ALERT

Roger Tagholm, Contributing Editor

Karina Masolova, Research Intern

The Global
Market For
Licensed
Preschool
Properties

Learn the value of 
preschool licenses by
property and product
category

— account
ing for 36%

of presc
hool pro

per-

ties lice
nsed, ac

cording
to THE LICEN

SING LET-

TER — the UK and Western Europe
also are

significa
nt. They

account
for 29%

and 19% of

prescho
ol prope

rties lic
ensed, r

espectiv
ely.

Local Competition

For the
most part

, a group of globa
l prop-

erties, i
ncludin

g those from media powers

such as Disne
y and Viacom/Nickelo

deon as

well as
from smaller and

mid-sized
licensor

s

such as eOne
and American Greeting

s, tends

to dominate store shelves
consiste

ntly

across t
he globe.

That sa
id, the prescho

ol secto
r faces

stronge
r competition

than any other fr
om

local pr
operties

in each territory
, for a vari-

ety of reaso
ns:

� Prescho
ol prope

rties ten
d to have

support
from local br

oadcast
ers,

especia
lly the free TV channel

s that

dominate children
’s televi

sion in cer-

tain territori
es. Thes

e may be com-

mercial or
public stations

.

� Local pu
blic (govern

ment-fund
ed)

broadca
sters ar

e often under a
gov-

ernment mandate to carry a large

percent
age of local

program
ming,

particul
arly for pres

chooler
s. (Com

-

mercial br
oadcast

ers ope
rate under

similar mandates
in some countrie

s.)

� Retailer
s and licensee

s aroun
d the

world tend to support
classic proper-

ties tha
t are known and loved by par-

ents as
well as

prescho
olers. In

many

markets, t
hat means loc

al prope
rties

that the
y knew from their ow

n child-

hoods. W
hile some propert

ies, such

as the Disney charact
ers, hav

e been

global p
owerho

uses for
generat

ions,

others t
hat hav

e achieve
d classic sta-

tus in the U.S. or t
heir hom

e territo-

ries hav
en’t cro

ssed borders
until

relative
ly recently

. Theref
ore, the

y

don’t ha
ve the heritage

local pr
oper-

ties hav
e.

� Local pr
operties

are tailored
specifi-

cally to the nuances
of their

domes-

tic marketpla
ce, in a way that most

global p
ropertie

s canno
t achiev

e, no

matter ho
w much localiza

tion is

underta
ken.

� Many local pr
operties

are licensed
in

their ho
me territori

es, offer
ing keen

competition
at retail

. Even when they

are not, and
therefor

e do not com
-

pete directly
on store shelves

, they

still face
off with

global p
ropertie

s

for shar
e of mind, view

ership,
and

interest
, which

affects c
onsumer

product
sales.

In some countrie
s, local

propert
ies —

sometimes know
n only in their ho

me territo-

ry — take the lead in the prescho
ol secto

r,

rivaling
or even

outperfo
rming Disney or oth-

er globa
l proper

ties. A handful
of exam

ples

include:

� Bamse & Kylling
in Denmark

� Masha and the Bear in
Russia

� Captain
Saberto

oth in Norway

� Pleasan
t Goat a

nd Big Bad Wolf in

China

� Patati e
Patata and Galinha

Pintadin
-

ha in Brazil

� Giggle & Hoot in
Australi

a

Some of these
propert

ies, even
with their

local foc
us and not much cross-bo

rder act
ivi-

ty, can end up as top propert
ies glob

ally,

depend
ing on the size and/or s

ophistic
ation

of the licensin
g market in

that cou
ntry.

Masha and the Bear is
a recent e

xample. It is

conside
red the top licensed

propert
y for

prescho
olers in

Russia and, tha
nks to Rus-

sia’s hu
ge populat

ion, rest
s in the top tier of

licensed
prescho

ol prope
rties, wi

th estimat-

ed sales of
$100 million in 2012.

The Globa
l Market

For Licens
ed Presch

ool Prope
rties
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Exhibit 20

PRESCHOOL PROPERTIES WITH SOME

LICENSING ACTIVITY, BY GEOGRAPHIC ORIGIN

The Globa
l Market

For Licens
ed Presch

ool Prope
rties

Gender Split

In the past, the preschool market was con-

sidered non-gender-driven, with both boys

and girls liking the same properties until the

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

This is still true for some properties, includ-

ing Curious George, Sesame Street, Clifford,

Caillou, Yo Gabba Gabba and Pajanimals, to

name a few that appeal to both genders.

But more properties for preschoolers are

being created with one gender in mind. Dis-

ney’s Doc McStuffins for girls and Jake and

the Neverland Pirates for boys are two recent

examples. And gender segmentation starts

earlier than ever before within the preschool

sector, with non-gender-specific properties

falling more and more toward the lower end

of the age range.

Often the core property, whether a TV

show, book, or app, appeals to preschoolers

of both genders — in fact, that is usually the

stated intent at the preschool level — but the

products themselves tend to split boy/girl at

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

ber of factors:

� Retailers merchandise properties as

girl/boy, even at younger ages. Licen-

sors need to find the sweet spot

where a property will fit on the retail

floor and focus their efforts there.

� More children are affected by their

peers within a preschool setting than

in the past. Word-of-mouth and peer

pressure tend to drive boys to boys’

properties and girls to girls’ proper-

ties earlier.

� Age compression causes children to

become interested in gender-specific

play patterns and content earlier, as

they gravitate toward their older sib-

lings’ or friends’ siblings’ entertain-

ment, media, and toys.

� The trend toward more targeted, nar-

rowly focused niche properties, due

to media fragmentation and other

factors, not only creates age sub-seg-

ments within the preschool market,

but a gender split as well.

� The encroachment of all-ages and

school-age properties into the pre-

school market introduced gender-

specificity, and that is now emulated

by preschool-only properties.

Henson Productions’ Melissa Segal notes

that Henson’s Dinosaur Train, which airs on

PBS Kids, appeals to both boys and girls on

the screen. But, with its dinosaur and train

themes, retailers see the products as for

boys. “We would love some girls’ products,

but it’s a tough sell,” she says.

6
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Exhibit 3

LICENSING CHARACTERISTICS BY PRESCHOOL AGE SEGMENT

AGE

PURCHASING/

INFLUENCE

GENDER

PRODUCT MIX

DOMINANT

PROPERTIES

0-18 mon
ths Purchasin

g 100% by

parents; p
reschoole

rs have

little to n
o influenc

e.

Non-gend
er-specific

.
Mostly so

ft goods a
nd décor

with soft
artwork t

hat

appeals t
o parents

.

Classic m
ulti-

generatio
nal

propertie
s.

18 month
s to

3 years

Purchasin
g by pare

nts;

children s
tart to ha

ve some

influence
over purc

hase

decisions
.

Mostly no
t gender-

specific,

but starts
to split in

to

boy/girl a
t the high

er end.

Weighted
toward to

ys,

DVDs, ap
ps, and b

ooks.

Classics, b
ook-

based.

3 years to

4 years

Purchasin
g almost

all by

parents b
ut childre

n have

increasing
amounts

of

influence
in certain

categorie
s such as

toys.

Some non
-gender-s

pecific

but many
propertie

s and

products
are either

boy or

girl-skew
ing. Inter

est in old
-

er-skewin
g propert

ies

begins.

Toys, DVD
s, apps, a

nd books

still impo
rtant, alo

ng with

apparel. M
ore divers

ity in

products.

TV, book-
based,

other sou
rces

such as a
pps.

5 years
Children

start to sp
end

some of t
heir own

allowance

money; h
ave great

influence

on entert
ainment-

based

product p
urchases.

Almost al
l divided

boy/girl;

children g
ravitate t

oward

propertie
s for olde

r kids.

Diverse p
roducts in

all

categorie
s; toys sti

ll

importan
t, as are a

pparel

and acces
sories.

TV, mobil
e,

film, som
e

book-bas
ed.

SOURCE: THE LICEN
SING LETTE

R

Global data and local
performance guide your
international planning

Sources interviewed for this report evi-

denced a strong consensus that the pre-

school market, despite challenges such as

shrinking shelf space and plummeting DVD

sales, was essentially flat in 2012.

According to THE LICENSING LETTER, the total

size of the licensed market for character-

based preschool properties (from the sectors

of entertainment/character, as well as art,

toy, interactive, etc.) totaled $10.4 billion

worldwide in 2012, up 1% from just under

$10.3 billion in 2011.

Toys accounted for 45% of that, with

growth essentially flat over the previous

years, followed by apparel and soft goods

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

publishing for preschoolers was up 3%, while

apps and other electronic content were up

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

sales continued to drop, falling 7% year over

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

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

licensing business from THE LICENSING LETTER.

Both product categories and property types

have been categorized somewhat differently

for purposes of this report, given the particu-

lars of the preschool licensing business, from

how they are categorized in TLL’s overall

annual business surveys. In addition, only

properties that are primarily for preschool-

ers are considered in this analysis; it

excludes all-ages properties that do business

in the preschool sector.]

The top preschool property in 2012 was

Disney’s Pooh, which is licensed globally for

infant and young preschool products.

Sesame Street and Dora the Explorer ranked

as numbers two and three.

These were the only properties to exceed

$1 billion in retail sales of licensed merchan-

dise globally in 2012. All told, 11 properties

exceeded the $100 million level.

The individual property estimates in this

report include:

� Licensed products only and exclude

any in-house produced products.

� Sales from DVDs, publishing, music,

and paid apps and digital content,

but not from free digital content,

services, experiential licensing, or

promotions.

� Only character-based licensing pro-

grams, not brand-extension or fash-

ion licensing.

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

school properties with appreciable licensing
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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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