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Ryan Seacrest Distinction: A Case Study That Reflects
Licensing, Retail, Product, and Consumer Trends

Ryan Seacrest Distinction, the apparel and
accessories line rolling out at 150 Macy’s stores
this fall, is illustrative of several trends that
extend across the licensing world:

» Retailer needs and consumer desires,
rather than celebrity interests, drove the
concept and implementation;

» A focus on product was a primary con-
sideration, with licensees identifying a
market need, developing the concept,
and matching it to the celebrity;

» A short-term commitment to exclusiv-
ity will allow the partners to test, evalu-
ate, refine, and then decide whether to
extend the exclusive, rollout to wider
distribution, or discontinue; and

» Close collaboration among licensees was
a critical factor.

The Concept

The Ryan Seacrest Distinction concept grew
out of research conducted by Randa Accesso-
ries, a maker of men’s leather belts and wal-
lets, neckwear, and small leather goods and a
licensee of over 75 brands.

The company looked at “who would reso-
nate for male millennials,” says Randa’s David
Katz. “We looked at how millennials shop, relate
to different celebrities, use social media—
what they do with the selfies they take in the
mall, when they tweet to friends.” Through-
out the process, Seacrest’s name kept coming
up.

Seacrest has high Q scores among those
male millennials and has a very active social
media following. And, in a conversation with
Macy’s, Katz learned that, when Seacrest start-
ed wearing tie bars on “American Idol” and E!,
sales of tie bars exploded.

“Ryan isn’t a fashion leader, he’s a valida-
tor. He’s not leading people into new obscure
fashion trends,” says Katz. “What he wears is
smart, sharp, and stylish. It’s like Frank Sinatra
meets Calvin Klein.” That makes for a comfort

level among his followers, who see that they
could wear what he wears.

The Partners

With Randa hoping to sell ties, tie bars,
pocket squares, and selected other accesso-
ries, Katz pulled in PVH for shirts and Peerless
for tailored suits (sold as separates). The three
then pitched Seacrest.

Once Seacrest and his team were on board,
the manufacturers together solicited a retail
partner, settling on Macy’s because of the level
of support the retailer offered and because all
three licensees have strong existing relation-
ships with the department store.

Among Macy’s contributions to the launch:

Continued on page 4

WEARABLES & MORE

Health and Fitness Licensing
Extends to New Categories

Licensing deals in the growing health and
fitness equipment category extend from yoga
mats, exercise videos, and fitness apps to wear-
able trackers, gym bags, and supplements.

Add handbag/fashion designer Rebecca
Minkoff to the growing list of designers and
others licensing wearable fitness accessories.
Minkoff is working with licensee Case-Mate
on jewelry such as wristbands incorporating
fitness tracking. Earlier this year, Tory Burch
announced a similar approach via Fitbit, while
Sketchers has an activity and sleep moni-
tor with Sports Beat USA under the Skechers
GOwalk brand.

One area that has seen only moderate
activity is fitness equipment such as barbells,
weight benches, and heavy fitness machines.
The high prices and expected longevity of the
products mean properties must have stay-
ing power, as well as a clear connection with
strength and fitness.

Continued on page 4
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TOP MODELS COLLABORATE

Namesake product lines and collaborations are key contributors to the
earnings of the top 10 entrants on Forbes’ annual list of the highest
paid models in the world. Gisele Bundchen, who ranks No. 1 with $47
million in income in 2014, has a line of intimate apparel with Hope
Lingerie and jelly sandals with Grendene. Doutzen Kroes has a line of
cashmere sweaters with Repeat Cashmere; Kate Upton has teamed
with Neff Headwear; Kate Moss has relaunched her line with Topshop;
Adriana Lima has a collaboration with Desigual; Miranda Kerr owns a
line of cosmetics, Kora Organics; Alessandra Ambrosio has deals with
Cherokee and Lunada Bay; and Natalia Vodianova has a lingerie line
with Etam. Completing the top 10: Liu Wen and Hilary Rhoda.

LICENSING IN INDIA

Challenges facing licensing in India
include lack of consumer aware-
ness, failure among licensors “to
understand the brand fit into

the market,” retail support, and
piracy, says Rohit Sobti of Yash

Raj Films Licensing in a SiINApSE
Q&A here. Sobti forecasts that

the licensing business in India will
grow more in the next five years
than it did in the 10 since it began
to develop. Retail sales of licensed
merchandise in India rose 8.3%
from 2012 to 2013, according to
The Licensing Letter’s International
Licensing: A Status Report. That's
the second highest rate of growth
among the 49 countries studied.

A DRESS FOR TOMORROW
Sony has licensed Target to sell

a 25-piece limited-edition girls’
apparel and accessories collection
based on the costume designs for
the new movie version of Annie,
due in theaters December 19. The
apparel hits the stores a month
prior. Target worked with the
film’'s costume designer Renee
Ehrlich Kalfus. Told of the deal,
one reader asks: “Other than
Annie’s red dress, weren't all her
other clothes rags???”

THE NEXT BIG THING(S)

The trend in apparel appears to be
... everything. “Nothing is really
getting left behind,” says Laura

Nunes, of fashion sites Ruche and
ThreadSence, speaking to WWD.
“Everyone seems to be doing
everything.” As part of an apparel
show season wrap-up, the trade
magazine notes that “throwback
and futuristic trends are catching
on simultaneously” as are vintage
denim, a “sporty sensibility,” yoga
pants, and black and white as well
as bright colors and florals.

‘DOWNTON ABBEY’ GOES
COTTAGE

Far from Hollywood (and even fur-
ther from England), in the window
of the gift shop at The Breakers—
the Newport, R.l., summer “cot-
tage” built by Cornelius Vanderbilt
Il in the 1890s—is a sign that says,
“We Are All About Downton
Abbey—Experience the grand
world of aristocracy, society &
social history with our many great
books.” Most of the Newport
mansions shops have a selection of
books, DVDs, and other Downton
Abbey licensed merchandise.

LASSIE AS PITCHDOG

Can Lassie really be expected

to generate “tens of millions in
added revenue” for DreamWorks
Animation, as the Sunday New
York Times suggests? A publicist’s
dream of a page 1 piece on the
collie quotes the studio’s Michael
Francis that licensing deals are

in the works for “dog food, dog

accessories, dog grooming, dog
beds, [and] dog training.” The
Times is likely confusing revenues
(which would be royalty income)
with retail sales. Even so, to
paraphrase Robert Browning, “A
collie’s reach should exceed his
grasp.” Retail sales of licensed pet
products totaled $410 million in
2013 in the U.S. and Canada, up
3.3% over 2012, according to The
Licensing Letter’s Licensing Busi-
ness Databook; to achieve $10
million in royalties would mean a
property would have to account
for roughly half of the total
licensed market.

STICKY TIME

Most unique item we saw—not
licensed—at NY NOW (formerly
the New York Gift Show) at the
Javits Center last month was fabric
sticker clocks by Jamie Wolfond
and manufactured by Good Things
(www.goodthingny.com)—two six-
inch fabric strips that are crossed
with the mechanism in the middle
and with adhesive at the ends

of the strips so they can stick on
walls. The clocks are rolling out in
museum shops. Easy to envision
licensed applications, though the
company is concerned licensing
would diminish the higher end
market.

SPECIAL SIZES

Two new deals extend to the spe-
cial-size segment of the women'’s
fashion industry, which has seen a
spike in attention from licensors
of late. Ready-to-wear designer
Lela Rose is creating a limited-
edition collection for Lane Bryant;
the retailer has also entered into
deals with Sophie Theallet and
Isabel Toledo. And Kelly Osbourne
is working with Jupi Corp. for a
ready-to-wear collection called
Stories ... by Kelly Osbourne that
is designed for women of all
shapes and sizes (XS to 3X).
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FOOD GLORIOUS FOOD

Sugary Breakfast Items Find
New Licensing Opportunities

While the health and wellness segment is top of mind
among many licensors and licensees doing business in
food and beverages, there is still room for sugary licensed
product deals.

One area where this is particularly true is in products
that have a connection to breakfast, as the following alli-
ances, many of them recent, suggest:

» Cereal Kellogg’s Rocky Mountain Chocolate Factory
Chocolatey Almond Cereal became a permanent
fixture on store shelves this past April after a suc-
cessful limited-edition run that began in 2013. Also
in 2013, General Mills launched Hershey’s Cookies
‘N’ Creme cereal, part of a broader, multicategory
license with the candy brand; it has marketed cereal
tied to Hershey’s Reese’s Pieces since the mid-1990s.

» Coffee creamers. Nestlé’s Coffee-Mate brand launched
Girl Scouts Thin Mints and coconut and caramel
flavors in 2013, and WhiteWave Foods introduced
Dunkin’ Donuts creamers, in mostly sweet flavors
made with real sugar, in January 2014. Meanwhile,
H.P. Hood licenses Bailey’s for coffee creamers.

» Milk and milkshakes. Rivermill’s line of Jelly Belly-
branded milkshakes, introduced in late 2013, comes
in dark chocolate, French vanilla, and banana flavors,
with buttered popcorn and cotton candy potential
future additions. H.P. Hood produces licensed sweet
milks, milkshakes, and milk substitutes under the
Hershey’s and Blue Diamond brands, while Gossner
Foods offers shelf-stable Hershey’s milk.

While many of these products—and others like them,
both licensed and nonlicensed—are not strictly intended
for morning consumption, they are likely finding a place at
breakfast tables across the country.

Artisanal Chocolates Extend
Licensing to Packaging

Chocolates, especially higher-end artisan varieties, are
known for their sophisticated packaging, often involving
surface designs or other artwork. Not surprisingly, licens-
ing deals with artists and lifestyle brands are part of the
mix, with their imagery being used on packaging as well as,
sometimes, on greeting cards that accompany the sweets.

The Praim Group is a key player. It acquired rights to
French Bull, the colorful lifestyle brand, in February and
has deals with other artists and estates, including The
Andy Warhol Foundation, Anne Taintor, Mary Phillips
Design, and Erin Condren, all for premium chocolates.

Other examples of art and lifestyle properties that
have signed chocolate deals in the past couple of years
include So So Happy with Frankford Candy (for chocolate
and nonchocolate confections), Paul Frank with Nestlé for

www.epmcom.com

limited-edition Crunch bars, and Tokidoki with Sweet! Hol-
lywood (which also has a deal with jewelry designer Onch
Movement).

Single-Cup Home Brewing Machines
Join Lineup of Licensed Beverages

The single-cup home beverage-making category—
encompassing both hot and cold drinks—has led to a num-
ber of opportunities for licensors of properties that lend
themselves to branded beverages and broths.

Kraft, for example, is licensing its Maxwell House, Geva-
lia, Yuban, and McCafe brands to Keurig for single-serve
brewing systems. (McCafe, a McDonald’s brand, has been
licensed to Kraft additionally for ground and whole bean
coffee, all styles to be sold at grocery, mass, club, and drug
stores nationwide starting in 2015.)

Other examples range from Cooking Light, Welch’s, and
Sunny D for flavored, carbonated water made in Sodas-
tream machines to Wolfgang Puck, Campbell’s, and Coca-
Cola for coffee, soup, and cold drinks, respectively, made
in Keurig single-cup brewers. (Coca-Cola also has become
the largest shareholder in Green Mountain Coffee Roast-
ers, which owns the Keurig and K-Cup trademarks, but no
longer owns the K-Cup patent.)

The next phase of licensing, which is starting to emerge,
is for the appliances themselves. In just over six months,
KitchenAid has partnered with SodaStream for a branded
sparkling beverage maker, Green Mountain has released a
line of collegiate Keurig brewers, and Electrolux launched
a Lavazza-branded capsule espresso maker.

Hershey, Gossner Suspend Shipments of
Chocolate Milk to China

An illustration of the hidden challenges that can be
associated with the sale of licensed products in mainland
China: Chinese customs officials destroyed a shipment of
4.5 metric tons of strawberry and white chocolate milk pro-
duced by Gossner Foods, Hershey’s licensee for flavored,
shelf-stable milk, because the products contain stevia and
Red 40 food coloring.

The two ingredients are approved for other foods
but—unbeknownst to licensor and licensee—not milk, as
reported in Dairy Reporter and Shanghai Daily. Gossner
and Hershey jointly agreed to temporarily suspend further
shipments of Hershey-licensed product to China.

FOOD/BEVERAGES OUTPACE LICENSING GAINS SINCE 2009

Retail sales of licensed food/beverage products totaled $9.5 billion
in 2013—up $2.2 billion, or more than 30%, since 2009, according
to Licensing Letter research reported in The Licensing Business
Databook. The category has outpaced the gains of the entire licensing
business continuously since 2009.

THE LICENSING LETTER | 3
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Ryan Seacrest

Continued from page 1

» All Ryan Seacrest Distinction product will be grouped
in the suiting area of the store;

» Macy'’s is clearing a window in its flagship Herald
Square store and installing a broadcast booth from
which Seacrest will do his daily radio show;

» For the first time in three years, Macy’s is dedicating
TV advertising for a brand; and

» While not contractually bound to do so, Seacrest has
promised to wear the line on select broadcasts and
to make appearances on behalf of the brand.

A one-year exclusive at Macy’s is a short period for a
line that’s rooted in basic suits, given the time needed
for design, approvals, manufacturing, and shipping. But
it’s also long enough to allow for continuous testing and
evaluation.

Meanwhile, the short time frame keeps Macy’s from hav-
ing to commit longer term, since nothing is ever a guaran-
tee; Seacrest, after all, did make a prior effort at an apparel
line, R, which disappeared quickly. It also gives the manu-
facturers flexibility to broaden distribution, as warranted.

Katz says the three licensees, Macy’s, and Seacrest’s
organization speak “every month” about when to decide
about extending the exclusivity.

Assuming the line is a success, it is likely that licens-
ees in other categories may well have wider distribution.
Among the products that seem most likely: outerwear,
hosiery, footwear, and health and beauty/men’s grooming.
“Fragrance? Maybe,” says Katz. “But you have to be care-
ful. Sportswear? Close your eyes and think ‘Ryan Seacrest.’
What do you see? You see a man in a suit. If you go too
broad you dilute the brand.”

The Celebrity Touch

By all accounts, Seacrest is very involved in approv-
als, marketing, and execution. Indeed, part of the inspira-
tion for the line came from visiting Seacrest in his trailer
dressing room. Matching suits, shirts, and ties were hung
together on a rack, making it easy to pull an outfit.

To carry that concept to the consumer level, the licens-
ees banded together to create a numbering system to make
it easy to buy the right shirt and tie for the suit selected.
There are four suit colors: black, grey, blue, and brown,
each with its own style tag. If the blue suit is No. 3, a cus-
tomer would select a shirt with No. 3, a tie with No. 3, and
a pocket square with No. 3.

Or, as New York Magazine put it in a lengthy profile
of Seacrest this summer, “Ryan Seacrest Distinction will
translate this idea for the masses via a Garanimals-like sys-
tem in which each item will have a color code or two to
ease coordination.”

The Potential

According to Katz and Kenneth Wyse of PVH, there has
been no significant new brand for millennials in at least 15
years, which leaves a void in the market.

4 | THE LICENSING LETTER

“There are comparable [existing] brands out there that
do $250 million-$400 million annually at wholesale,” says
Katz. “Ryan has a higher Q score than those but will be in
fewer categories.” He adds that the royalty is on the high
side of TLL'’s reported range for apparel and accessories.

A bit of irony: at press time, Seacrest was scheduled
to host the “Fashion Rocks” TV special from Brooklyn'’s
Barclays Center on CBS and was planning to wear a Ryan
Seacrest Distinction outfit. One of the Barclays Center’s
sponsors is Calvin Klein, which is licensed by none other
than PVH.

Health & Fitness

Continued from page 1

That said, there have been several examples of strong
licensed fitness equipment brands over the years; Gold’s
Gym, IronMan, Schwinn, and Greg LeMond are among the
properties with a presence. And at least one apparel brand
with its roots in a different kind of athleticism has also
had success licensing light equipment such as yoga mats,
hand weights, and the like: Danskin Now sporting goods,
which are exclusive to Walmart and are often positioned
right by Gold’s Gym, Everlast, and other more traditional
fitness brands.

More recently, Cirrus Fitness, which markets workout
products including stability and medicine balls, jump
ropes, and yoga mats, announced earlier this year that it
had secured rights to the National Basketball Association
and WNBA, National Hockey League, Major League Base-
ball, and Major League Soccer. These products are added
to its collegiate line of fitness equipment, which incorpo-
rates the logos of 110 universities.

And last year, FremantleMedia signed Cap Barbell for a
line of fitness equipment under the SELF magazine name,
including hand weights, weighted balls, fitness hoops, yoga
mats, and jump ropes.

Note that Cirrus, Danskin Now, and Cap’s licensed lines
all skew toward the smaller, less-expensive end of the fit-
ness spectrum, rather than toward heavy equipment.

Licensing can drive significant sales in fitness equip-
ment. When retailer Dick’s Sporting Goods announced it
would cut ties with Livestrong in 2013 due to the Lance
Armstrong doping scandal—it started carrying the equip-
ment, manufactured by licensee Johnson Health Tech, in
2009—it noted that the brand represented 50% of its sales
of treadmills and ellipticals.

WHO'S TRACKING?

Fitbit has 40% of the fitness tracking market, reports Parks
Associates, with Samsung and Nike+ Sensor distant seconds with
14% of the market each. Only about 6% of broadband households
in the U.S. have a digital pedometer or fitness tracker, according to
Parks, though 13% plan to purchase some form of connected health
device in the next 12 months.

www.epmcom.com
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Licensing News

Properties Available Or Recently Assigned, U.S.

PROPERTY DESCRIPTION CATEGORIES AVAILABLE LICENSING CONTACT

Aegean International Company providing specialty Greek hats to All

North American customers for nearly 30 years.

Douglas Highsmith, Dorfman Pacific

Artist focusing on floral and scenic designs; All Lance Klass, Porterfield's Fine Art
has also created murals and sculpture for Licensing

residential and commercial clients, and textiles

for Tommy Hilfiger, Baby Dior, others.

Johnny Karwan

Licenses Recently Granted, U.S.

PROPERTY GRANTED TO PRODUCTS MANUFACTURED GRANTED BY

7UpP Poetic Gem Sleepwear Licensing Management Intl.

Alvin & the Chipmunks Iconic Entertainment Holdings Touring shows 20th Century Fox Consumer
Products

Annie Target Apparel Sony Pictures Consumer Products

Baby Jockey Gerber Childrenswear Apparel (children’s) Jockey Intl.

Betty Boop Fowl Moon Studios Mobile game King Features Syndicate

Book of Life (The) Hot Topic Limited edition apparel 20th Century Fox Consumer

Products

Boy Scouts of America

Ares Sportswear

Backpacks, caps, hats, jackets, shirts, sweatpants, Boy Scouts of America
sweatshirts

Creative Outdoor Distributor

Folding bench, folding chair, laptop tray, stools,
tables, umbrellas

Product Architects

Water bottles

Screen Images

Sportswear, sweatpants, sweatshirts

SteelBerry Automotive accessories
Tayco Caps, hats, sweatpants, sweatshirts, T-shirts
Zone West Banners, embroidery, neckerchiefs
Elf on the Shelf Crocs Footwear (children’s), shoe charms CCA & B dba Elf on the Shelf (The)
Enesco/Department 56 Figurines, ornaments, snow globes
Frankford Candy & Chocolate Candy novelties, chocolate Advent calendars,
chocolates, lollipops
Gemmy Industries Inflatables, porch furniture and accessories, snow
globes, string light sets
Glory Haus Art, frames, pillows, tea towels, wall art
LF US.A. Hooded wraps, sleepwear, slumber bags, thermal
underwear
Family Guy Rook Brand Clothing Specialty apparel 20th Century Fox Consumer
Products
FDNY GiGGo Toys Ride-on vehicles NYC & Company

www.epmcom.com

Continued on page 6
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Licensing News continued from page 5

PROPERTY GRANTED TO PRODUCTS MANUFACTURED GRANTED BY

Franklin Mint Anderson Press (Whitman Publishing/ Co-branded books Sequential Brands Group
Dalmatian Press/Tutu Couture)
Photo File Art collages, framed photography

Gevalia Green Mountain Coffee Roasters K-cups Kraft Foods

Grandma Got Run Over by
a Reindeer (animated TV

McSteven's

Holiday drink mixes

Unforgettable Enterprises

special) Trevco Sportswear T-shirts
Hello Kitty MAG Brands/Millennium* Outerwear Sanrio
Hershey's Blue Rhino Products Grilling accessories Licensing Company (The)
Jillian Michaels Kmart/Sears Holdings Activewear Empowered Media
KISS Signorelli Apparel Epic Rights
Xtreme Worldwide Apparel

Little League Baseball

Logo Chair Chairs, cushions
MPI Coin Collectible coins
0YO Sports Collectible figures

StyleCraft Home Collection*

Accessories, furniture, wall decor

Zumer Sport

Backpacks, bracelets, duffel bags, iPad
accessories, key chains, portfolios, wallets

Fermata Partners

Loteria Chronicle Books Stationery FremantleMedia

Mad Engine Apparel
Maxwell House Green Mountain Coffee Roasters K-cups Kraft Foods
McCafe Green Mountain Coffee Roasters K-cups Kraft Foods
Monkey BCI* Sleepwear, T-shirts, underwear Bulldog Licensing
Mr. Bubble Drizzle Studios Art Firefly Brand Management
NFL Bleacher Creatures* Plush NFL

Lane Bryant Specialty apparel
NFL Players Bleacher Creatures*® Plush NFL Players

Pro Merch* T-shirts
NFL Players Association Big Tent Entertainment Bags, collectibles, drinkware, embeds for digital ~ NFL Players

games and mobile apps, hats, plush, stickers

Old Bay Warrell Snacks Beanstalk
Pepsi Poetic Gem Sleepwear Licensing Management Intl.
Rebecca Minkoff Case-mate Wearable tech accessories Rebecca Minkoff LLC
Red Robin Gourmet Burgers  CafePress Apparel, aprons, clocks, phone cases Red Robin Gourment Burgers

Rio Iconic Entertainment Holdings Touring shows 20th Century Fox Consumer
Products
Continued on page 7
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Licensing News continued from page 6

PROPERTY GRANTED TO PRODUCTS MANUFACTURED GRANTED BY
Rock & Roll Hall of Fame & CardPartner dba UMB Debit Cards Wildflower Group
Museum
LND Neckwear Neckwear
Opus Label Apparel
Sofia Vergara So Sofia Kay Jewelers Jewelry Latin World Entertainment Licensing

Star Trek

Thinkgeek.com*

Remote control

CBS Consumer Products

Suzy's Zoo

Bei Lu (Shanghai) Sales Co.

Accessories (infants’), apparel (infants’),

backpacks, bedding, bibs, combs, health and
beauty aids, maternity accessories, mittens,

sleeping bags, socks, teethers

Dina Asia Pacific

Wizard of 0z (The)

Tonner Doll*

Doll accessories, dolls

Warner Bros. Consumer Products

Yuban

Green Mountain Coffee Roasters

K-cups

Kraft Foods

International Properties Available or Recently Assigned

PROPERTY DESCRIPTION CATEGORIES AVAILABLE LICENSING CONTACT
Breaking Bad Poetic Gem I(.Sl:(n)gewear, nightwear, underwear  Rocket Licensing
Bruce Lee HalloweenCostumes.com Costumes (Worldwide) Bruce Lee LLC
Meister Watches Watches (North America, Hong Kong)
Tailgate Clothing Apparel (U.S., Japan)
Doctor Who Mojang AB In-game content (Worldwide) BBC Worldwide
DoodleBoos Proburo Backpacks (children’s), brushes, Withit Licensing
paints (Russia)
Dr. Who Vandor Drinkware (U.S., Canada) BBC Worldwide North America
Franklin Mint TN Marketing Collectibles (U.S., Canada) Sequential Brands Group
Kardashian Farouk Systems Hair accessories (Worldwide) Jupi Corporation
Kitties in the Cities Proburo Backpacks (children’s), brushes, Withit Licensing
paints (Russia)
Mirabelle Bagmovil Phone cases (Spain) Santoro Licensing

Benetton Group

Accessories, loungewear, nightwear,

underwear (Worldwide)

Source Watches

Watches (U.K.)

Moshi Monsters

Mercury Inpress

Augmented reality books (U.S.,
Canada, Mexico, Latin America)

Mind Candy

Official Charts

Urban Species

Apparel, badges, caps, lanyards,
mugs, tote bags, wristbands (UK.,

Official Charts

Ireland)
Skylanders Penguin Young Readers Group Magazines (Worldwide) Activision
Sooty Trade Mark Collections Accessories (U.K.) Redan Alchemy
*Extension or renewal. Continued on page 8
www.epmcom.com THE LICENSING LETTER | 7




Vol. XXXVIII, No. 17

Licensing News continued from page 7

Willow Collection Trimcraft Papercraft (U.K.) Santoro Licensing
Wolfblood GB Eye Ltd. Canvas art, posters, prints (U.K.) Bulldog Licensing
Titan Magazines div. Titan Publishing Magazine (U.K.)
International Licenses Recently Granted
Anne Mortimer Floral images. Accessories, fabrics, home decor, paper products,  Lance Klass, Porterfield’s Fine Art Licensing
tabletop (Worldwide)
Artestar Licensing portfolios of Keith Haring, All (Australia, New Zealand) Thomas Punch, Haven Licensing

Jean-Michel Basquiat, Patricia Field,
Jeremyville and Curtis Kulig, among

others.
Birkenstock German comfort shoe and sandal All (Worldwide) Michael Caudera, TM1 Trademark One AG
manufacturer.
Bolongaro Trevor Fashion brand and retailer. All (Worldwide) Russell Dever, Those Licensing People
iDoo-B-Doo Crafts-oriented property based on Arts & crafts (UK.) Jane Evans, JELC Ltd./Blue Trellis

author Sammie Luck'’s Dolly Doodles and
her Adventures in Muddle-Puddle, with
existing Web and magazine extensions,
and TV in development. Geared to girls

3-7.
Jits Magazine of the Brazilian Jiu Jitsu All (Europe, Asia, Austraila) Nicholas Durbridge, Copyrights Group
community focused on BJJ culture,
media, lifestyle. All (North America, South America, Middle East, ~ Andrew Menceles, JAM Brands
Africa)
Mad Dog Lemonade energy drink BMX, sunglasses, surfwear (U.K.) Russell Dever, Those Licensing People
National Gallery Houses the national collection of over  Beverages, food, health and beauty aids, home Jane Evans, JELC Ltd./Blue Trellis

2,300 paintings in the Western European decor, outdoor, paper products (Worldwide)
tradition from the 13th to the 19th
centuries.

Grow Your Share Of The $151B Worldwide Licensing Business

International Licensing, A Status Report delivers
comprehensive analysis of licensing activity in 31 spreadsheets

: with key data by region
more than 40 countries. You get the numbers

and country available

and analytic tools you need to develop market now; full printed report
INTERNATIONAL y y g

to be released

entry strategies and grow existing licensin lat .
LICENSING y strateg grow existing flcensing e summer
programs in the emerging Chinese, Russian,
Indian, and Brazilian markets — and around the world.

7th Edition

ALL-NEW
2011 DATA

FOR 40+ This landmark report includes over 200 charts, graphs,

Saalisl  and tables, plus profiles of retail and media infrastructures

for every market. ORDER YOUR COPY TODAY!
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www.epmcom.com/International
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20th Century Fox Consumer Products, Jeffrey
Godsick, President, 310-369-0751, jeffrey.godsick@
fox.com, P. 5, 6.

20th Century Fox Consumer Products, Roz
Nowicki, EVP Global Sales & Retail, 310-369-2207,
roz.nowicki@fox.com, P. 5.

Activision, Ashley Maidy, VP & Head Global
Licensing/Partnerships, 310-255-2058,
ashley.maidy@activision.com, P. 7.

Anderson Press (Whitman Publishing/
Dalmatian Press/Tutu Couture), John Appuhn,
VP Licensing & Intellectual Properties, 256-246-
1167, john.appuhn@andersonpress.com, P. 6.

Ares Sportswear, Mike Leibrand, Owner,
614-767-1950, info@areswear.com, P. 5.

Authentic Brands Group, Nick Woodhouse,
President & CMO, 212-760-2411, nwoodhouse@
abg-nyc.com, P. 11.

BBC Worldwide North America, Carla Peyton,
SVP Licensing Consumer Products, 212-705-9395,
carla.peyton@bbc.com, P. 7.

Beanstalk, Allison Ames, President, 212-421-6060,
allison.ames@beanstalk.com, P. 6.

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

Birkenstock, Oliver Reichert, CEO, P. 8.

Bleacher Creatures, Matt Hoffman, President,
855-834-7311, online@bleachercreaturetoys.com,
P. 6.

Blue Rhino Products, Mark Zemel, President,
800-258-7466, P. 6.

Boy Scouts of America, Greg Winters,
Manager Licensing Programs, 800-323-0732 x332,
greg.winters@scouting.org, P. 5.

Bruce Lee LLC, Christina Nahas, Director
Licensing & Business Affairs, 310-287-2100,
christina@brucelee.com, P. 7.

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

CardPartner dba UMB, Jessica Freund,
646-652-7019, jessica.freund@umb.com, P. 7.

Case-mate, Mike Sumner, Director Business
Development, 770-888-9965, mike.sumner@
case-mate.com, P. 1, 6.

CBS Consumer Products, Elizabeth Kalodner,
EVP & GM, 212-975-5232, liz.kalodner@cbs.com,
P.7.

CCA & B dba Elf on the Shelf (The),
Helen Bransfield, Executive Director Licensing,
203-557-0310, helen@elfontheshelf.com, P. 5.

Chronicle Books, Michael Melby, Senior Manager
Business Development, 415-537-4200,
michael_melby@chroniclebooks.com, P. 6.

Creative Outdoor Distributor,
Brian Horowitz, CEO, 212-913-9706,
brianh@creativeoutdoordistributor.com, P. 5.

Crocs, Matt Lafone, Senior Director Product
Licensing, 303-848-7000, mlafone@crocs.com, P. 5.

Dina Asia Pacific, Rachel Lai, Director,
852 2569 1585, dina.apacl@hotmail.com, P. 7.

Dorfman Pacific, Douglas Highsmith, President &
CEO, 800-367-3626, douglas.highsmith@
dorfman-pacific.com, P. 5.

www.epmcom.com
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Drizzle Studios, Robert Holton, President,
714-343-3043, robert@drizzleart.com, P. 6.

Empowered Media, Raymond Cole, COO,
newbiz@empoweredmedia.us, P. 6.

Enesco/Department 56, Patrice Paglia,
630-875-5841, ppaglia@dept56.com, P. 5.

Epic Rights, Lisa Streff, SVP Licensing,
310-289-8220, lisa@epicrights.com, P. 6.

Farouk Systems, Farouk Shami,
President & CEO, 800-237-9175, P. 7.

Fermata Partners, Scott Bouyack, Partner,
404-966-1964, sb@fermatapartners.com, P. 6.

Firefly Brand Management, Cynthia Modders,
Owner, 415-513-5826, cynthiamodders@
fireflybrandmanagement.com, P. 6.

Fitbit, Tim Rosa, VP Global Marketing,
info@fitbit.com, P. 1.

Frankford Candy & Chocolate, Kurt Dungan,
VP Marketing, 215-735-5200, kdungan@
frankfordcandy.com, P. 5.

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

Gemmy Industries, Kim Richeson, Director
Product Development, 972-538-4200, kimricheson@
gemmy.com, P. 5.

Genius Brands Intl., Lloyd Mintz, VP Consumer
Products, 858-450-2900, P. 11.

Gerber Childrenswear, Jeanne Dullea, VP
Business Development, 864-987-5331, jdullea@
gerberchildrenswear.com, P. 5.

GiGGo Toys, Diana Brobmann, Managing Director
& CCO, 516-328-8697 x101, diana@giggotoys.com,
P. 5.

Global Icons, Mike Gard, COO, 310-820-5300
x202, mgard@globalicons.com, P. 4, 11.

Glory Haus, Molly Holm, 866-953-1762,
molly@gloryhaus.com, P. 5.

Gold’s Gym Merchandising, Keith Albright,
SVP Franchising, 214-296-5010, kalbright@
goldsgym.com, P. 4.

Green Mountain Coffee Roasters, Brian Kelley,
President & CEO, 802-244-5621, brian.kelley@
gmcr.com, P. 6, 7.

HalloweenCostumes.com, Lisa Holthaus,
Owner, 507-386-8388, P. 7.

HAP Consulting, Heidi Packer, Owner,
646-415-7613, heidi@hapllp.com, P. 11.

Hot Topic, Cindy Levitt, VP & General
Merchandise Manager, 626-839-4681 x2216,
clevitt@hottopic.com, P. 5.

Jockey Intl., Milou Gwyn, VP Domestic Licensing,
212-840-4900, milou.gwyn@jockey.com, P. 5.

Jupi Corporation, Bruno Schiavi, President,
310-803-9114, info@jupi.com.au, P. 7.

Kate Spade, Tricia Connolly, Senior Director
Licensing & New Business Development,
212-739-6550, tconnolly@katespade.com, P. 11.

Kay Jewelers, Ed Hrabak, President,
330-668-5000, ehrabak@jewels.com, P. 7.

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

Kmart/Sears Holdings, Bill Kiss, Chief Digital
Marketing Officer, 847-286-2500, bill. kiss@
searshc.com, P. 6.

Kraft Foods, Paula Phillips, Retail Trademark
Licensing, 502-551-5846, paula.phillips@
kraftfoods.com, P. 6, 7.

Lane Bryant, Kathy Quickert, AVP Marketing,
614-463-5200, kathy.quickert@lanebryant.com, P. 6.

Latin World Entertainment Licensing,
Luis Balaguer, CEO, 817-832-0609, P. 7.

LF U.S.A., Jennifer Nitz, Director Licensing,
646-839-7000, jennifernitz@ameny.com, P. 5.

Licensing Company (The), Elizabeth Bos,
EVP, 212-584-0880, elizabeth.bos@
thelicensingcompany.com, P. 6.

LND Neckwear, Jeff Sencer, 914-241-1633,
jeffreysencer@gmail.com, P. 7.

Logo Chair, Matt McCauley, President,
888-959-3030, matt@logochairs.com, P. 6.

Mad Engine, Carolyn Foreman, VP Licensing,
858-558-5270, carolyn@madengine.com, P. 6.

MAG Brands/Millennium, Lori May, President,
212-279-4321 x4511, Imay@adjmi.com, P. 6.

Major League Soccer (MLS), Tanya Rojas, Senior
Licensing Coordinator, 212-450-1200, tanya.rojas@
mlssoccer.com, P. 4.

MecSteven’s, Alex Pava, Director Sales &
Marketing, 360-944-5788, alex@mcstevens.com,
P.6.

Meister Watches, Kingson Tse, 909-444-1177,
kingson@meisterwatches.com, P. 7.

Mercury Inpress, Reuben Anand, President, P. 7.

MPI Coin, Andrew Schwartz, President,
262-375-7525, P. 6.

National Hockey League (NHL), Brian Jennings,
EVP Marketing, 212-789-2000, bjennings@
nhl.com, P. 4.

NBA Global Merchandising Group, Vicky Picca,
SVP Licensing & Business Affairs, 212-407-8000,
vpicca@nba.com, P. 4.

Newbury Comics, Michele Haber,
Trend Buyer, 617-254-1666 x333, michelehaber@
newburycomics.com, P. 11.

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

NFL Players, Steve Scebelo, VP Licensing &
Business Development, 202-572-7456,
steven.scebelo@nflplayers.com, P. 6.

NYC & Company, Cynthia Rowley, Licensing
Director, 212-484-5437, crowley@nycgo.com, P. 5.

Opus Label, Jeremy Wineberg, Co-Founder,
310-319-3904, jw@opuslabel.com, P. 7.

OYO Sports, Shari Fabiani, Chief Product Officer,
877-720-3291, info@oyosports.com, P. 6.

Pacific Cycle, Danna Dueck, Licensing Manager,
608-268-8918, ddueck@pacific-cycle.com, P. 4.

Parragon, Risa Beckett, EVP, risa.beckett@
parragon.com, P. 11.

Penguin Young Readers Group, Dave Olverson,
Senior Licensing Manager, 212-414-3433,
dave.olverson@us.penguingroup.com, P. 7.

Continued on page 10
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Photo File, Peter Toriello, VP Licensing &
Business Development, 914-375-6000, ptoriello@
photofile.com, P. 5.

Porterfield’s Fine Art Licensing,
Lance Klass, President, 941-487-8581, lance@
porterfieldsfineart.com, P. 5, 8.

Pro Merch, Jennifer Beaver, CMO, 317-496-7898,
jen@mypromerch.com, P. 6.

Product Architects, Phil Bash, Sales Director,
303-440-0358, info@polarbottle.com, P. 5.

PVH, Kenneth Wyse, President Licensing & Public
Relations, 212-381-3628, kennethwyse@pvh.com,
P. 1.

Randa Accessories, David Katz, 212-478-4716,
katzd@randa.net, P. 1.

Rebecca Minkoff LLC, Uri Minkoff, CEO,
212-677-7829, P. 1, 6.

Red Robin Gourmet Burgers, Kelly Wahl, Senior
Manager Gift Cards, Licensing & Merchandise,
303-846-6000, kwahl@redrobin.com, P. 6.

Rook Brand Clothing, Jonathan Garcia,
949-955-1700, P. 5.

Ryan Seacrest Enterprises, Kelly Mullens
Brown, President, Strategy, Marketing &
Communications, 323-692-5175, kmbrown@
seacrestproductions.com, P. 1.

Sanrio, Linh Forse, Licensing Director,
310-896-3277, lforse@sanrio.com, P. 6, 11.

Screen Images, Sandy Harrington, 505-344-8534,
sandy@screenimagesnm.com, P. 5.

Bagmovil, Susana Gonzalez Martin, 34 93 767 24
20, P. 7.

BBC Worldwide, Dominic Walker, Head
Licensing, 44 20 8433 2554, dominic.walker@
bbe.com, P. 7, 11.

Benetton Group, Biagio Chiarolanza, CEO &
Executive Director, 39 0422 519111, P. 7.

Bulldog Licensing, Rob Corney, Founder &
Managing Director, 44 20 8325 5455,
robc@bulldog-licensing.com, P. 6.

Bulldog Licensing, Vicky Hill,

Licensing Executive, 44 20 8325 5455,
vickyh@bulldog-licensing.com, P. 8.

Copyrights Group, Nicholas Durbridge, 44 203
714 1181, nicholas.durbridge@copyrights.co.uk, P. 8.

Fowl Moon Studios, Miron Blumental, VP,
204-282-9550, contact@fowlmoon.com, P. 5.

GB Eye Ltd., Emily Aldridge, Licensing Executive,
44 114 292 0086, emily@gbeye.com, P. 8.

Haven Licensing, Thomas Punch, Managing
Director & Owner, 61 2 9357 9888, tpunch@
havenlic.com.au, P. 8.

Iconic Entertainment Holdings, Michael Cohl,
President, 416-929-2325, P. 5, 6.

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.

Licensing Management Intl., Andrew Maconie,
CEO, 44 1425 403 430, andrew@lmiuk.com, P. 5, 6.
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Sequential Brands Group, Lisa Schein, Director
Brand Management, 646-564-2577, newbusiness@
sbg-ny.com, P. 5, 6, 11.

Shutterfly, John Boris, SVP & CMO, 650-610-5200,
jboris@shutterfly.com, P. 11.

Signorelli, Meredith Garrett, CEO, 213-362-0800,
meredith@shopsignorelli.com, P. 6.

Skechers U.S.A., Steve Mandel, Director Global
Brand Licensing, 310-406-0115, smandel@skechers.
com, P. 4.

Sony Pictures Consumer Products, Greg
Economos, SVP Global Consumer Products, 310-
244-4188, gregory_economos@spe.sony.com, P. 5.

SteelBerry, Jeff Cooper, President, 866-727-9811,
P. 5.

StyleCraft Home Collection, Rob Duerstock, VP,
662-429-5279, rduerstock@stylecraft-us.com, P. 6.

Tailgate Clothing, Todd Snyder, 515-963-7903,
info@tailgateclothing.com, P. 7.

Target, Gaye Dean, Group Manager Marketing &
Licensing, 612-696-8326, gaye.dean@target.com,
P. 5, 11.

Tayco, Martin Taylor, President, 800-457-2302,
info@taycoscreenprinting.com, P. 5.

Thinkgeek.com, Scott Smith, Co-Founder,
703-293-6299, scott@thinkgeek.com, P. 7.

TN Marketing, Cal Franklin, CEO/President,
763-577-1200, P. 6.

Tonner Doll, Jack Kralik, VP, 845-339-9537 x101,
jkralik@tonnerdoll.com, P. 7, 11.

Mind Candy, Darran Garnham, Chief Business
Development & Licensing Officer, 44 207 5011920,
darran@mindcandy.com, P. 7.

Mojang AB, Daniel Kaplan, Business Development,
46 8 6583 710, daniel@mojang.com, P. 7.

National Gallery Company, Judith Mather,
Buying & Merchandise Director, 44 20 7747 5994,
p. 8.

Official Charts, Michele Ironton, Business
Development Executive, 44 20 7620 7450,
michele@officialcharts.com, P. 7.

Parragon Intl., Wendy Friedman, President/COO,
44 1225 478888, P. 11.

Parragon Intl., Brooke Lindner, Director Product
Development, 44 1225 478888, brooke.lindner@
parragon.com, P. 11.

Parragon Publishing, Paul Gregory, President/
COO, 44 1225 478888, paul.gregory@parragon.com,
P.11.

Parragon Publishing, April Sankey,
Global Publishing Director, 44 1225 478888,
april.sankey@parragon.com, P. 11.

Peerless Clothing, Alvin Segal, CEO & Chairman,
514-593-9300, alvins@peerless-clothing.com, P. 1.

Poetic Gem, Elliott Matthews, Executive Director,
44 19 2324 9497, elliott@poeticgem.com, P. 5, 6, 7.

Proburo, Dolph Zahid, President, 7 495 925-3000
x5511, P. 7.

Redan Alchemy, Emily Bell, Licensing Director,
44 1743 364 433, emily@redan.com, P. 7.

Tory Burch, Lydia Park Forstmann, EVP
International & Licensing, 212-683-2323,
Iforstmann@toryburch.com, P. 1.

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

Tri-Coastal Design, Heather Baynon,
Licensing Director, 212-779-8980 x408,
hbaynon@tricoastalny.com, P. 11.

Unforgettable Enterprises,
Bruce Bronn, President, 847-291-0992,
bruce@unforgettablelicensing.com, P. 6.

Vandor, Stacey Dobkins, VP Licensing &
Marketing, 801-972-2888 x149, sdobkins@
vandorproducts.com, P. 7.

Warner Bros. Consumer Products, Karen
MecTier, EVP Domestic Licensing & Worldwide
Marketing, 818-954-3008, karen.mctier@
warnerbros.com, P. 7, 11.

Warrell, Richard Warrell, VP Sales & Marketing,
717-761-5440, sales@warrellcorp.com, P. 6.

Wildflower Group, Michael Carlisle, Principal,
212-924-2322, michael@thewildflowergroup.com,
P.7.

Xtreme Worldwide, Jarrod Saltzman, President,
416-745-4698, P. 6.

Zone West, Gloria Gager, 888-912-7378,
gloria@zonewest.ca, P. 5.

Zumer Sport, Dan Hock, Owner, 805-784-9101,
dan@zumersport.com, P. 6.

- 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.

Rocket Licensing, Charlie Donaldson,
Joint Managing Director, 44 20 7207 6241,
charlie@rocketlicensing.com, P. 7.

Rocket Licensing, Rob Wijeratna, Joint Managing
Director, 44 20 7207 6242, rob@rocketlicensing.
com, P. 7.

Santoro Licensing, Meera Santoro, President, 44
20 8781 1104, meera@santorographics.com, P. 7, 8.

SmileyWorld, David Fox, Head Design,

44 20 7378 8231, dfox@smileyworld.co.uk, P. 11.
SmileyWorld, Salvatore Zingrillo,

Brand Director, Fashion, 44 20 7378 8231,
singrillo@smileyworld.co.uk, P. 11.

Source Watches, Annette Allen, Owner,
44 121 270 6221, info@sourcewatches.com, P. 7.

Those Licensing People, Russell Dever, 44 845
901 1657, info@thoselicensingpeople.com, P. 8.

Titan Magazines div. Titan Publishing,
Chris Teather, Publishing Director, 44 207 620
0200, chris.teather@titanemail.com, P. 8.

TM1 Trademark One AG, Michael Caudera,
CEO, 49 8151 73804, info@tm-one.de, P. 8.

Trade Mark Collections, Mark Hillson,
Managing Director, 44 179 959 9899,
mark@trademarkcollections.com, P. 7.

Trimeraft, Satyen Fakey, CEO & Owner, 44 115
983 4840, satyen.fakey@trimeraft.co.uk, P. 8.

Urban Species, Hash Hirji, Director, 44 207 729
7733, hash@urbanspecies.co.uk, P. 7.

Withit Licensing, Brad Caines, Creative Director,
44 1273 222846, brad@withit.co.uk, P. 7.
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Happy Anniversary to You and
You and You and You

“Dr. Who” notched great ratings for its 50th anniversary:.
But from a licensing perspective, Dr. Who the property has
experienced a marked growth in the number of licensees
and in its presence in the U.S. over the last two to three
years. (Recent licensee addition: Vandor, for drinkware.)

Barnes & Noble, Newbury Comics, and Hot Topic are
the obvious outlets. Yet even Target and to a lesser degree
Walmart are on board.

It’s always difficult to know what to attribute such
strength to: Evergreen status? A new generation getting
into the program? The marketing buildup to the 50th anni-
versary? All of the above?

Anniversaries are marketing hooks, for sure, and Dr.
Who will probably emerge as a case study for taking a niche
property to a higher level courtesy of its 50th anniversary.
Among other anniversaries with licensing links are:

» Sanrio and Target are producing Hello Kitty Con 2014

to commemorate that property’s 40th anniversary.
The event will be staged at the Geffen Contempo-
rary at MOCA in Los Angeles, October 30 through
November 2.

» Tonner is issuing a collection of 22-inch dolls outfit-
ted by designers Marc Jacobs, Donna Karan, Herve
Leger, and others as part of Warner’s celebration of
the 75th anniversary of the film The Wizard of Oz.

» Sequential Brands will expand designer Ellen Tra-
cy into new categories including intimate apparel,
sleepwear, rugs, bedding, and décor as part of a 65th
anniversary marketing effort.

» Warner Bros. and Eight O’Clock Coffee are opening
a replica Central Perk pop-up shop to mark the 20th

Lloyd Mintz joins Genius Brands International (GBI) as VP consumer
products, working with the GBI and A Squared Entertainment brands.
Mintz was most recently with Galaxy Brands; prior to that, he had his
own licensing consultancy.

Wendy Friedman is promoted to president/COO of the newly re-
structured Parragon International, the U.K.-based publisher of licensed
nonfiction. Friedman was president of Parragon North America/Latin
America. Brooke Lindner joins Parragon International as director of
product development. Concurrently, Parragon Publishing is set up to
comprise the publisher’s core operations in the U.K., North America,
and Australasia. Paul Gregory is promoted to president/COO of Par-
ragon Publishing; April Sankey joins as global publishing director;
and Risa Beckett is promoted to EVP Parragon North America.

Ana Maria Alvarez is named international licensing manager at
King Features in the U.K. Alvarez has previously worked at HIT Enter-
tainment and Peanuts Worldwide.

David Fox joins Smiley as head of design, while Salvatore
Zingrillo is promoted to brand director, fashion. Fox comes to Smiley
from Disney Consumer Products; Zingrillo was at MTV.

www.epmcom.com

anniversary of the premiere of “Friends.” The pop-up
will serve free coffee for a month beginning Septem-
ber 17.

» Ford Mustang T-shirts featuring the 50th anniversa-
ry 2015 model and designed by five artists, includ-
ing Detroit’s Anna Sui, are for sale at gilt.com. The
5,000-piece limited edition shirts retail for $39.

Even before this anniversary, Mustang accounts for 40%
of Ford’s total merchandise sales of $2 billion annually,
reports the Detroit News.

Other stats: Mattel sells more than 1 million Hot Wheels
Mustangs each year, and the recently introduced OPI Mus-
tang nail polish has sold 4 million bottles since its intro-
duction earlier this summer. Ford overall, which is today
represented by Global Icons, has 400 licensees, with 300
producing Mustang goods.

Fashion Designers, Themes Are Accented
in Greeting Cards, Stationery

Fashion themes are currently popular in the greeting
card and stationery category, and licensing is part of the
mix.

In recent months, several fashion designers have signed
deals for various types of stationery, cards, and the like:

» Charlotte Ronson is designing thank-you notes, per-

sonal note cards, holiday cards, and party invita-
tions for Shutterfly division Tiny Prints;

» Adrienne Vittadini licensee Tri-Coastal Design is pro-

ducing stationery, among other lifestyle products;

» Kate Spade and Oscar de la Renta work with Paper-

less Post for lines of online invitations; and

» Designers ranging from Georgina Chapman to Erin

Fetherston, have participated in a “designer series”
of wrapping paper from online home retailer One
Kings Lane, which consists of limited editions that
generate income for charities supported by the
designers.

Meanwhile, fashion themes also are coming into greet-
ing cards and stationery through deals with artists. Exam-
ples include Bonnie Marcus, known for her slogan “where
fashion meets paper” and her fashionista characters. She
designs physical cards for American Greetings and print-
on-demand cards (available through kiosks in Target and
CVS) with Kodak Alaris. In addition, ISAK, a British fash-
ion illustrator, creates cards, calendars, and stationery for
Otter House, while painter Kelly O’Neal introduced a six-
card Art of Fashion collection through Papyrus.

Many of these product lines are positioned as premium
offerings and feature effects such as glitter or velvet flock-
ing. When available digitally, as is increasingly the case,
they are often positioned for customer personalization as
well.

Retail sales of licensed stationery and paper products,
which include greeting cards, totaled $2.62 billion in 2013;
the category has been declining since 2008 when it reached
$3.64 billion, according to Licensing Letter research.
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How Iconix and Sequential Stack Up

How might Wall Street compare Iconix to Sequential
Brands? Analyst Chris Katje, writing on investment research
website seekingalpha.com, has long been an Iconix fan—
and, on the heels of Sequential’s acquisition of Galaxy
Brands, added a highly favorable overview of Sequential
(founded by former Iconix COO Yehuda Shmidman) with a
side-by-side comparison of key financial metrics.

COMPARISON OF SELECTED FINANCIAL CHARACTERISTICS
OF SEQUENTIAL BRANDS AND ICONIX

SEQUENTIAL
BRANDS ICONIX

Recent price $13.41 $41.14

Market capitalization $337 million $2.0 billion

2014 revenue estimate $38 million $458 million

2014 EPS estimate $0.26 $2.67

2014 price to sales 8.9x 4.4x

2014 price to earnings 51.6x 15.4x

2015 revenue estimate $58 million $486 million

2015 EPS estimate $0.42 $2.96

2015 price to sales 5.8x 4.1x

2015 price to earnings 31.9x 13.9x

SOURCE: Chris Katje, SeekingAlpha.com

While the piece is very positive, Katje also notes two
risks: “Sequential has a market capitalization of $330 mil-
lion and generates only $60 million in 12 month revenue....
[The second] key risk is the branding power of Sequential’s
portfolio. Looking through the names in the portfolio won’t
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generate [the level of] familiar[ity] of names Iconix has.
However, Sequential has $200 million in contracted guar-
anteed minimum royalties going forward.... Sequential also
seems to do a better job of not limiting its brands to one
store via exclusive deals.”

Sequential’s brands are projected to generate $2 billion
in global sales at retail resulting in company revenue of
$56 million to $60 million next year. Going forward, Katje
writes, “Sequential has three major goals for its financials:
Brands generate $3.5 billion in global retail sales; the com-
pany to generate $100 million in annual revenue; and spin-
ning off $70 million in adjusted EBITDA.”

Global Brands Group Forecasts Profit

Global Brands Group, the Li & Fung spinoff encompass-
ing its licensed and controlled brands, posted a 1.4% sales
increase in the first half of 2014 to $1.35 billion. However,
GBG saw a loss of $98 million, compared to a loss of $49
million the prior year.

Global Brands attributes the higher losses on an
increase in operating expenses associated with the launch
of new brands that will only come to market in the second
half of 2014 as well as costs linked to the spinoff and stock
market listing. The new brands include Cole Haan and Qui-
ksilver on the licensed side, and Spyder, Juicy Couture, and
Aquatalia among the controlled brands.

Turnover for Licensed Brands increased 2.0% against
the same period last year to $1.15 billion, accounting for
85% of total GBG turnover in the first half of 2014, while
total margin for the segment increased from 29.0% to 30.1%.
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DID YOU KNOW:

» Fashion is the #1 property
type worldwide, valued at
$35.2 billion.

» Led by Brazil, retail sales of
licensed goods in Latin
America increased 11%
between 2009 and 2011.

» Entertainment/character
properties account for
38.8% of all licensing in
Asia — compared to 11.2%
in the U.S./Canada.

» Small shops known as
Kirana generate 95% of all
retail business in India.

» Trademark/brand proper-
ties account for 22% of all
licensing in the Middle
East/Africa.
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