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Fall is the season when licensing executives 
tout their optimism about next year. That’s 
because most have abandoned their optimism 
for this year. It’s akin to the old adage about 
the Army—the best base is the one you were 
at last or the one you’re going to, never the one 
you’re at.

Much turns, of course, on the retail outlook. 
By fall, retailers have started to sense the real-
ity going into the all-important holiday season. 
Back-to-school, for most, was good if not great 
this year. But very soon thereafter most retail-
ers scaled back their fourth quarter projections.

Of course life looks better with a hit, and 
the merchandising of Disney’s Frozen has 
the potential to raise perceptions of licensed 
goods across the entire licensing community, 
internally and externally.

Released a year ago, and catching Disney and 
its licensees off-guard, Frozen turned into the 
highest grossing animated film of all time. Licens-
ing was ramped up in time for the home video 
release. And momentum for the property con-
tinues as reflected in reports of frenzied sales of 
Snow Glow Elsa dolls and Elsa and Anna dresses. 

Fall is also the season to review what licen-
sors, manufacturers, retailers, agents, and oth-
er stakeholders have achieved—and to try to 
assess what those achievements mean for the 
coming year.

Product Development and the 
Need for Speed

Over the last few years, demand patterns for 
licensed goods have changed—retailers and 
consumers expect more new goods faster than 
ever—while the support mechanisms have not 
kept pace.

Instant printing and other technologies 
should be helping reduce the time it takes to 
manufacture goods, but that’s only part of the 
equation. Product development, approvals, 
manufacturing, shipping—the nuts and bolts 

of licensing—don’t move quickly.
Rapid decision-making at a company such 

as Inditex, which owns Zara and Mango, can 
be a significant differentiator in the fast-fash-
ion category. Inditex has designers in factories 
who can make decisions relative to orders and 
production right on the manufacturing floor. 

While Zara and Mango aren’t in licensing, as 
such, that process addresses only part of the 
equation on the need for speed; a great deal of 
the slowness in licensing is from the back and 
forth on development and approvals more than 
the manufacturing itself. 

Then there is the matter of secrecy, as when 
video game companies don’t want to make 
information about their titles known, even 
under nondisclosures to their licensees, until 
the release date. That makes it difficult to have 
merchandise in the stores during peak interest.

In contrast, movie studios are involving their 
licensing divisions in script and character devel-
opment in order to maximize the merchandis-
ing potential, though the actual availability of 
finished artwork often comes close to release 
date, making it difficult for licensees to have 
goods available day-and-date with release.  

“One filmmaker who joined DreamWorks 
Animation film development meetings…recent-
ly voiced surprise at the extent to which deci-
sions about a movie’s content and characters 
were being driven by the toy executives who 
joined the sessions,” reports The New York 
Times. “Mr. [Jeffrey] Katzenberg…was particu-
larly intent on incorporating product-friendly 
elements.” We have heard similar reports from 
other studios, right down to which sex the lead 
character in a film should be. 

Such synergy between film and merchandise 
development can ultimately help speed the 
process of getting goods to market as soon as 
there is demand, be that shortly after release, 
or in the home entertainment window, or as 
Episode II is prepped for quick release. 
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Best of the Season!
This is the last issue of 
The Licensing Letter for 
2014. The next issue 
will be dated January 
3, 2015. We wish all of 
our subscribers a won-
derful holiday season.

 	 in short 
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Licensing Ledger

Ripped From Headlines
Tightrope artist Nik Wallenda has 
licensed mobile gaming companies 
Tapinator and HyperPower Game 
Group to release of “SkyBalance 
by Nik Wallenda,” a licensed 
mobile game for iOS, Android and 
Amazon. The game commemo-
rates a live Discovery Channel 
event in which Wallenda traversed 
skyscrapers in Chicago. 

Marley’s Organic Growth
Marley Natural, the company that 
licenses the late reggae singer Bob 
Marley’s name, is adding the most 
organic of products to its offer-
ings: Marley Natural Fine Cannabis 
grown from “heirloom Jamaican 
cannabis strains” as well as creams, 
topicals, balms, and accessories. The 
plan is to grow, distribute, and mar-
ket the product in states where it is 
legal by the end of 2015. Licensee is 
Privateer Holdings, a private equity 
firm that makes cannabis industry 
investments.

How Sharp Is Best Buy?
Sharp is licensing its name to Best 
Buy for a direct-to-retail exclusive 
line of LED TVs. That’s not all that 
unusual, except that Sharp’s core 
business is manufacturing TVs, and 
the brand has its own Sharp Aquos 
brand of LED TVs. Sharp’s insists 
this is not a case of Sharp grant-
ing Best Buy permission to put the 
Sharp name on Best Buy’s house 
brand Insignia sets.

QSRs Embrace Licensing
“There was a time when chains 
feared that offering their food in 
supermarkets would keep consum-
ers away from the restaurants,” 
notes QSR Magazine. “But that 
archaic notion has gone by the 
wayside as quick-service brands 

are increasingly finding a great 
deal of success offering some 
of their products at retail.” The 
article goes on to cite examples 
including Marie Callender’s (which 
used to be licensed but is now part 
of ConAgra, which manufactures 
its own food products), Bob Evans, 
White Castle, Dunkin’ Donuts, and 
others that have lines of supermar-
ket food and beverages.

Julius Pops Up
Saban Brands’ Paul Frank has 
opened a popup shop in the chic 
Paramount Hotel in New York. The 
outlet features apparel, sleepwear, 
accessories, and NYC-themed gifts. 
The location will be open through 
January 30, 2015. A charitable 
component benefits Covenant 
House, which serves homeless, run-
away, and at-risk youth.

Hornets’ Slam Dunk
With the NBA team’s return to 
its original Hornets name—and 
return to Charlotte following a 
12 year run as the New Orleans 
Bobcats—retail sales of licensed 
merchandise for the team are up 
77% so far this year over last, the 
team’s Peter Guelli tells The New 
York Times.  At Fanatics, which 
manages most league and team 
website merchandise sales, Hor-
nets merchandise is up fivefold 
over last year’s Bobcats goods.

Bundling Goods With Music
Garth Brooks’s GhostTunes music 
downloading service rolled out 
last month in tandem with release 
of Brooks’ “Man Against the 
Machine” album, his first in 13 
years. The new service allows art-
ists to bundle licensed merchan-
dise, tickets, and the music itself, 
to order. While others bundle 

merchandise, GhostTunes report-
edly pays 80% of music sales to 
the artist — compared to 70% for 
iTunes and Amazon.

Nokia Licensing ‘Other Devices’
Nokia is making its brand name 
available for licensing of tech 
devices and other products except 
for handsets, including a tablet 
made by Foxconn. As for phone 
handsets, while Microsoft has 
just introduced a new handset 
without the Nokia name, Micro-
soft’s license to use the name runs 
through 2016. “What we’re look-
ing at here is not Nokia’s ‘return’ 
to the smartphone business…but 
simply a case of Nokia allowing 
another company to do all of the 
hard work and market their prod-
ucts using its brand,” notes the 
NokiaPowerUser blog. That’s what 
some of us call licensing!

Staying One Tech Ahead
Outfit7 is licensing its app, Talk-
ing Tom and Friends, to Toyze 
to enable users to customize 
3-D-printable game characters. 
Users—there are 230 million of 
them monthly, according to the 
company—can use a free app to 
personalize Talking Tom (first char-
acter available; others to follow) 
and then share the creation via 
social media. Alternately, they can 
model and print their own toys, 
specifying size (1-8 inches), eye col-
or, hairstyle, clothing, and more. A 
Talking Tom CGI animated series is 
also in the works.

WHO’S NEWS
Vinnie D’Alleva joins Mattel as SVP 
Fisher-Price Friends, overseeing 
Thomas & Friends, Bob the Build-
er, and other HIT Entertainment 
Properties. D’Alleva was previously 
President/GM of North America at 
the Mayborn Group... Steve LaBel-
la, SVP Fisher-Price Preschool, adds 
responsibility for product develop-
ment on Nickelodeon’s Dora and 
Friends: Into the City and Disney’s 
Jake and the Never Land Pirates.

Cherokee’s Reliance
Cherokee Global Brands is developing an apparel and accessories 
brand for India’s Reliance Retail Limited, a subsidiary of Reliance 
Industries. The two hope to roll the brand out globally following the 
Indian introduction.
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Disney, which is unique in this as in many other ways, 
is shrinking the time between the debut of a new series 
or character and when merchandise reaches the shelves. 
Similarly, Nickelodeon’s new show “Blaze” will have prod-
ucts out less than a year after the debut of the show, a 
first for that licensor. But Disney can force the issue with 
manufacturers and retailers to best even a one-year lag. No 
one else has that leverage.

Distribution Channels: Online
For licensed sports merchandise, online accounted for 

10% of sales in the U.S. and Canada in 2013. That compares 
to 8.5% for licensed goods across all property types. We 
suspect that sports figure will have increased a point or 
two in 2014 (final word on that late in the first half of 2015), 
and will continue to outpace the growth of online overall in 
the immediate future.

Sports is unique on several fronts, though:
XX Fanatics has a near monopoly in managing league, 

team, and player websites selling licensed goods — 
as well as running its own sites competing with the 
league, team, and player sites.

XX TV exposure for the major sports is enormous, and 
there’s ample opportunity to promote online shop-
ping through TV ads. This is a perfect combination 
for encouraging impulse purchases.

XX The leagues have vastly improved the way they mer-
chandise special events, and their licensees have 
vastly improved speed-to-street (and online store) 
even for unplanned events such as hitting an unex-
pected milestone.

XX Sports leagues and teams have been speedy and high-
profile in terms of personalization of merchandise 
online.

Online has become more valuable to other types of 
properties, too, but for many that’s more a matter of cater-
ing to niches than to a mass sports audience. 

Most important is integrating online with more tradition-
al distribution channels. The consumer today expects (even 
if it isn’t reality much of the time) a seamless experience 
across channels, whether researching or purchasing. Order 
online and pick up in-store. Order online for home deliv-
ery (with free shipping expected). Buy online and return 
in-store. Comparison shop online while in the store. And so 
on. This holiday season, Target is introducing an addition to 
its app to help customers locate items in the store.

In the music world, Merchbar is trying to be the Fanatics 
of music merchandise, claiming to offer more than 100,000 
items from more than 3,000 music artists. Many have only 
one or two items, and many of these are vinyl LPs or other 
core music rather than licensed products. Also featured are 
bundles, such as a Tony Bennett/Lady Gaga signed CD with 
lithograph for $400. But the bulk of offerings are also the 
usual hoodies, t-shirts, and caps.

Distribution Channels: Bricks and Mortar
The winnowing down in the number of major retailers 

appeared to slow somewhat in 2014. That isn’t to say retail 
is getting stronger, but more that the weakest players are 
losing in the battle of Darwinian natural selection.

JC Penney appears to be turning a corner; Sears and 
Kmart not so much. Best Buy is profitable once again but  
Radio Shack is still troubled, in a segment where low mar-
gins have destroyed many others over the years. (Remem-
ber Circuit City? Silo? Crazy Eddie?)

Teen retailers such as Aeropostale, Abercrombie, and 
American Eagle are reducing the number of their stores.

Specialty retail, particularly in apparel and accessories, 
continues to increase its reliance on capsule collections, 
exclusives, and other licensed means of differentiation. For-
ever 21, for example, introduced a limited-time apparel and 
accessories collection featuring animated Looney Tunes 
and Hanna-Barbera characters from Warner Bros.

Walmart, Target, Tesco, and Carrefour continue to 
experiment with different format stores, moving toward 
smaller rather than larger, and all have slowed their expan-
sion plans. Carrefour’s clearly stated priority to investors: 
“Restore our success and profitability.” Tesco installed a 
new management team mid-year.

Differentiating Sports and Entertainment
Not so long ago, marketers could differentiate between 

sports and entertainment properties fairly clearly: Sports, 
barring labor disputes, reliably came around every year. 

There was continuity of the sport and the teams, and the 
players changing teams or uniforms being re-designed were 
just additional ways to boost the licensing side of the busi-
ness. The two sectors are behaving more similarly today.

Filmed entertainment in the “licensing age,” generally 
defined as starting with Star Wars in 1977, was a series of 
one-shots, with a Star Wars series, and a Batman series a 
few years later, exceptions.

Even then, when new episodes of films came out they 
were still thought of as one-off events, often with three 
years or more between releases, and the result was that 
sales would boom in a movie year, and drop off as much as 
75% in a non-movie year.

There’s a parallel in sports: If a team wins consecutive 
championships (or several times within a few years), it 
won’t see the bump in sales that it sees the first time.

Today, successful film properties of the licensing kind 
are prolonged and sustained through multiple releases. 
Those peaks and valleys have leveled off as the studios 
market their sequels as just that, and as they release new 
“episodes” in much faster succession. Look at the film 
release schedule in the Nov. 17 issue of TLL with its 69 
sequels due between mid-2015 and 2020 to see how preva-
lent this trend is, though one difference over the years is 
the degree to which the new sequels are based on existing 
source material.

2014 Optimism Revisited
Continued from page 1

Continued on page 4
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Continuing the sports/entertainment comparison, “back 
then” even long-running TV series were rare long-term mer-
chandising successes. Barney had his run, as did the Power 
Rangers, and others, but Sesame has been the long distance 
runner. Star Trek was another exception that made the rule, 
though it had major film support over the years as well. 

Today, for TV properties, the “reboot” brings old famil-
iar properties back to life — witness the $750 million in 
retail sales of licensed merchandise the Teenage Mutant 
Ninja Turtles generated for Nickelodeon in 2013 in the U.S. 
and Canada. That may or may not have staying power; it 
will be interesting to monitor the success of the various 
Disney Junior properties that have come on so strong so 
quickly, including Sofia the First and Doc McStuffins. Will 
their sudden rise be fad-like, or will Disney turn them into 
franchises? Stay tuned.

With the greater continuity of successful entertainment 
properties, and the wider array of media on which they 
are exposed, entertainment properties are establishing the 
long-term viability of sports properties. There are ups and 
downs — a movie year might be the equivalent of a World 
Series win in some cases — but more properties are estab-
lishing longer life spans.

Finally, sports and entertainment are increasingly merg-
ing in at least one additional way: cross-licensing, with 
examples ranging from MLB with Hello Kitty and KISS, and 
NFL Players Inc., NBA, and NHL with Domo, among others 
in the U.S., to the Australian Football League with Sesame 
Street, and the 2015 Rugby World Cup with Shaun the Sheep 
internationally.

Non-U.S. Properties Expanding Globally
As we reported in the 8th edition of “International Licens-

ing: A Status Report,” the proliferation of homegrown prop-
erties in literally every territory around the world creates 
significant competition in those territories for everyone 
from Calvin Klein to Hello Kitty, Disney to Coca-Cola.

Equally important, many of these homegrown properties 
are starting to expand globally. Typically, such expansion 
begins regionally (Pleasant Goat and Big Big Wolf start-
ing life in China but expanding throughout Asia) and then 
beyond (Violetta originating in Argentina and moving on to 
success in Latin America and Europe). Similarly, the Zenit 
soccer team in St. Petersburg, Russia, has expanded into 
Europe with its licensing program.

Food/Beverage/Restaurants/Chefs
The New York Times recently renamed its weekly “Din-

ing” section “Food.” The intention is to reflect the extended 
array of reporting it delivers. In licensing, too, there is a 
wide proliferation of interest in food and beverages: More 
food and beverage brands, restaurants, celebrity chefs, and 
others are licensing out their marks. And there is a robust 
expansion in the number of licensed frozen and prepared 

items, wine and beer, and other food/beverage items, some-
times distributed in a variety of formats such as continu-
ity clubs for wine licensed by Virgin, Zagat, the Wall Street 
Journal, and others.

It often seems as though there couldn’t possibly be 
room for another chef. Consider that Martha Stewart Living 
Omnimedia (MSLO) recently took a write-down in the value 
of the Emeril Lagasse brand while at the same time saying 
it will devote more resources to Emeril in the future. Yet 
fueled by popular TV series, the aisles at Target, Macy’s, 
Tesco, Carrefour, and other retailers continue to be filled 
with licensed cookware, the face on the package changing 
rapidly when a given line fails to move fast enough.

One of the more interesting aspects to monitor going 
forward is whether “kids as foodies” has staying power. As 
we reported this year, bakeware for kids is an emerging 
category, with Discovery building a Cake Boss Jr. line with 
Meyer Corp. and Moshi Monsters licensing Click Distribu-
tion for silicone molds, mixing bowls, cookie cutters, and 
other items. These joined more traditional on-going lines 
from Williams-Sonoma, Wilton, and others that are intend-
ed to appeal to kids via licensed characters such as Star 
Wars, Marvel, Disney Princess, Hello Kitty, and others.

Technology: Wearable and Otherwise
Wearable technology. We’re a little surprised that there 

haven’t been more deals yet for fitness items. Tory Burch 
is licensed to Fitbit, Biggest Loser to Garmin for Vivofit, 
Skechers to Sports Beat.

We suspect there will be more licensed fitness track-
ing devices at the Consumer Electronics Show in January, 
though this is a category where the media attention is likely 
greater than sales to date (let alone actual usage).

CES will also showcase wearable devices embedded into 
various apparel and accessories, typically tied to fitness.

Licensed ‘Devices’ and Content. Fuhu has its DreamWorks 
DreamTab tablet incorporating various DreamWorks prop-
erties. V-tech’s Innotab line uses cartridges under license 
from Warner Bros. (Scooby-Doo), Nickelodeon (Sponge-
Bob), and Disney/Pixar (Cars), among others. (Ironically, 
the picture of the device at Toys R Us’s website features 
DreamWorks’ Mr. Sherman & Peabody, from that ill-fated 
movie.) And Leapfrog’s LeapPad features Disney, Turner, 
Nick, Sanrio, and other characters.

Nokia is licensing its name to Foxconn for tablets, and 
anticipates licensing additional devices other than hand-
sets (Microsoft has that license through the end of 2016), 
and other tech companies can be expected to follow suit.

Pets: The Reality Show
The pet products business has been heralded for sev-

eral years now as ready to take off, but the reality is that 
much of that has been wishful thinking so far. The oppor-
tunity appears to be there, but pet retailers have their own 
brands, and individual categories aren’t that big.

Our Store Check Surveys this year, conducted by Project 

2014 Optimism Revisited
Continued from page 3

Continued on page 11
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Licensing News

Continued on page 6*Extension or renewal.

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

Animal Planet Discovery-owned cable network. apparel, back-to-school, pet products, publishing, 
toys

Sue Perez-Jackson, Discovery 
Communications

Genevieve Gorder Interior designer and HGTV talent, known for 
her soulful and whimsical sensibility.

home decor Sherikay Chaffee, Beanstalk

Kenneth Slotnick, AGI Lifestyle 
Entertainment

Precious Moments Collection of porcelain figurine-based 
characters that commemorate life’s moments.

baby products, back-to-school, bedding, blankets 
& throws, electronic accessories, maternity, pet 
products, toys

Sara Pilafas, Precious Moments

Redneck Riviera Lifestyle brand by Big and Rich star John Rich 
espousing American values, country music, and 
Southern hospitality.

accessories, beach items, beverages, food, 
novelties

Milin Shah, Earthbound

Property GRANTED TO PRODUCTS MANUFACTURED GRANTED BY

Ale by Alessandra Esquire Footwear footwear Silver Sunrise, Cherokee Group (The)

Oxford Ophthalmic div. Eyewear 
Designs

eyewear

Physician Endorsed bags, hats, totes

Ali Sabet Kroto dba iCanvasART canvas art PS Not Just Another Agency B.V., Alita’s Brand 
Bar

BeFit Top Secret Nutrition nutritional products Lionsgate

Bethenny Frankel/Skinny 
Girl

Sensio small kitchen appliances CAA

Chiquita Origin Food Group smoothies Beanstalk

Dominique Ansel DMA3D/DMA Elements cutlery, glassware, housewares, tabletop decor Brand Central

Lecoq Cuisine frozen dough

Dora the Explorer, 
SpongeBob SquarePants

Put Me In The Story div. 
Sourcebooks

books (children's), e-books (children's) Nickelodeon & Viacom Consumer Products

Erin Smith Art Sourcebooks calendars Moxie & Co.

Fabio Viviani Sipp wine Joester Loria Group

Garfield Classic Brand (The) apparel (women’s) Bulldog Licensing

Fright Rags t-shirts

Open Road Brands containers, decals, doormats, magnets, tin & wood 
products, trays, wall art

Heineken Garrett Leight sunglasses Heineken

Parabellum leather accessories

RTH tops

Jockey Dream Lounge (The) thermal apparel Jockey Intl.

Little Battlers eXperience Fifth Sun activewear (boys’), hoodies (boys’), outerwear (boys’), 
shorts (boys’), t-shirts (boys'), tank tops (boys’), 
thermals (boys’), underwear (boys’)

Dentsu Entertainment USA

Trends International posters

Zwyer Industries art books

Looney Tunes CNK Digital mobile educational apps Warner Bros. Consumer Products

Licenses Recently Granted, U.S. 
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Licensing News Continued from page 5

Continued on page 7*Extension or renewal.

Property GRANTED TO PRODUCTS MANUFACTURED GRANTED BY

Lotta Jansdotter CB Station tote bags Moxie & Co.

Dansk porcelain tableware

Kobo Candles candles, match boxes

Land of Nod baby products

Rizzoli International Publications wall calendars

Luke Bryan Cabela's apparel Universal Music Nashville

Mortal Kombat Mezco Toyz collectibles Warner Bros. Consumer Products

MTA New York City Transit Edward Carlton Kutz wooden signs Moxie & Co.

Flushing Map flyers, maps

Nash Grier, Hayes Grier, 
Cameron Dallas, Carter 
Reynolds

Aeropostale apparel 26 Management Team

Neopets Madefire digital comics JumpStart/Knowledge Adventure

Norman Thelwell Allison & Busby Ltd. books Karen Addison Associates

Peppa Pig Fiesta Toy plush, toys eOne Entertainment

Primary Colors confectionery, stationery

Redan Publishing magazines

Redneck Riviera Acumen Brands footwear Earthbound

Jay Franco & Sons beach towels, blankets, throws

Penny Lane Fine Art & Licensing wall art

Robert Rodriguez One Jeanswear Group div. Nine 
West Holdings

sportswear Jones Group

Scripps National Spelling 
Bee

Calendar Holdings calendars Moxie & Co.

Macmillan Publishing books (children's)

Shakira Fisher-Price baby toys, web series Live Nation Merchandise

Sonic Boom Archie Comic Publications comics SEGA of America

Bakery Crafts/Jack Guttman food

BioWorld Merchandising apparel

Bulls I Toy novelties, toys

Fifth Sun apparel

Isaac Morris apparel

TOMY master toy

Stan Lee Topps prints POW! Entertainment

Tapatio Hot Sauce Aquarius Entertainment 
Merchandising

calendars, coasters, glassware, magnets, playing cards, 
posters, puzzles, standees, t-shirts, tin lunch boxes, tin signs

Firefly Brand Management

Aristocrat slot machines

Fiesta Toy amusement plush, capes, inflatable bottles

Frost Productions lottery tickets

Hot Properties! Merchandising air fresheners, bookmarks, bottle openers, buttons, 
coolers, key chains, lanyards, magnets, note pads, 
patches, stickers, wristbands

Hybrid Apparel t-shirts

Poprageous dresses, leggings, pants, skirts, swimsuits, tops

University of Georgia Panini America trading cards Fermata Partners

University of Kentucky Panini America trading cards Fermata Partners

University of Miami Panini America trading cards Fermata Partners

Welch’s Healthy Food Brands dried fruit Welch's
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Licensing News Continued from page 6

Continued on page 8

Property Description  Categories Available Licensing Contact

Bally Total Fitness Activewear brand and fitness club chain operating nationwide 
for over 30 years.

activewear (boys’, men’s) (U.S., 
Canada, Mexico)

John Spotts, FAM Brands

Catalina Estrada Colombian illustrator with bold, distinct aesthetic. Previously 
licensed worldwide in beverages, fashion, sportswear, and more.

apparel, fashion accessories, 
home decor & furnishings, 
stationery (U.S., Canada, 
Mexico)

Julie Newman, Jewel Branding & 
Licensing

Ferne McCann Star of U.K. reality TV series, The Only Way is Essex. fashion, hair accessories, 
health & beauty aids (U.K.)

Saphia Maxamed, Rights 
Management Intl. Ltd.

Marika Women's shape-enhancing activewear brand founded in 1982. jeans (shaping & stretch), 
maternity, sweaters (U.S., 
Canada, Mexico)

John Spotts, FAM Brands

International Properties Available or Recently Assigned

Property granted to Products manufactured granted by

Alice in Wonderland Flame Tree Publishing calendars (U.K.) Walker Books

Mary Gannon Design furniture (children’s) (U.K.)

Bagpuss Daredevil Development mobile game apps (Android & iOS) (Worldwide) Coolabi, Peahen Games

Beano (The) N16 Vintage outerwear, t-shirts (U.K.) DC Thomson

DC Comics Super Heroes, 
Friends, Scooby Doo

Biscuiteers Baking Co. biscuits, cakes, cupcakes (U.K. & Ireland) Warner Bros. Consumer Products

Discovery 
Communications 
(network brands)

Princess Cruises cruise activities (Worldwide) Discovery Communications 

Disney Pandora Jewelry* jewelry (U.S., Canada, Mexico, Puerto Rico, Central 
America, the Caribbean)

Disney Consumer Products

Disney, Marvel Character World/TDS Enterprises bedding (U.K.) Walt Disney Company EMEA

Doozers KidQuest div. LiveHive Systems mobile educational apps (iOS) (Worldwide) Jim Henson Company

Ferrari LEGO Systems construction block sets (Worldwide) Ferrari S.p.a.

Fetch! with Ruff Ruffman, 
Peep and the Big Wide 
World

KidQuest div. LiveHive Systems mobile educational apps (iOS) (Worldwide) WGBH Enterprises

Frozen Ingo Devices electronic toys, mobile game apps, tablet accessories 
(Worldwide)

Disney Consumer Products

Garfield KidQuest div. LiveHive Systems mobile educational apps (iOS) (Worldwide) Paws, Inc.

Guess How Much I Love 
You

Three Crowns Confectionery chocolate candy (U.K.) Walker Books

Harper's Bazaar Marka PJSC cafés (Middle East) Hearst Magazines

John Wick (film) Starbreeze AB video game DLC (Worldwide) Lionsgate

Julius Jr. StoryToys mobile game apps (iOS) (Worldwide) Saban Brands

Mario An Post stamps (Ireland) Nintendo of America

McLaren LEGO Systems construction block sets (Worldwide) McLaren Automotive Ltd.

Nik Wallenda (Skyscraper 
Live)

Hyperpower Game Group, Tapinator mobile game apps (Android & iOS) (Worldwide) Discovery Communications

Pac-Man An Post stamps (Ireland) Bandai Namco Games Europe

Playboy Bendon intimates (Worldwide) Playboy Enterprises

Blessed Cosmetics cosmetics (Brazil)

D.R. Lingerie Industria e Comercio S.A. intimates (men’s), pajamas (men’s), swimwear (women’s) 
(Brazil)

JART/HLC SB Distribution, S.L skateboard gear, skateboards (U.S., Canada, Europe, 
Japan, South America, ANZ)

Art Works Co., Ltd. apparel

International Licenses Recently Granted

*Extension or renewal.
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Licensing News Continued from page 7

Property granted to Products manufactured granted by

Playboy Santino backpacks, bags, briefcases, luggage, purses, wallets 
(Brazil)

Playboy Enterprises

Selima Optique prescription eyewear, sunglasses (Worldwide 
(excluding Argentina, Bolicia, Brazil, Chile, Columbia, 
Ecuador, Paraguay, Peru, Uruguay, Venezuela))

Playmobil Electronic Sheep hats (U.K.) Playmobil U.S.A.

Porsche LEGO Systems construction block sets (Worldwide) Porsche Cars North America

Power Rangers Fit for Sport fitness guides (U.K.) Saban Brands

Sonic the Hedgehog An Post stamps (Ireland) SEGA Europe

Space Invaders An Post stamps (Ireland) Copyright Promotions Licensing Group 
(CPLG) 

Ted Baker Portmeirion Group USA dinnerware, porcelain giftware (U.K.) Ted Baker London

Very Hungry Caterpillar 
(The)

Cawston Press juice (U.K.) Rocket Licensing

Zomlings Signature Publishing Ltd. magazines (U.K.) Magic Box Intl.

Good-for-You Licensing

Fighting Obesity In the Produce Aisle
With an increasing societal focus on health and wellness 

and a desire to combat childhood obesity, entertainment/
character licensors are interested in associating their 
properties with the produce category, and vice versa.

Some examples within the last year or so:
Sesame Workshop, the Produce Marketing Association, 

and the Partnership for a Healthier America forged a deal 
allowing the Sesame Street characters to be used, royalty-
free, on signage and packaging. 

XX Eric Carle’s The Very Hungry Caterpillar is starring 
in Produce for Kids’ third annual Healthy Families, 
Helping Kids campaign, featured in Publix and Meijer 
stores this fall. 

XX Disney and Pinnacle Foods’ Birds Eye brand teamed 
in a multiplatform effort to encourage more vegeta-
ble-eating, with Disney characters appearing on pack-
aging, among other elements. 

XX The Florida Department of Citrus worked with Marvel 
Custom Solutions to integrate Florida’s Captain Cit-
rus character, along with Marvel’s Avengers Assem-
ble team, into a custom comic, teacher’s guide, and 
lesson plan distributed to 1 million children in U.S. 
schools. 

These ventures join a handful of ongoing licensing efforts 
in the produce aisle. Disney, to name one example, has a 
number of licensees for branded fruits and vegetables, 
including Chelan Fresh for bagged apples and cherries, 
Crunch Pak for fresh sliced apples, Dayka & Hackett for 
grapes, Freska for mangos, Naturipe for blueberry snacks, 
and SGS for stone fruit and table grapes, all featuring Dis-
ney and Marvel characters and brands. Warner Bros. also 
maintains a presence; a couple of its newer Looney Tunes 
licensees include Crunchies Foods for freeze-dried fruits 

and vegetables and Central West Produce for packaged 
strawberries in the U.S. and Canada. 

And the trend is not limited to North America; Viacom 
International just licensed South African retailer Checkers 
for SpongeBob SquarePants seasonal fruits, including in 
kid-sized portions. 

Most of the deals mentioned above lean more toward 
promotion than traditional licensing, although it should 
be noted that there are a lot of gray areas between the two 
in this category. 

Licensing By the Numbers

Disney Consumer Products Revenues 
Expand When Frozen

Revenue at Disney Consumer Products (including mer-
chandise licensing and the Disney retail stores) increased 
12% to $3.985 billion for the year ended Sept. 27, 2014, com-
pared to the prior year. Operating income for the unit was 
up 22% to $1.356 billion over the same period.

Singled out for strongest contributions to merchandise 
licensing for the year: Frozen and the new Disney Channel 
properties. For the quarter, performance was boosted by 
Frozen and Spider-Man, partially offset by lower revenues 
from Monsters and Iron Man merchandise.

Overall, Disney revenue was up 8% and operating 
income 21%. The strongest showings were in Studio Enter-
tainment — largely attributable to the success of Frozen 
on screen and in home media – and Interactive, which was 
re-tooled this year and benefited from the performance of 
Disney Infinity console games and the mobile games Tsum 
Tsum and Frozen Free Fall.
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26 Management Team, Steven Spiegel, CEO, 
steven@26mgmt.com, P. 6.

Acumen Brands, John James, CEO, 866-824-7970, 
jjames@acumenbrands.com, P. 6.

Aeropostale, Emilia Fabricant, EVP Brands, 646-485-
5410, efabricant@aeropostale.com, P. 6.

AGI Lifestyle Entertainment, Kenneth Slotnick, CEO, 
646-783-2092, kslotnick@agi-entertainment.com, P. 5.

Alita’s Brand Bar, Alita Friedman, CEO, 732-319-0502, 
info@alitasbrandbar.com, P. 5.

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

Archie Comic Publications, Mike Pellerito, President, 
914-381-5155, info@archiecomics.com, P. 6.

Aristocrat, Dallas Orchard, VP Gaming Operations, 
702-270-1000, contact@aristocrat-inc.com, P. 6.

Bakery Crafts/Jack Guttman, Nicci Henry, Licensing 
Manager, 513-881-4161, nhenry@bkrycft.com, P. 6.

Beanstalk, Sherikay Chaffee, AVP Brand Management, 
212-303-1141, sherikay.chaffee@beanstalk.com, P. 5.

Beanstalk, Rachel Terrace, SVP Brand Management, 
212-303-1187, rachel.terrace@beanstalk.com, P. 5.

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

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

Bulldog Licensing, Laurie Windrow, Managing Director, 
917-301-6771, lauriew@bulldog-licensing.com, P. 5.

Bulls I Toy, Mike Simon, Director Licensing & Product 
Development, 760-690-3902, mjsimon@bullsitoy.com, P. 6.

CAA, Gary Krakower, Agent, 424-288-2000, gary.
krakower@caa.com, P. 5.

Cabela’s, Lee Dolan, VP Brand Marketing, 308-254-5505, 
lee.dolan@cabelas.com, P. 6.

Calendar Holdings, Jennifer Schubert, VP Merchandising, 
888-422-5637, jenns@calendarclub.com, P. 6.

CB Station, Jim Harbison, Principal, 866-960-5865, jim@
cbstation.com, P. 6.

Cherokee Group (The), Mark Nawrocki, EVP Global 
Licensing, 818-908-9868 x315, markn@cherokeeusa.com, P. 5.

Classic Brand (The), Don Choi, Head Sales & 
Licensing, 213-745-8485, don@lovetheclassic.com, P. 5.

CNK Digital, Armie Carabet, CEO, 877-254-2522, armie.
carabet@cnkdigital.com, P. 5.

Dansk, Glenn DeStefano, President, 267-525-7800, 
glenn_destefano@lenox.com, P. 6.

Dentsu Entertainment USA, Yuma Sakata, President & 
CEO, 310-315-3019, ysakata@dentsuentertainment.com, P. 5.

Discovery Communications, Conal Byrne, VP Digital 
Media, 240-662-2000, conal_byrne@discovery.com, P. 7.

Discovery Communications, Sue Perez-Jackson, 
Licensing Director North America: Home, Publishing, 
Apparel, Accessories, Travel, Experiential, Gift & 
Seasonal, Stationery, Food & Beverage, 240-662-5419, 
sue_perez-jackson@discovery.com, P. 5.

Discovery Communications, JP Stoops, Licensing 
Director Consumer Products North America: Toys, Games, 
Pet, Digital/Interactive, Tech & Gear, 415-734-3596, 
jp_stoops@discovery.com, P. 5.

Disney Consumer Products, Chris Connolly, SVP 
Licensing, Disney Princess & Disney Fairies, 818-544-
0716, christopher.j.connolly@disney.com, P. 7.

Disney Consumer Products, Josh  Silverman, EVP Global 
Licensing, 818-544-0041, josh.silverman@disney.com, P. 7.

DMA3D/DMA Elements, Paul Huybrechts, Owner, 323-
776-3009, paul@dmaelements.com, P. 5.

Dominique Ansel/Intl. Pastry Concepts, Dominique 
Ansel, Owner, 212-219-2773, info@dominiqueansel.com, P. 5.

Dream Lounge (The), Jenna Lowe, President Marketing 
& Strategy, www.thedreamloungeblog.com, P. 5.

Earthbound, Milin Shah, Senior Manager Licensing 
Development , 646-873-3822, milin@earthboundllc.com, 
P. 5,6.

Edward Carlton Kutz, Carlton Kutz, President, 501-400-
4013, kutzec@miamioh.edu, P. 6.

eOne Entertainment, Joan Grasso, VP Licensing North 
America, 212-524-4840, jgrasso@entonegroup.com, P. 6.

Esquire Footwear, Isaac Saada, President, 212-695-4140, 
isaac@esquirefootwear.com, P. 5.

FAM Brands, John Spotts, EVP Business Development & 
Licensing, 312-498-1429, john@fambrands.com, P. 7.

Fermata Partners, Derek Eiler, Managing Partner, 404-
966-1962, de@fermatapartners.com, P. 6.

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

Fifth Sun, Dan Gonzalez, Owner, 530-343-8725, 
dan@5sun.com, P. 5,6.

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

Fisher-Price, Geoff Walker, EVP Global Brands Team, 
212-620-8332, geoff.walker@mattel.com, P. 6.

Flushing Map, John Chen, 718-460-7858, flushingmap@
gmail.com, P. 6.

Fright Rags, Ben Scrivens, Founder, 585-730-8280, ben@
fright-rags.com, P. 5.

Frost Productions, Cate Frost, Owner, 323-874-5300, 
info@aboutfrostproductions.com, P. 6.

Garrett Leight, Garrett Leight, CEO & Creative Director, 
310-392-2100, garrett@garrettleight.com, P. 5.

Genevieve Gorder, Genevieve Gorder, Designer, 
workwithgg@gmail.com, P. 5.

Healthy Food Brands, Russ Asaro, EVP, 212-444-9909, 
rasaro@hfbusa.com, P. 6.

Hearst Magazines, Gautam Ranji, SVP Intl. Licensing 
& Business Development, 212-767-6000, granji@hearst.
com, P. 7.

Heineken, Belen Pamukoff, Brand Director Marketing, 
914-681-4100, bpamukoff@heinekenusa.com, P. 5.

Hot Properties! Merchandising, Jim Tsukahira, 
President, 310-566-7217, jimt@hotmerch.com, P. 6.

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

HyperPower Game Group, Clark Nesselrodt, CEO & 
Co-founder, info@hyperpowergames.com, P. 7.

Isaac Morris, Ralph Setton, Licensing Director, 646-827-
0015, rsetton@isaacmorris.com, P. 6.

Jay Franco & Sons, Joseph Franco, VP, 212-679-3022 , 
joea@jfranco.com, P. 6.

Jewel Branding & Licensing, Julie Newman, President, 
404-303-1872, julie@jewelbranding.com, P. 7.

Jim Henson Company, Anna Jordan Douglass, VP 
Digital Development & Interactive, 323-802-1500, 
ajordan@henson.com, P. 7.

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

Joester Loria Group, Joanne Loria, EVP Licensing & 
COO, 212-683-5150 x303, jloria@tjlgroup.com, P. 5.

Jones Group, Mary Belle, President Licensing, 212-536-
9679, mbelle@jny.com, P. 6.

Joyrich, David Melgar, Creative Director, 323-951-9727, 
david@joyrich.com, P. 7.

JumpStart/Knowledge Adventure, Matt Cullen, VP 
Licensing/Merchandising & Game Design, 310-533-3400, P. 6.

Kobo Candles, Louis Hotchkiss, President, 518-695-9991, 
louis@kobocandles.com, P. 6.

Kroto dba iCanvasART, Elizabeth Lvovski, Director 
Licensing, 847-644-1403, liz@icanvasart.com, P. 5.

Land of Nod, Jason Jones, GMM, 800-933-9904, jason.
jones@landofnod.com, P. 6.

Lecoq Cuisine, Eric Lecoq, Founder, 203-334-1010, eric@
lecoqcuisine.com, P. 5.

LEGO Systems, Jill Wilfert, VP Licensing & 
Entertainment, 860-763-6827, jill.wilfert@lego.com, P. 7,8.

Lionsgate, Peter Levin, President Interactive Ventures & 
Games, 310-255-3000, plevin@lionsgate.com, P. 7.

Lionsgate, Kajsa Vikman, SVP Marketing & GM BeFit, 
310-449-9200, kvikman@lionsgate.com, P. 5.

Live Nation Merchandise, Janet Dwoskin, VP Licensing, 
415-247-7126, janetdwoskin@livenation.com, P. 6.

Macmillan Publishing, Simon Boughton, SVP & Publisher, 
646-307-5151, simon.boughton@macmillan.com, P. 6.

Madefire, Ben Wolstenholme, CEO & Co-founder, 415-
273-9613, contact@madefire.com, P. 6.

Metropolitan Transportation Authority (MTA), Mark 
Heavey, CMO & Chief Advertising Officer, 212-878-7132, 
mheavey@mtahq.org, P. 6.

Mezco Toyz, Mike Drake, Director Special Projects, 718-
472-5100, drake@mezco.net, P. 6.

Moxie & Co., Laura Becker, Partner, 203-259-2729 x14, 
lbecker@moxieco.com, P. 5,6.

Nickelodeon & Viacom Consumer Products, Manuel 
Torres, SVP Global Toys & Publishing, 212-846-4735, 
manuel.torres@vimn.com, P. 5.

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

One Jeanswear Group div. Nine West Holdings, Jack 
Gross, CEO, 212-575-2571, jack.gross@ninewest.com, P. 6.

Open Road Brands, Robert Hayes, President, 316-734-
4200, joe.hayes@orbrands.com, P. 5.

Origin Food Group, Glenn Patcha, COO, 704-768-9000, 
glenn.patcha@originfoodgroup.com, P. 5.

Oxford Ophthalmic div. Eyewear Designs, Andrea 
Gluck, Owner, 516-364-3664, algluck@aol.com, P. 5.

Pandora Jewelry, Beth Moeri, Chief Merchandising 
Officer Americas, 410-309-0200, bmoeri@pandora.net, P. 7.

Panini America, Mark Warsop, CEO, 817-662-5300, 
mwarsop@paniniamerica.net, P. 6.

Parabellum, Mike Feldman, Co-founder, 323-469-8164, 
pbhq@parabellumcollection.com, P. 5.

Paws, Inc., Jill Davis, SVP Licensing, 765-287-2222, jill@
pawsinc.com, P. 7.

Penny Lane Fine Art & Licensing, Renee 
Franck, Licensing Director, 937-849-6786, rfranck@
pennylanepublishing.com, P. 6.

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

Allison & Busby Ltd., Susie Dunlop, Publishing Director, 
44 20 7580 1080, susie@allisonandbusby.com, P. 6.

An Post, Donal Connell, CEO, 353 1 705 7064, donal.
connell@anpost.ie, P. 7,8.

Art Works Co., Ltd., Takanohiro Okude, 81 3 5775 7643, 
okude@atwks.com, P. 7.

Bandai Namco Games Europe, Herve Hoerdt, VP 
IP Strategy, Marketing & PR, 44 20 8222 9700, herve.
hoerdt@namcobandaigames.com, P. 7.

Bendon, Justin Davis-Rice, CEO, 61 2 9384 2400, justin.
davis@bendon.com, P. 7.

Biscuiteers Baking Co., Harriet Hastings, Founder 
& Managing Director, 44 8704 588 358 , harriet@
biscuiteers.com, P. 7.

Blessed Cosmetics, Andrew Antunes, aucubu@gmail.
com, P. 7.

Cawston Press, John Mulvey, Marketing Manager, 44 
1536 414610, john.mulvey@cawstonpress.com, P. 8.

Character World/TDS Enterprises, Karen Creed-
Stephenson, Creative & Product Director, 44 845 004 9217, 
karen.creed-stephenson@characterworld.uk.com, P. 7.

Coolabi, Valerie Fry, Director Sales, 44 20 7004 0980, 
valerie.fry@coolabi.com, P. 7.

Copyright Promotions Licensing Group (CPLG) , 
Vickie O’Malley, Managing Director, 44 20 8563 6400, 
vomalley@cplg.com, P. 8.

D.R. Lingerie Industria e Comercio S.A., Carlos 
Pererira, 85 3433 2553, admfor@drling.com.br, P. 7.

Daredevil Development, David Mowbray, Principal, 44 
788 423 2075, contact@daredevil-deveopment.com, P. 7.

DC Thomson, Tim Collins, Head Brands, 44 208 337 
7958, tcollins@dcthomson.co.uk, P. 7.

Discovery Communications, Nicolas Bonard, SVP 
Global Consumer Products, 44 20 8811 3000, nicolas_
bonard@discovery.com, P. 7.

Edebé Licensing, David Recasens Sala, Licensing 
Director, 34 932 037 408, drecasens@edebe.net, P. 7.

Electronic Sheep, Helen Delany, Co-founder, 44 20 7229 
3358, helen@electronicsheep.com, P. 8.

Ferrari S.p.a., Francesca Vernia, Head Licensing & 
Partnerships, 39 0536 949200, francesca.vernia@ferrari.
com, P. 7.

Fit for Sport, Dean Horridge, CEO & Founder, 44 845 456 
3233, dean.horridge@fitforsport.co.uk, P. 8.

Flame Tree Publishing, Nick Wells, Publisher 
& Creative Director, 44 20 7386 4700, nick@
flametreepublishing.com, P. 7.

Ingo Devices, Oriol Canet Ayala, Director General, 34 93 
719 5383, info@ingodevices.com, P. 7.

JART/HLC SB Distribution, S.L, Kote Olaskoaga, Export 
Area Manager, 34 943 630 097, kote@hlcdist.com, P. 7.

Karen Addison Associates, Karen Addison, Managing 
Director, 44 1931 714017, karenaddison@karenaddison.
co.uk, P. 6.

KidQuest div. LiveHive Systems, Dave Bullock, Co-
founder, 877-746-1131, dave.bullock@livehivesystems.
com, P. 7.

Magic Box Intl., Ben Harper, Director U.K. & Ireland, 44 
1403 251 286 , b.harper@magicboxint.com, P. 8.

Marka PJSC, Jamal Al Hai, Chairman, jamal.alhai@
markaholding.com, P. 7.

Mary Gannon Design, Mary Gannon, Designer, 44 20 
7823 3355, mary@marygannondesign.co.uk, P. 7.

McLaren Automotive Ltd., Hayley Robinson, Licensing 
& Merchandise Executive, 44 1483 261 900, hayley.
robinson@mclaren.com, P. 7.

N16 Vintage, Josephine Beckett, Managing Director, 44 
208 361 1963, P. 7.

Peahen Games, Peter Sleeman, Owner, peter@
peahengames.com, P. 7.

PS Not Just Another Agency B.V., Peter Eiselin, 
Managing Director & Partner, 31 20 7786291, peter@
psnjaa.com, P. 5.

Redan Publishing, Robert Sutherland, Chairman, 44 
1743 364 433, robert@redan.com, P. 6.

Rights Management Intl. Ltd., Saphia Maxamed, 
Business Development Manager, 44 207 736 9394, 
saphia@rightsmi.co.uk, P. 7.

Rocket Licensing, Charlie Donaldson, Joint Managing 
Director, 44 20 7207 6241, charlie@rocketlicensing.com, P. 8.

Saban Brands, Gustavo Antonioni, Managing Director 
Consumer Products EMEA, 44 20 7432 4538, gantonioni@
sabanbrands.com, P. 8.

Santino, Andre Soares, 55 11 3526 8888, andrea.
machado@santino.com.br, P. 8.

SEGA Europe, Sissel Henno, Head Brand Licensing, 44 
20 8995 3399, hennos@soe.sega.co.uk, P. 8.

Sensio, Shae Hong, CEO, 866-832-4843, P. 5.

Signature Publishing Ltd., Alan Scott, Publishing Manager, 
44 1483 779500, alan.scott@signaturepl.co.uk, P. 8.

Starbreeze AB, Bo Andersson Klint, CEO, 46 8 209 208, 
ir@starbreeze.com, P. 7.

StoryToys, Barry O’Neill, CEO, 353 16 718 952, barry.
oneill@storytoys.com, P. 7.

Ted Baker London, Craig Smith, Global Brand 
Communication Director, 44 20 7255 4800, craig.smith@
tedbaker.com, P. 8.

Three Crowns Confectionery, Joe Horsley, Director, 44 
1482 358700, mail@threecrownsconfectionery.co.uk, P. 7.

Walker Books, Anna Hewitt, Licensing Head, 44 20 7793 
0909, anna.hewitt@walker.co.uk, P. 7.

Walker Books, Nicola Webster, Licensing Manager, 44 20 
7793 0909, nicola.webster@walker.co.uk, P. 7.

Walt Disney Company EMEA, Simon Philips, EVP & 
General Manager, Consumer Products, 44 208 222 1000, 
simon.philips@disney.com, P. 7.

Warner Bros. Consumer Products (U.K. & Ireland), 
Preston Kevin Lewis, GM, 44 20 7984 6114, preston.
lewis@warnerbros.com, P. 7.

Physician Endorsed, Elissa Margulies, VP, 954-318-6060, 
elissa@physicianendorsed.com, P. 5.

Playboy Enterprises, Matt Nordby, President Global 
Licensing, 310-424-1800, mnordby@playboy.com, P. 7,8.

Playmobil U.S.A., John Skrajewski, VP Sales & Marketing, 
609-409-1263, john.skrajewski@playmobilusa.com, P. 8.

Poprageous, Cher Park, Founder & CEO, 877-444-8411, 
cher@poprageous.com, P. 6.

Porsche Cars North America, Laura Malone, Intellectual 
Property Manager, 770-290-3500, info@porsche.com, P. 8.

Portmeirion Group USA, Wendy Motlaq, Corporate VP, 
203-723-1471, wmotlaq@portmeirion-usa.com, P. 8.

POW! Entertainment, Stan Lee, Founder, Chairman & 
CCO, 310-275-9933, info@powentertainment.com, P. 6.

Precious Moments, Sara Pilafas, SVP Licensing & 
Creative, 847-725-9442, sara.pilafas@preciousmoments.
com, P. 5.

Primary Colors, Jeff Gierhart, VP Sales & Marketing, 419-
903-0403 x213, jgierhart@primarycolorscorp.com, P. 6.

Princess Cruises, Jan Swartz, President, 661-753-1850, 
jswartz@princesscruises.com, P. 7.

Put Me In The Story div. Sourcebooks, Lyron Bennett, 
Business Manager, 630-961-3900, lyron.bennett@
sourcebooks.com, P. 5.

Rizzoli International Publications, Robb Pearlman, 
Editor, 212-387-3400, rpearlman@rizzoliusa.com, P. 6.

RTH, Rene Holguin, Owner, 310-289-7911 , info@rthshop.
com, P. 5.

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

SEGA of America, John Cheng, President & COO, 415-
701-6000, john.cheng@sega.com, P. 6.

Selima Optique, Amine Lyoussi, Head Operations & 
Merchandising, 212-343-9490, stockroom@selimaoptique.
com, P. 8.

Silver Sunrise, Andrea Sobel, President, 818-570-1260, 
asobel@silversunrisellc.com, P. 5.

Sipp, Carlos Quimbo, Co-founder, info@goodvineswine.
com, P. 5.

Sourcebooks, Dana Bottenfield, Associate Acquisitions 
Editor, 630-961-3900, dana.bottenfield@sourcebooks.
com, P. 5.

Tapinator, Ilya Nikolayev, CEO, 914-930-6232, info@
tapinator.com, P. 7.

TOMY, Greg Kilrea, President & CEO, 630-573-7200, 
gkilrea@tomy.com, P. 6.

Top Secret Nutrition, Tom Richardson, CEO, 954-496-
9600, tom@topsecretnutrition.com, P. 5.

Topps, Ira Friedman, VP Licensing & Publishing, 212-
376-0596, ifriedman@topps.com, P. 6.

Trends International, Jeff Loeser, VP Licensing, 317-
388-4068, jloeser@trendsinternational.com, P. 5.

Universal Music Nashville, Brad Turcotte, VP 
Marketing, 615-524-7532, brad.turcotte@umusic.com, P. 6.

Warner Bros. Consumer Products, Karen McTier, EVP 
Domestic Licensing & Worldwide Marketing, 818-954-
3008, karen.mctier@warnerbros.com, P. 5,6.

Welch’s, Glenn Hendricks, Head GLobal Licensing, 978-
371-3708, ghendricks@welchs.com, P. 6.

WGBH Enterprises, Maria Wolsky, Executive Producer, 
617-300-2700, maria_wolsky@wgbh.org, P. 7.

Zwyer Industries, Melchior Zwyer, Founder, 626-636-
6388, info@zwyerind.com, P. 5.
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Partners Network, revealed a strong presence for private 
labels in pet and general merchandise stores with pet sec-
tions. Licensing could help stores better merchandise this 
category in-store (U.K. and European stores do an excellent 
job on that front, despite the fact that the category is much 
less developed for licensing there than in the U.S.), while 
co-branding with a licensee could be vehicle for adding a 
health component to such offerings.

Most licensing is around apparel (sweaters) and acces-
sories (leashes, Halloween costumes) spotlighting sports 
teams and entertainment characters.

Still, there are lower-profile licensed brands you might 
not expect, such as Burt’s Bees, or Bed Head (called Pet 
Head in this case) that are entrenched, while some of the 
bigger ones (Martha Stewart) have had a harder time mak-
ing inroads. We believe that brands that are extending into 
functional applications, such as Arm & Hammer, Body Glove, 
and the aforementioned Burt’s Bees and Bed Head, will have 
staying power. This was a modest growth area in 2014.

Social Media: More Opportunities, 
More Competition

This is the nut everyone wants to crack, from being the 
first to recognize a rising social media star to harnessing 
social media as a marketing tool. Social media makes it 
easy to pinpoint targeted audiences, but the competition 
to reach them is so great, and attention so fragmented, that 
it all boils down to more opportunities, more competition.

While we have reported about fashion, home, food, com-
edy, and other bloggers who have extended their brands 
via licensing, video blogger Bethany Mota is the one break-
out story this year, with her direct-to-retail at Aeropostale. 
Two likely indicators of the success of that deal: It was 
extended into additional categories, and late in the year 
the same chain introduced an exclusive United XXVI col-
lection featuring teenager Nash Grier and others who are 
featured in his virally-popular Vine comedy videos. Beyond 
bloggers, other social media outlets that have potential for 
originating new properties are Instagram and Pinterest. 
Also in this realm: Target had capsules with a handful of 
Pinners in the stationery/party category in 2014.

Slots and Lotteries
We admit it: While we’ve written (most recently in 2013) 

about the breadth of licensed properties that work for slot 
machines and lotteries, we have no sense the order of mag-
nitude of this category. What we are hearing, however, is 
that the success of licensed properties for online slots is 
growing exponentially.

All gaming licenses are structured differently than for 
other consumer products, in part to comply with regula-
tions, but also because the nature of the business itself 
is so different. From Hasbro’s Monopoly to Act III’s Three 
Stooges to King Features Betty Boop, this is a segment to 

embrace if you can. Some agents and consultants are even 
carving side niches with an expertise in this area. Nor is 
this category limited to working with traditional pop cul-
ture icons. Tapatio Hot Sauce has been licensed to Frost 
Productions for lotteries.

Touring Shows, “Experiences,” 
and Theme Parks

The number of licensed attractions (encompassing tour-
ing shows, exhibitions/“experiences,” and theme parks and 
rides, is also growing at a very fast clip. That Feld Enter-
tainment was able to turn its touring Disney on Ice into a 
Frozen-themed production within six months is impressive 
— but there was an existing show, arenas were booked, and 
Feld and Disney have worked together on multiple shows 
for years. Still, that required new costumes, new routines to 
new music, and more. Getting that show on the road while 
the movie was still hot was a not insignificant achievement.

More typical is a 2014 Lionsgate announcement for 
a Hunger Games touring show set to embark in 2016, 
licensed to Dutch company Imagine Nation and Triangular 
Entertainment in the U.S.; or DreamWorks licensing Shrek 
to Merlin for a 2015 visitor attraction in London (with five 
other cities to be added over nine years).

The success of Kitty-Con, a Hello Kitty festival in L.A. 
probably portends similar events to follow elsewhere.

Theme park attractions are being licensed to foreign oper-
ators, in particular in the Middle East and Asia, and in some 
cases are being developed by the licensor together with local 
governments. Among the projects announced in 2014:

XX Ferrari Land Park at PortAventura, a resort in Salou, Spain 
(the first Ferrari Park opened in 2010 in UAE), licensed to 
private equity firms Investindustrial and KKR.

XX Fox has one project in Malaysia (2016) and a second, 
in tandem with Village Roadshow Theme Parks and 
the Korean government, in Seoul (no date specified).

XX Universal Beijing, with the first phase anticipated for 2019.
XX Shanghai Disneyland (announced prior to this year, 

but slated to open in 2015).
XX Shanghai DreamWorks Animation.
XX Warner Bros. is working on a park for Abu Dhabi.

Meanwhile, Cartoon Network’s Amazone water park, 
under license to Amazon Falls in Thailand, just celebrated 
its first anniversary.

Owning to License
When we published a financial analyst’s comparison of 

the performance of Iconix vs. Sequential Brands in our dai-
ly e-letter, TLL Daily Advisor, it was one of the most-clicked 
items we’ve ever run. Interest in owning brands with the 
specific intent of licensing them is very high.

As this is written, Sequential is looking to acquire Perry 
Ellis International. This business model isn’t panacea — 
not all brands work out — but when it does it is clearly 
very lucrative. Of course the number of brands available 
may be limited, and the prices will rise dramatically as 
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more companies compete for them. To date, many of the 
brands acquired in this fashion have either been purchased 
in bankruptcy, been dead brands, or are celebrity brands 
looking for longevity past the family’s interest.

Nothing new there, but if the stock market continues its 
current rally (this is written mid-November), more inves-
tors will be looking to mine this business model, even as 
prices for acquiring go up.

Trend-Watching: Personalization and More
Personalizing jerseys and other items has been on the 

“trends” list for a couple of years now, but we’re wondering if 
that may have been more a passing fad than a long-term trend. 
It’s not that personalization has disappeared—that’s not likely 
to happen—but that the newness factor has worn off.

Given how popular the NFL and some of the other major 
sports leagues have said personalization of jerseys is, it’s 
surprising that it isn’t prominent on the league or team 
shopping sites run by Fanatics, despite the fact that it is 
high profile in ads during games. Going to a site cold, you 
have to search the term “personalization” to find them.

It may also be that other forms of personalized interaction 
with licensed properties are taking root — in particular the 
integration of social media including Instagram and Pinterest 
as well as Facebook, Twitter, YouTube, blogs, and others.

We’re hedging our bets here, because there appears 
to be growth as more properties and more platforms are 
involved. But if you’re thinking about personalization 
opportunities, look around to see how much is out there. 
This is one where anecdotal evidence can be valuable. 

Something like this could well differ from community to 
community.

Other trends that appear to be increasing in significance:
XX Construction sets. LEGO’s ascendancy to the top tier 

of toy companies, and Mattel’s acquisition of Mega 
Bloks in 2014 suggest the toy makers anticipate con-
tinued growth in this sector. Girls are part of the mix 
now in terms of target audience for construction sets, 
and the competition for licensed properties—once 
the bane of LEGO, now the toy-maker’s acknowledged 
savior—is fierce.

XX App-connected toys. Toy Fair is coming in February; 
we’ll see the degree to which this trend holds over 
from last year. It appears to be standard operating pro-
cedure to have an app in just about any toy, but often 
they don’t add much value. We think this is still in its 
infancy — that no one has really discovered the “killer 
app/toy” that will define the segment. It will come.

XX Social responsibility. This is particularly acute at the 
moment relative to colleges and universities, where 
students are urging administrators to demand strin-
gent guidelines (and enforcement) for where products 
are manufactured and under what conditions. As with 
“Made In [insert your country here, because this isn’t 
limited to the USA],” this movement isn’t limited to 
students and schools. However, the social responsi-
bility aspect is probably strongest in academia.

XX STEM. Science, technology, engineering, and math-
ematics. The whole concept of STEM will extend well 
beyond classrooms and beyond properties that have a 
clearly delineated educational thrust, as has been the 
case thus far with assorted Scholastic, Nickelodeon, 
Genius, and other brands that are mining this territory.
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