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XX EA Sports uses likenesses of well-known col-
lege athletes as characters for its video games

XX Samsung uses images and bios of legendary 
Olympians for its “Genome Project” app 

XX Pitbull mentions Lindsay Lohan in a song lyric
XX Abercrombie and Fitch uses a famous 

surfer’s photo in its sales catalog

Can companies do these kinds of things if 
they don’t have a license? This is the kind of 
thing a licensing professional must understand, 
especially if your company uses or plans to use 
a celebrity for its own product or advertising 
without securing a licensing agreement.

What the Law Says: 
Right of Publicity versus Free Speech

The principal legal issue raised by unauthor-
ized use of a celebrity for commercial purposes 
involves not federal but state law, specifically 
the so called “right of publicity.” Explanation: 
In 38 states, individuals have not just privacy 
but property rights in the use of their name, 
likeness, voice and other personal traits for 
commercial purposes. (See LAWSCAPE on p. 6  
to look up the laws of your state). Unlicensed 
use may violate the right of publicity and sub-
ject your company to lawsuits and damages.

But companies have rights, too, including the 
right to free speech under the First Amendment. 
In some situations, the company’s First Amend-
ment rights outweigh the celebrity’s right of 
publicity. Result: They don’t need a license to 
use the celebrity. Unfortunately, these situa-
tions are narrow. The important thing is being 
sure you understand where the lines are drawn. 

How to Protect Yourself
Although rules vary by state, there are 5 sit-

uations where a company can use a celebrity 
without a license:

Situation 1: The Use Is Noncommercial
Unlicensed use of a celebrity is much easier 

to justify when you can show you didn’t do it 

to make money. Caveat: Noncommercial use 
won’t work if you’re using a celebrity as a way 
to enhance or advertise your product; you 
need to show that the use serves some kind of 
public interest, e.g., news reporting, or artistic 
expression. It’s up to courts to make this judg-
ment on a case-by-case basis. Examples:

OK NOT OK

Samsung’s use of Olympic 
athletes’ images and bios 
for “Genome Project” app 
enabling users to compare 
their Facebook profiles to the 
athletes that wasn’t designed 
to promote any Samsung 
products [Spitz v. Samsung 
Elecs. Am., Inc. (2013)].

Cell phone company’s 
press release comparing its 
emergency preparedness 
program to famous test pilot 
Chuck Yeager’s breaking the 
sound barrier was commercial 
because announcing the plan 
promoted an enhancement of 
its wireless service [Yeager v. 
Cingular Wireless, LLC (2009)]. 
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THE FUTURE OF LICENSING 

Streaming of TV Content & Its 
Implications for Consumer Licensing

TV has and will continue to have a dramatic 
effect on consumer licensing. Accordingly, you 
need to be aware of the dramatic changes in 
the way consumers are discovering new TV 
content and how they may impact the effec-
tiveness of your licensing initiatives.

The CEA Study
Historically, TV broadcasting and cable 

have functioned as both free flowing sources 
of entertainment properties for license and as 
primary vehicles for the continued exposure 
of licensed properties. But streaming now 
must be a factor in analysis of the way con-
sumers are discovering and viewing TV con-
tent across different platforms. The changes 
are documented in a new joint research study 
commissioned by NATPE/Content First and 

Continued on page 3

Continued on page 4
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RALPH LAUREN BUCKS THE BUCK
Conventional wisdom says that the 
strong dollar is making it harder to 
sell luxury fashion goods abroad. 
Or is it? Ralph Lauren reported 
weaker than expected third 
quarter earnings, but while U.S. 
sales flattened out, total growth 
in international sales revenues 
topped double-digits (in current 
currency), thanks to robust perfor-
mances in both Europe and China. 
RL is taking measures to insulate 
itself from currency-related losses 
going forward, including reorga-
nizing its licensing business model 
to centralize local and regional 
operations into a fully integrated 
global brand-based organizational 
structure.

TARGET STOCKS KINKY TOYS
Mainstream retailers including 
Target and Amazon got in the 
mood for the “Fifty Shades of 
Grey” movie’s Valentine’s weekend 
opening by stocking an unconven-
tional variety of officially licensed 
merchandise tied to the sexually 
charged property. More power to 
them. If Americans buy lingerie at 
Costco, why not sex toys at Tar-
get? But blogs including Jezebel 
took Target to task after a shop-
per in Oklahoma found a display 
of “Fifty Shades” items, includ-
ing a man’s “vibrating love ring” 
stocked right next to kids’ charac-
ter toothbrushes. 

IT’S A DOG’S LIFE 
Life magazine, that is. Life and 
venerable home goods mar-
keter Laura Ashley are among 
the brands entering licensing 
agreements for pet products. Life 
has signed licensee GHS Studio 
to make pet beds and bean bags, 
while Laura Ashley teamed with 
Unique Petz for a full line of items 
including leashes, furniture covers, 
kennels, carriers, toys and more. 
Americans spent an estimated 
$58.5 billion on them in 2014, an 
increase of 5% over 2013, accord-
ing to the American Pet Products 
Association. Nothing but the best 
for our pets.

TIME FOR RETAIL
Time Inc.’s fashion and beauty 
brands InStyle and Marie Claire 
are going to be spending a bit 
more time in the shops. JCPen-
ney will open The Salon by InStyle 
in 15 test locations this summer, 
including flagship locations in 
Dallas and Los Angeles, before 
pursuing a nationwide rebranding 
of its 850 in-store salons next year. 
InStyle readers account for 9% of 
all beauty spending in the U.S., 
according to the magazine. Mean-
while, Marie Claire has teamed 
with Specialty Stores to develop a 
beauty retail business in the U.K.

MARVEL BACK IN SPIDEY WEB
Sony Pictures will restyle the Spi-
der-Man franchise in partnership 
with Marvel Studios, returning 
the web slinger to the Marvel uni-
verse. Sony has owned the movie 

rights to Spider-Man since 1999, 
when it bought them from Marvel 
(now owned by Disney). The deal 
is expected to produce a new Spi-
dey film due in theaters in summer 
2017. Before then, Spider-Man will 
appear in upcoming Marvel super-
hero films. Variety reported that 
to make room for Spider-Man, Dis-
ney has rescheduled a number of 
Marvel tent poles, including “Thor: 
Ragnorak,” moving to November 
2017, “Black Panther,” moving to 
July 2017, and “Captain Marvel,” 
moving to November 2018.

COSMETICS COUNTER
Some cosmetics, skincare and fra-
grance deals backed by big names: 

 X Actress Eva Mendes is 
working with Maesa and 
Walgreen’s on an exclusive 
cosmetics line. The Circa line 
strives to appeal to a multicul-
tural market, with 133 SKUs 
designed for a wide range of 
skin tones.

 X Model Rosie Huntington-
Whitely debuted her first 
fragrance, for British retailer 
Marks & Spencer. Rosie for 
Autograph, which is launch-
ing alongside a lingerie col-
lection under the model’s 
brand; smells like, what else, 
roses.

 X Xcel Brands and True Cosmet-
ics signed a licensing deal for 
TRUE Isaac Mizrahi, a line of 
skincare and cosmetics that 
went on sales this month on 
the designer’s show on QVC, 
as well as at other retailers 
and online at IsaacMizrahi.
com. Mizrahi is the first fash-
ion designer to sell beauty 
products on QVC.

DISNEY’S NEWEST PRINCESS
Say “Hola!” to Elena of Avalor, 
Disney’s first Latina princess, who 
will make her debut in a special 
episode of Disney Junior’s hit TV 
series “Sofia the First” before 
spinning off her own new series 
“Elena of Avalor.” 

BUGS BACK IN JORDAN’S COURT
Nike’s Jordan Brand and Looney Tunes licensor Warner Bros. Consumer 
Products are poised to relaunch the iconic Hare Jordan campaign for 
the Air Jordan franchise’s 30th anniversary. Hare Jordan products will 
start hitting retail in the spring. Nike’s first Hare Jordan commercial 
teaming Looney Tunes’ Bugs Bunny and the Chicago Bulls’ Michael 
Jordan, fresh off his first NBA Championship, debuted in 1992 on 
Super Bowl XXVI. Fast forward 23 years and Jordan still reigns in sports 
licensing. According to Forbes, half of all basketball shoes sold in 2013 
carried the Jordan brand and Michael Jordan still makes an estimated 
$75 million or more per year from his Nike deal even though it’s been 
almost 12 years since he last played in the NBA.
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the Consumer Electronics Asso-
ciation (CEA) conducted by 
E-Poll Market Research. Key find-
ings of the study:

XX Consumers seek out TV pro-
gramming through many 
outlets, with 71% report-
ing that they had watched 
streamed full-length TV 
programs in the past six 
months; 

XX For Millennials (ages 13 
to 34), streaming is even 
more important, with 84% 
streaming in the past six 
months. Millennials highly 
value their Netflix subscrip-
tions, with 51% character-
izing a Netflix sub as “very 
valuable,” as compared to 
42% for broadcast channels 
and 36% for cable;

XX Top choices for stream-
ing full-length TV shows 
include Netflix (40%), You-
Tube (26%), network sites 
(25%), sites that offer free 
programs (22%) and net-
work or service provider 
apps (12%). 

“Our study confirms that the 
paradigm for TV content discov-
ery has changed dramatically 
with increased availability and 
use of TV content streaming 
options,” according to NATPE 
president and CEO Rod Perth.

Streaming’s Surge
Streaming is a business that’s 

still gathering momentum. U.S. 
consumer spending on subscrip-
tion video-on-demand (VOD), 
which includes services such as 
Netflix, Hulu and Amazon Prime, 
surpassed $4 billion in 2014 
on growth of 25% for the year, 
according to DEG: The Digital 
Entertainment Group.

Market leader Netflix report-
ed 57.4 million subscribers in 
50 countries at the end of 2014 

Streaming of TV Content 
& Its Implications 
Continued from page 1

POTENTIAL TOY LICENSING BLOCkBUSTERS OF 2015

FILM STUDIO
RELEASE 
DATE

GLOBAL TOY 
LICENSEES

Avengers: Age 
of Ultron

Marvel/Disney May 1

 � Hasbro
 � LEGO Group
 � Mattel
 � Thinkway Toys
 � Mondo

Jurassic World
Amblin/
Universal

June 12

 � Hasbro*
 � LEGO Group
 � Jada Toys
 � Cardinal Games
 � Rubies
 � Ludia

Minions
Illumination/
Universal

July 10

 � Thinkway Toys* 
 � Mega Brands (Mattel)
 � Re;creation
 � Cookies United
 � Rubies

Star Wars: The 
Force Awakens

Lucasfilm/
Disney

Dec. 18

 � Hasbro
 � LEGO Group
 � Mattel
 � Jakks Pacific
 � Rubies

* Master toy licensee

SOURCE:  The Licensing LeTTer

FINDING THE NEXT “FROZEN”

The 4 Toy Licensing Blockbuster 
Movies to Watch in 2015 

“Frozen” was a licenser’s dream and a big reason that 
U.S. retail licensed toys sales grew 7% in 2014 ($5.7 billion), 
according to the NPD Group. But expectations for 2015 are 
even greater, thanks to a quartet of Hollywood blockbust-
ers that have enormous potential for licensed toys and oth-
er merchandise. Here’s a rundown of each film by release 
date and the toy licensing partners lined up:

and expects to offer its service around the globe within 
two years. Meanwhile, Netflix CEO Reed Hastings says the 
median number of hours viewed on the service continues 
to climb (though he didn’t say exactly what that number 
is.)

Dish Network, HBO and other pay TV providers are 
poised to launch standalone Internet TV services of their 
own in 2015, while Netflix and Amazon continue to add orig-
inal programming. On tap for Netflix: s a theatrical sequel 
to action film “Crouching Tiger, Hidden Dragon” called 
“Crouching Tiger: Green Destiny,” produced by The Wein-
stein Company, as well as a Chelsea Handler talk show, kids 
series “The Adventures of Puss in Boots” (DreamWorks 
Animation) and new seasons of “House of Cards” (Media 
Rights Capital) and “Orange is the New Black.”

“Orange is the New Black” already has its own licensed 
merchandise store, courtesy of series producer Lionsgate, 
at www.shoporangeisthenewblack.com.DO YOU KNOW?

 X The average 
royalty across all 
property types 
and product 
categories?

 X Which three 
property types 
earn the highest 
royalties?

 X Which three 
product categories 
pay the highest 
royalties?

 X The range of 
guarantees 
for licensing 
agreements?

 X How long the 
average licensing 
contract runs by 
property type and 
product category?

Back up your 
negotiations with 
authoritative data 
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Save 
$100!
CALL NOW 
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COPY TODAY!
Delivered to 
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Situation 2: Commercial Use Is “Incidental”

Commercial use of a celebrity may still be protected by the First Amendment if you can show that it was incidental and 

provided the company only marginal commercial advantage. What exactly is and isn’t “incidental use”? Although this is 

something courts have to decide case by case, a look at a pair of recent cases illustrates the factors courts consider in 

making the determination:

COMPANY WINS COMPANY LOSES 

What Happened: The rapper Pitbull includes the following lyric 
in his hit song “Give Me Everything Tonight”: “So, I’m tiptoein’, 
to keep flowin’/I got it locked up like Lindsay Lohan.” Ms. Lohan 
claims that she didn’t authorize the use of her name and sues 
Pitbull, the record label and its parent company for violating the 
NY version of her right of publicity. 

Ruling: The U.S. District Court dismisses the case without a trial 
[Lohan v. Perez (2013)]. 

Explanation: Use of Lohan’s name didn’t violate her right 
of publicity because it was incidental and fleeting, the court 
explained: 

 X The song mentions the name just once in 104 lines;

 X The name doesn’t appear in the title or refrain; and

 X The use of the name “is entirely incidental” to the song’s theme.

What Happened: EA Sports introduces a new feature to the 
2010 version of its popular “Madden NFL” video game: the option 
to play “classic” NFL teams from different eras using former 
players as characters. A group of former players used in the game 
sues EA for violating their right of publicity. EA claims it doesn’t 
need a license because the use was “incidental” and asks the 
court to throw out the case.  

Ruling: The U.S. Court of Appeals for the 9th Circuit says the use 
wasn’t incidental [Davis v. Electronic Arts Inc. (2015)].

Explanation: The case was essentially a repeat of 2013 cases 
finding EA’s unlicensed use of college athletes for video games a 
right of publicity violation. The only difference is that this time EA’s 
argued incidental use. But the court didn’t buy it. Unlike Pitbull’s 
isolated mention of Lohan, EA’s use of the players’ likeness for its 
game provided the company significant commercial advantages:  

 X Realism is at the heart of the game’s popularity;

 X Use of players’ likenesses is essential to creating that realism; 
and 

 X The use of the retired players for “classic” matchups was a 
prominent part of EA’s advertising.

Right of Publicity
Continued from page 1

Continued on page 5

The Licensing Letter Sourcebook is a comprehensive “who’s who” 
of the licensing business, saving you time and money by putting 
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what your competitors are doing.

“The very best reference book in the licensing business,” says industry 
consultant Gary Caplan. The Licensing Letter Sourcebook is the only 
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database on USB Flash Drive.

Save $100!
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Situation 3: Use Is Related to News or Public Events
Unlicensed use of a celebrity is also allowed in connec-

tion with a commercial venture if the primary purpose is 
to report on matters of public interest and promote the 
public’s right to know rather than just to make money. As 
ever, courts have to make this judgment on a case-by-case 
basis. Examples: 

OK NOT OK

Local newspaper’s sale of poster 
reproductions of front page featuring 
QB Joe Montana paintings after 1990 
Super Bowl because posters report 
“newsworthy events” [Montana v. 
San Jose Mercury News, Inc. (1995)].

Store’s use of illustration of famous 
surfer in its catalog is merely 
“window-dressing to advance the 
catalog’s surf theme and did not 
contribute significantly to a matter 
of public interest” [Downing v. 
Abercrombie & Fitch (2001)]. 

Situation 4: Use Is Transformative 
Rule: Use of a person’s identity without a license is allowed 

where the likeness is so transformed that it becomes an 
original expression rather than just a reproduction of the 
celebrity’s likeness. Although better suited for works of art, 
“transformative use” can also work in commercial settings. 

OK NOT OK

Use of distortion, context, etc. 
transforms Andy Warhol silkscreens 
of Marilyn Monroe from mere 
reproductions into original form of 
social commentary. 

Silkscreen prints of charcoal 3 Stooges 
drawings for tee-shirts and other 
retail items are straight commercial 
reproductions, not original works 
[Comedy III Productions v. Saderup 
(2001)]. 

Situation 5: Use Is for Parody
A close cousin of the “transformative use” defense is 

to show that the primary purpose of the celebrity’s use 
was for parody, lampoon or caricature, rather than com-
merce. Example: First Amendment protects comic book 

publisher’s right to caricature musicians Johnny and Edgar 
Winter as “villainous half-worm, half-human” characters 
where drawings aren’t just “conventional depictions” but 
original expressions designed to lampoon [Winter v. DC 
Comics (2002)].

Conclusion
Using a celebrity’s name, likeness, voice, etc. without 

a licensing agreement or other form of consent probably 
won’t violate the person’s right of publicity if: 

a. You confine the use to 1 or more of the 18 states 
where individuals don’t have a right of publicity-AK, 
AR, DE, ID, IA, LA, ME, MD, MS, NH, NC, ND, OR, SC, 
SD, VT, WV or WY; 

OR

b. If your use is in a right of publicity state but you can 
show that it’s protected by free speech by proving:

1. The use was noncommercial;

OR

2. The use was commercial but:

i. The commercial benefits were incidental or 
fleeting;

ii. The use was primarily to report news or par-
take in public events;

iii. The use was transformative; or

iv. The use was primarily for purposes of paro-
dy or caricature.

Last but not least, remember that right of publicity isn’t 
the only legal risk. Unlicensed use of a celebrity can also 
result in liability under other laws, including trademark 
and false advertising.

Develop More Profitable, Longer-Term 
Licensing & Merchandising Programs
Whether you’re budgeting, seeking financing, developing a business 
plan, evaluating a proposal, or undertaking competitive research, The 
Licensing Business Databook gives you instant access to all the 
licensing numbers you need.

77 charts, graphs, and tables give you a detailed visual 
representation of the full spectrum of licensing activity.

The Databook includes, FREE, a JPG of every exhibit, 
so you can drop any or all of these charts, graphs, 
and tables right into your own written or PowerPoint 
presentations.

Order 
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PdF cOPY 
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Call: 888-729-2315 PDF is delivered to you via thumb drive.

ORDER 
YOUR 

PDF COPY 
TODAY!

Save $100!
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LAWSCAPE

The Right of Publicity: Where Does Your State Stand?
The right of publicity comes from state rather than federal law—via statute or common law (i.e., case law) and some-

times both. But there are also 18 states that don’t recognize an individual’s right of publicity. Here’s a geographic rundown.

AL

Ak

AZ1

NM AR

CO
UT10

CT

MA

NH

DE

NJ

FL3

SC

GA

LA6

HI

ID

OR

IN

IA

MOkS

Ok

NE

SD

WY

ND

kY5

TN9

ME

MD

MN

MS

MT

NV5

NY7

NC

VA11WV

RI

VT

WI

CA2

WA12

MI

OH8

PA5

TX

IL4
DC

NOTES: 
1. AZ statute gives a right of publicity to members of the military but not 

civilians

2. In CA, the right of publicity is transferable and lasts 70 years after the 
person dies

3. In FL, the right of publicity lasts for 40 years after the person dies

4. In IL, the right of publicity is only statutory and lasts for 50 years after the 
person dies

5. In KY, NV, PA and TX, the right of publicity lasts for 50 years after the per-
son dies

6. LA courts have neither recognized nor ruled out a right of publicity

7. In NY, the right of publicity is only statutory and ends when the person dies

8. In OH, the right of publicity lasts for 60 years after the person dies

9. In TN, the right lasts 10 years and for as long as it’s used continuously 
thereafter (similar to trademark law)

10. In UT, the statutory right of publicity covers only use for false advertising

11. In VA, the right of publicity is only statutory and lasts 20 years after the 
person dies

12. WA provides different layers of protection depending on whether a per-
son’s identity has “commercial value”

Right of publicity under statute and common law

Right of publicity under common law

No right of publicity

KEY:
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Licensing News

Continued on page 8*Extension or renewal.

Properties Available Or Recently Assigned, U.S. 
PROPERTY DESCRIPTION CATEGORIES AVAILABLE LICENSING CONTACT

Amylee Weeks Religious-inspired whimsical designs. accessories (women’s), fabric, home 
decor, stationery

Marty Segelbaum, MHS 
Licensing + Consulting

Made in Chelsea British award-winning reality TV series chronicles the lifestyles of 
young affluents. In its eighth season.

apparel, fragrance, housewares, 
toiletries

Gavin Foster, ITB Worldwide

Stephanie Ryan Designs marked by simple shapes and thoughtful colors, previously 
licensed in 2014.

accessories (women’s), fabric, home 
decor, stationery

Marty Segelbaum, MHS 
Licensing + Consulting

Terry Doughty Award-winning wildlife artist with strong conservationist slant. home decor, puzzles, stationery, totes

PROPERTY GRANTED TO PRODUCTS MANUFACTURED GRANTED BY

Airheads Koldwave Foods div. Spring Creek Holdings frozen desserts, ice cream Beanstalk

Beano (The) Rose Confectionery/Rose Marketing UK Ltd.* candy dispensers, confectionery DC Thomson

Big Hero 6 Disguise Halloween costumes Walt Disney Company

Bubble Guppies Little Kids bubble toys Nickelodeon & Viacom Consumer Products

Chopped Clipper kitchenware Notional

Cinderella Hot Topic apparel, jewelry Walt Disney Company

Corona Fencepost Productions apparel (men’s) Joester Loria Group

Dark Crystal (The) CARD.com prepaid debit cards Jim Henson Company

Dennis the Menace 151 Products Ltd.* toiletries DC Thomson

Rose Confectionery/Rose Marketing UK Ltd.* candy dispensers, confectionery

Descendants Disguise Halloween costumes Walt Disney Company

Diablo Project Triforce prop replicas Blizzard Entertainment

Doc McStuffins Disguise* Halloween costumes Walt Disney Company

Dora and Friends: Into the City! Little Kids bubble toys Nickelodeon & Viacom Consumer Products

Fraggle Rock CARD.com prepaid debit cards Jim Henson Company

Franklin Mint (The) HSN (Home Shopping Network) collectibles, memorabilla Sequential Brands Group

Frozen Disguise* Halloween costumes Walt Disney Company

Frozen Fever Disguise

Gnasher 151 Products Ltd.* toiletries DC Thomson

Rose Confectionery/Rose Marketing UK Ltd.* candy dispensers, confectionery

Harley Quinn Hot Topic apparel Warner Bros. Consumer Products

Heroes of the Storm FunKo collectible figurines Blizzard Entertainment

Interstellar National Entertainment Collectibles Association action figures Paramount Licensing

Isaac Mizrahi True Cosmetics cosmetics, skin care products Xcel Brands

kate Spade New York Carole Hochman Designs loungewear, sleepwear Kate Spade

kiki’s Delivery Service Gund plush Studio Ghibli

Labyrinth CARD.com prepaid debit cards Jim Henson Company

Laura Ashley Unique Petz pet car gear, pet products & pet gear Laura Ashley

Marvel FunKo accessories, apparel, figures, subscription 
box service

Disney Consumer Products

Mickey Mouse Clubhouse Disguise* Halloween costumes Walt Disney Company

Miles from Tomorrowland Disguise

Monsters Inc. Disguise*

Outlander Cryptozoic Entertainment playing cards, trading cards Knockout Licensing

EMCE Toys/Fourth Castle Medie novelties

Factory Entertainment costume accessories, drink bottles, 
lithographs, pillows, stationery, towels

FunKo vinyl figures

North American Bear collectible bears

Ripple Junction tops (girls’, men’s, women’s)

Licenses Recently Granted, U.S. 
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PROPERTY DESCRIPTION  CATEGORIES AVAILABLE LICENSING CONTACT

20th Century Fox Full portfolio of brands includes Simpsons (The),  Family Guy, Sons 
of Anarchy, Ice Age, Rio, and Avatar.

All (Germany, France, Benelux, 
Spain, Italy, Portugal)

Melvin Thomas, Licensing Company, 
U.K. (The)

Deer Little Forest Preschool illustration-based property feature Forest Flo and her band 
of woodland friends as they save their forest.

All (GAS) Andre Moellersmann, Burda 
Intermedia Publishing GmbH

Elena of Avalor Spin-off animated series of preschool hit Sofia the First, starring 
the first Latina Disney Princess. Airs 2016 worldwide.

All (Worldwide) Chris Connolly, Disney Consumer 
Products

Me to You Greeting card design-based property featuring the blue-nosed 
Tatty Teddy character. Licensed in plush, figurines, housewares, 
and accessories.

All (France) Guillem Rey, Biplano (Paris)

Olly the Little White Van Animated preschool series features a playful van and his driver 
Stan in their daily adventures.

All (U.K., Ireland) Ian Downes, Start Licensing

Penthouse Pets Artist Sid Maurer slated to create 12 paintings of the most 
popular Penthouse Pets, including Julie Strain, Kayden Kross, and 
Krista Ayne, that will tour worldwide.

All (Worldwide) Marilyn Goldberg, Museum Masters 
Intl.

Pony American footwear brand worn by championship athletes in 
FIFA, NBA, NFL, MLB, and others.

All (North America) Neil Cole, Iconix Brand Group

Strawberry Shortcake Greeting card design-based character. Over 350 licensees worldwide. All (Worldwide)

World of Warriors Mobile adventure/combat strategy game from the creators of 
Moshi Monsters. Licensed in collectibles, play sets, publishing, 
and trading cards.

All (Continental Europe, U.S.) Steve Manners, Copyright Promotions 
Licensing Group (CPLG)

International Properties Available or Recently Assigned

PROPERTY GRANTED TO PRODUCTS MANUFACTURED GRANTED BY

Al Agnew Goliath Games puzzles (U.S., Canada) MHS Licensing + Consulting

Austin Powers Endemol UK Ltd. online casino games, online scratch cards (U.K.) Warner Bros. Consumer Products

Batman Jumbo Games puzzles (Europe)

International Licenses Recently Granted

Licensing News Continued from page 5

Continued on page 9*Extension or renewal.

PROPERTY GRANTED TO PRODUCTS MANUFACTURED GRANTED BY

Overwatch FunKo collectible figurines, key chains, vinyl 
collectibles

Blizzard Entertainment

Paw Patrol Little Kids bubble toys, water toys Nickelodeon & Viacom Consumer Products

Peeps Little Kids bubble toys Lisa Marks Associates (LMA)

Scooby-Doo LEGO Systems construction block sets Warner Bros. Consumer Products

Sesame Workshop Little Kids bubble toys Sesame Workshop

SpongeBob SquarePants Nickelodeon & Viacom Consumer Products

Teenage Mutant Ninja Turtles

Terminator USAOPOLY games Creative Licensing Corp. (CLC)

TGI Fridays Campbell Soup fresh foods, sauces, soups Beanstalk

Thomas & Friends InRoad Toys toy appliques Bachmann Trains

Thomas Edison’s Secret Lab Fat Red Couch mobile apps (iOS & Android) Genius Brands Intl.

Tired Ted Cherry Orchard Publishing LLP greeting cards Bulldog Licensing

World of Eric Carle (The) Native Organics cleaning products Joester Loria Group

Oriental Trading Co. party supplies, school stationery

World of Warcraft Dark Horse Comics books Blizzard Entertainment

Project Triforce prop replicas

SteelSeries North America mouse pads
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Licensing News Continued from page 6

PROPERTY GRANTED TO PRODUCTS MANUFACTURED GRANTED BY

Care Bears Ichiban Clothing Ltd. bottoms, dresses, fashion tops, jackets, leggings, skirts, 
t-shirts (U.K.)

Copyright Promotions Licensing Group 
(CPLG)

Immediate Media magazines, posters, workbooks (U.K.)

RMS Intl. Plc craft kits, puzzles, tins (U.K.)

Somerbond leggings, nightwear (girl’s, women’s), sweatshirts (girl’s, 
women’s), underwear (girl’s, women’s) (U.K.)

Whitehouse Leisure LLP amusement plush, bag tags, breakfast sets, key chains, 
mugs, resin figures, stationery (U.K.)

DC Super Friends Jumbo Games puzzles (Europe) Warner Bros. Consumer Products

Dennis the Menace Rubie’s Masquerade Co. UK Ltd.* costumes (U.K.) DC Thomson

Doctor Who LEGO Systems construction block sets (Worldwide) BBC Worldwide

Famous Five (The) Frances Lincoln stationery (U.K.) Brands With Influence

Halo JAKKS Pacific action figures, costumes (North America, Latin America, 
U.K.)

Microsoft Game Studios

Hearthstone Gaya Entertainment GmbH apparel (Europe) Blizzard Entertainment

Heroes of the Storm

London Taxi Company IglooBooks books (U.K.) Bulldog Licensing

Looney Tunes Jumbo Games puzzles (Europe) Warner Bros. Consumer Products

Marbel S.r.l. fashion apparel (Italy)

Minions Re:creation chocolate craft kits (U.K.) Copyright Promotions Licensing Group 
(CPLG)

National Geographic Clementoni UK Ltd. puzzles (U.K.) National Geographic Society

Nestlé Fraser and Neave (F&N) beverages, creamer (Southeast Asia) Nestlé U.S.A.

Overwatch Gaya Entertainment GmbH apparel (Europe) Blizzard Entertainment

Peppa Pig BrMalls mall events (Brazil) Exim Licensing

Playstation Bioworld Europe accessories, apparel (Europe) Sony Computer Entertainment Europe

Pony Anthony L&S Athletics (AL&S) footwear (North America) Iconix Brand Group

Rosie Huntington-Whitely Marks & Spencer Plc* fragrance (U.K.) IMG Worldwide

RSPB Otter House Ltd. address books, memo pads, notebooks, sticky notes (U.K.) Golden Goose

Roy Kirkham & Co. Ltd. cups, mugs (U.K.)

Shaun the Sheep (film) Titan Magazines div. Titan Publishing magazines (U.K.) Aardman Animations

Smiley Hellema Hallum B.V. cookies (Netherlands) SmileyWorld

Star Trek Perth Mint (The) coins (Australia) CBS Consumer Products

Star Wars Rebels Egmont (U.K.) magazines (U.K.) Walt Disney Company

Star Wars: The Force 
Awakens

Hasbro action figures (Worldwide)

JAKKS Pacific die-cast vehicles, role play items, toys (Worldwide)

LEGO Systems construction block sets (Worldwide)

Mattel toys (Worldwide)

Rubie's Costume costumes (Worldwide)

Starcraft Gaya Entertainment GmbH apparel (Europe) Blizzard Entertainment

Strawberry Shortcake Great Moments Publishing S.A. de 
C.V.

board books, coloring books, crayons, story books (Mexico) Exim Licensing

Multical, S.A. de C.V. athletic footwear, ballet shoes, footwear (Mexico)

Ordoviv Cia Ltda. ballet shoes, footwear (children’s) (Ecuador)

Secondo Vergani SpA chocolate Easter eggs, chocolates, epiphany socks (Canton 
Ticino, Italy, San Marino, Vatican City)

Copyright Promotions Licensing Group 
(CPLG Italy)

Sunman San Mam Ith Ihr Ltd. Sti costumes, inflatable pools, play sets, remote-controlled 
vehicles, toys (Turkey)

JLB Licensing, Inc.

United Care Perfumes Ind. body lotions, fragrance, health & beauty aids (Algeria, 
Bahrain, Egypt, Jordan, Kuwait, Morocco, Oman, Qatar, 
Saudi Arabia, Tunisia, UAE, West Bank)

East West Licensing

Superman Puma accessories, apparel, footwear (Worldwide (excluding U.S., 
Canada))

Warner Bros. Consumer Products

Tom & Jerry Puma accessories, apparel, footwear (Worldwide)

Wall-E LEGO Systems construction block sets (Worldwide) Walt Disney Company
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Anthony L&S Athletics (AL&S), Santino 
LoConte, COO, 212-386-7245, sloconte@alsusa.
com, P. 9.
Bachmann Trains, Doug Blaine, VP Marketing, 
215-533-1600, blained@bachmanntrains.com, 
P. 8.

Beanstalk, Sherikay Chaffee, AVP Brand 
Management, 212-303-1141, sherikay.chaffee@
beanstalk.com, P. 7.

Beanstalk, Linda Morgenstern, VP Brand 
Management, 561-447-6607, linda.morgenstern@
beanstalk.com, P. 8.

Blizzard Entertainment, Matt Beecher, VP 
Global Business Development & Licensing, 949-
955-1380, mbeecher@blizzard.com, P. 7,8,9.

Campbell Soup , Oliver Armstrong, VP 
Corporate Strategy, 856-342-3610, oliver.
armstrong@campbellsoup.com, P. 8.

CARD.com, Ben Katz, CEO & Co-Founder, 917-
848-0033, ben@card.com, P. 7.

Carole Hochman Designs, Seth Morris, 
President & CEO, 212-725-1212 x206, seth.
morris@carolehochman.com, P. 7.

CBS Consumer Products, Elizabeth Kalodner, 
EVP & GM, 212-975-5232, liz.kalodner@cbs.com, 
P. 9.

Clipper, Jeff Malkasian, EVP Consumer 
Packaged Goods, 310-374-3064, jeff.malkasian@
clippercorp.com, P. 7.

Creative Licensing Corp. (CLC), Rand Marlis, 
President, 310-479-6777, rmarlis@mminternet.
com, P. 8.

Cryptozoic Entertainment, Scott Gaeta, COO, 
949-385-6000, P. 7.

Dark Horse Comics, Anita Nelson, VP Business 
Affairs, Sales, Licensing & New Business, 503-
905-2353, anitan@darkhorse.com, P. 8.

Disguise, Joe Anton, President, 858-391-3600, 
janton@disguise.com, P. 7.

Disney Consumer Products, Chris Connolly, 
SVP Licensing, Disney Princess & Disney 
Fairies, 818-544-0716, christopher.j.connolly@
disney.com, P. 8.

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

EMCE Toys/Fourth Castle Medie, Joe Sena, 
President, 631-465-9132, joe@fourthcastle.com, 
P. 7.

Factory Entertainment, Jordan Schwartz, 
President, 212-504-6136, jordan@factoryent.
com, P. 7.

Fat Red Couch, Woody Browne, Director Licensing, 
415-578-7631, info@fatredcouch.com, P. 8.

Fencepost Productions, Dale Eldridge, VP Sales, 
212-278-3210, dale@fencepostproductions.com, P. 7.

FunKo, Brian Mariotti, President, 425-783-3616, 
brian@funko.com, P. 7,8.

Goliath Games, Jim Pressman, Head Licensing 
& President Pressman Toy, 212-675-7910, jimp@
pressmantoy.com, P. 8.

Gund, Kim Ritch, Director Product Development, 
732-248-1500, kritch@gund.com, P. 7.

Hasbro, Simon Waters, SVP Global Brand 
Licensing & Publishing, 818-478-4804, simon.
waters@hasbro.com, P. 9.

Hot Topic, Cindy Levitt, VP & GMM, 626-839-
4681 x2216, clevitt@hottopic.com, P. 7.

HSN (Home Shopping Network), Anne Martin-
Vachon, Chief Merchandising Officer, 727-872-
1000, anne.martin-vachon@hsn.net, P. 7.

Iconix Brand Group, Neil Cole, CEO & 
President, 212-730-0030, ncole@iconixbrand.
com, P. 8,9.

InRoad Toys, Andy Musliner, Founder & CEO, 
888-311-7165, info@inroadtoys.com, P. 8.

ITB Worldwide, Gavin Foster, Director 
Licensing & Brand Extensions, 44 20 7291 4340, 
ldn@itb-worldwide.com, P. 7.

JAKKS Pacific, Tara Hefter, VP Worldwide 
Licensing, 310-456-7799, thefter@jakks.net, P. 9.

Jim Henson Company, Nicole Goldman, SVP 
Marketing & Publicity, 323-802-1608, ngoldman@
henson.com, P. 7.

JLB Licensing, Inc., Diana Magarino, Founder & 
President, 863-614-0500, jlblicensinginc@yahoo.
com, P. 9.

Joester Loria Group, Joanne Loria, EVP 
Licensing & COO, 212-683-5150 x303, jloria@
tjlgroup.com, P. 7,8.

Kate Spade, Mary Renner Beech, SVP Licensing & 
CMO, 212-739-6550, mbeech@katespade.com, P. 7.

Knockout Licensing, Tamra Knepfer, Co-
President, 212-947-5959, tk@knockoutlicensing.
com, P. 7.

Koldwave Foods div. Spring Creek Holdings, 
Jerold Isaacson, CEO, 312-755-3168, P. 7.

Laura Ashley, Penne Cairoli, President, 803-396-
7700, pcairoli@lauraashleyusa.com, P. 7.

LEGO Systems, Jill Wilfert, VP Licensing & 
Entertainment, 860-763-6827, jill.wilfert@lego.
com, P. 8,9.

Lisa Marks Associates (LMA), Lisa Marks, 
President, 914-933-3900, lmarks@lma-inc.com, P. 8.

Little Kids, Jim Engle, President, 401-454-7600 
x102, jengle@littlekidsinc.com, P. 7,8,9.

Mattel, Jessica Dunne, SVP & GM Consumer 
Products, 310-252-3837, jessica.dunne@mattel.
com, P. 9.

MHS Licensing + Consulting, Marty Segelbaum, 
President, 952-544-1377 x202, marty@
mhslicensing.com, P. 7,8.

Microsoft Game Studios, Miguel Gil, Program 
Manager Strategy & Business Development, 
Xbox Accessories, 425-705-2236, miguelgil@
microsoft.com, P. 9.

Museum Masters Intl., Marilyn Goldberg, 
President, 212-360-7100, marilyn.goldberg@
museummasters.com, P. 8.

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

National Geographic Society, Krista Newberry, 
SVP Brand Licensing, 202-857-7374, knewberr@
ngs.org, P. 9.

Native Organics, David Kassin, CEO, 732-695-
6215, P. 8.

Nestlé U.S.A., Christine Dahm, VP Marketing 
& Innovation, 440-349-5757, christine.dahm@
us.nestle.com, P. 9.

Nickelodeon & Viacom Consumer Products, 
Manuel Torres, SVP Global Toys & Publishing, 
212-846-4735, manuel.torres@vimn.com, P. 7,8,9.

North American Bear, Stacy Mooradian, 
Director Business Development, 212-388-0700, 
stacy@nabear.com, P. 7.

Notional, Linda Lisco, Head Product Licensing, 
linda@notional.com, P. 7.

Oriental Trading Co., Carol Norman, SVP 
Merchandising, 800-875-8480, cnorman@
oriental.com, P. 8.

Paramount Licensing, Michael Bartok, 
EVP Licensing, 323-956-8432, mike_bartok@
paramount.com, P. 7.

Project Triforce, Drew Seldin, VP & Co-owner, 
917-300-1891, dseldin@projecttriforce.com, P. 
7,8.

Puma, Tara McRae, VP Strategic Planning, 
Brand Management & Marketing, 617-488-2900, 
tara.mcrae@puma.com, P. 9.

Ripple Junction, Scott Morton, Licensing 
Director, 513-559-3900, smorton@ripplejunction.
com, P. 7.

Rubie’s Costume, Lauren Rabinowitz, Director 
Licensing, 516-326-1500 x119, laurenr@rubies.
com, P. 9.

Sequential Brands Group, Rick Platt, Group 
President Brand Management, 646-564-2577, 
info@sbg-ny.com, P. 7.

Sesame Workshop, Maura Regan, SVP & GM 
Global Consumer Products, 212-595-3456, 
maura.regan@sesameworkshop.org, P. 8.

SteelSeries North America, Mark Jolliffe, VP 
Gaming Business Development, 858-454-1793, 
mark.jolliffe@steelseries.com, P. 8.

True Cosmetics, Michael Alper, Founder, 630-
776-6765, P. 7.

Unique Petz, Adam Ash, President, 212-714-
1800, adama@uniquepetz.com, P. 7.

USAOPOLY, Maggie Matthews, VP Licensing, 
760-602-7609, maggie@usaopoly.com, P. 8.

Walt Disney Company, Josh Silverman, EVP 
Global Licensing, 818-544-0041, josh.silverman@
disney.com, P. 7,9.

Warner Bros. Consumer Products, Karen 
McTier, EVP Domestic Licensing & Worldwide 
Marketing, 818-954-3008, karen.mctier@
warnerbros.com, P. 7,8,9.

Warner Bros. Consumer Products, Jordan 
Sollitto, EVP International Licensing, 818-954-
7807, jordan.sollitto@warnerbros.com, P. 8,9.

Xcel Brands, Robert D’Loren, Chairman & CEO, 
347-727-2474, rdloren@xcelbrands.com, P. 7.

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

151 Products Ltd., Richard Shonn, MD, 44 161 
228 3939, richardshonn@151.co.uk, P. 7.

Aardman Animations, Rob Goodchild, Head 
Licensing, 44 11 7984 8485, rob.goodchild@
aardman.com, P. 9.

BBC Worldwide, Marcus Arthur, President UK 
& ANZ, 44 20 7612 3000, marcus.arthur@bbc.
com, P. 9.

Bioworld Europe, Gilbert El Kalaani, CEO, 31 
31251316238, gilbertk@bioworldmerch.com, P. 9.

Biplano (Paris), Guillem Rey, Country Manager, 
34 93 452 60 00, grey@biplano.com, P. 8.

Brands With Influence, Dom Wheeler, 
Managing Director, 44 1189 326121, dom@
brandswithinfluence.com, P. 9.

BrMalls, Maria Fernanda De Paoli, Head 
Marketing, 55 21 3138 9800, comercial@brmalls.
com.br, P. 9.

Bulldog Licensing, Rob Corney, Founder & 
Managing Director, 44 20 8325 5455, robc@
bulldog-licensing.com, P. 8,9.

Burda Intermedia Publishing GmbH, Andre 
Moellersmann, Director Merchandising 
& Licensing, 49 89 92501928, andre.
moellersmann@burda.com, P. 8.

Cherry Orchard Publishing LLP, Jackie 
Collins, Managing Director, 44 1684 295 500, 
jackie@cherryorchardpublishing.co.uk, P. 8.

Clementoni UK Ltd., Michele Marziliano, UK & 
Ireland Country Manager, 44 203 206 1399, uk@
clementoni.com, P. 9.

Copyright Promotions Licensing Group (CPLG 
Italy), Maria Giovanna Gurrieri, Managing 
Director, 39 02 8546 300, cplginfo@it.cplg.com, P. 9.

Copyright Promotions Licensing Group 
(CPLG), Steve Manners, EVP & Director 
Entertainment, 44 20 8563 6400, smanners@
cplg.com, P. 8,9.

DC Thomson, Tim Collins, Head Brands, 44 208 
337 7958, tcollins@dcthomson.co.uk, P. 7,9.

East West Licensing, Helen Fielding, Director, 
9714 328 4302, info@eastwestlicensing.com, P. 9.

Egmont (U.K.), Emma Cairns-Smith, Licence 
Acquisition Director, 44 207 761 3500, info@euk.
egmont.com, P. 9.

Endemol UK Ltd., Owain Walbyoff, Managing 
Director Games, 44 870 333 1700, owain.
walbyoff@endemol.com, P. 8.

Exim Licensing, Ximena Duque, SVP Legal/
Business Affairs & GM, 57 236 5757, xduque@
eximlicensing.com, P. 9.

Exim Licensing, Jamie Hofman, General 
Director, 52 55 5545 1413, jphofman@
eximlicensing.com, P. 9.

Exim Licensing, Celso Rafael, EVP, 55 11 3885 
9275, crafael@eximlicensing.com, P. 9.

Frances Lincoln, Etta Saunders, Stationery 
Publisher, 44 20 7284 9300, ettas@frances-
lincoln.com, P. 9.

Fraser and Neave (F&N), Dato Ng Jui Sia, 
CEO Non-alcoholic Beverages, 65 6318 9393, 
communique@fngroup.com.sg, P. 9.

Gaya Entertainment GmbH, Andre Schmitz, 
Owner, 49 2173 204210, andre.schmitz@gaya-
entertainment.de, P. 9.

Golden Goose, Adam Bass, Founder & 
Managing Director, 44 20 7256 1001, adam@
goldengoose.uk.com, P. 9.

Great Moments Publishing S.A. de C.V., Jacobo 
Maya, 52 55 5220 1717, jacobo@gairet.com.mx, P. 9.

Hellema Hallum B.V., Mark De Vos, Commercial 
Manager, 31 518 438 800, m.devos@hellema.
com, P. 9.

Ichiban Clothing Ltd., Kevin Lee, Sales Director, 
44 1530 587 250, info@ichibanclothing.com, P. 9.

IglooBooks, John Styring, CEO, 44 1604 741116, 
john@igloobooks.com, P. 9.

IMG Worldwide, Bruno Maglione, EVP 
& Global Managing Director Worldwide 
Licensing/Consumer Products, 44 20 8233 6668, 
bmaglione@imgworld.com, P. 9.

Immediate Media, Pauline Cooke, Publishing 
Director, Pre-School, 44 20 7150 5000, pauline.
cooke@immediate.co.uk, P. 9.

Jumbo Games, Gray Richmond, Managing 
Director, 44 170 726 0436, gray.richmond@
jumbo.eu, P. 8,9.

Licensing Company, U.K. (The), Melvin 
Thomas, Group Managing Director, 44 20 7368 
0066, melvin@thelicensingcompany.com, P. 8.

Marbel S.r.l., Eleonora Anelli, Licensing & 
Marketing Manager, 39 080 3375017, eleonora@
mbside.it, P. 9.

Marks & Spencer Plc, Michael Fierstone, Head 
Merchandising, 44 20 7935 4422, mfierstone@
marksandspencer.com, P. 9.

Multical, S.A. de C.V., 
Eduardo Mizrahi, CEO, 
52 55 9113 2100, emsaf@
prodigy.net.mx, P. 9.

Ordoviv Cia Ltda., 
Fernando Ordonez F., 
Manager, 593 7 288 
4145, fof@ordoviv.
com, P. 9.

Otter House Ltd., 
Anthony Jervoise, 
Group Financial & 
Commercial Director, 44 
1392 824 300, ajervoise@
otterhouse.co.uk, P. 9.

Perth Mint (The), 
Ron Currie, Sales & 
Marketing Director, 
61 8 9421 7326 , ron.
currie@perthmint.
com.au, P. 9.

Re:creation, Jonathan 
Kirkley, Marketing 
Director, 44 118 
973 6222, jkirkley@
recreationltd.co.uk, P. 9.

RMS Intl. Plc, Tyrone Farber, Owner, 44 161 727 
8182, tyrone@rmsint.com, P. 9.

Rose Confectionery/Rose Marketing UK Ltd., 
Steven Watt, Managing Director, 44 845 094 
6492, steven.watt@roseconfectionery.com, P. 7.

Roy Kirkham & Co. Ltd., Ian Kirkham, 
Managing Director, 44 1782 837 065, ikirkham@
roykirkham.co.uk, P. 9.

Rubie’s Masquerade Co. UK Ltd., Holly 
Oldham, Media & Licensing Manager EMEA, 44 
1491 826500, david.wootliff@rubiesuk.com, P. 9.

Secondo Vergani SpA, Stephano Lupi, 39 052 
177 91, lupi@licensingproject.it, P. 9.

SmileyWorld, Nicolas Loufrani, CEO, 44 20 7378 
8231, nico@smiley.com, P. 9.

Somerbond, Mark Tomlin, Director Licensing, 
44 208 838 2100, mark.tomlin@somerbond.
co.uk, P. 9.

Sony Computer Entertainment Europe, David 
Evans, Licensing Manager, 44 20 7859 5000, 
david_evans@scee.net, P. 9.

Start Licensing, Ian Downes, Director, 44 208 
337 7958, ian@startlicensing.co.uk, P. 8.

Studio Ghibli, Geoffrey Wexler, Chief Intl., 
geoffrey.wexler@ghibli.jp, P. 7.

Sunman San Mam Ith Ihr Ltd. Sti, Gamze 
Ozturk, Foreign Trade Manager, 90 216 499 80 
80, gamze@sunman.com.tr, P. 9.

Titan Magazines div. Titan Publishing, Chris 
Teather, Publishing Director, 44 207 620 0200, 
chris.teather@titanemail.com, P. 9.

United Care Perfumes Ind., Samer Rayan, 971 4 
3513005, export@unitedcare.ae, P. 9.

Whitehouse Leisure LLP, Mark Whitehouse, 
MD, 44 1268 274 284, mwhitehouse@
whitehouseleisure.co.uk, P. 9.

Call: 888-729-2315
www.epcom.com/international

Grow Your Share of the $155.8B 
Worldwide Licensing Business

31
spreadsheets with 

key data by region and 
country available now; 

full printed report 
to be released late 

summer.
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Plain Language Media, LLC (PLM)
15 Shaw Street, New London, CT, 06320 
Phone: 888-729-2315, Fax: 855-649-1623
info@epmcom.com; www.epmcom.comA Division of PLM

Jason Rice is leaving Turner Broadcasting Systems where he served 

as licensing director for Cartoon Network to become the director of 

brand licensing for SEGA Europe. He will work with SEGA Europe’s 

newly hired marketing director Jon Rooke to grow the company’s 

licensing portfolio. 

Elliot Lederman is the new Vice President, Retail Development 

for CPLG North America. His responsibilities include developing new 

retail distribution partnerships, both brick and mortar and online, 

and promoting CPLG’s consumer brands including World of Warriors, 

St. Andrews Links, Michelangelo and Space Invaders, as well as DHX 

Brands properties Teletubbies, Yo Gabba Gabba!, Twirlywoos, Inspec-

tor Gadget and Caillou. 

Jason Brumbaugh joins Genius Brands International as vice 

president of digital, a newly created position charged with develop-

ing and implementing online marketing strategies, web communities 

and promotional content for GBI brands such as Baby Genius and 

Warren Buffett’s Secret Millionaires Club. 

Tomy International promotes Kerry Cunnion to senior vice presi-

dent of sales where, in addition to continuing to lead the company’s 

North American sales force, he will oversee design, product develop-

ment and product marketing.

Who’s News

MEMBERs
sAvE $50

 X Which 20 preschool properties had 
retail sales of licensed merchandise of 
$100 million or more each in 2014?

 X What percent of preschool merchandise 
sold is toys, apparel, & other categories?

 X The six properties licensing executives 
predict will be “hot” in 2015?

 X How media consumption by 
preschoolers is changing dramatically?

 X How to support the launch of your 
preschool property with apps and 
video-on-demand?

DO YOU KNOW:

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

ORDER YOUR COPY TODAY!
www.epmcom.com/preschool
Or Call: 888-729-2315

Can you compete in 
the $10.6 billion global 

preschool market?


