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Retail sales of licensed goods in the U.S. and 
Canada reached $99.9 billion in 2014, according to 
The Licensing Letter’s Annual Licensing Business Sur-
vey. That’s a 2.5% increase over the $97.5 billion in 
retail licensed goods sales generated in 2013.

2014 is the fourth positive growth year in a 
row for the licensing business in the U.S. and 
Canada. The 2.5% rate of increase in licensed 
sales was slightly higher than 2013’s 2.2% growth 
rate and in line with the overall performance of 
the North American economy—in 2014, U.S. GDP 
grew 2.4% and Canadian GDP grew 2.5%.   

“Long-term, licensing is still recovering from 
the great recession of 2008. Although noth-
ing dramatic, 2014 was another step in that 
direction,” according to one respondent. “The 
generally good economy and lower gas prices 
made consumers feel more confident and will-
ing to spend extra for brands and enabled the 
business to finish the year strong,” he added. 
“Overall, the licensing climate has improved 
with the economy,” said a licensing agent.

“Frozen” Drives Growth 
in Entertainment/Character

At 6%, entertainment/character had the 
highest growth rate of any property type. This 
is significant considering that entertainment/
character licensing had declined every year 
since the great recession of 2008. In 2013, the 
sector turned around with 3.6% growth. This 
year, entertainment continued the momentum.

Of course, the headline story in entertain-
ment and perhaps all of licensing in 2014 was 
“Frozen.” “The Frozen effect lifted licensing,” 
said one licensor. Various reports put retail 
sales of licensed Frozen merchandise in 2014 at 
between $800 million and “roughly $1 billion,” 
the latter according to Disney, though Disney 
did not specify whether that figure is for U.S./
Canada or worldwide. Regardless, respondents 
agreed that the property had a very strong 
impact in categories including toys, apparel, 
gifts/novelties, books and others. 

But Frozen was a double-edged sword that 
crowded out existing brands like Hello Kitty 
and even Disney’s own Princesses and Dis-
ney Junior characters Sofia the First and Doc 
McStuffins, among others, that had been on 
strong growth trajectories at the beginning of 
the year. For many in the different sectors dom-
inated by Frozen, having Frozen meant a good 
2014 and not having Frozen meant a bad year. 

Still, it would be a mistake to overstate the 
significance of the Frozen effect—domination 
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FOOD & BEVERAGE LICENSING 

Single-Serving Products Make 
Coffee Rich Ground for Licensing

Two decades ago, Keurig Green Mountain 
introduced the world to its patented K-cup 
single brewing system. Coffee consumption 
would never be the same. Soon “K-cup” had 
become a generic term, and the communal 
pot of coffee for office or home consumption 
became an endangered species—at least in 
wealthy parts of the world like North America 
and Europe where consumers could afford 
and didn’t mind spending extra for the conve-
nience of single-cup consumption.

According to reports, in 2014, Americans 
spent $2.83 billion on single-serving coffee. 
That’s an increase of 280% since 2011, and sales 
are expected to exceed $5 billion by 2016. K-cup 
devices have become an everyday kitchen appli-
ance with more than 1 in 5 American homes 
containing single-serving coffee systems. 

Continued on page 11
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NINJA TURTLES TOPS $1 BILLION 
Global retail sales of Teenage 
Mutant Ninja Turtles exceeded $1 
billion in 2014, according to a Via-
com International Media Networks 
executive at a Nickelodeon-Viacom 
Australian media event. “Turtles 
are a bigger consumer products 
success story than we ever imag-
ined,” said the exec. The company 
also has aggressive plans to keep 
“Turtles” momentum alive in 2016, 
including a second sequel movie 
and expansion into the pre-school 
market via the new Half Shell 
Heroes toy line.

FIFTY SHADES OF GREEN
Lingerie company Bluebella had 
never done a licensing deal before 
deciding to make a pitch for Fifty 
Shades of Grey lingerie. They got 
the license and created two lines: 
The F&F featuring soft pinks and 
silk trims for the mainstream play 
on the conventional love story 
part of the plot; the bondage-
inspired Black Label line pick up 
on the story’s kinky side. Both col-
lections have sold like wildfire and 
inspired thoughts of a third line in 
time for Christmas.  

DISNEY GOES 4D
Disney and children’s publisher 
Bendon have teamed up to bring 
coloring books to life via new 4D 
technology. The “Disney Color and 
Play” app allows Disney characters 

to jump off the pages of the Ben-
don coloring books and into the 
kid’s iPad. Kids can also use the 
app to turn their own drawings 
into jigsaw puzzles.

LEFT SHARK HITS SHELVES
Less than a month after her attor-
neys put Shapeways’s unlicensed 
Left Shark figurines out of busi-
ness, Katy Perry (Bravado Intl. 
Group Merchandising Services) has 
launched her own, official prod-
ucts featuring the choreographi-
cally clutzy fish that became an 
instant Internet sensation during 
the Super Bowl halftime show. 
There are two official Left Shark 
offerings: a print hooded onesie 
for $129.99 and a T-shirt for $25.

ADIDAS SELLS MORE, 
MAKES LESS
The good news for Adidas is 
that sales of brand products in 
the fourth quarter increased 
11% thanks to double-digit sales 
growth in the Sport Performance 
training and running categories. 
Adidas Originals and Adidas NEO 
product sales also jumped more 
than 10% during the quarter. 
Reebok sales grew by a more mod-
est 1%. Overall, Adidas’s sales for 
the year are up by 6%. The bad 
news for Adidas is that all of the 
above figures are currency-neutral. 
When the declining value of 
the euro vis-à-vis the dollar (and 

other accounting factors related to 
goodwill) are taken into account, 
the company actually ended up 
losing money in the fourth quarter. 

LICENSING SILVER LINING FOR 
DREAMWORKS
Consumer products licensing was 
the bright spot in a challenging 
2014 for DreamWorks Animation, 
which saw its films “Penguins of 
Madagascar” and “Mr. Peabody 
and Sherman” under-perform in 
theaters. Consumer product reve-
nue rose 77.5% to $22.1 million in 
the fourth quarter, while segment 
gross profit rose to $6.1 million 
due to higher sales of the stu-
dio’s merchandise, location-based 
entertainment and retail devel-
opment businesses. For the full 
year, consumer products revenues 
decreased 3.9% to $64.8 million, 
due to a tough comparison with 
2013, when DWA sold the 1960s 
live-action “Batman” TV series 
to Fox, and licensed the Kung Fu 
Panda and DreamWorks brands to 
Oriental DreamWorks. Excluding 
those items, consumer products 
revenues were up 21% for the 
year with gross profit of $23.7 
million, driven by location-based 
entertainment and merchandise 
sales. Overall, DWA posted 2014 
revenues of $684.6 million, a drop 
of 3.2%, and a net loss of $308.3 
million, due to a restructuring. Net 
income in 2013 was $55.7 million.

DREAmWORkS ANImAtION’S hOmE 
ENtERtAINmENt PERFORmERS

tItLE
RELEASE 
DAtE

WORLDWIDE 
UNIt SALES*

How to 
Train Your 
Dragon 2

11.12.2014 7.5 million

Mr. Peabody 
& Sherman 10.14.2014 3.4 million

Turbo 11.12.2013 6.3 million

The Croods 10.02.2013 9.0 million

* through Dec. 31, 2014

MENSWEAR THRIVING ON ECOMMERCE
Who would have guessed? The fastest growing category of ecom-
merce sales is menswear. According to the research firm IbisWorld, 
between 2010 to 2015, online sales of menswear grew an average 
17% per year, highest of any category studied. Only seven other cat-
egories had double-digit average annual growth: 

 X Groceries: 16.7%

 X Shoes: 13.6%

 X Health products, vitamins, 
supplements: 13.4%

 X Computers and tablets: 11.4%

 X Cosmetics: 10.9%

 X Beer, wine and liquor: 10.8%

 X Art: 10.6%.

The Ibis study also projects average 14.2% annual growth of mens-
wear online sales in the next five years, which is also the highest of 
any category.
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of entertainment/character licensing by superstar proper-
ties owned by Disney, Nickelodeon, Sanrio and others is 
nothing new. And, “as potent as Frozen was, Marvel and 
Teenage Mutant Ninja Turtles might have done just as well 
if not better in 2014,” according to one licensing agent. 
“While the A properties keep sailing along,” another licens-
ing agent explains, “the B properties get harder and the C 
properties become just about impossible to sell.”

key trends in Licensed Properties
Sports had the second highest increase in sales by 

property type at 5%, nearly double the 2.8% increase of 
2013. At $14.1 billion, sports accounted for 14.1% of all 
retail sales of licensed goods. The NFL had a strong year. 
While hurting the NFL’s image, the Ray Rice and Adrian 
Petersen domestic abuse scandals harmed neither the 
NFL’s popularity nor its licensed sales. “The year started 
strong with the Denver-Seattle Super Bowl and momentum 
continued through the year,” notes one licensee. All three 
legs of the NFL’s licensed products triad—apparel, hard 
lines and even electronic games that had been reported to 
be soft at the start of the year—were up. “The obituary of 
the console game turned out to be premature,” chuckled 
one licensee, noting the four new NFL games successfully 
launched for PS4 and Xbox systems during the year. “For 
the first time in years sales of men’s jersey and NFL apparel 
grew faster than women’s,” he added.

At 3.4%, Fashion was one of only two other property 
types to post gains above the overall licensing business 
average of 2.5% in 2014. Although it constitutes 20.3% of 
sales, second only to corporate/trademark, the fashion 

sector is getting tougher each year. “People just aren’t as 
motivated by fashion labels as they were before the reces-
sion,” according to one licensing agent. 

Echoing themes we heard over and over again in all sec-
tors (and that we’ve been hearing for at least a decade), 
the glut of licensed brands and shrinkage of available retail 
space are making for intense competition. As one licensing 
agent explained, “to get on the floor, you need to be either 
an established label like Ralph Lauren, Calvin Klein or Don-
na Karan or a hot designer like Tory Burch.” As retail space 
in department, specialty and even “mass stores like JCPen-
ney, which are increasingly focusing on private label and 
moving away from licensed brands dries up,” more fashion 
properties are turning to value stores and e-commerce. 

Retail Sales of Licensed Goods
Continued from page 1

REtAIL SALES OF LICENSED mERChANDISE 2014, 
By PROPERty tyPE (DOLLARS in MiLLiOnS)

ProPerty tyPe

retail 
SaleS, 

2014

retail 
SaleS, 

2013
Change, 

2013-2014

Share of 
Market, 

2014

Art $5,548 $5,641 -1.6% 5.6%

Art and Artists $4,147 $4,254 -2.5% 4.2%

Museums $1,401 $1,387 1.0% 1.4%

Celebrities $5,541 $5,444 1.8% 5.5%

Entertainers/Models $2,540 $2,490 2.0% 2.5%

Chefs/Home-Related $2,103 $2,082 1.0% 2.1%

Digital/Other $899 $873 3.0% 0.9%

Collegiate $3,345 $3,430 -2.5% 3.3%

Entertainment $10,998 $10,376 6.0% 11.0%

Estates $2,251 $2,274 -1.0% 2.3%

Fashion $20,316 $19,654 3.4% 20.3%

Apparel $17,277 $16,612 4.0% 17.3%

Footwear $2,393 $2,418 -1.0% 2.4%

Home $646 $624 3.5% 0.6%

Music $2,492 $2,556 -2.5% 2.5%

non-profit $1,258 $1,277 -1.5% 1.3%

Publishing $4,465 $4,388 1.8% 4.5%

Books $505 $513 -1.5% 0.5%

newspapers/Magazines $2,714 $2,622 3.5% 2.7%

Comic Books/Strips $1,247 $1,253 -0.5% 1.2%

Sports $14,109 $13,437 5.0% 14.1%

Trademarks/Brands $26,850 $26,314 2.0% 26.9%

Automotive/Motor Vehicle $4,018 $3,920 2.5% 4.0%

Food/Beverage $7,268 $7,022 3.5% 7.3%

Restaurants $4,557 $4,424 3.0% 4.6%

Sporting Goods $1,317 $1,310 0.5% 1.3%

Hardware, Appliance & Tool $2,722 $2,681 1.5% 2.7%

Home-related $378 $374 1.0% 0.4%

Electronics/Technology $3,125 $3,063 2.0% 3.1%

Electronic Media $216 $220 -1.5% 0.2%

Other $3,249 $3,299 -1.5% 3.3%

Traditional Toys/Games $1,350 $1,313 2.8% 1.4%

Videogames/interactive/Online $574 $598 -4.0% 0.6%

Other $773 $769 0.5% 0.8%

tOtAL $99,870 $97,471 2.5% 100.00%

* numbers may not add up exactly due to rounding.
SOURCE:  The Licensing LeTTer

REtAIL SALES OF LICENSED mERChANDISE, 
By PROPERty tyPE, 2014, U.S./CANADA

NOtE: numbers may not add up exactly due to rounding. 
SOURCE:  The Licensing LeTTer

Trademarks/Brands: 27%

Traditional Toys/Games: 1%
Videogames/ 
interactive/ Online: 1%

Other: 1%

Art: 6%

Celebrities: 6%

Collegiate: 3%

Entertainment: 11%
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Fashion: 20%

Music: 3%

non-profit: 1%

Publishing: 5%

Sports: 14%

Continued on page 4
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At 2.8%, Traditional Toys and Games was the other 
property type to increase over the 2.5% industry average. 
But the gain was well below 2013’s 4.3% growth. 

Although the Celebrities segment was up 1.8% overall, 
it was a mixed bag. Entertainers/models increased 2.5%, 
even though one licensing agency described the sector as 
“saturated, fragmented and tired.” Although “they keep 
coming out of the woodwork, chefs and home celebri-
ties have definitely cooled off,” growing just 1%. The big-
gest growth area is digital celebrities like fashion vlogger 
Bethany Mota, whose new retail line for mall store Aero-
postale proved popular. In fact, while the individual licens-
ing programs for digital celebrities aren’t huge, the rapidly 
growing number of celebrities emerging from Youtube, Ins-
tagram, Pinterest, the blogosphere, and other sources has 
driven a rise of 3.0% for this portion of the celebrity sector, 
albeit from a small base. 

Publishing grew 1.8%. The growth in this sector was 
fueled by the newspaper/magazines segment and exem-
plified by the development of lifestyle licensing programs 
built around magazine properties including Seventeen 
(Hearst exclusive to Sears for products for teens and mil-
lennials), and on-going programs such as the one for Better 
Homes and Gardens (Meredith with Walmart, focusing on 
outdoor and gardening products). “These deals represent 
the wave of the future for the magazine licensing business,” 
says one licensing agent. On the downside, licensed sales 
of branded book properties fell 1.5%, despite the strong 
performance of young reader programs like Eric Carle.

Other property types that had flat or down years in 
2014:

XX Sales of licensed Corporate Trademark property 
goods grew 2.0%, as compared to 0.8% in 2013, thanks 
to strong sales in food/beverages (3.5%), restaurants 
(3.0%) and electronics/technology (2.0%). “We did 
better than last year but not as well as 2012,” noted 
one licensing agent in the sector. 

XX Video Games/Interactive/Online fell 4% due to dis-
appointing sales of Angry Birds (Rovio) branded 
goods. “Angry Birds is basically the entire video 
games property category at this point,” according to 
a consultant. “Take it out of the equation and the seg-
ment would have actually increased in 2014 thanks 
to licensed sales of Call of Duty, Halo and Minecraft 
merchandise, whose programs are relatively small.” 

XX Music, traditionally an “evergreen” category, fell 
2.5% in 2014. Don’t blame classic rock, “which stayed 
steady as always,” according to one licensing agent. 
The decline was largely due to fall-off of younger 
acts that generated strong licensed sales over the 
last two years—especially One Direction and Justin 
Bieber. Although new acts will eventually take their 
place as they always do, rising stars Austin Mahone, 
5 Seconds of Summer and Fifth Harmony were unable 
to fill the retail void in 2014. 

XX After gaining 1.3% in 2013, Estates sales fell 1.0% in 
2014. As in other sectors, retail success in estates was 
largely limited to a couple of dominant properties, 
notably Marilyn Monroe and Bob Marley. “The Mari-
lyn business is incredibly successful in reinventing 
itself and staying fresh and in the public eye,” notes 
one licensing consultant, citing “Lil’ Marilyn” and the 
Norma Jean promotional campaign for Maybelline. 
Bob Marley, meanwhile, launched a new line of hemp 
apparel and announced new food and even marijuana 
lines for 2015.

Food/Beverage Leads Growth on the Products Side
On the products side, Food/Beverage remained dynamic 

posting sales increases for the fifth year in a row. The 6.0% 
gain was the third highest of any product category, behind 
only Toys/Games and Apparel. “There’s more licensing of 
non-food brands for food products than ever before,” explains 
one licensing agent. “It’s not just chefs and restaurants. Enter-
tainment companies and celebrities are now turning to food 
licensing,” he says, citing new entries into the market from 
companies like CBS (“Cheers” beer) and celebrities like Justin 
Timberlake (Sauza 901 tequila for Beam Inc.).  

There are also more licensed product offerings in the 
food and beverage space—everything from soup to coffee 
to sauces. But the real battlefield is in the frozen food aisle, 
another licensing agent adds. “Improvements in frozen food 
technology have improved quality and emboldened restau-
rants like P.F. Chang’s, TGIF and Steak and Shake to see their 
brands associated with frozen foods.” And because they’ve 

Continued on page 5

2014 RETAIL SALES VARIED WIDELY
Individual respondents to the 38th Annual Licensing Letter 

Licensing Business Survey reported wildly varying results for 
their own businesses, even compared to other respondents 
in similar property types, product categories, geographic ter-
ritories, etc. 

In 2014, 68% of respondents doing business in the U.S. and 
Canada reported higher retail sales of licensed goods in those 
countries, 20% reported lower and 12% reported flat sales of 
licensed goods. 

Among respondents reporting growth, 29% cited single-dig-
it, 66% cited double-digit and 5% cited triple-digit growth; 
among respondents reporting falling sales, 24% cited single- 
and 76% double-digit declines.

Factors most frequently cited by respondents for increased 
sales were, in order: i. success of a particular industry or prop-
erty, e.g., Frozen or Ninja Turtles; ii. entry into new markets 
or territories; iii. lower gas prices, unemployment and other 
favorable economic conditions; and vi. strong performance 
of e-commerce or another sales channel—although we also 
heard from many that believe the e-commerce effect is over-
stated. 

Based on survey responses, performance of licensed goods 
was stronger in the U.S. than in Canada, particularly in the 
Northeast and Pacific Northwest; by contrast, the number of 
respondents describing Canadian sales as down or flat exceed-
ed “up” responses by better than 2 to 1.



March 16, 2015

www.epmcom.com the licensing letter tll    5

Continued from page 4

been selling so well, retailers like Target and Walmart are 
dedicating more space to licensed frozen foods.

key trends in Other Licensed Products 
Other licensed product categories that did well in 2014 

include:

XX Toys/Games was the fastest growing product cat-
egory posting a 7% increase (more than double last 
year’s 3.2% increase). The NPD Group estimated that 
sales of licensed toys outpaced overall toy sales in 
2014 almost 2 to 1 (7% v. 4%). Of course, the Frozen 
factor had a lot to do with that, generating $531 mil-
lion in licensed toy sales with more than 300 differ-
ent items on store shelves, according NPD estimates. 
But other big entertainment properties also had huge 
toy sales in 2014, including Spider-Man, Ninja Turtles, 
Batman and Power Rangers.   

XX Apparel was next with a 6.5% increase, due in part 
to strong sales of licensed men’s products. Between 
2010 and 2015, online sales of menswear have grown 
an average of 17% per year, higher than any other 
retail category, according to research firm IbisWorld. 

XX Sporting Goods increased 4.5%, thanks to surging 
sales of sports apparel. “Branded yoga suits, sweats, 
socks and headphones are everywhere; they’ve gone 
from fitness equipment to wardrobe staples,” notes 
one licensee. However, fitness equipment, gear and 
hard goods were mostly flat or down, other than hunt-
ing, fishing and outdoor equipment. 

XX Hardware/Paint grew 3.0%. According to a licensing 
agent in the space, “2014 was a big year for the do-it-
yourselfers.” Sales of licensed tools were up; and the 
few paint brands that were able to reach the shelf, 
like HGTV, were huge sellers. 

XX Accessories were up 2.7%. As competition for retail 
shelf space among apparel products intensifies, fash-
ion houses are directing more licensing effort toward 
accessories. “Belts, socks, scarves and such take up 
less shelf space than apparel,” explains one licensor. 
Licensed accessory subcategories posting the great-
est increase in U.S./Canada sales in 2014 were eyewear 
(3.5%), jewelry/watches (3.2%) and handbags (3.0%).

XX Automotive Accessories bounced back after 2013’s 
5.3% decline by posting a 2.0% gain in 2014. (The 
reversal was also mirrored on the property side with 
automotive accessories posting a 2.5% increase after 

REtAIL SALES OF LICENSED mERChANDISE 2014, 
By PRODUCt CAtEGORy (DOLLARS in MiLLiOnS)

ProduCt Category

retail 
SaleS, 

2014

retail 
SaleS, 

2013
Change, 

2013-2014

Share of 
Market, 

2014

Accessories $14,656 $14,264 2.7% 14.7%

Eyewear $4,583 $4,428 3.5% 4.6%

Handbags, Backpacks, 
Messenger Bags $2,071 $2,010 3.0% 2.1%

Headwear $1,345 $1,319 2.0% 1.3%

Hosiery $564 $550 2.5% 0.6%

Jewelry and Watches $3,459 $3,352 3.2% 3.5%

Luggage and Travel 
Accessories $1,423 $1,395 2.0% 1.4%

Scarves and Ties $156 $155 0.5% 0.2%

Other $1,055 $1,055 0.0% 1.1%

Apparel $18,411 $17,288 6.5% 18.4%

Consumer Electronics $5,232 $5,079 3.0% 5.2%

Domestics $3,409 $3,342 2.0% 3.4%

Food/Beverages $10,106 $9,534 6.0% 10.1%

Footwear $5,469 $5,415 1.0% 5.5%

Furniture/Home Furnishings $3,035 $2,947 3.0% 3.0%

Gifts/novelties $2,804 $2,952 -5.0% 2.8%

HBA $7,756 $7,911 -2.0% 7.8%

Fragrance $4,051 $4,242 -4.5% 4.1%

Hair Accessories $267 $265 0.8% 0.3%

Cosmetics/nail Polish/Other $3,438 $3,404 1.0% 3.4%

Housewares $2,827 $2,785 1.5% 2.8%

infant Products $2,690 $2,663 1.0% 2.7%

Publishing $3,528 $3,426 3.0% 3.5%

Sporting Goods $2,723 $2,605 4.5% 2.7%

Stationery/Paper $2,526 $2,618 -3.5% 2.5%

Toys/Games $6,965 $6,510 7.0% 7.0%

Videogames/Software $2,930 $3,184 -8.0% 2.9%

Other $4,803 $4,948 -2.9% 4.8%

Hardware and Paint $313 $303 3.0% 0.3%

Gardening $221 $226 -2.0% 0.2%

Pet Products $402 $410 -2.0% 0.4%

Funerary $9 $10 -4.0% 0.0%

Automative Accessories $372 $365 2.0% 0.4%

Boats and Vehicles $519 $516 0.5% 0.5%

Other $2,967 $3,118 -4.8% 3.0%

tOtAL $99,870 $97,471 2.5% 100.00%

* numbers may not add up exactly due to rounding.
SOURCE:  The Licensing LeTTer

REtAIL SALES OF LICENSED mERChANDISE, 
By PRODUCt CAtEGORy, 2014, U.S./CANADA

NOtE: numbers may not add up exactly due to rounding. 
SOURCE:  The Licensing LeTTer
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Toys/Games: 7%

Videogames/Software: 3%
Other: 5%

Continued on page 11
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Licensing News
Properties Available Or Recently Assigned, U.S. 
PROPERTY DESCRIPTION CATEGORIES AVAILABLE LICENSING CONTACT

harlem Globetrotters American exhibition basketball team founded in 1926 that 
combines athleticism, theater, and comedy.

All JJ Ahearn, Licensing Street

terra Formars Sci-fi/horror anime series follows a manned mission to Mars, 
where cockroaches sent to terraform the planet have mutated into 
giant, aggressive humanoids.

Daisuke Aoki, Viz Media

zhuzhu Pets American line of plush robotic hamster toys debuted in 2009 with 
$2 billion in global retail sales; brand re-launching with new TV 
series.

Andrew Kerr, Corus Entertainment/
nelvana Enterprises

PROPERTY GRANTED TO PRODUCTS MANUFACTURED GRANTED BY

Animal Jam Commonwealth Toy & novelty Master toy WildWorks

Coco Rocha x Cinderella HSn (Home Shopping network) Apparel Disney Consumer Products, Wilhelmina 
Artist Management

Crayola Fashion Angels Activity products, arts & crafts Crayola

Gold toe RFA Group Slippers Gildan Activewear

Goosebumps (film) Outset Media Activity games, board games, card games Scholastic Media

Rasta imposta Halloween costumes

SGi Apparel div. SG Companies Sleepwear, slippers

SRM idea Lab novelties

Trends international Bookmarks, posters

hellboy Rogue Ale & Spirits Beer Dark Horse Comics

I Dream of Jeannie GreenLight* Die-cast cars Sony Pictures Consumer Products

iGT Video slot machines

Rubie's Costume* Costumes

Tonner Doll Fashion dolls

Trevco Sportswear* T-shirts

kanye West adidas Originals Apparel, footwear, socks Broadcast Music inc. (BMi)

marvel Five Four Club Fashion subscription service Disney Consumer Products

miles from tomorrowland TOMY Toys

monster Jam BioWorld Merchandising* T-shirts Feld Entertainment

CSS industries/Paper Magic Valentines

Nickelodeon Sakar intl.* Youth electronics nickelodeon & Viacom Consumer Products

Paw Patrol Kids Only/Moose Mountain inflatable play sets, tricycles

MEGA Brands Paddleballs, stationery, stickers

Pacific Cycle div. Dorel Sports Bicycle accessories, bicycles

PTi Group Baskets

What Kids Want! novelties, outdoor toys

Peanuts Sakar intl. Youth electronics Peanuts Worldwide

Route 66 SJT Enterprises Wooden plaques Tempting Brands AG

Star Wars Hasbro Electronic toys Disney Consumer Products

tehama Golf Golf Warehouse (The, TGW) Sportswear (adults’) FAM Brands

trisha yearwood Klaussner Home Furnishings Home decor ACi Licensing

Veggietales CJ Products Plush Big idea Entertainment

Licenses Recently Granted, U.S. 
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Continued on page 8*Extension or renewal.

PROPERTY DESCRIPTION  CATEGORIES AVAILABLE LICENSING CONTACT

20th Century Fox Portfolio of TV and film brands including "The Simpsons," 
"Family Guy," "Sons of Anarchy," “ice Age,” “Alvin and the 
Chipmunks,” and “Avatar”.

All (AnZ) Alan Schauder, Merchantwise

Candy Crush Saga Mobile app puzzle game. Representation includes sister title, 
Candy Crush Soda Saga.

All (Spain, Portugal, italy) Maria Sanguino, El Ocho Licencias Y 
Promociones SL

All (France, Belgium) Francoise Bouvet, MJA Licensing

All (india) Jiggy George, Dream Theatre Pvt. Ltd.

Doozers Race of characters from live-action puppet TV series “Fraggle 
Rock,” star in  animated spin-off targeting kids 4–7 years-old.

All (Germany) Anita van Esch, Active Merchandising

All (France, Spain, Portugal) Jordi Rey, Biplano (Barcelona)

All (italy) Maurizio Distefano, Maurizio 
Distefano - The Evolution of Licensing

All (Australia) Gail Mitchell, Fusion Agency

La Guerre des tuques-3D Animated 3D film remake of the award-winning 1984 classic. 
Considered a part of Quebec’s cultural patrimonial history.

All (Canada) Stephen Fowler, Licensing Shop (The)

Llama Llama Anna Dewdney’s new York Times best-selling illustrated 
children’s book franchise.

Accessories, apparel, bedding, 
food, toys (Worldwide)

Amy Moynihan Heyward, Genius 
Brands intl.

Street Cat Named Bob (A) Book tells the story of a struggling street musician whose life 
was transformed by a stray cat. Sold over 1 million copies in the 
U.K., and topped charts in over 30 countries.

Accessories, calendars, 
giftware, housewares, plush, 
t-shirts (EMEA)

Chris Taday, Partnershop Agency Ltd. 
(The, TPA)

International Properties Available or Recently Assigned

Licensing News Continued from page 6

PROPERTY GRANTED TO PRODUCTS MANUFACTURED GRANTED BY

Ancient Aliens BioWorld Merchandising Apparel (U.S., Canada) A+E Television networks

Corbert Gauthier Chesta Tapestries, wall decor (U.S., Canada) MHS Licensing + Consulting

Cranston DesignScapes Gift bags (U.S., Canada)

Discovery BioWorld Merchandising Apparel, bags, headwear, sleepwear (north America (excluding network-
branded apparel))

Discovery Communications

Wild Republic div. K&M intl.* Plush (north America)

Doraemon Beard Papa’s/Muginoho USA Desserts (north America, Latin America) Viz Media

JFC intl.

Elementary Titan Publishing/Titan 
Entertainment

Books (U.K.) CBS Consumer Products

Garfield Fuky Csoki Kovács László Ev. Candy (Czech Republic, Hungary, Romania) Plus Licens Prague

Hawley & Hazel Chemical Co. Premiums (China (excluding Hong Kong)  ) Medialink Entertainment (Far 
East) Ltd.

Hollywood Magic S.A.L. Accessories, apparel (Algeria, Bahrain, Egypt, iraq, israel, Jordan, Kuwait, 
Lebanon, Libya, Morocco, Oman, Qatar, Saudi Arabia, Syria, Tunisia, UAE, 
Yemen)

20TOO

Licensed Products Ltd. Jelly beans (Czech Republic, Hungary, Romania) Plus Licens Prague

Lo Ting Kuang Co., Ltd./Lotus 
Bedding

Bedding, towels (Thailand) Medialink Pacific Ltd.

Loeb Uitgevers B.V. Albums, books (Belgium, Luxembourg, netherlands) Bn Licensing B.V.

Planeta Editorial Comic books (Spain) Mendia Licensing

hautman Brothers Deluxebase Ltd. Bags, drinkware, greeting cards, key chains, lenticular prints, magnets, 
postcards, stationery, wallets (Worldwide)

MHS Licensing + Consulting

James meger Deluxebase Ltd. Bags, drinkware, greeting cards, key chains, lenticular prints, magnets, 
postcards, stationery, wallets (Worldwide)

MHS Licensing + Consulting

Josephine kimberling Dayspring Cards Greeting cards (north America) MHS Licensing + Consulting

Design Design Gift wrap, note cards (Worldwide)

karl Lagerfeld Children's Worldwide Fashion SAS 
(CWF)

Apparel (children’s) (France) Karl Lagerfeld

kate Spade New york Fossil Watches (Worldwide) Kate Spade

International Licenses Recently Granted
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Licensing News Continued from page 7

*Extension or renewal.

PROPERTY GRANTED TO PRODUCTS MANUFACTURED GRANTED BY

kISS Good Speed inc. Accessories, fashion apparel (Japan) Epic Rights

Hysteric Glamour Jackets, jewelry, t-shirts (Japan)

isshin Do Honpo inc. Face packs (Japan)

Licensing Essentials Apparel (AnZ)

Scandinavian Travel innovation AB Luggage (Japan, Korea, Australia)

La Guerre des 
tuques-3D

Allstar Vending Vending machine novelties (Canada) Licensing Shop (The)

Bayard Canada Livres Master publishing (Canada)

imports Dragon Master toy (Canada)

Ketto Design Back-to-school stationery, backpacks (Canada)

Kombi Sports Cold weather accessories (Canada)

Lady Sandra Home Fashions Home decor (Canada)

Ladybird Books kissmekwik Greeting cards (U.K.) Penguin Books Ltd.

Lagoon Group Games (U.K.)

Portico Designs Gifts, stationery (U.K.)

Wooden Postcard Co. (The) Wooden postcards (U.K.)

Lily & Val Portico Designs Calendars, gifts, greeting cards, stationery (U.K.) Meiklejohn Graphics Licensing 
(MGL)

mighty morphin 
Power Rangers

BioWorld Merchandising Loungewear, sleepwear, underwear (north America) Saban Brands

Threadless Limited edition t-shirts (north America)

Wiesner Products Footwear (north America)

minions JAKKS Pacific Arcade games, bikes, inflatable play sets, outdoor furniture, storage bins, 
wagons (north America)

Universal Studios Partnerships & 
Licensing 

muhammad Ali Under Armour Accessories, apparel, footwear (Worldwide) Authentic Brands Group

Northern Promotions Canterbury Potteries Ceramic mugs (U.S., Canada) MHS Licensing + Consulting

Chesta Tapestries, wall decor (U.S., Canada)

Peppa Pig Crayola Coloring & activity books (Australia) eOne Licensing Australia

Hunter Leisure Furniture, wheeled toys (Australia)

Maxwell Foods Raisins (Australia)

Portmeirion Group USA Ceramic homewares (Australia)

Universal Brands Bath & beauty products (Australia)

Playboy Love Artist Ltd. Limited edition prints (U.K., ireland) Playboy Enterprises

Shanghai Yunteng Leather Goods 
Co., Ltd.

Shoes (women’s) (China (excluding Taiwan, Hong Kong, Macao))

Socks World intl. Ltd. Footlets, socks (U.K.)

Sunny inc. Co-branded accessories, co-branded apparel (Japan)

Young Shine Home & decorative accessories, home gadgets, kitchenware (Taiwan)

Power Rangers Fisher-Price Preschool toys (north America) Saban Brands

Power Rangers Dino 
Charge

Bentex Group Swimwear (boys’) (north America)

Franco Manufacturing Bedding (children’s), home decor (north America)

intimo Sleepwear (north America)

Kids With Character Outerwear, sportswear (north America)

Powerpuff Girls (the, 
2016 reboot)

Spin Master Master toy (Worldwide) Cartoon network Enterprises

Smiley Superior Holdings Co., Ltd. Footwear, sportswear (Worldwide) SmileyWorld/Smiley APAC Ltd.

talking tom & Friends SongsWithMyname Services Personalized music (north America) Bulldog Licensing

YouTube div. Google Mobile apps (iOS & Android) (Worldwide) Outfit7

teletubbies VTech Electronics Europe Plc Electronic toys (U.K., France, Germany, Benelux, iberia, AnZ) DHX Media

thunderbirds Are Go BeyondTheStory Mobile apps (Worldwide) iTV Studios Global Entertainment

top Gear Topps Europe Ltd. Trading cards (U.K.) BBC Worldwide

yo-kai Watch Hasbro Toys (north America, Latin America, Europe, AnZ) Dentsu Entertainment USA
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A+E Television Networks, Michael Sillery, Director 
Licensing & Product Development Consumer Products, 
212-210-1400, michael.sillery@aenetworks.com, P. 7.

ACI Licensing, Andy Cohan, President & Co-CEO, 310-
956-3592, acohan@acilicensing.com, P. 6.

adidas Originals, Brandon Beaty, Director Brand 
Communications, 971-234-2300, brandon.beaty@adidas.
com, P. 6.

Authentic Brands Group, Nick Woodhouse, President & 
CMO, 212-760-2411, nwoodhouse@abg-nyc.com, P. 8.

Bakery Crafts/Jack Guttman, Nicci Henry, Licensing 
Manager, 513-881-4161, nhenry@bkrycft.com, P. 2.

Bayard Canada Livres, Suzanne Spino, President, 514-
844-2111, suzanne.spino@bayardcanada.com, P. 8.

Beard Papa’s/Muginoho USA, Minoru Inagiki, President, 
310-642-6542, info@muginohointl.com, P. 7.

Bendon Publishing Intl., Casey Cooke, Licensing 
Coordinator, 419-207-3600 x245, ccooke@bendonpub.com, 
P. 2.

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

Big Idea Entertainment, Greg Fritz, SVP Home 
Entertainment & Consumer Products, 615-224-2233, greg.
fritz@bigidea.com, P. 6.

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

BioWorld Merchandising, Beth Taylor, Director Licensing, 
972-488-0655, betht@bioworldmerch.com, P. 7,8.

Bravado Intl. Group Merchandising Services, Joe 
Marziotto, VP Brand Marketing, 212-445-3400, joe.
marziotto@bravado.com, P. 2.

Broadcast Music Inc. (BMI), Michael Steinberg, SVP 
Licensing, 212-220-3000 , msteinberg@bmi.com, P. 6.

Bulldog Licensing, Laurie Windrow, Managing Director, 
917-301-6771, lauriew@bulldog-licensing.com, P. 8.

Bulls I Toy, Mike Simon, Director Licensing & Product 
Development, 760-690-3902, mjsimon@bullsitoy.com, P. 2.

Canterbury Potteries, David Connell, President, 314-996-
2670, david@canterburypotteries.com, P. 8.

Cartoon Network Enterprises, Peter Yoder, VP Consumer 
Products North America, 212-275-6535, peter.yoder@
turner.com, P. 8.

CBS Consumer Products, Elizabeth Kalodner, EVP & GM, 
212-975-7795, liz.kalodner@cbs.com, P. 7.

Chesta, Athena Ai, 838-606-1808, aai@chesta.com, P. 7,8.

Cinnabon, Kat Cole, President, 404-255-3250, kcole@
focusbrands.com, P. 2.

CJ Products, Clint Telfer, President, 760-724-7225, clint@
mypillowpets.com, P. 6.

Commonwealth Toy & Novelty, Lisa Shamus, EVP, 212-
242-4070 x347, lisashamus@gmail.com, P. 6.

Crayola, Warren Schorr, VP Licensing, 610-253-6271, 
wschorr@crayola.com, P. 6.

Crayola , Diane Baldovsky, Manager Global Licensing, 
610-253-6271 x4122, dbaldovsky@crayola.com, P. 8.

CSS Industries/Paper Magic, Lori White, VP Licensing & 
IP, 215-988-4571, lori.white@cssindustries.com, P. 6.

Dark Horse Comics, Mike Richardson, President, 503-652-
8815, miker@darkhorse.com, P. 6.

Dayspring Cards, Mike Markovich, VP Creative & 
Marketing, 479-549-6357, mike.markovich@dayspring.
com, P. 7.

Deluxebase Ltd., Phil Hudson, Director, 44 1482 880 050, 
phil@deluxebase.com, P. 7.

Dentsu Entertainment USA, Marc Harrington, SVP Global 
Strategy & Development, 310-315-3019, mharrington@
dentsuentertainment.com, P. 8.

Design Design, Don Kallil, President, 616-774-2448, don.
kallil@designdesign.us, P. 7.

DesignScapes, Magy Garza, Marketing & Product 
Development, 707-566-9828, P. 7.

Discovery Communications, Robert Marick, VP NA 
Licensing & Global Location-based Entertainment, 240-
662-2000, robert_marick@discovery.com, P. 12.

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. 7.

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. 7.

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

Disney Consumer Products, Josh Silverman, EVP Global 
Licensing, 818-544-0041, josh.silverman@disney.com , P. 6.

Disney Consumer Products, Paul Southern, SVP Licensing 
Star Wars, 415-623-1928, paul.southern@lucasfilm.com, 
P. 6.

Dr Pepper Snapple Group, Megan May, Licensing 
Manager, 972-673-7000, megan.may@dpsg.com, P. 2.

DreamWorks Animation, Michael Connolly, Head Global 
Consumer Products, 818-695-5000, michael.connolly@
dreamworks.com, P. 2.

Epic Rights, Juli Boylan-Riddles, EVP Strategic 
Partnerships & Licensing, 310-424-1907, juli@epicrights.
com, P. 8.

FAM Brands, John Spotts, EVP Business Development & 
Licensing, 312-498-1429, john@fambrands.com, P. 6.

Fashion Angels, Mark Miller, CEO, 414-961-9200, 
markm@fashionangels.com, P. 6.

Feld Entertainment, Mark Abernethy, VP Licensing & 
Business Development, 630-566-6219, mabernethy@
feldinc.com, P. 6.

Fisher-Price, Steve LaBella, SVP Preschool, 716-687-3300, 
steve.labella@fisher-price.com, P. 8.

Five Four Club, Andres Izquieta, Co-founder, CEO & 
Creative Director, 888-341-2381, andres@fivefourclub.
com, P. 6.

Fossil, Kosta Kartsotis, CEO, 972-699-2115, legal@fossil.
com, P. 7.

Franco Manufacturing, Jeffrey Franco, Licensing Director, 
732-494-0500 x398, jeffrey@franco-mfg.com, P. 8.

Genius Brands Intl., Amy Moynihan Heyward, President, 
858-450-2900, info@gnusbrands.com, P. 7.

Gildan Activewear, Patricia McHale, VP Marketing, 843-
606-3600, pmchale@gildan.com, P. 6.

Golf Warehouse (The, TGW), Jon Bernstein, CEO, 316-
858-0470, jbernstein@tgw.com, P. 6.

GreenLight, Matt Elliott, Director Licensing & Product 
Development, 317-287-0600, info@greenlighttoys.com, P. 6.

Hasbro, Simon Waters, SVP Global Brand Licensing & 
Publishing, 818-478-4804, simon.waters@hasbro.com, P. 6,8.

HSN (Home Shopping Network), Bill Brand, President, 
727-872-1000, bbrand@hsn.com, P. 6.

IGT, John Clelland, VP Global Marketing, 206-254-6919, 
john.clelland@igt.com, P. 6.

IMG Worldwide, Drew Sheinman, SVP Licensing, 216-489-
8300, drew.sheinman@imgworld.com, P. 12.

Intimo, Nathan Nathan, President & CEO, 212-868-6888 
x205, nnathan@intimo.com, P. 8.

J.M. Smucker, Jim O’Rourke, VP, 330-682-3000, jim.
orourke@jmsmucker.com, P. 11.

JAKKS Pacific, Tara Hefter, VP Global Licensing, 310-456-
7799, thefter@jakks.net, P. 8.

JFC Intl., Hiroyuki Enomoto, President, 323-721-6100, 
info@jfc.com, P. 7.

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

Keurig Green Mountain, Dave Sachs, VP Global Coffee & 
Specialty Beverages, 800-545-2326, dsachs@gmcr.com, P. 11.

Kids Only/Moose Mountain, Cindy Chierici, VP Licensing, 
973-884-8900, cindyc@jakks.net, P. 6.

Kids With Character, Angela Flores, Senior Licensing 
Manager, 212-279-2466 x202, angela@wpiny.com, P. 8.

Klaussner Home Furnishings, Jay Foscue, SVP 
Merchandising, 336-625-6174, jfoscue@klaussner.com, P. 6.

Kraft Foods , Paula Phillips, Retail Trademark Licensing, 
502-551-5846, paula.phillips@kraftfoods.com, P. 11.

Licensing Street, JJ Ahearn, Managing Director, 212-359-
9571, jj@licensingstreet.com, P. 6.

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

Newman’s Own, David Best, COO, 203-222-0136, dbest@
newmansown.com, P. 11.

Nickelodeon & Viacom Consumer Products, Manuel 
Torres, SVP Global Toys & Publishing, 212-846-4735, 
manuel.torres@vimn.com, P. 6.

Pacific Cycle div. Dorel Sports, Joe Hernandez, Manager 
Licensing & Business Development, 800-666-8813, 
jhernandez@pacific-cycle.com, P. 6.

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

PepsiCo, Leslie Nagy, Senior Director Marketing Services 
& Licensing, 914-253-2000, leslie.nagy@pepsi.com, P. 2.

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

Portmeirion Group USA, Wendy Motlaq, Corporate VP, 
203-729-8255, wmotlaq@portmeirion-usa.com, P. 8.

Precious Moments, Patrice Paglia, Licensing Director, 
847-725-9442, patrice.palgia@preciousmoments.com, P. 12.

PTI Group, Keith Montgomery, President, 636-240-4741, 
keith@ptigroupinc.com, P. 6.

Rasta Imposta, Gary Schneider, GM Marketing & 
Licensing, 856-939-9599, gary@rastaimposta.com, P. 6.

RFA Group, Roy Cheika, President, 212 684-9300, 
jcheika@rfnyc.com, P. 6.

Rogue Ale & Spirits, Brett Joyce, President, 503-227-3761, 
brett@rogue.com, P. 6.

Rubie’s Costume, Lauren Rabinowitz, Director Licensing, 
516-326-1500 x119, laurenr@rubies.com, P. 2,6.

Saban Brands, Kirk Bloomgarden, SVP Global Consumer 
Products, 310-557-5231, kbloomgarden@sabanbrands.
com, P. 8.

Sakar Intl., Liza Abrams, VP Global Licensing & 
Marketing, 732-248-1306 , labrams@sakar.com, P. 6.

Scholastic Media, Leslye Schaefer, SVP Marketing & 
Consumer Products, 212-389-3934, lschaefer@scholastic.
com, P. 6.

SEGA of America, Rene Flores, Director Licensing, 415-
701-6000, rene.flores@sega.com, P. 2.

SGI Apparel div. SG Companies , Elisa Gangl, VP 
Licensing & Marketing, 201-342-1200, elisag@
thesgcompanies.com, P. 6.

SJT Enterprises, Tim Smith, President, 440-617-1100 
x101, tim@sjtent.com, P. 6.

Skydance Productions, Anne Globe, CMO, 310-314-9900, 
aglobe@skydance.com, P. 12.

SongsWithMyName Services, Jim Tucker, Managing 
Director, 888-676-0182, jimt@songswithmyname.com, P. 8.

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

SRM Idea Lab, Bruce Bennett, President, 610-825-1039, 
bruce@srmidealab.com, P. 6.

Starbucks, Matt Ryan, EVP & Global Chief Strategy 
Officer, 206-447-1575, mryan@starbucks.com, P. 11.

Taco Bell, Brian Niccol, President, 949-863-4500, brian.
niccol@yum.com, P. 2.

contacts & connections
Contacts & Connections is an alphabetical listing of the licensing companies in this issue.

Continued on page 10
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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.

20TOO, Christian Zeidler, Managing Director, 971 4 426 
4200, info@20too.com, P. 7.

Active Merchandising, Anita van Esch, Managing 
Director, 49 211 53741481, anita.vanesch@
activemerchandising.de, P. 7.

adidas, Thomas van Schaik, Global Brand Director, 49 
9132 840, thomas.schaikvan@adidas.com, P. 2.

Allstar Vending, Myrna  Dorfman, President, 514-426-1690 
x224, myrna@allstarvending.com, P. 8.

BBC Worldwide, Dominic Walker, Head Licensing, 44 20 
8433 2554, dominic.walker@bbc.com, P. 8.

BeyondTheStory, Jen Porter, CEO, Director & Co-founder, 
44 20 7462 1493, jen@beyondthestory.com, P. 8.

Biplano (Barcelona), Jordi Rey, GM, 34 93 452 60 00, 
jordir@biplano.com, P. 7.

Bluebella, Emily Bendell, Founder, emily@bluebella.com, 
P. 2.

BN Licensing B.V., David Speijer, Director, 31 8877 345 00, 
david@bnlicensing.com, P. 7.

Centum Books, Richard Radford, Group Sales Director, 44 
1803 690 890, books@centumbooksltd.co.uk, P. 12.

Children’s Worldwide Fashion SAS (CWF), Freddy Mallet, 
CEO, 33 2 51 66 38 38, freddy.mallet@groupecwf.com, P. 7.

Corus Entertainment/Nelvana Enterprises, Andrew Kerr, 
Co-head, 416-479-7000, andrewkerr@corusent.com, P. 6.

DHX Media, Peter Byrne, EVP DHX Brands & CEO CPLG, 
44 20 8563 6400, peter.byrne@dhxmedia.com, P. 8.

Dream Theatre Pvt. Ltd., Jiggy George, Founder & CEO, 
91 22 2411 5579, jiggygeorge@dream-theatre.co.in, P. 7.

El Ocho Licencias Y Promociones SL, Maria Sanguino, 
Contract & Intl. Licensing Coordinator, 34 91 350 40 90, 
maria@el-ocho.com, P. 7.

eOne Licensing Australia, Con Goutzoulas, Co-Commercial 
Director, 61 2 8303 3800, cgoutzoulas@entonegroup.com, 
P. 8.

eOne Licensing Australia, Trish Padoin, Co-Commercial 
Director, 61 2 8303 3800, tkaram@entonegroup.com, P. 8.

Fuky Csoki Kovács László Ev., Gyorgy Krisztina, CFO, 36 6 
30 436 1488, kunhegyes@fukycsoki.hu, P. 7.

Fusion Agency, Gail Mitchell, Managing Director, 61 2 
9439 5511, gail@fusionagency.com.au, P. 7.

Good Speed Inc., Tsuyoshi Osano, President, 81 3 5773 
3451, any-questions@goodspeedinc.com, P. 8.

Hawley & Hazel Chemical Co., Elisa Tsang, _Senior 
Manager Consumer Innovations, 852 2555 1338, info@
hk.hawleyhazel.com, P. 7.

Hollywood Magic S.A.L., Ned Khoury, CEO, 961 9 643 700, 
stars@hollywoodmagic.info, P. 7.

Hunter Leisure, John Hunter, Managing Director, 61 3 
9287 9812, johnh@hunterleisure.com.au, P. 8.

Hysteric Glamour, Nobuo Saito, President, 81 3 3478 8471, 
info.hys@hysteric.co.jp, P. 8.

Imports Dragon, Stephan Tetrault, President, 514-667-
0623, s.tetrault@importsdragon.com, P. 8.

Isshin Do Honpo Inc., Tomura Aida, President, 81 3 3239 
1635, tomura@isshin-do.co.jp, P. 8.

ITV Studios Global Entertainment, Natalie Harvey, VP 
Retail, Promotions & Digital, 44 20 7491 1441, natalie.
harvey@itv.com, P. 8.

Karl Lagerfeld, Rebecca Baart, Director Business 
Development & Licensing, 31 203 31 46 66, rebecca.baart@
karllagerfeld.com, P. 7.

Ketto Design, Catherine Fafard, CEO, 418-522-2264, info@
kettodesign.com, P. 8.

kissmekwik, Simon Spicer, _Director, 44 1273 571 757, 
simon@kissmekwik.co.uk, P. 8.

Kombi Sports, Mark Pascal, VP, 514-341-4321, mark_
pascal@kombisports.com, P. 8.

Lady Sandra Home Fashions, Martin Novack, CEO, 514-
325-6715, info@ladysandra.com, P. 8.

Lagoon Group, Alice Delmar-Morgan, Sales Manager, 44 
20 8563 6520, sales@thelagoongroup.com, P. 8.

Licensed Products Ltd., Lilla Miskolczi, Sales Manager, 36 
70 433 4860, P. 7.

Licensing Essentials, Scott Bingley, Managing Director, 61 
3 9754 0754, scott@licensingessentials.com.au, P. 8.

Licensing Shop (The), Stephen Fowler, President, 416-322-
7300 x201, steve@thelicensingshop.com, P. 7,8.

Lo Ting Kuang Co., Ltd./Lotus Bedding, Duck-Hwan Min, 
Intl. Business Development Manager, 66 2 420 50089, 
info@lotusbedding.com, P. 7.

Loeb Uitgevers B.V., Yvonne Loeb, Director, 31 20 671 
2606, P. 7.

Love Artist Ltd., Ian Syer, Director, 44 118 957 4808, ian@
loveartist.co.uk, P. 8.

Maurizio Distefano - The Evolution of Licensing, Maurizio 
Distefano, President & Owner, 39 131 481501, info@
mdistefanolicensing.it, P. 7.

Maxwell Foods, Christopher Spratt, Managing Director, 61 
2 9708 2118, chris@maxwellfoods.com, P. 8.

Medialink Entertainment (Far East) Ltd., Noletta Chiu, VP, 
852 2503 4980, nolettachiu@medialink.com.hk, P. 7.

Medialink Pacific Ltd., Vernon Lee, 65 6438 4843, 
vernonlee@medialink.com.hk, P. 7.

MEGA Brands, Adrian Roche, VP Boys, Collector Toys 
& Global Licensing, 514-333-5555 x2240, aroche@
megabrands.com, P. 6.

Meiklejohn Graphics Licensing (MGL), Katie Sharp, Intl. 
Licensing Executive, 44 20 7593 0510, katie@mgllicensing.
com, P. 8.

Mendia Licensing, Sofia Noguera, Managing Director, 34 
972 661 911, sofianoguera@mendiasl.com, P. 7.

Merchantwise, Alan Schauder, Managing Director, 61 3 
9520 1000, alan@merchantwise.com, P. 7.

MJA Licensing, Francoise Bouvet, Managing Director, 33 
684 5231 17, contact@mjalicensing.com, P. 7.

Outfit7, Samo Login, Co-founder & CEO, 386 5 901 18 21, 
samo.login@outfit7.com, P. 8.

Outset Media, David Manga, President, 250-592-7374 
x202, dave@outsetmedia.com, P. 6.

Partnershop Agency Ltd. (The, TPA), Chris Taday, 
Licensing Director, 44 79 2128 0206, chris@
thepartnershop.co.uk, P. 7.

Penguin Books Ltd., Jennifer Greenway, Licensing 
Executive, 44 20 7010 3000, jennifer.greenway@
uk.penguingroup.com, P. 8.

Percy 3DMedia, Jadyn Rosario, Director Licensing, 416-
642-4304, jadyn@percy3d.com, P. 12.

Planeta Editorial, Marta Bueno, Director Children & 
Youth, 34 934 928 874, mbueno@planeta.es, P. 7.

Plus Licens Prague, Andrea Skotnicova, Managing 
Director, 42 603 548 707, andrea.skotnicova@pluslicens.
cz, P. 7.

Portico Designs, Simon Harrison, Managing Director, 44 
1225 329 494, simon@porticodesigns.com, P. 8.

Scandinavian Travel Innovation AB, James Krueger, CEO, 
46 31 749 2408, james.krueger@travelinnovation.se, P. 8.

Shanghai Yunteng Leather Goods Co., Ltd., Cuiyong Zou, 
86 551 4317801 81, 3090262579@qq.com, P. 8.

SmileyWorld/Smiley APAC Ltd., Danny Cheung, CEO 
& Head Licensing Asia Pacific, 852 2159 7498, danny@
smiley.com, P. 8.

Socks World Intl. Ltd., Mem Mousa, Sales Director, 44 
1707 251311, mem@socksworld.co.uk, P. 8.

Spin Master, Craig Sims, VP Global Licensing, 416-364-
6002, craigsims@spinmaster.com, P. 8.

Sunny Inc., Shinya Kitahara, Founder & Designer, sunny@
oboe.ocn.ne.jp, P. 8.

Superior Holdings Co., Ltd., Dae-hwa Kim, CEO, 82 2 
2192 3320, contactus@superiori.com, P. 8.

Tempting Brands AG, Furnica Lidia, Senior 
Manager Corporate Strategy, 40 72 772 4090, flidia@
temptingbrands.com, P. 6.

Titan Publishing/Titan Entertainment, Nick Landau, 
Owner, 44 207 620 0200, nick.landau@titanemail.com, 
P. 7.

Topps Europe Ltd., Rod Pearson, Marketing Director, 44 
1908 800 100, rod.pearson@topps.co.uk, P. 8.

Universal Brands, Alister McEwen, CEO, 61 3 9682 7222, 
alister@ww-universalbrands.com, P. 8.

VTech Electronics Europe Plc, Andrew Barrett, _Director 
Product Development & Licensing, 44 123 555 5545, 
andrew_barrett@vtech.com, P. 8.

Wooden Postcard Co. (The), Guy Robson, 44 797 0614 057, 
guy@thewoodenpostcardcompany.com, P. 8.

Young Shine, Jerry Chung, 886 4 24226221, jerry@smis.
com.tw, P. 8.

teNeues Publishing Group, Harald Thieck, Managing 
Director, 212-627-2414, hthieck@teneues-usa.com, P. 2.

Threadless, Wilson Fong, VP Partnerships, 773-878-3557 
x535, wilson@threadless.com, P. 8.

TOMY, Tim Wills, VP Licensing, 630-573-7288, tjwills@
tomy.com, P. 6.

Tonner Doll, Jack Kralik, VP, 845-339-9537 x101, jkralik@
tonnerdoll.com, P. 6.

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

Trevco Sportswear, James George, CEO, 248-526-1400 
x14, jpg@trevcoinc.com, P. 6.

Under Armour, Glenn Silbert, SVP Global Apparel & 
Accessories, 410-454-6428, gilbert@underarmour.com, P. 8.

Universal Studios Partnerships & Licensing , Cindy 
Chang, SVP Consumer Products, 818-777-2067, cindy.
chang@nbcuni.com, P. 8.

Viz Media, Daisuke Aoki, VP Animation Licensing, 415-
546-7073 x412, daisuke.aoki@viz.com, P. 6,7.

What Kids Want!, Jordan Kort, Co-CEO, 818-775-0375 x14, 
jordan@whatkidswant.net, P. 6.

Wiesner Products, Teri Blanco, Licensing Manager, 212-
279-2466 x4612, teri@wpiny.com, P. 8.

Wild Republic div. K&M Intl., Vishnu Chandran, President, 
330-425-2550, vchandran@wildrepublic.com, P. 7.

WildWorks, Clark Stacey, CEO, 888-340-7313, clark@
wildworks.com, P. 6.

Wilhelmina Artist Management, Billy Powell, President & 
Agency Director, 212-473-0700, billy.powell@wilhelmina.
com, P. 6.

Wm. Wrigley Jr., Casey Keller, President North America, 
312-212-7400, casey.keller@wrigley.com, P. 2.

World Tech Toys, Ben Ibarra, VP, 818-675-9001 x100, 
ben@worldtechtoys.com, P. 2.

YouTube div. Google, Malik Ducard, Global Head Family 
& Learning Content, 650-253-0000, mducard@google.
com, P. 8.
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And single-cup coffee consumption in Europe is more 
than double North American levels.

the Casualties of Single-Serving Coffee
All in all, single-serving coffee is not a bad business to be 

in. But it’s not all pretty, either. Single-serving coffee prod-
ucts have cut deeply into sales of traditional coffee prod-
ucts—the old staple tin coffee cans from venerable brands 
that used to occupy entire aisles of the supermarket. 

The single-serving coffee has also made life even 
tougher for local gourmet coffee shops and specialty food 
stores. Now you can get all the gourmet coffee you’d ever 
crave from a K-cup.

the Democratization of the Single-Serving market
As the patent holder, Keurig Green Mountain was the 

company that made the most money from the K-cup. But 
in 2012, the patent expired and the door was open to com-
petition. Soon the market was awash with single-serving 
products.

All of this provided fertile grounds for licensing with 
brands like Starbuck’s, Dunkin Donuts and Newman’s Own 
joining the scramble, not to mention “K-cup” product ver-
sions from legacy brands such as Folger’s, Taster’s Choice 
and Maxwell House. 

Although Keurig remains the leader, the market for sin-
gle-serving coffee has been democratized and dominated 
by licensed brands, including brands licensed by Keurig 
itself, as illustrated by the following table:

Single-Serving Products  
Continued from page 1

tOP 10 SINGLE-SERVING COFFEE SALES By BRAND IN 2014

RANK BRAND

2014 SALES (IN 
MILLIONS OF 
DOLLARS)

1 Keurig Green Mountain $545.72

2 Starbucks $348.92

3
Folgers Gourmet Selections (J.M. 
Smucker)

$314.10

4 Private label $274.03

5
Donut House Collection (Keurig 
Green Mountain)

$161.18

6
Keurig Eight O’Clock (Tata Global 
Beverages)

$123.72

7 Gevalia (Kraft Foods) $115.64

8 Keurig newman’s Own Organics $109.99

9
Maxwell House Café Collections 
(Kraft Foods)

$102.44

10
Donut Shop (Keurig Green 
Mountain)

$85.80

SOURCE:  sTaTisTa for year ended JuLy 13, 2014

a 2013 decline of 0.6%.) “Customize-your-car shows 
on TV are fueling the demand for licensed accesso-
ries and licensors, including luxury auto brands like 
Mercedes and companies outside the automotive sec-
tor, are supplying the licensed products to satisfy it,” 
summed up one licensing agent.

Product categories that did poorly in 2014 U.S./Canada 
sales include:

XX Gifts/Novelties: Alas, not even the Frozen factor could 
keep sales of licensed products in this category from 
declining for the fourth year in a row. This year’s 5.0% 
loss was almost 10% bigger than 2013’s 4.5% decline. 
“Because it’s so dependent on impulse purchases, 
decline in foot traffic and growth in DTR and e-sales 
is killing the gifts industry,” explains one licensee.  

XX Videogames/Software, for the second year in a row, 
had the biggest decrease of any property category, 
-8.0%. Factors for the continuing decline include the 
fact that we are in a transition period to the next 
generation of consoles (although NFL games did just 
fine with the PS4 and Xbox consoles), the lack of new 
NCAA titles from EA and growing popularity of low-
price (or free) mobile games and apps.  

XX Stationery/Paper declined 3.5%, the sector’s fifth 
straight negative year. Observers and survey respon-
dents agreed that retail sales of licensed party goods 
were way down in 2014—although some cited Sesame 
Street as an exception.

Retail Sales of Licensed Goods
Continued from page 5

SURVEY METHODOLOGY

TLL’s estimate of the size of the licensing business is based 
on its online survey of global licensing executives, conducted 
in January 2015; third-party research of overall category and 
industry size; dozens of in-depth interviews with licensing 
executives, both for the survey and throughout the year; 
annual reports and other corporate information from retail-
ers, licensors and licensees; and news articles from trade pub-
lications covering trends in the respective product categories 
and property types affected by licensing.  

Experts interviewed included licensors, manufacturers, 
agents and retailers, as well as consultants, allied profession-
als and individuals with multiple roles. They were based in all 
territories around the globe; but for this portion of the survey 
which focuses only on the U.S. and Canada, results are based 
only on responses of those doing business in those territories. 

More results from TLL’s Annual Licensing Business Survey will 
be forthcoming in future issues, including trends in royalty 
rates and payment structures, distribution trends and product 
category results by key property types for U.S. and Canada, as 
well as coverage of the size of the global licensing business 
and trends in territories outside the U.S. and Canada. 

Continued on page 12
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Retail Sales of Licensed Goods
Continued from page 11

anne globe is the new chief marketing officer for Skydance Productions and will head 
up marketing, publicity, licensing and promotion of the five-year-old company’s brands 
including 2015 releases “Terminator: Genisys” and “Mission: impossible 5.”

Brand Central promotes two key employees: Jodi Bogdanoff to vice president of licens-
ing responsible for overseeing the agency’s food and beverage product programs including 
Dr Pepper Snapple Group, ABC’s the “MasterChef” and farm-to-table producer Beekman 
1802; and nancy Sanieoff to senior licensing manager in the manufacturers division. 

Patrice Paglia, a seasoned exec with over 25 years of licensing experience, rejoins Pre-
cious Moments inc. as Licensing Director. PMi is the exclusive owner and licensor of the 
Precious Moment artwork of Sam Butcher.  

robert Marick is the Discovery Consumer Products’s new vice president of north Ameri-
can licensing and global location-based entertainment where he will draw on his over 20 
years of experience with entertainment and consumer packed heavyweights like Disney, 
Fox, Time Warner and Mattel. 

Percy3DMedia hires Jadyn rosario to the newly created position of director of licensing, 
and liz ridout as vice president of marketing and sales. Percy3D’s PercyVites platform 
enables fans to create 3D animated videos e-vites using customized photos and licensed 
entertainment characters like Caillou and Arthur. 

drew Sheinman is joining talent agency iMG as senior vice president of licensing and 
will oversee key elements of the agency’s north America licensing operations. 

richard radford, a former Roy Lowe & Sons executive, is now group sales director for 
independent publisher, Centum Books, where he will be responsible for developing new 
licensing and branding opportunities and recruiting new clients for the company’s content 
portfolio.

Stephanie McMahon, Chief Brand Officer of WWE, is among three company senior 
managers named to the WWE Board of Directors.

Who’s News

Increased Competition

More licensed products, consolida-
tion of retailers, less retail space. These 
are by far, the most commonly cited 
themes of respondents, as they have 
been for the past 20+ years. Even though 
the retail licensing pie is steadily grow-
ing, the field keeps getting more crowded 
and subject to domination by the giants. 
The evolution of licensing is really the 
story of how licensees and licensors are 
experiencing and adapting to this grow-
ing competition.

Optimism for 2015

Most respondents doing licensing 
business in the U.S. and Canada had a 
good year in 2014; about one in three 
had a bad year. But when it came to 
the future, there was general optimism. 
75% of respondents said they expect 
their licensing business to grow in 2015. 
Among these respondents, 40% project-
ed increases of between 10% and 20%. 
Only 8% said they expect their business 
to decline next year. 


