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Statistically, 2015 was a banner year for 
licensing with worldwide retail sales topping 
$163.1 billion, 2.7% better than the previous 
year’s $158.8 billion, according to The Licens-
ing Letter’s Annual Licensing Business Survey. 
But the numbers are a bit deceiving. Growth 
was uneven; and a sluggish fourth quarter 
reinforced concerns about its long-term sus-
tainability.

In 2015, the rich got richer. Four of the 
world’s seven richest markets for licensed 
goods accounted for most of the prosper-
ity by posting growth above the global 2.4% 
GDP rate, including the U.S. at 3.9%, the U.K. 
at 3.2%, China at 6.0%, and Germany at 3.6%. 
Elsewhere around the world, sales were largely 
flat or down in 2015.The growth that did occur 
was also concentrated in a couple of sectors, 
especially entertainment/character which 
increased a staggering 6.3% rate worldwide. 
But the good times in entertainment were 
attributable to the continued dominance of 
star properties, most of which came from the 
Disney stable. Meanwhile, only one other prop-
erty type exceeded the industry-wide 2.7% 
growth rate: fashion at 3.5%.

U.S./Canada

Licensed sales in the U.S./Canada grew in 
2015 for the fifth year in a row to $103.3 billion, 
up 3.4% from $99.8 billion in 2014. But while 
the aggregate figures are impressive, the suc-
cess was confined to one side of the border.

Macro-economic conditions in the U.S. were 
ideal for retail and the consumption of licensed 
goods. Cheap gas and falling unemployment 
increased discretionary income; consumer 
confidence grew and low interest rates dis-
couraged saving. While the sluggish fourth 
quarter took some air out of the balloon, the 
overall result for the year was a $3.6 billion 
jump in sales from $90.2 billion to $93.8 billion. 
Mirroring global patterns, the 3.9% increase in 

U.S. licensed sales was fueled by abnormally 
high growth in entertainment.

But up north things went south. The same 
low oil prices that put extra money in the 
pockets of U.S. consumers cost many Cana-
dians their jobs, especially in the key energy 
producing regions of Alberta, Ontario and Que-
bec. After the previous year’s lackluster 0.75% 
growth, licensed sales in Canada actually 

Global Sales of Licensed Goods Reach $163.1 
Billion in 2015; Highest Growth in Nearly a Decade

VIDEO GAMES

Licensed Properties Play at E3
Seventy thousand-plus people, including 

20,000 fans, flocked to the Electronic Enter-
tainment Expo (E3) in Los Angeles last month 
for the digital entertainment industry’s annual 
parade of video game properties, both new and 
well known.

The hot topic of the show was Virtual Real-
ity (VR) with Sony announcing that its PlaySta-
tion VR headset for PS4 will become available 
Oct. 13, priced at $500 and major game prop-
erties getting the VR treatment on platforms 
ranging from PlayStation VR to the more 
pricy HTC Vive ($800) and Oculus Rift ($600). 
Deloitte predicts that VR will be a $1 billion 
market in 2016, with about $700 million coming 
from hardware and the rest from content.

While VR holds enormous potential for con-
sumers to interact with their favorite proper-
ties more intimately than ever before—and not 
just in games, but also in retail settings and 
more—the technology is still in its very early 
stages in terms of its consumer market. Nev-
ertheless, top-shelf properties getting the VR 
gaming treatment through 2017 include Bat-
man Arkham VR, Star Wars: Battlefront X-wing 
VR Mission (not a whole game) and Final 

Continued on page 3
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Licensing Ledger

Beanstalk will now represent the 
personality rights of legendary 
icons. The service, formally called 
Icon Representation, will be led by 
Martin Cribbs, who has joined the 
agency as VP Brand Management.

Orchard Street Ventures is a new 
agency specializing in lifestyle 
licensing. OSV currently represents 
Lionsgate, Time Inc. (Food & Wine 
and Southern Living magazines), 
and Westinghouse in addition 
to start-ups like industrial design 
house Double Double and art 
consultancy Culture Corps.

Michael Kors acquires Michael 
Kors (HK) Ltd., the exclusive 
licensee of the company in China, 
for $500 million.

Housewares company Fox 
Run Brands acquires Tops 
Manufacturing Company Inc.

The Adidas Group has sold its 
Mitchell & Ness business to a newly 
formed entity primarily owned by 
Juggernaut Capital Partners.

Johnson & Johnson will pay $3.3 
billion to take over Vogue Intl., 
which owns hair-care brand OGX, 
on the heels of acquiring skin-care 
brand NeoStrata.

Shiseido Americas has acquired the 
Laura Mercier and ReVive brands 
for an estimated $260 million.

The joint venture of Gordon 
Brothers Group, Hilco Merchant 
Resources and Tiger Capital Group 
has commenced going-out-of-
business sales at all Sports Authority 
locations after the retailer filed for 
Chapter 11 bankruptcy. The sales 
will affect brands including Under 
Armour, Nike, North Face, Wilson, 
Adidas, ASICS and Brooks.

C&F Enterprises is adding to its 
home accessories business with the 
acquisition of Transpac.

Pulse Evolution will leverage 
its partnerships with Authentic 
Brands Group and three late 
celebrity estates—Michael Jackson, 
Elvis Presley and Marilyn Monroe—
to expand entertainment licensing 
through the creation of realistic 
virtual humans. A new partnership 
with XIX Entertainment will 
allow the tech firm to produce 
immersive content for stage, 
virtual reality, augmented reality 
and artificial intelligence.

U.K. family resort Blackpool will 
host to a major celebration of the 
50th Anniversary Year of the Star 
Trek franchise throughout 2016 
and 2017 with a series of events. 
First up is Star Trek: The Exhibition 
on the famous Golden Mile 
beginning June 30 and open daily 
throughout the year.

The Airheads brand celebrates its 
30th birthday in partnership with 
candy store IT’Sugar to launch a 
number of shop-in-shops. Some 90 
stores across the U.S. will stock the 
sweets as well as an exclusive line 
of new apparel, squishy pillows 
and other accessories.

Dubai is home to the world’s 
first official Harper’s Bazaar cafe, 
now open in the Dubai Design 
District. Launched by Marka PJSC 
and Hearst Magazines Intl., the 
location features a total dining 
capacity of 140 seats.

The Powerpuff Girls soared above 
Dubai in the form of a trio of flying 
inflatables all as part of the ongoing 
celebrations for the series’ return 
to Cartoon Network this year.

Cartoon Network U.K. 
commissioned An Ooo Experience 
from London-based tech studio 
Hellicar&Lewis. The first-ever live 
interactive Adventure Time game 
offering will be playable at select 
U.K. malls this summer.

The adult entertainment brand 
Hustler this year will launch its 
first fragrance line, with Wonder 
Beauty. The two companies have 
planned an October launch, 
to include men’s and women’s 
fragrances and bath/body products 
with “a decadent blend of raw 
sexuality and a provocative, break-
the-rules attitude.” Of course. 

The British Museum licensed 
The Moorland Rug Company to 
produce a range of British Museum 
rugs based on the works of 
Japanese artist Katsushika Hokusai. 
The rugs will be based on four 
Hokusai prints, including the iconic 
The Great Wave off Kanagawa.

Mattel is constructing an ambitious 
licensing program for its remodeled 
Bob the Builder. The program comes 
on the heels of the preschool show’s 
relaunch last year on PBS Kids in the 
U.S. and in 16 additional markets. 
Licensees working together to 
get the job done include Amscan 
(party goods), Rubies (costumes), 
Happy Threads (apparel) and Little 
Brown (books) in the U.S. and BCI 
(sleepwear and apparel), Santex 
(apparel and accessories), Jumbo 
(puzzles and games), Ravensburger 
(puzzles and games) and Egmont 
(magazines) in the U.K. and Europe. 

DC Superheroes to the rescue 
of licensed paper products? The 
stationery/paper licensed product 
category has been in decline for 
a number of years, according to 
the TLL Annual Licensing Business 
Survey, but Warner Bros. Consumer 
Products is undeterred. The company 
is expanding its existing relationship 
with American Greetings for stickers, 
party goods and gift wrap to include 
greeting cards featuring DC Super 
Hero Girls, Justice League, and 
Wonder Woman.

Sanrio tapped Dunkin’ Donuts to launch the first Hello Kitty branded 
donuts in Germany in a deal brokered by Team! Licensing at all 70 
locations country-wide. The collaboration has further been extended 
to retailer Rewe. Additionally, Hello Kitty and Dunkin’ Donuts 
will appear together at Museumsuferfest in Frankfurt, Germany, 
Aug. 26-28, with special activities, costume appearances and other 
activations to support the brand.
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declined 1.4% in 2015. Canadians became bargain hunters, 
spending most of whatever money they had for licensed 
goods at value chains like Walmart, warehouse clubs like 
Costco, and fixed-price retailers like Dollarama.

Western Europe

Although growth was only 1.5% ($31.7 billion in total 
sales), 2015 was Western Europe’s strongest year since 
2010. The “recovery,” such as it was, began in 2014 when 
conditions reversed after three down years in a row by 
posting modest 0.1% ($20 million) growth. But like last 
year, two powerhouse markets enjoyed most of the growth 
in 2015.

The U.K., the world’s fourth biggest licensing market, 
grew 3.2% for the year (as compared to 3.0% in 2014). “It 
was the best retail environment in years with consumer 
confidence reaching a five-year high,” explains one U.K. 
licensee. “Even though High Street is struggling, the big 
retailers are relatively healthy, knock on wood.” The same 
segments that did well in the U.S. also thrived in the U.K., 
including “A”-list entertainment properties: imports like 
Star Wars, Frozen and Minions; and homegrown brands 
like Inspector Gadget, Twirlywoos, Moomins and the newly 
revived Teletubbies. The strong appeal of entertainment 
properties also propelled sales of traditional toys and 
games, especially action figures, plush and building sets.

No country in Western Europe had a better licensing 
year than Germany. After growing 2.8% in 2014, sales of 
licensed goods increased 3.6% to just under $5.4 billion 
in 2015, making Germany the seventh biggest market in 
the world. Health and wellness-conscious consumers made 

German stores fertile grounds for licensed food and bev-
erage products. Licensed clothing, home goods, furniture 
and personal care goods were among the product catego-
ries that did particularly well.

Only two other countries in Western Europe grew above 
2.0%: Spain, at 2.8%, and tiny Ireland at 2.8%. Everybody else 
was either flat or down. Of course, compared to the dismal 
performance of recent years, flat was actually a positive 
result for much of Western Europe. One prime example: 
France. After declining 2.9% in 2014, the continent’s sec-
ond biggest licensing market (and number 5 in the world) 
managed positive growth of 0.5% in 2015 despite unem-
ployment above 10%. The Paris terror attacks in November 
killed the retail market’s momentum and practically wiped 
out the gains of spring and summer.

Other markets that fell into the “2015 wasn’t great but 
at least it wasn’t as bad as last year” category were Italy, 
which grew 0.4% in 2015 after declining 2.8% in 2014; Spain 
(28% v. 1.0%); Portugal (1.4% v. 0.1%); and Turkey (0.5% v. 
-1.5%).

And then there’s Greece. Just four years ago, Greece 
generated $470 million in sales of licensed goods; in 2015, 
sales totaled $232 million. In 2015, things went from bad 
to worse for the debt-strapped Greeks. After threatening 
to leave the Eurozone, the Greek government reluctantly 
accepted its creditors’ demands for economic restrictions. 
The combination of instability and austerity caused drastic 
cuts in consumer spending. Brands became a luxury few 
Greeks could afford—unless offered at deep discounts. By 
the time the year had ended, licensed merchandise sales 
were down a precipitous 25.6% with prospects for 2016 
looking just as bleak.

Global Sales of Licensed Goods
Continued from page 1

Continued on page 4

Retail Sales of Licensed Merchandise, Worldwide, 
by Territory, 2014–2015 (Figures in millions)

Territory

Retail 
Sales 

2015

Retail 
Sales, 

2014
Change, 

2014-2015

Market 
Share, 

2015

U.S. and Canada $103,276 $99,873 3.4% 63.3%

Western Europe $31,739 $31,270 1.5% 19.5%

Central and Eastern 
Europe $552 $598 -7.7% 0.3%

Asia $19,846 $19,412 2.2% 12.2%

Australia and New Zealand $2,308 $2,323 -0.6% 1.4%

Latin America $4,084 $4,120 -0.9% 2.5%

Middle East and Africa $930 $899 3.4% 0.6%

Other $387 $393 -1.5% 0.2%

TOTAL $163,121 $158,888 2.7% 100.0%

SOURCE: The Licensing Letter

Retail Sales of Licensed Merchandise, 
Worldwide, by Territory, 2015

SOURCE:  The Licensing Letter

Central & Eastern Europe: 0.3%

U.S. & Canada: 63.3%

Western 
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Asia: 12.2%
Australia & New Zealand: 1.4%
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Middle East & Africa: 0.6%

Other: 0.2%
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Central and Eastern Europe

As in 2014, Central and Eastern Europe performed the 
worst of any territory, falling 7.7% from $598 million to 
$552 million in 2015. And as in 2014, Russia was the rea-
son why. After 2014’s 10% decline, the Russian market fell 
another 18.9% to $226 million. War in the Ukraine led to EU 
and U.S. sanctions, oil prices fell and inflation was above 
15%. Consumer confidence and the purchasing power of 
Russian consumers sank. “The ruble’s decline has been 
the rough equivalent of a 45% price increase for foreign 
brands,” explains a Moscow-based licensing consultant. 
Even the billionaires were staying away from stores. Yet, 
long-term prospects for licensing in Russia remain bright 
as foreign investment continues to flow into the retail sec-
tor and local brands sprout up. Perhaps the most success-
ful example is Masha and the Bear, which has become a 
billion-dollar global entertainment property. 

Russia’s struggles also hurt licensed sales in neighbor-
ing countries tied to the Russian economy, including Fin-
land (note that TLL categorizes Finland as a Scandinavian 
country and thus part of Western Europe) and former 
republics Belarus and, of course, Ukraine.

But the licensing news from CEE was not all bad. Many of 
the territory’s smaller countries did well in 2015, including 
the Czech Republic, where low inflation, high employment 
and thriving trade with Germany fueled an economic recov-
ery that transformed 2014’s 2.0% decline into 2015’s 3.1% 
gain. Licensed sales were also up in Hungary, Poland, Slo-
vakia, and the Baltic states of Estonia, Latvia and Lithuania.

Asia

Concern over the slowdown in Asia was a recurring 
theme among this year’s Survey respondents and for good 
reason. The 2.2% growth rate of 2015 was a three-year low 
and below the global 2.7% average. Asia’s global market 
share remained 12.2%, the first time in several years that 
it did not rise.

Asia’s biggest market and the world’s second largest 
consumer of licensed goods, Japan, remained flat, follow-
ing 2014’s 0.5% growth with a 0.3% decline in 2015. “‘Aben-
omics’ [Prime Minister Abe’s stimulus policies designed to 
improve consumer confidence and boost spending] appear 
to be working,” notes one local licensing agent. “However, 
the economy is still just hiccupping along with no signs of 
a robust recovery.” Another agent claims, “the Japanese 
licensing market will continue to struggle and shrink in 
the next couple of years. When the economy goes down, 
licensing goes down more; when the economy recovers, 
licensing recovers a bit less.”

2015 was also a troublesome year for some of the region’s 
other licensing powerhouses, starting with Mainland Chi-
na, where the growing middle class has eagerly consumed 
branded products in recent years. But the momentum has 
slowed. The 6.0% increase of 2015, although double the 
global average, was a significant falloff from the 9.2% and 

8.0% gains of 2014 and 2013, respectively. After so many 
years of sustained growth, the economic slowdown hit 
consumers hard, especially in the second half of the year. 
Government “anti-corruption” policies and devaluation of 
the yuan slowed luxury sales. The Chinese people saved 
more of their household income. Other challenges include 
competition from local brands, unreliable trademark pro-
tection and a massive market for counterfeits.

Although some western companies such as Louis Vuit-
ton, Gucci, Burberry, Hugo Boss and Zegna closed (or con-
templated closing) shops in China during the year, losses 
were more than offset by the significant expansions into 
China by companies like Disney, Playboy, Li & Fung, Luxot-
tica and Paul Frank (owned by Saban Brands).

Several Survey respondents suggest that India is the 
Asian country to watch in the years ahead. The 2015 results 
seem to bear this out. Already the region’s third richest 
licensing market, India’s growth of 9.2% was the highest 
in not only Asia, but the entire world (at least among the 
top 50 markets). And that estimate is conservative. “Retail 
in India is growing 10% to 15% year-over-year, thanks to 
online,” according to a local agent.

Although e-commerce is growing rapidly all across Asia, 
it is particularly crucial to development of retail in India. 
Consumer demand for branded products in India is huge; 
but so are the obstacles of meeting it, including lack of 
modern industrial infrastructure, poor roads and extreme-
ly high taxes, rental, and labor costs. These conditions 
squeeze the profit margins of traditional chain stores and 
make e-commerce an attractive option. “Close to 80% of 
Indian retail is still unorganized,” meaning mom-and-pop 
operations, the agent explains. “India is basically skipping 
mass merchants and moving directly to e-commerce and 
mobile commerce.”

In many other Asian countries, the pattern was largely 
the same: modest growth but at rates below recent years:

Continued from page 3

Growth in Retail Sales of Licensed Merchandise, 
Smaller Asian Markets, 2012–2015

Market Size 
Rank, Asia Country

2015 
Growth

2014 
Growth

2013 
Growth

2012 
Growth

4 Taiwan 2.2% 3.0% 2.1% 1.5%

5 South Korea 2.3% 2.8% 3.1% 5.1%

6 Hong Kong 1.6% 3.5% 2.0% 1.2%

7 Singapore 0.6% 1.0% -0.1% 1.9%

8 Philippines 4.1% 4.5% 5.1% 0.8%

9 Malaysia 0.3% 2.8% 2.9% 5.1%

10 Indonesia 0.5% 3.0% 4.0% 8.1%

11 Thailand 2.5% 3.5% 4.8% 7.8%

SOURCE: The Licensing Letter

http://www.TheLicensingLetter.com


July 2016

www.TheLicensingLetter.com	 the licensing letter TLL    5

One outlier is Vietnam, where 2015’s growth of 7.5% 
outpaced growth of the last three years; 7.0% (2014), 0.0% 
(2013) and 2.1% (2012).

Middle East & Africa

Although it hurt licensed sales everywhere outside the 
U.S., the high value of the dollar was particularly hard on 
developing countries, including in Africa. Low oil prices 
also reduced consumer spending in the Middle East. Even 
so, at 3.4% the Middle East and Africa tied the U.S./Canada 
for most growth of any territory (albeit on significantly 
smaller base of only $930 million in sales, or 0.6% of the 
world market). The bad news is that 2015 growth was a full 
percentage point below the previous year’s 4.4%.

South Africa, the territory’s largest market for licensed 
goods, was up 3.4%—below the 5.0% growth of 2014 but 
still impressive for a nation wracked by political insta-
bility, inflation and drought. The other bright spot is the 
continued development of countries in the sub-Saharan 
region of central Africa, including Nigeria, which is vying to 
become the continent’s fashion capital; Kenya, which has 
the region’s fastest growing apparel industry; and Ethio-
pia, whose rich resources and over 90 million population 
are luring retail investment despite the country’s primitive 
industrial infrastructure. Although GDP is growing rapidly 
in all of these countries, consumption of licensed goods 
still remains too small to make a big impact on the totals.

Strong performances in the Middle East’s three richest 
markets, Saudi Arabia (3.3%), UAE (3.3%) and Qatar (3.0%), 
offset flat or declining sales in the region’s other countries. 
While entertainment and fashion grew the most, the sports 
and corporate/trademark sectors also posted gains.

Australia & New Zealand

After two straight years of 2.0% growth, Australia and 
New Zealand lost roughly $15 million in 2015, a decline of 
0.6% to $2.3 billion. The region’s tepid economy, decline of 
the Australian dollar and a fixed grey/counterfeit market 
contributed to a 1.0% decline in the world’s 10th leading 
market for licensed goods.

New Zealand fared better, posting positive growth of 
2.2%. While New Zealanders are constantly urged to “buy 
local,” exemption from sales tax on products under NZ 
$400 and offers of free shipping have made foreign brands 
more attractive. The country’s economic recovery enabled 
New Zealanders to yield to both temptations in 2015.

Latin America

Latin America declined 0.9% in 2015. In a territory where 
foreign entertainment and fashion properties generate most 
of the licensed sales, the strong U.S. dollar was a significant 
drag on growth. Brazil, the territory’s biggest market, lost 
3.8% in 2015. Continuing recession, high inflation, and a 
mid-year sales tax hike made for a retail blood bath with 
over 500 stores shuttering country-wide by year’s end. The 
luxury and fashion sectors were particularly hard hit; but 

their losses were to some extent the value channel’s gains.

Unstable economic and political conditions also con-
tinued in Argentina, which has suffered an aggregate 5.4% 
decline over the past two years (-1.7% in 2015). Once a 
bright spot, Chile continued to slow, growing only 1.5% in 
2015 (v. 3.0% in 2014, 3.7% in 2013 and 5.2% in 2012). Small-
er Latin America countries were also either flat or down 
including markets that had been on the upswing such as 
Colombia, Costa Rica, Ecuador and Uruguay.

One positive market was Mexico (the second largest 
market in Latin America), which grew 3.6% despite low 
worldwide oil prices. “Inflation is still high but coming 
down,” notes one local licensee. Value chains proved a fer-
tile source of licensed sales, including Walmart de México, 
the country’s largest retailer, which posted big profits 
despite a major bribery scandal.

Property Type Trends

Sales of goods based on entertainment properties grew 
6.3% in 2015, by far the highest of any property type. By 
gaining $1.7 billion, entertainment increased its worldwide 
share from 17.0% to 17.6% in a single year. The narrative 
is best described by a single phrase Survey respondents 
uttered over and over again: “Disney dominance.” The 2015 
roster of dominant Disney properties included a potent 
combination of perennials including Marvel, Mickey & 
Friends and Princesses in addition to blockbuster films 
like Star Wars: The Force Awakens, Frozen, and Avengers: 
Age of Ultron.

But there were also plenty of non-Disney properties in 
the 2015 success mix, including Minions, Ninja Turtles, Paw 
Patrol and SpongeBob. A growing number of non-U.S. enter-
tainment properties are also challenging Disney’s world-
wide dominion, including Hello Kitty (Japan), Peppa Pig 
(U.K.), Masha the Bear (Russia) and Purple Turtle (India). 

Continued on page 6

Retail Sales of Licensed Merchandise, 
Worldwide, by Property Type, 2014-2015 

(Figures in millions)

Property Type

Retail 
Sales, 

2015

Retail 
Sales 

2014

Change, 
2014–
2015

Market 
Share, 

2015

Entertainment/Character $28,709 $27,011 6.3% 17.6%

Sports $19,901 $19,384 2.7% 12.2%

Fashion $39,312 $37,974 3.5% 24.1%

Corporate TM/Brand $34,908 $34,161 2.2% 21.4%

Art $7,993 $8,580 -6.8% 4.9%

Other $32,298 $31,778 1.6% 19.8%

TOTAL $163,121 $158,888 2.7% 100.0%

SOURCE: The Licensing Letter
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Continued from page 5

One of the big stories of 2015 was the expanded licensing 
of Japanese anime properties, most notably Pokémon and 
newcomer Yo-Kai Watch. Another source of growth is adult 
products based on U.S. TV show properties like “Game of 
Thrones,” “Walking Dead,” “Breaking Bad,” and gameshows 
(particularly from the U.K.).

The concern with entertainment licensing is that it has 
become top-heavy. “Retailers are increasingly risk-averse 
and willing to invest only in established brands,” laments 
an Italian licensee. “These are good times for licensors and 
licensees of ‘A’ properties,” adds a U.K. consultant, “but if 
you’re trying to license an emerging property, especially 
one tied to a movie, good luck.”

Fashion, the largest segment of the market with a 
24.1% share and $39.3 billion in sales, was the only other 

property type to outgrow the general industry in 2015—
3.5% v. 2.7%. All other property types were below not just 
the 2.7% industry rate (other than sports which matched 
it), but also world GDP growth of 2.4%. Sports did well in 
the U.S./Canada (4.8% growth) but was flat in Europe and 
Asia. Among the remaining property types, the massive 
trademark segment performed the best with 2.2% growth 
and $34.9 billion in sales. Art was down for the second 
year in a row with a loss of 6.8%. “Although the volume of 
art deals remains great, cycles, royalties, and margins are 
being compressed,” comments one licensing agent.

Product Category Trends

Product category performance in 2015 was influenced 
by two key factors: property type and retail channel. Prod-
ucts were likely to do best if they were: i. based on enter-
tainment, fashion or sports properties; and ii. sold online 
or via value, dollar/discount and/or grocery channels. Con-
versely, products were most likely to struggle if they were: 
i. based on corporate/trademark and/or art properties; and 
ii. sold in specialty or department stores.

Accordingly, the year’s strongest product category was 
toys and games, which grew 5.8% to $18.1 billion, 11.1% 
of the market. Growth was fueled almost entirely by tradi-
tional toys; sales of electronic games were flat. Almost as 
impressive was the 3.9% growth of the massive apparel/
accessories/footwear product category, which at over $66 
billion represents over 40% of all licensed goods purchases 
worldwide. Athleisure, sportswear, pro sports-branded off-
field soft goods (especially for women and children) and 
eyewear were among the strongest performing products in 
this category; cold weather wear, handbags and fine jew-
elry were among the weakest.

Retail Sales of Licensed Merchandise, 
Worldwide, by Property Type, 2015

SOURCE:  The Licensing Letter

Entertainment/Character: 17.6%

Fashion: 24.1%

Corporate 
TM/Brand: 21.4%

Sports: 12.2%
Art: 4.9%

Other: 19.8%

Retail Sales of Licensed Merchandise, Worldwide, 
by Product Category, 2014-2015 (Figures in millions)

Product Category

Retail 
Sales, 

2015

Retail 
Sales, 

2014
Change, 

2014–2015

Market 
Share, 

2015

Apparel/Accessories/
Footwear $66,064 $63,555 3.9% 40.5%

Toys/Interactive Games $18,155 $17,160 5.8% 11.1%

Home Furnishings/
Housewares/Domestics $12,218 $12,076 1.2% 7.5%

Food/Beverage $11,924 $11,599 2.8% 7.3%

HBA $11,288 $11,122 1.5% 6.9%

Publishing $8,596 $8,421 2.1% 5.3%

Stationery/Paper $5,220 $5,243 -0.4% 3.2%

Gifts/Novelties $4,567 $4,608 -0.9% 2.8%

Other $25,088 $25,104 -0.1% 15.4%

TOTAL $163,121 $158,888 2.7% 100.0%

SOURCE: The Licensing Letter
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At 2.8%, food/beverage was the only other product cat-
egory to grow faster than general licensing industry and 
world-wide GDP, with health and fitness and demand for lux-
ury brands in the U.S., Europe, and wealthy countries of Asia 
and the Middle East providing much of the impetus. All other 
product categories were flat or down for the year, including:

XX Publishing, which managed modest 2.2% growth for 
the second year in a row;

XX HBA, whose 1.5% gain looks much better when you 
consider that the category fell 1.7% in 2014;

XX Home furnishings/housewares/domestics, which 
replicated last year’s 1.2% growth; and

XX Two product categories which posted declines for 
the fifth year in a row (albeit at lower rates than in 
2014): gifts/novelties (down 0.9% v. -4.7% in 2014); 
and stationery/paper (-0.4% v. -3.1%);

XX Other, the second biggest category at 15.4% share, 
lost 0.1% after growing 3.7% in 2014, despite strong 
sales of sporting goods, electronics, and electronics 
accessories.

Retail Sales of Licensed Merchandise, Worldwide, 
by Product Category, 2015

SOURCE:  The Licensing Letter

Toys/Interactive Games: 11.1%Home Furnishings/Housewares/
Domestics: 7.5%

Apparel/Accessories/
Footwear: 40.5%

Food/Beverage: 7.3%

Other: 15.4%

HBA: 6.9%

Publishing: 5.3%

Stationery/Paper: 3.2%

Gifts/Novelties: 2.8%

RETAIL

Survey Delivers the Low Down on Dollar Store Shoppers
A new secret shopper survey brings to light the charac-

teristics and habits of shoppers in one of the fastest-grow-
ing retail channels for licensed merchandise: dollar stores. 

Amid strong overall sales and earnings growth for chan-
nel leaders Dollar Tree and Dollar General (see related sto-
ry), U.S. and Canadian sales of licensed merchandise in the 
dollar/value/off-price channel grew 0.4% in 2015, according 
to TLL’s Annual Licensing Business Survey. This channel 
now accounts for just under 10% of licensed merchandise 
sales and was the fastest growing behind only e-commerce. 

While the changes in market share are mostly very small, 
the dollars involved are not. With retail sales of licensed 
merchandise in the U.S. and Canada accounting for just over 
$103 billion in 2015, a one-tenth of a percent change repre-
sents more than $100 million, so the dollar/value/off-price 
channel grew by an estimated $400 million-plus last year.

According to “Dollar Stores in a Digital Age,” a new 
report from secret shopper and market research firm Field 
Agent, the Dollar General and Family Dollar chains alone 
account for more than 20,000 storefronts across the U.S., 
making them more ubiquitous than McDonald’s.

The company earlier this month surveyed 500 shoppers 
about their attitudes and behaviors toward dollar stores 
and found: 

XX Almost everyone sometimes uses dollars stores. 
97% of respondents shopped at dollar stores, includ-
ing: 34% often, 30% sometimes and 24% rarely.

XX Older consumers use dollar stores more than young-
er consumers. 31% of millennials said they rarely 
or never shop at dollar stores, compared to 17% of 
baby boomers.

XX People within a wide income range shop at dollar 
stores. 46% of shoppers with household incomes under 
$35,000 “often” shop at dollar stores; 30% in the above 
$50,000 income category also shop in the channel.

XX The top product category purchased from dollar 
stores is heavily licensed.

Respondents said they purchase party supplies (56%) at 
dollar stores more than any other product category, with 
home cleaning supplies (56%), candy/gum (51%), office/
school supplies (48%) and salty snacks (45%) rounding out 
the top 5.

The popularity of dollar stores hasn’t gone unheeded by 
mass merchant Target, despite its trendy position a ways 
up the retail food chain. The company near the end of 2015 
made over its front of the store dollar section as the more 
brightly merchandised “Bullseye’s Playground,” featuring 
the store’s mascot, Bullseye the dog, and a family friendly 
selection of seasonal products.

At one of Target’s “LA25” concept stores in Culver City, 
Calif., last month that meant lots of $1 to $3 items tied 
to Disney’s Finding Dory, which launched in theaters June 
3. The selection included books, coloring books, playsets, 
small toys, socks and other items. Minions, Frozen and Star 
Wars toys also could be found in the dollar section. 

While movie merchandise once made it to dollar store 
shelves only after it failed to sell elsewhere, in the past 
couple of years entertainment licensors have begun to sign 
licensees to drive strategically low priced merchandise in 
the dollar channel at the same time that higher-priced mer-
chandise goes into e-commerce, mass merchants, depart-
ment and specialty stores.
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Licensing News
Properties Available Or Recently Assigned, U.S. 
Property Description Categories Available Licensing Contact

Ana Davis Artist whose work is classic–with a twist, inspired by architectural details and 
vintage elements.

All John Mavrakis, Ideaologie

Billy Goat Tavern (The) Chicago landmark, home of the Original Chicago Burger, serving its 
“Cheezborgers” to Chicagoans since 1934.

Apparel, food, gifts, novelties, 
publishing

Andrew Lieb, JRL Group

Darren Gygi A dynamic, stylized artist whose gallery quality painting techniques echo the old 
masters.

Gift items, greeting cards, home 
decor, stationery

Marty Segelbaum, MHS Licensing + Consulting

Drakers (The) TV series aimed at boys 4–8 years-old stars two friends and their passion for 
motor racing and competition.

All Sondra Contino, Lawless Entertainment

Lisa Jane Smith Artist motivated by the quirky and hilarious behavior of others in amusing 
situations and lively conversations to create enjoyable, delightful works of art.

Garden decor, gift items, 
greeting cards, home decor, 
stationery

Marty Segelbaum, MHS Licensing + Consulting

Malibu Rum brand driven by lifestyle, summer and a positive attitude. All Larry Seidman, Dimensional Branding Group (DBG)

Mega Man (TV series) Animated series for kids 6–9 based upon the Capcom Mega Man video game 
franchise to air in 2017, coinciding with the franchise's 30th anniversary.

All Marc Harrington, Dentsu Entertainment USA

Michael Miller Fabrics New York City based design company with wide range of fabrics from floral prints 
and classic damasks to tried and true basics.

All Rob Mejia, RJM Licensing

Miniclip Online games website develops, publishes and distributes games to an audience of 
200 million monthly active users.

All Larry Seidman, Dimensional Branding Group 
(DBG)

Rebecca Stoner U.K.-based designer specializing in surface pattern design in a delicate, 
sophisticated style.

Garden decor, gift items, greeting 
cards, home decor, stationery

Marty Segelbaum, MHS Licensing + Consulting

Sissi the Young Empress Animated girls’ TV series follows the magical life of Elisabeth of Wittelsbach 
through adventure, love and intrigue.

All Sondra Contino, Lawless Entertainment

Talking Tom Most downloaded mobile game character app of all time with over 3.6 billion 
downloads.

All John Leonhardt, Dimensional Branding Group 
(DBG)

This Old House Home improvement brand provides advice for homeowners through two TV series, 
a magazine, books and online.

Home decor, home improvement 
products, paint, tools

Ross Misher, Brand Central

Property GRANTED TO PRODUCTS MANUFACTURED GRANTED BY

AC/DC Fabrica de Tequilas Finos SA Spirits Epic Rights

Andy Black Trends International Posters BandMerch/Topspin Media

Angry Birds IDW Publishing Comic books Kaiken Publishing Ltd. (Rovio Entertainment affiliate)

Are You Dissing Me Acco Brands Calendars Dimensional Branding Group (DBG)

Aviva Stanoff Jaipur Rugs Home decor, rugs Aviva Stanoff Design

BandMerch Trevco Home goods BandMerch/Topspin Media

Barry Rosenthal Galison/Mudpuppy Journals, puzzles Moxie & Co.

Pomegranate Communications Wall calendars

Batman Unlimited StoryToys Mobile educational apps DC Entertainment

Beatles (The) Vandor Products* Coaster sets, mugs, salt & pepper sets, tumblers, water 
bottles

Bravado Intl. Group Merchandising Services

British Motor Heritage Tannenbaum Treasures Glass ornaments Moxie & Co.

BSA Desperate Enterprises Magnets, tin signs, tin thermometers Sharpe Company (The)

Care Bears Vandor Products Mealtime & feeding sets, mugs, shopper totes, tin totes, 
travel cups, water bottles

American Greetings Entertainment

Dirty 30 Represent.com Accessories, apparel Lionsgate

Doctor Strange Vandor Products Glass ornaments, mugs, tin totes Disney Consumer Products

Erin Smith Art Sellers Publishing Day calendars Moxie & Co.

F in Exams Pressman Toy/Goliath Games Board games Dimensional Branding Group (DBG)

Finding Dory Cartamundi Group Card games Disney Consumer Products

Flintstones (The) Enesco* Figures Warner Bros. Consumer Products

Garfield R&H Theatricals Musicals Paws, Inc.

Hardy Boys Cobble Hill Puzzle Co. div Outset Media Puzzles Moxie & Co.

Dynamite Entertainment Comic books

Litographs Posters, t-shirts, temporary tattoos, totes

Have a Little Pun Acco Brands Calendars Dimensional Branding Group (DBG)

Hello! Lucky Papyrus/Recycled Paper Greetings Greeting cards Moxie & Co.

Licenses Recently Granted, U.S. 

Continued on page 9*Extension or renewal.
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Licensing News Continued from page 8

Continued on page 10

Property GRANTED TO PRODUCTS MANUFACTURED GRANTED BY

Highlights Acco Brands Calendars Dimensional Branding Group (DBG)

Buy Seasons Party goods

KISS Bif Bang Pow!/Entertainment Earth* Shot glasses Epic Rights

Laura Ashley Delmar Intl. Jewelry Laura Ashley

Looney Tunes Enesco* Figures Warner Bros. Consumer Products

Lynn Sanchelli Toland Home & Garden Garden flags MHS Licensing + Consulting

Molly Hatch C.R. Gibson Paper products Moxie & Co.

Chronicle Books Coloring books

KAF Home Kitchen textiles

Laurelbox Tea towels

Twig New York div. Hankook Chinaware Porcelain tableware

Movie Title Typos Acco Brands Calendars Dimensional Branding Group (DBG)

Mr. Robot Rasta Imposta Masks Joy Tashjian Marketing Group

MTA New York City Transit adidas Footwear Moxie & Co.

KeepCool USA Messenger bags

Montblanc Backpacks

Terez Apparel, leggings

Tiffany & Co. Promotional products

UNIQLO Accessories, apparel

Nancy Drew Cobble Hill Puzzle Co. div Outset Media Puzzles

Her Interactive Mobile game apps

Litographs Posters, t-shirts, temporary tattoos, totes

Nas x Ghostbusters Tokyobike New York Bikes Sony Pictures Consumer Products

Nate Berkus Target Furniture, home decor Nate Berkus

One-Punch Man Ata Boy Magnets, pins Viz Media

Bioworld Merchandising Bags, gloves, headwear, hosiery, loungewear, scarves, 
underwear, wallets

Great Eastern Entertainment Accessories, novelties

Isaac Morris Accessories, apparel

Trends International Posters

Peppa Pig Candlewick Press* Publishing Entertainment One (eOne)

Cardinal Industries Playing card sets

DreamWave div. Bentex Group Swimwear

Esquire Footwear* Footwear

H2W/Sunstaches Sunglasses

JAKKS Pacific Novelties, toys

Jazwares* Electronics

Northwest Co. (The) Tapestry throws

Playhut Play tents

Scholastic Media* Publishing

Pete the Cat Enesco/Department 56 Ornaments MerryMakers

Everything Legwear Hosiery, socks

Rainbow Fish (The) Marcus Brothers Fabric RJM Licensing

RWBY Bioworld Merchandising Accessories, apparel Jazwares

Hot Topic Accessories, apparel, toys

Scripps National Spelling Bee Macmillan Publishing Books (children's) Moxie & Co.

Rizzoli Intl. Publications Wall calendars

Shimmer & Shine H2W/Sunstaches Novelty sunglasses Nickelodeon & Viacom Consumer Products

Shopkins Edge Brands Pool products Moose Toys

Sofia Vergara Avon Products Fragrance Latin World Entertainment Licensing

Star Trek Mattel Dolls CBS Consumer Products

Star Wars Propshop Prop replicas Disney Consumer Products

Teenage Mutant Ninja Turtles: 
Out of Shadows

Rubie's Costume Accessories, costumes Nickelodeon & Viacom Consumer Products

Terry Doughty Toland Home & Garden Garden flags MHS Licensing + Consulting

Transformers Backflip Studios Mobile game apps (Android & iOS) Hasbro
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Licensing News Continued from page 9

*Extension or renewal.

Property Description  Categories Available Licensing Contact

AMP Energy Energy drink brand ranks #4 in retail sales for the U.S. All (Worldwide) James Slifer, Joester Loria Group

AS Roma Professional soccer team in Rome, founded in 1927. All (U.S., Canada) David Gebel, One Entertainment

Babymouse Award-winning graphic novel book series showcasing the trials and tribulations of 
elementary school.

All (U.S., Canada) Joan Packard Luks, Serenata Group (The)

Beyblade Burst Reboot of Japanese anime based on spinning-top franchise debuted last month. All (CEE, Nordics, Russia/CIS) Morten Geschwendtner, Ink ALC (Denmark)

Reboot of Japanese anime based on spinning-top franchise debuted April. Apparel, toys (Germany) Peter Kleinschmidt, m4e AG

Billboard Entertainment media news brand known for its top music charts. Accessories, apparel, electronics, 
food, toys (EMEA)

Steve Manners, CPLG U.K. (Copyright 
Promotions Licensing Group)

Bing British preschool CGI animated TV series stars a toddler bunny as he learns new ways to 
experience the world. Product launch to come in second half of 2017.

All (Spain, Portugal) Pilar Fernandez-Vega, El Ocho Licencias y 
Promociones Sl

BRIO Swedish toy company. First products in baby care, housewares and textiles  expected to 
launch Q2 2017.

All (Worldwide) Morten Geschwendtner, Ink ALC 
(Denmark)

Chivas Guadalajara Mexican football club populated exclusively by Mexican players. All (U.S., Canada) David Gebel, One Entertainment

Felix the Cat Classic cartoon character created in 1919 and one of the first-ever animated superstars. All (North America, EMEA) Steve Manners, CPLG U.K. (Copyright 
Promotions Licensing Group)

Frida Kahlo Mexican painter known for her self-portraits, whose work is celebrated for its feminist and 
indigenous elements.

Apparel, gifts, stationery (U.S., 
Canada, Mexico)

David Gebel, One Entertainment

Guardians First Russian superhero squad blockbuster; set during the Cold War. All (Russia, CIS) Denis Kulakov, brand4rent

Gumball 3000 Aspirational lifestyle brand combining automobiles, music, fashion and entertainment and 
centered around a week-long supercar rally.

All (U.K.) Mike Jenkinson, TSBA

Hesketh Racing U.K. racing team that competed in 52 World Championship Grands Prix, with one win and 
8 podium finishes.

All (Worldwide) Andrew Maconie, Licensing Management 
Intl.

IFLScience Web-based brand makes the amazing world of science accessible and amusing. Apparel, gifts, novelties, 
stationery, toys (Central, North & 
South America)

David Gebel, One Entertainment

Just for Laughs Largest comedy festival in the world with global web and TV presence in over 135 countries. All (North America) Dean Koocher, Brandvida

Loteria Bingo-like Mexican card game known for its engaging designs. Apparel, gifts, publishing, 
stationery (U.S., Canada, Mexico)

David Gebel, One Entertainment

Louisiana State 
University

Flagship public university known as “The Tigers” ranks 6th in sales for all CLC partners 
across over 6,660 retail accounts across the U.S.

All (Worldwide; thru 2026) Cory Moss, Collegiate Licensing Co. (CLC)

Match of the Day U.K. football program with 50 years of heritage; first merchandise to arrive this fall. All (U.K.) Dom Wheeler, Brands With Influence

Mega Man (TV 
series)

Animated series for kids 6–9 based upon the Capcom Mega Man video game franchise to 
air in 2017, coinciding with the franchise's 30th anniversary.

All (Asia) Marc Harrington, Dentsu Entertainment USA

All (Worldwide excl. Asia) Tom Roe, DHX Brands

Terry O’Neill & 
Baron Wolmon 
Photography (Iconic 
Images)

1960’s and 70’s photographers known for their work in fashion, style and celebrities. All (U.K.) Mike Jenkinson, TSBA

Tito’s Tacos One of Los Angeles’ most famous landmark Mexican food restaurants. All (Worldwide) Michael Catalano, Prominent Brand + Talent

Tottenham Hotspur English football club competes in the Premier League. Accessories, apparel (South Korea) Jason Lee, Infiniss Co. Ltd.

Trucktown Preschool TV series stars a group of rough and tumble young trucks. Original book series 
includes over 50 titles, selling over 1 million copies worldwide.

All (Chile) Maria del Mar Cabanillas Frias, Agosin 
Licensing 

All (Peru, Bolivia) AMV Licensing

All (Middle East) Ahmad Weiss, Arabian Licensing Co. (ALC)

All (Caribbean) Robert Espaillat, Big Star Licensing Group

All (Spain, Andorra) Maria Alvares, BRIGHTS Iberia

All (Israel) Yossi Fox, LDI Israel

All (South Korea, Philippines, 
Singapore, Malaysia, Indonesia, 
Thailand, Vietnam, India)

Hubert Co, EMC Empire Multimedia Corp.

All (Argentina, Paraguay, 
Uruguay)

Carlos Kaganas, Exim Licensing 
(Argentina)

All (Brazil) Marcus Marcedo, Exim Licensing (Brazil)

All (Colombia, Ecuador) Ximena Duque, Exim Licensing (Colombia)

International Properties Available or Recently Assigned

Continued on page 11

Property GRANTED TO PRODUCTS MANUFACTURED GRANTED BY

Van Gogh Museum Robert Kaufman Fabrics Fabric Moxie & Co.

September Publishing Gift books, note cards

Who (The) Chaser Fashion tops (women’s, girls’) BandMerch/Topspin Media

Wundernauts (The) Radio Days Graphic novels Tails of Whimsy
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Licensing News Continued from page 10

Continued on page 12*Extension or renewal.

Property Description  Categories Available Licensing Contact

Trucktown Preschool TV series stars a group of rough and tumble young trucks. Original book series 
includes over 50 titles, selling over 1 million copies worldwide.

All (Mexico) Jamie Hofman, Exim Licensing (Mexico)

All (France) Nathalie Bobineau, FranceTV Distribution

All (Guatemala, Belize, El 
Salvador, Honduras, Nicaragua, 
Costa Rica, Panama)

Maricarmen Ramírez, MON Licensing

All (Germany, Austria, German-
speaking Switzerland)

Claude Schmit, Super RTL

Yo-Kai Watch Japanese anime centers around a young boy whose watch allows him to fight and capture 
mischievous spirits.

All (Latin America) Elias Fasja Cohen, Tycoon Enterprises 
(Mexico)

Property granted to Products manufactured granted by

Al Agnew LANG Companies (The) Calendars, planners (Worldwide) MHS Licensing + Consulting

North American Art Wood wall decor (U.S., Canada)

Ramatex Intl. Raschel throws (U.S., Canada)

Amylee Weeks Bon Art/Artique Wall decor (Worldwide)

Enchante Accessories Albums, diaries, gift bags, journals, note pads, sketchbooks, storage 
boxes (Worldwide)

Angry Birds BPlus Mongolia Books (Mongolia) Kaiken Publishing Ltd. (Rovio Entertainment 
affiliate)Centum Books Books (U.K.)

Editions Larousse Books (France)

Gramedia Pustaka Utama Activity books, books, comic books (Indonesia)

Hachette Livre Books (France, Spain)

HarperCollins Children’s Books Books (U.S., Canada)

Le Lombard Comics (France)

Panini Group S.p.A. Stickers (Worldwide)

Panini Group S.p.A. Comics, magazines (Europe, Mexico)

Penguin Random House Books (France, Spain)

Shanghai 99 Readers' Culture Co., Ltd. Comics (China)

Audrey Jeanne Roberts York Wallcoverings & RoomMates Wallpaper borders (Worldwide) MHS Licensing + Consulting

BandMerch Philcos Accessories, glassware, mugs, t-shirts (Canada) BandMerch/Topspin Media

Plastic Head Music Distribution Ltd. Accessories, apparel (Europe)

Beachbody Global Brand Partners Pte. Ltd. Apparel, footwear (Worldwide) Beachbody

BSA 7 Vision Leather goods (U.K.) Licensing Management Intl.

Mistiyarn Pty Ltd. tda Mitch Dowd Design Apparel (ANZ)

Care Bears IconLogin Mobile apps (Worldwide) American Greetings Entertainment

Christine Adolph WinCraft Flags (U.S., Canada) MHS Licensing + Consulting

Collin Bogle Occasions Group Greeting cards (U.S., Canada)

Stony Creek at Home Glass lamps (U.S., Canada)

Corbert Gauthier Enchante Accessories Storage boxes (Worldwide)

Cranston Collection Cards Direct Greeting cards (U.S., Canada)

Darrell Bush Cards Direct Greeting cards (U.S., Canada)

HI Look Microfiber cloths (Worldwide)

North American Art Wood wall decor (U.S., Canada)

Doom Level Up Wear (LVLP) Apparel (Europe) Bioworld Merchandising Europe

Fatal1ty Monster Cable Headphones (Worldwide) Anders Minkler Huber & Helm

Garfield Peter Alexander div. Just Group Loungewear, sleepwear (ANZ) Paws, Inc.

Gas Monkey Garage Changes Apparel (Europe) Brandgenuity

Hybris Production AB Baseball caps, beanies, messenger bags, mobile device & tablet 
protective cases, mugs, sweatshirts, t-shirts (U.K., Ireland)

In Phase Intl. Ltd. Automotive accessories (Europe)

Ghostbusters USAOPOLY Puzzles (U.S., Canada) Sony Pictures Consumer Products

H. Hargrove Ball Aerosol Food tins (Worldwide) MHS Licensing + Consulting

Posty Cards Greeting cards (U.S., Canada)

Hautman Brothers Cottage Garden Music boxes (U.S., Canada)

West Coast Novelty Apparel, headwear (U.S., Canada)

Horrid Henry T-Shirt Booth/Digital Giving Customizable t-shirts (U.K.) Novel Entertainment Ltd.

International Licenses Recently Granted
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Licensing News Continued from page 11

*Extension or renewal. Continued on page 13

Property granted to Products manufactured granted by

James Meger North American Art Wood wall decor (U.S., Canada) MHS Licensing + Consulting

Occasions Group Greeting cards (U.S., Canada)

Opportunity Buys Dream catchers (U.S., Canada)

Josephine Kimberling Evergreen Enterprises Flags, floor mats, glasses, mugs, napkins, pillows, towels, tumblers, wall 
decor (U.S., Canada)

Kathy Hatch Bungalow Flooring Comfort mats, doormats, runners (U.S., Canada)

DesignScapes Gift bags (U.S., Canada)

Kim Norlien HI Look Microfiber cloths (Worldwide)

Stave Puzzles Wooden jigsaw puzzles (Worldwide)

Little Charmers Little Cosmetics Pretend makeup (North America) Corus Entertainment/Nelvana Enterprises, Harris-
Sachs 

Little House on the 
Prairie

Dundalk LeisureCraft Wood furniture (U.S., Canada) Knockout Licensing

London Blue Plaques Product of Your Environment Collectible plates (U.K.) English Heritage

Lynn Sanchelli Trends International Calendars, gift bags, gift wrap, posters (U.S., Canada) MHS Licensing + Consulting

Marcie St. Claire Dimensions Crafts Cross-stitch kits (Worldwide)

Marmite Joe & Seph's Gourmet popcorn (U.K.) Unilever U.K.

Mickey Mouse Coach Accessories, bags, collectible dolls, sneakers, t-shirts (Worldwide) Disney Consumer Products

Miffy Simon & Schuster Children’s Publishing Books, e-books (Worldwide) Mercis B.V.

Minecraft NetEase Games (China; 5 yrs.) Mojang div.Microsoft

MLS Bulletin Canada Fleece tops & bottoms, t-shirts (North America) Major League Soccer (MLS)

Mascot Factory Custom plush (North America)

Rise Sport Sunglasses (North America)

Rock ‘Em Apparel Apparel (North America)

SkinIt Acquisition Electronic device skins & cases (North America)

Strideline Socks (North America)

Nas x Ghostbusters Fila U.S.A. Footwear (Worldwide) Sony Pictures Consumer Products

Italia Independent Group S.p.A Eyewear (Worldwide)

Monster Cable Headphones (Worldwide)

New Era Cap Caps (Worldwide)

NASCAR DMi Inc. dba Dusenberry Martin Racing Video games (North America) NASCAR

Natura Zedbed Mattresses (Canada) Natura World

Next Step (The) Limelight Dancewear Apparel (Canada) Boat Rocker Media

Noddy DC Thomson Magazines (U.K.) Bulldog Licensing

Petra’s Planet Event! Merchandising Apparel (U.K.) Blonde Sheep Licensing

T-Shirt Booth/Digital Giving Customizable t-shirts (U.K.)

Playboy Already dba Yums Baseball caps (U.S., Canada) Playboy Enterprises

Gumi Apparel Leather bags, leather goods, wallets (South Korea)

Lumyook Food Co., Ltd. Themed cafe/restaurants (Thailand)

New Era Japan GK Accessories, apparel (men’s, women’s), co-branded headwear (Japan)

Shinsung Tongsang Accessories, co-branded apparel (South Korea)

Sesame Workshop PlayKids div. Movile Mobile book apps (Worldwide) Sesame Workshop

Shaun the Sheep Trixie Pet products (Denmark, Finland, France, GAS, Italy, Norway, Sweden, U.K.) WDR Mediagroup Licensing GmbH

Smiley World C&A China Accessories, denim, dresses, footwear, shirts, sweatpants (China) SmileyWorld

Compagnie Pâtissière Tartlets (Europe)

Star Trek Jumbo Games Puzzles (U.K.) CPLG U.K. (Copyright Promotions Licensing Group)

Stephanie Ryan Image Conscious Publishing Wall decor (Worldwide) MHS Licensing + Consulting

Thirstystone Resources Stone coasters (U.S., Canada)

Super Mario Mattel Card games (Japan) Nintendo of America

Super Wings Cerdá Group Apparel, back-to-school, footwear, gift products (Iberia) Nottingham Forest

Dolci Preziosi Iberica S.L. Confectionery (Iberia)

Panini España Collectibles, magazines (Iberia)

Stor S.L. Tableware (Iberia)

Ted Baker Portmeirion Group PLC* Housewares, teaware (Worldwide) Ted Baker London

Teenage Mutant Ninja 
Turtles

Character World/TDS Enterprises Bedding, bedding accessories (U.K.) Nickelodeon & Viacom Consumer Products
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Acco Brands, Jill Broering, Licensing Director, 937-495-
6323, jill.broering@acco.com, P. 8,9.

adidas, Brandon Beaty, Director Brand Communications adidas 
Originals, 971-234-2300, brandon.beaty@adidas.com, P. 9.

Already dba Yums, JP McDade, President, 888-495-3906, 
jp@yumslife.com, P. 12.

American Greetings Entertainment, Megan Buettner, 
Head Creative & New Media, 216-252-7300, megan.
buettner@ag.com, P. 11.

American Greetings Entertainment, Janice Ross, 
Head Global Licensing, 212-386-7343, goliff@ag.com, P. 8.

Anders Minkler Huber & Helm, Michael Barnes, 
Director Sports, Arts & Entertainment, 314-655-5548, 
mbarnes@anderscpa.com, P. 11.

Ata Boy, Jude Albright, CFO, 323-644-0117 x201, 
jalbright@ata-boy.com, P. 9.

Aurora World, Dee Dee Valencia, Marketing Manager, 
562-205-1292, deedee@auroragift.com, P. 13.

Aviva Stanoff Design, Aviva Stanoff, President, 718-422-
1262, info@avivastanoff.com, P. 8.

Avon Products, Meg Lerner, VP North American 
Marketing, 212-282-5000, meg.lerner@avon.com, P. 9.

Backflip Studios, Tom Blind, Founder & Creative 
Director, tomb@backflipstudios.com, P. 9.

Ball Aerosol, Hilarie Gallagher, 410-780-1207, hgallagh@
ball.com, P. 11.

BandMerch/Topspin Media, Karen Williams, Director 
Licensing & Retail, 818-736-4868, kwilliams@bandmerch.
com, P. 8,10,11,13.

Beachbody, Jon Congdon, Co-founder, President & CMO, 
310-883-9000, press@beachbody.com, P. 11.

Bif Bang Pow!/Entertainment Earth, Jason Labowitz, 
President, 877-243-2264 x802, jlabowitz@bifbangpow.com, P. 9.

Bioworld Merchandising, Jennifer Staley, VP Licensing, 
972-488-0655, jennifers@bioworldmerch.com, P. 9.

Bon Art/Artique, Brett Bonnist, Creative Director & 
Owner, 203-845-8888, brett@bonartique.com, P. 11.

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

Brandgenuity, Jay Asher, Partner, 212-925-0730, jay@
brandgenuity.com, P. 11.

Brandvida, Dean Koocher, MD, P. 10.

Bravado Intl. Group Merchandising Services, Joe 
Marziotto, VP Brand Marketing, 212-445-3432, joe.
marziotto@bravado.com, P. 8.

Bungalow Flooring, Lindsey Shrader, Sales Executive, 
706-766-9554, lshrader@bungalowflooring.com, P. 12.

Buy Seasons, Bob Humphrey, SVP Operations, 262-901-
2000, bobh@buyseasons.com, P. 9.

C.R. Gibson, Chuck Fraelich, SVP Sales & Marketing, 
615-724-2900, chuck.fraelich@crgibson.com, P. 9.

Candlewick Press, Mary McCagg, Director Licensing, 
617-661-3330, mary.mccagg@candlewick.com, P. 9.

Canterbury Potteries, David Connell, President, 314-
996-2670, david@canterburypotteries.com, P. 13.

Cardinal Industries, Joel Berger, President, 718-784-
3000 x114, joelb@cardinalgames.com, P. 9.

Cards Direct, Deanna Mahowald, 469-241-3911, 
deanna@cardsdirect.com, P. 11.

CBS Consumer Products, Elizabeth Kalodner, EVP & 
GM, 212-975-7795, liz.kalodner@cbs.com, P. 9.

Certified Intl., Ralph Girardi, Product Development 
Manager, 914-741-1332, ralph@certifiedinternational.
com, P. 13.

Changes, Will Thompson, VP Licensing, 718-441-6464, 
wthompson@changesonline.com, P. 11.

Chaser, Hadi Salem, Owner, 310-719-7004, hadi@
chaserbrand.com, P. 10.

Chronicle Books, Sarah Malarkey, Executive Editorial 
Director, 415-537-4200, sarah_malarkey@chroniclebooks.
com, P. 9.

Coach, Stuart Vevers, Creative Director, 212-594-1850, 
svevers@coach.com, P. 12.

Collegiate Licensing Co. (CLC), Cory Moss, SVP & MD, 
770-956-0520, cmoss@clc.com, P. 10.

Cottage Garden, Izabela Stasiukiewicz, Director 
Intellectual Property, 877-210-3456, izabela@
cgcollections.com, P. 11.

DC Entertainment, Diane Nelson, President & COO 
Warner Bros. Interactive Entertainment, 212-636-5400, 
diane.nelson@dcentertainment.com, P. 8.

Dentsu Entertainment USA, Marc Harrington, 
SVP Global Strategy & Development, 310-255-1305, 
mharrington@dentsuentertainment.com, P. 8,10.

DesignScapes, Dara Jarvis, Marketing & Product 
Development, 707-344-0051, dara@designscapes-llc.com, P. 12.

Desperate Enterprises, Dan Hutchings, President, 800-
732-4859 x107, dan@desperate.com, P. 8.

Dimensional Branding Group (DBG), John Leonhardt, 
President, 415-310-6135, john@dimensionalbranding.
com, P. 8, 9.

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

Continued on page 14

Property granted to Products manufactured granted by

Teenage Mutant Ninja 
Turtles

Just Hype Ltd. Accessories, apparel, caps, jackets, t-shirts, tote bags (Belgium, Channel 
Islands, China, Denmark, Finland, France, Germany, Hong Kong, India, 
Indonesia, Ireland, Italy, Malaysia, Netherlands, Norway, Poland, Spain, 
Sweden, Switzerland, Thailand, U.K.)

Nickelodeon & Viacom Consumer Products

Terry Doughty Canterbury Potteries Ceramic mugs (U.S., Canada) MHS Licensing + Consulting

North American Art Wood wall decor (U.S., Canada)

Northcott Silk Fabric (Worldwide)

Tina Higgins Certified Intl. Dinnerware (North America)

Enchante Accessories Albums, diaries, gift bags, journals, note pads, sketchbooks, storage 
boxes (Worldwide)

Raz Imports Clocks, ornaments, trays (Worldwide)

Thirstystone Resources Stone coasters (U.S., Canada)

Tokidoki Aurora World Plush (Worldwide) tokidoki

Tom Kerridge Great British Exchange (The, GBE) Ceramics, cookware, knives, textiles, wood (U.K.) Talisman Licensing U.K.

Top Gear Dreamtex Bedding (U.K.) BBC Worldwide

Tottenham Hotspur SJ Trend Co. Ltd. Apparel (South Korea) Infiniss Co. Ltd.

Trolls Scentco Scented flash drives, scented key chains, scented markers, scented 
pencil buddies, scented pencils, scented pens (North America)

DreamWorks Animation

Vamps (The) Stuff4/W3tech dba MaxRam Mobile phone cases (Worldwide) BandMerch/Topspin Media

Who (The) Absolute Garments Fashion tops (women’s; Worldwide)

Fipo Group Apparel (U.K.)

Licensing Essentials Headwear, t-shirts (Australia)

Yo-Kai Watch Kinnerton Confectionery Advent calendars, chocolate lollipops, Easter eggs, mealtime products (U.K.) Bulldog Licensing

Licensing News Continued from page 12

http://www.TheLicensingLetter.com


	 TLL the licensing letter	 www.TheLicensingLetter.com

Vol. XL, No. 7

14

contacts & connections Continued from page 13

Dimensional Branding Group (DBG), Larry Seidman, 
CEO, 415-595-5610, larry@dimensionalbranding.com, P. 8.

Dimensions Crafts, Tyra Derr, VP, 610-709-5620, tyra.
derr@dimensions-crafts.com, P. 12.

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

Disney Consumer Products, Josh Silverman, EVP 
Global Licensing, 818-544-0567, josh.silverman@disney.
com, P. 8,9,12.

DMi Inc. dba Dusenberry Martin Racing, Ed Martin, 
President, ed@dmracing.org, P. 12.

DreamWave div. Bentex Group, David Grazi, President, 
212-594-4250, david@bentex.com, P. 9.

DreamWorks Animation, Jim Fielding, Global 
Head Consumer Products DreamWorks Animation 
& AwesomenessTV, 818-695-6115, jim.fielding@
dreamworks.com, P. 13.

Dynamite Entertainment, Rich Young, Director 
Business Development, 856-312-1040 x107, rich.young@
dynamite.com, P. 8.

Enchante Accessories, Lisa Rosman, Licensing 
Manager & Senior Designer, 212-689-6008 x1147, lisar@
ench.com, P. 11,13.

Enesco, Mary Seitz-Pagano, Director Strategic Brand 
Licensing, 630-875-5841, mseitzpagano@enesco.com, 
P. 8,9.

Enesco/Department 56, Molly Kinney, President, 800-
548-8696, mkinney@dept56.com, P. 9.

Entertainment One (eOne), Joan Grasso, VP 
Licensing North America, 212-353-8800 x5219, jgrasso@
entonegroup.com, P. 9.

Epic Rights, Lisa Streff, EVP Global Licensing, 310-424-
1908, lisa@epicrights.com, P. 8,9.

Esquire Footwear, Isaac Saada, President, 212-695-4140, 
isaac@esquirefootwear.com, P. 9.

Evergreen Enterprises, Brittany Toler, SVP, 804-231-
1800, brittany.toler@gmail.com, P. 12.

Everything Legwear, Lisa Sizemore, President, 469-374-
7600, P. 9.

Fila U.S.A., Jon Epstein, President, 410-773-3810 , 
jepstein@fila.com, P. 12.

Galison/Mudpuppy, Bill Miller, President, 212-354-8840 
x210, sales@galison.com, P. 8.

Great Eastern Entertainment, Kent Hsu, Owner, 310-
638-5058, geanimation@geanimation.com, P. 9.

H2W Sunstaches, Dan Gershon, President, 800-578-
3088, dan@sunstaches.com, P. 9.

HarperCollins Children’s Books, Beth Ziemacki, 
Senior Manager Subsidiary Rights, 212-207-7000, beth.
ziemacki@harpercollins.com, P. 11.

Harris-Sachs , Ken Harris, Account Executive , 732-297-
6544, kenh@licenseadvisor.com, P. 12.

Hasbro, Simon Waters, GM, SVP Entertainment & 
Consumer Products, 818-478-4804, simon.waters@
hasbro.com, P. 9.

Her Interactive, Megan Gaiser, CEO, 425-460-8787, 
feedback@herinteractive.com, P. 9.

HI Look, Ken Yu, Director, 951-687-2702, info@hilook.
com, P. 11,12.

Hollywood Reporter (The)/Billboard Media Group, 
Francisco Arenas, SVP Business Development & Licensing, 
212-493-4197, francisco.arenas@billboard.com, P. 10.

Hot Topic, Cindy Levitt, SVP Merchandise & Marketing, 
626-839-4681 x2216, clevitt@hottopic.com, P. 9.

Ideaologie, John Mavrakis, Co-founder, john@
ideaologie.com, P. 8.

IDW Publishing, Jeff Webber, VP Licensing, Digital 
& Subsidiary Rights, 858-270-1315 x2130, jeff@
idwpublishing.com, P. 8.

Image Conscious Publishing, Jan Weiss, Art Director, 
415-626-1555 , jweiss@imageconscious.com, P. 12.

Isaac Morris, Ralph Setton, Licensing Director, 646-827-
0015, rsetton@isaacmorris.com, P. 9.

Jaipur Rugs, Asha Chaudhary, President & CEO, 404-
351-2360, asha@jaipurrugs.com, P. 8.

JAKKS Pacific, Tara Hefter, VP Global Licensing, 424-
268-9549, thefter@jakks.net, P. 9.

Jazwares, Laura Zebersky, CCO & EVP Global Sales/
Licensing, 954-845-0800, laura@jazwares.com, P. 9.

Joester Loria Group, James Slifer, SVP Business 
Development, 212-683-8548, jslifer@tjlgroup.com, P. 10.

Joy Tashjian Marketing Group, Joy Tashjian, President 
& CEO, 925-736-0512, joy@jtmgllc.com, P. 9.

JRL Group, Andrew Lieb, President, 847-291-7414, 
andy@jrlgroup.com, P. 8.

KAF Home, Amin Mysorewala, Owner, 925-254-0582, 
amin@kafgroup.net, P. 9.

KeepCool USA, Pierre Barlier, President, 800-341-0023, 
info@keepcoolusa.com, P. 9.

Knockout Licensing, Tamra Knepfer, Co-President, 212-
947-5958, tk@knockoutlicensing.com, P. 12.

LANG Companies (The), Julie Smith, President & CEO, 
262-523-9288, jsmith@perfecttimingbrands.com, P. 11.

Latin World Entertainment Licensing, Nancy 
Overfield, President, 817-832-0609, nodelmar@aol.com, 
P. 9.

Laura Ashley, Penne Cairoli, President, 803-396-7700, 
pcairoli@lauraashleyusa.com, P. 9.

Laurelbox, Denise Wolfe, Co-Owner, info@laurelbox.
com, P. 9.

Lawless Entertainment, Sondra Contino, VP Sales & 
Marketing, 949-419-6156, sondra@lawlessent.com, P. 8.

Litographs, Shira Schindel, Director Business 
Development, shira@litographs.com, P. 8.

Litographs, Shira Schindel, Director Business 
Development, shira@litographs.com, P. 8,9.

Little Cosmetics, Starla Tyler, Founder & CEO, info@
littlecosmetics.com, P. 12.

Macmillan Publishing, Stephanie Barton, Publisher 
Children’s Books, 646-307-5151, stephanie.barton@
macmillan.com, P. 9.

Major League Soccer (MLS), Maribeth Towers, SVP 
Consumer Products, 212-450-1200, maribeth.towers@
mlssoccer.com, P. 12.

Marcus Brothers, Stephanie Dell’Olio, President Retail 
Division, 212-519-0202, stephd@marcusbrothers.com, P. 
8,9,10.

MarVista Entertainment, Fernando Szew, CEO, 424-
274-3000, fszew@marvista.net, P. 11.

Mascot Factory, Amy Simeone, Custom Products, 
Project & Licensing Coordinator, 858-679-2244, amy@
mascotfactory.com, P. 12.

Mattel, Hollie Holmes, Senior Director Global Licensing 
Acquisitions, 310-252-2166, hollie.holmes@mattel.com, 
P. 9,12.

MerryMakers, Clair Frederick, President , 510-451-2254, 
clair@merrymakersinc.com, P. 9.

MHS Licensing + Consulting, Marty Segelbaum, 
President, 952-544-1377 x202, marty@mhslicensing.com, 
P. 8,9,11,12,13.

Mojang div.Microsoft, Christine Finch, Minecraft Consumer 
Products, 425-704-8037, cfinch@microsoft.com, P. 12.

Monster Cable, Noel Lee, Chief Monster, 415-840-2000, 
nlee@monstercable.com, P. 11,12.

Montblanc, Mike Giannattasio, President & CEO North 
America, 800-995-4810, mike.giannattasio@montblanc.
com, P. 9.

Moxie & Co., Arlene Scanlan, Managing Partner, 203-
259-2729 x11, ascanlan@moxieco.com, P. 8,9,10.

NASCAR, Blake Davidson, VP Licensing & Consumer 
Products, 704-348-9600, bdavidson@nascar.com, P. 12.

Nate Berkus, Nate Berkus, CEO, 312-492-0660, 
nberkus@nateberkus.com, P. 9.

New Era Cap, Christopher Koch, CEO, 716-549-0445, 
chris.koch@neweracap.com, P. 12.

Nickelodeon & Viacom Consumer Products, Ron 
Johnson, EVP Intl. Consumer Products, 212-846-8000, ron.
johnson@nick.com, P. 13.

Nickelodeon & Viacom Consumer Products, Julie 
McKenzie, SVP Global Consumer Products Licensing, 
Apparel, Accessories, Home & Consumer Packaged Goods, 
212-846-8018, julie.mckenzie@nick.com, P. 9,12.

Nintendo of America, Cammy Budd, Senior Manager 
Merchandise Licensing, 425-861-2089, cammyb@noa.
nintendo.com, P. 12.

North American Art, Debbie Murphy, 651-776-8998, 
debbie@northamericanart.com, P. 11,12,13.

Northwest Co. (The), Kim Rizzardi, VP Licensing, 516-
484-6996 x1, kim.rizzardi@thenorthwest.com, P. 9.

Occasions Group, Jody Sedivy, 507-625-0897, jlsedivy@
theoccasionsgroup.com, P. 11,12.

One Entertainment, David Gebel, Managing Partner, 
818-260-0400, david@one-entertainment.com, P. 10.

Opportunity Buys, Tim Chocklett, 317-353-6684, bill@
obitrippies.com, P. 12.

Papyrus/Recycled Paper Greetings, Christy Kaprosy, 
President, 773-348-6410, P. 8.

Paws, Inc., Jeff Weller, Sales Manager, 765-287-2331, 
jeffw@pawsinc.com, P. 8,11.

Penguin Random House, Lori Burke, Executive Director 
Licensing Acquisitions & Media, 212-414-3469, lburke@
penguinrandomhouse.com, P. 11.

Playboy Enterprises, Scott Killian, Chief Brand Officer, 
310-424-1800, skillian@playboy.com, P. 12.

Playhut, Brian Zheng, CEO, 909-869-8083, brian@
playhut.com, P. 9.

PlayKids div. Movile, Eduardo Henrique, Head Global 
Expansion, eduardo.henrique@movile.com, P. 12.

Pomegranate Communications, Lory Osterhuber, 
Contracts & Royalties Manager, 503-328-6500, loryo@
pomegranate.com, P. 8.

Posty Cards, Cynthia Schrock, Senior Graphic Artist, 
816-231-2323, cschrock@postycards.com, P. 11.

Pressman Toy/Goliath Games, Jeff Pinsker, President, 
214-295-2953, jeff@pressmantoy.com, P. 8.

Product of Your Environment, Rebecca Chitty, 
Product Designer & Owner, 44 7775 621255, mail@
productofyourenvironment.co.uk, P. 12.

Prominent Brand + Talent, Michael Catalano, 
Principal, 310-860-1955, catalano@prominentglobal.com, 
P. 10.
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contacts & connections Continued from page 14

R&H Theatricals, Michelle Yaroshko, Director 
Professional Theater Licensing, 212-541-6600, michelle@
rnh.com, P. 8.

Radio Days, Leo Valencia, Licensing Director, 877-787-
4855, leov@radio-days.info, P. 10.

Ramatex Intl., Camilo Raful, Director, 973-244-0029, 
craful@earthragz.com, P. 11.

Rasta Imposta, Gary Schneider, GM Marketing & 
Licensing, 856-939-9599, gary@rastaimposta.com, P. 9.

Raz Imports, Meg Silva, 817-375-6223, msilva@
razimports.com, P. 13.

Represent.com, Dave Sanders, VP Licensed Apparel, 
323-456-1000, orders@represent.com, P. 8.

Rise Sport, Akbar Majeed, Co-founder & President, 
info@risesportiwear.com, P. 12.

Rizzoli Intl. Publications, Robb Pearlman, Associate 
Publisher Universe Books, Calendars, & Licensing, 212-
387-3400, rpearlman@rizzoliusa.com, P. 9.

RJM Licensing, Rob Mejia, Principal, 201-828-9050, 
rjmlicensing@gmail.com, P. 8,9.

Robert Kaufman Fabrics, Evie Ashworth, Design 
Director Retail Division, 800-877-2066 x245, evie@
robertkaufman.com, P. 10.

Rock ‘Em Apparel, Rob Starkman, Founder & President, 
info@rockemapparel.com, P. 12.

Rubie’s Costume, Howard Beige, EVP Sales, 516-326-
1500 x132, howie@rubies.com, P. 9.

Scentco, Christopher Cote, Owner, 619-582-9900, ccote@
scentcoinc.com, P. 13.

Scholastic Media, Lynn Smith, Director Global 
Licensing, 212-343-6151, lsmith3@scholastic.com, P. 9.

Sellers Publishing, Ronnie Sellers, President, 207-772-
6833, rsellers@rsvp.com, P. 8.

Serenata Group (The), Joan Packard Luks, Principal, 
201-224-2190, joan@serenatagroup.com, P. 10.

Sesame Workshop, Maura Regan, SVP & GM Global 
Consumer Products, 212-595-3456, maura.regan@
sesameworkshop.org, P. 12.

Sharpe Company (The), Alyssa Gourlay, Director 
Licensing, 310-227-4016, alyssa@sharpeco.com, P. 8.

Simon & Schuster Children’s Publishing, Valerie 
Garfield, VP, Publisher, Novelty & Licensed Publishing, 212-
698-7000, valerie.garfield@simonandschuster.com, P. 12.

SkinIt Acquisition, Mark Batliner, EVP Global Sales & 
Business Development, 858-433-2580, mark.batliner@
skinit.com, P. 12.

Sony Pictures Consumer Products, Mark Caplan, SVP 
Global Consumer Products, 310-244-6189, mark_caplan@
spe.sony.com, P. 9,11,12.

Stave Puzzles, Steve Richardson, President, 802-295-
5200, steve@stave.com, P. 12.

Stony Creek at Home, Maureen Dietlin, Creative 
Development, Marketing Media, 608-212-0774, maureen@
stoneycreekathome.com, P. 11.

Strideline, Mollie Swan, Licensing Manager, 206-801-
0116, sales@strideline.com, P. 12.

Sunrights, Hiro Nishimura, President, 646-284-9801, 
hiroya.nishimura@sunrights-inc.com, P. 10.

Tails of Whimsy, Louise Glickman, President, 828-633-
0412, lsglickman@gmail.com, P. 10.

Tannenbaum Treasures, Jim Pfeffer, President, 860-
767-2000, jpfeffer@tannenbaumtreasures.com, P. 8.

Target, Scott Nygaard, SVP Merchandising, 612-696-0000 
, scott.nygaard@target.com, P. 9.

Terez, Zara Terez Tisch, CEO, 646-419-4521, care@terez.
com, P. 9.

Thirstystone Resources, Emily McGuire, Licensing 
& Marketing Coordinator, 940-668-6793, licensing@
thirstystone.com, P. 12,13.

Tiffany & Co., Simona Aviram, Director & Executive 
Producer, 212-230-6849, simona.aviram@tiffany.com, P. 9.

tokidoki, Pooneh Mohajer, CEO & Co-founder, 323-930-
0555, pooneh@tokidoki.it, P. 13.

Tokyobike New York, Juliana Rudell Di Simone, 
North America Partner & Director, 212-925-8200, info@
tokyobikenyc.com, P. 9.

Toland Home & Garden, Bruce Solly, President, 360-
379-1047 x101, bruces@tolandhomegarden.com, P. 9.

Trends International, Jeff Loeser, VP Licensing, 317-
388-4068, jloeser@trendsinternational.com, P. 8,9,12.

Trevco, James George, CEO, 248-526-1400 x14, jpg@
trevcoinc.com, P. 8.

Twig New York div. Hankook Chinaware, Jackie Jihye 
Kim, Founder & CEO, 646-559-4116, jjkim@hankook.
com, P. 9.

UNIQLO, Justin Kerr, Chief Merchandising Officer & 
Director Brand Marketing, 877-486-4756, justin.kerr@
fastretailing.com, P. 9.

USAOPOLY, Maggie Matthews, VP Licensing, 760-602-
7609, maggie@usaopoly.com, P. 11.

Vandor Products, Lynn Keller, Director Licensing, 801-
952-4603, lkeller@vandorproducts.com, P. 8.

Viz Media, Kensuke Mase, Director Consumer Products, 
415-546-7073 x412, kensukemase@viz.com, P. 9.

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

West Coast Novelty, John Raisin, SVP, 800-347-7678, 
johnr@westcoastnovelty.com, P. 11.

WinCraft, Chris Falker, 507-454-5510, cfalker@wincraft.
com, P. 11.

York Wallcoverings & RoomMates, Suzanne Fells, 
Licensing Manager, 717-846-4456, fellss@yorkwall.com, 
P. 11.

Zedbed, David Gelinas, EVP, 819-539-1112, davidgelinas@
zedbed.com, P. 12.

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.

7 Vision, Kate Leese, 44 1262 438 358, kate.
leese@7visionltd.com, P. 11.

Absolute Garments, Mo Khan, Director, 44 20 7580 
0835, mokhan@absolutegarments.com, P. 13.

Agosin Licensing , Maria del Mar Cabanillas Frias, 
Licensing Manager ROLAC, 56 2 24110400, info@agosin.
com, P. 10.

AMV Licensing, 511 223 1095, contacto@amvlicensing.
com, P. 10.

Arabian Licensing Co. (ALC), Ahmad Weiss, Licensing 
Account & Sales Executive, 971 4 390 2666, license@
alc-me.com, P. 10.

BBC Worldwide, Jason Easy, Head Brand Licensing 
Softlines, 44 20 8433 3629, jason.easy@bbc.com, P. 13.

Big Star Licensing Group, Robert Espaillat, CEO, 809 
566 8787, respaillat@bigstarlicensing.com, P. 10.

Bioworld Merchandising Europe, Gilbert El Kalaani, 
CEO, 31 251316238, gilbertk@bioworldmerch.com, P. 11.

Blonde Sheep Licensing, Natasha Dyson, MD, 44 7855 
858 711, P. 12.

Boat Rocker Media, Jon Rutherford, President Boat 
Rocker Rights, 416-591-0065, info@boatrocker.com, P. 12.

BPlus Mongolia, Batjargal Shasnaabadraa, Founder & 
MD, bplus@bplus.mn, P. 11.

brand4rent, Denis Kulakov, CEO, 7 495 269 00 07, info@
brand4rent.ru, P. 10.

Brands With Influence, Dom Wheeler, Director, 44 1189 
326121, dom@brandswithinfluence.com, P. 10.

BRIGHTS Iberia, Maria Alvares, GM, 34 91 032 71 27, 
iberia@b-rights.com, P. 10.

Bulldog Licensing, Vicky Hill, Licensing Manager, 44 20 
8325 5455, vickyh@bulldog-licensing.com, P. 12,13.

Bulletin Canada, Nadeem Zakem, President, 514-279-
4581, nadzakem@bulletincanada.com, P. 12.

C&A China, Werner Schweiger, CEO, 86 21 62366268, 
wschweiger@canda.cn, P. 12.

Cartamundi Group, Trudi Bishop, Head Marketing & 
Licensing, 44 12 68 51 15 22, info.uk@cartamundi.co.uk, 
P. 8.

Centum Books, Fiona MacMillan, Publishing Director, 
44 18 0369 0890, books@centumbooksltd.co.uk, P. 11.

Cerdá Group, 34 962 200 502, info@cerdagroup.com, 
P. 12.

Character World/TDS Enterprises, Daniel Schweiger, 
Joint MD, 44 845 004 9217, danny.schweiger@
characterworld.uk.com, P. 12.

Cobble Hill Puzzle Co. div Outset Media, Allegra 
Vernon, Creative Director, 250-592-7374 x206, allegra@
outsetmedia.com, P. 8,9.

Compagnie Pâtissière, Marc Siari, President, 33 4 96 15 
25 53, accueil@compagnie-patissiere.com, P. 12.

Corus Entertainment/Nelvana Enterprises, Lily Yan, 
Global Brand Director, 416-479-6771, lily.yan@corusent.
com, P. 12.

CPLG U.K. (Copyright Promotions Licensing Group), 
Steve Manners, EVP, 44 20 8563 6400, smanners@cplg.
com, P. 10.

Continued on page 16

http://www.TheLicensingLetter.com


	 TLL the licensing letter	 www.TheLicensingLetter.com

Vol. XL, No. 7

16

contacts & connections Continued from page 15

CPLG U.K. (Copyright Promotions Licensing Group), 
John Taylor, Partnerships & Licensing Director, 44 20 
8563 6153, jtaylor@cplg.com, P. 12.

DC Thomson, Roddie Watt, Licensing Business & 
Marketing Coordinator Consumer Products, 44 208 337 
7958, rwatt@dcthomson.co.uk, P. 12.

Delmar Intl., Julie Gniwisch, Founder & CEO, 514-875-
4800, julie@delmarintl.ca, P. 9.

DHX Brands, Tom Roe, Commercial Director, 44 20 8563 
6400, tom.roe@dhxmedia.com, P. 8,10.

Dolci Preziosi Iberica S.L., Monica Plaza, Manager, 34 
934314168, dolci@dolcipreziosi.es, P. 12.

Dreamtex, Jo Duckworth, Marketing Director & Owner, 
44 844 499 8465, jo@dreamtexltd.com, P. 13.

DreamWorks Animation (U.K.), Jonathan Baker, Head 
Intl. Consumer Products, 44 2017 173 5100, jonathan.
baker@dreamworks.com, P. 10.

Dundalk LeisureCraft, David Martin, 519-923-9813 , 
david@dundalkleisurecraft.com, P. 12.

Edge Brands, Brian Quaglia, Director & CCO, 852 2796 
9989, brian@edge-brands.com, P. 9.

Editions Larousse, Coralie Benoit, Editor, 33 1 44 39 44 
00, info@larousse.fr, P. 11.

El Ocho Licencias y Promociones Sl, Pilar Fernandez-
Vega, Licensing & Promotion Manager, 34 91 350 40 90, 
pilar@el-ocho.com, P. 10.

EMC Empire Multimedia Corp., Hubert Co, President, 
63 2 722 4311, hubert@empiremultimedia.com, P. 10.

English Heritage, Luke Purser, Development Director, 
44 207 973 3000, luke.purser@english-heritage.org.uk , 
P. 12.

Event! Merchandising, Jeremy Goldsmith, MD, 44 20 
8208 1166, jeremy@eventmerch.com, P. 12.

Exim Licensing (Argentina), Carlos Kaganas, General 
Director, 54 11 4778 9334, ckaganas@eximlicensing.
com, P. 10.

Exim Licensing (Brazil), Marcus Marcedo, General 
Director, 55 11 38859275, mmacedo@eximlicensing.com, 
P. 10.

Exim Licensing (Colombia), Ximena Duque, General 
Director, 571 236 5757, xduque@eximlicensing.com, P. 10.

Exim Licensing (Mexico), Jamie Hofman, General 
Director, 52 55 5545 1413, jphofman@eximlicensing.
com, P. 11.

Fabrica de Tequilas Finos SA, Luz Maria Cabo, Director 
General, 374 742 1811, contacto@fabricadetequilasfinos.
com, P. 8.

Fipo Group, Marianne Nielsen, _Strategic Licensing 
Manager, 45 7636 3500, marianne.nielsen@fipogroup.
com, P. 13.

FranceTV Distribution, Nathalie Bobineau, EVP, 33 1 56 
22 90 08, nathalie.bobineau@francetv.fr, P. 11.

Global Brand Partners Pte. Ltd., Killick 
Datta, Chairman & CEO, 65 6838 9938, kdatta@
globalbrandpartners.com, P. 11.

Gramedia Pustaka Utama, Bagus Adam, Vice GM, 62 21 
53650110, marketing@staff.gramedia.com, P. 11.

Great British Exchange (The, GBE), Matt Hopkins, 
MD, 44 1423 22988, info@thegbexchange.com, P. 13.

Gumi Apparel, Ji Hoon Bang, 82 2 388 4333, 
gumiapparel@gmail.com, P. 12.

Hachette Livre, Myriam Hericier, Director Licensing, 33 
1 43 92 33 40, mhericier@hachette-livre.fr, P. 11.

Hybris Production AB, Peo Olsson, CEO & Founder, 46 
410 330 666, sales@hybrisonline.com, P. 11.

IconLogin, Schehrezade Davidson, CEO, info@iconlogin.
com, P. 11.

In Phase Intl. Ltd., Steve Digva, CEO, 44 115 975 8600, 
P. 11.

Infiniss Co. Ltd., Jason Lee, MD Brand Management, 82 
2 2263 3233, jason.lee@infiniss.com, P. 10,13.

Ink ALC (Denmark), Morten Geschwendtner, Chairman 
& Partner, 45 33 556 100, mg@ink-brands.com, P. 10.

Italia Independent Group S.p.A, Marco Tolentino, 
Head Global Licensing, Collaborations & Business 
Development, 39 02 8969 7474, marco.tolentino@
italiaindependent.com, P. 12.

Joe & Seph’s, Adam Sopher, Co-founder & Director, 44 
208 4500 922, joe@joeandsephs.com, P. 12.

Jumbo Games, Stewart Middleton, MD, 44 170 726 0436, 
stewart.middleton@jumbo.eu, P. 12.

Just Hype Ltd., Liam Green, Creative Director, liam@
justhype.co.uk, P. 13.

Kaiken Publishing Ltd. (Rovio Entertainment 
affiliate), Jukka Heiskanen, Editor-In-Chief, Comics, 
358 207 288 300, jukka.heiskanen@kaikenpublishing.
com, P. 8,11.

Kinnerton Confectionery, Rachel Wyatt, MD, 44 20 7284 
9500, r.wyatt@kinnerton.com, P. 13.

LDI Israel, Yossi Fox, CEO & Owner, 972 3 733 3888, 
yossi@ldi.co.il, P. 10.

Le Lombard, Antoine Maurel, Editor, 33 2 651 6464, 
contact@lelombard.com, P. 11.

Level Up Wear (LVLP), Dimitri van Eetvelde, MD, 32 
2640 0293, info@levelupwear.com, P. 11.

Licensing Essentials, Scott Bingley, MD, 61 3 9754 
0754, scott@licensingessentials.com.au, P. 13.

Licensing Management Intl., Andrew Maconie, CEO, 
44 1425 403 430, andrew@lmiuk.com, P. 10,11.

Limelight Dancewear, Steve Park, President, 905-425-
062, info@limelightdancewear.com, P. 12.

Lumyook Food Co., Ltd., Pornpat Vangvorawong, 
pompat@lumyook.com, P. 12.

m4e AG, Peter Kleinschmidt, SVP Marketing & Brand 
Management, 49 8102 99453 23, kleinschmidt@m4e.de, 
P. 10.

Mercis B.V., Marja Kerkhof, MD, 31 20 675 8036, 
marjakerkhof@mercis.nl, P. 12.

Mistiyarn Pty Ltd. tda Mitch Dowd Design, Dane 
Totham, CEO, 61 3 9569 8800 , dane@mitchdowd.com.
au, P. 11.

MON Licensing, Maricarmen Ramírez, Owner & 
Manager, 507 215 1694, narosemena@monlicensing.
com, P. 11.

Moose Toys, Nicole Hardiman, Senior Licensing 
Manager, 61 3 9579 7377, nicole.hardiman@moosetoys.
com, P. 9.

Natura World, Ralph Rossdeutscher, President, 519-651-
2006, ralph@naturaworld.com, P. 12.

NetEase, William Ding, Founder & CEO, wding@corp.
netease.com, P. 12.

New Era Japan GK, Daisuke Fukumori, 81 3 5773 6733, 
daisuke.fukumori@neweracap.co.jp, P. 12.

Northcott Silk, Deborah  Edwards Northcott, Design 
Director, 905-760-0072, deborah.edwards@northcott.net, 
P. 13.

Nottingham Forest, Laura Garcia Ortega, Commercial 
Director, 34 914 467 300, laura.garcia@nottinghamforest.
es, P. 12.

Novel Entertainment Ltd., Mike Watts, Co-producer, 44 
1865 339 350, novel@novelentertainment.co.uk, P. 11.

Panini España, Natalia Paretas, Licensing Manager, 34 
972 7574 11, nparetas@panini.es, P. 12.

Panini Group S.p.A., Licia Dallolio, Licensing Manager, 
39 059 382450, ldallolio@panini.it, P. 11.

Peter Alexander div. Just Group, Judy Coomber, MD, 
61 3 9420 0200, jcoomber@justgroup.com.au, P. 11.

Philcos, George Meyer, VP Business Development, 905-
568-1823, gmeyer@philcos.com, P. 11.

Plastic Head Music Distribution Ltd., Chris Parkes, 
Merchandising Director, 44 1491 825029, chris.parkes@
plastichead.com, P. 11.

Portmeirion Group PLC, Phil Atherton, Group Sales 
& MD, 44 1782 744 721, patherton@portmeiriongroup.
com, P. 12.

Propshop, James Enright, Assets Director & CEO, 44 
1753 785133, james.enright@propshop.co.uk, P. 9.

September Publishing, Hannah MacDonald, Founder & 
Publisher, 44 20 3637 0116, info@septemberpublishing.
org, P. 10.

Shanghai 99 Readers’ Culture Co., Ltd., Huang Yuha, 
Chairman & GM, 86 21 64734283, service@99read.com, 
P. 11.

Shinsung Tongsang, Brian Hwang, brianhwang@ssts.
co.kr, P. 12.

SJ Trend Co. Ltd., 82 2 995 0921, sykim@sjtrend.com, 
P. 13.

SmileyWorld, Nicolas Loufrani, CEO, 44 20 7378 8231, 
nico@smiley.com, P. 12.

SmileyWorld, Margherita Vecchio, Intl. Licensing 
Manager, 44 20 7378 8231, margherita@smiley.com, P. 12.

Stor S.L., Ignacio Gil Duran, Director, 34 91 121 34 50, 
stor@storline.es, P. 12.

StoryToys, Gavin Barrett, Commercial Director, 353 16 
718 952, gavin.barrett@storytoys.com, P. 8.

Stuff4/W3tech dba MaxRam, Ben Prior, MD, 44 1284 
715 920, info@stuff4.co.uk, P. 13.

Super RTL, Claude Schmit, CEO, 49 180 508 8850, 
kontakt@superrtl.de, P. 11.

T-Shirt Booth/Digital Giving, Tracey Richardson, 
Licensing & Partnerships Director, 44 20 8371 0110, 
tracey@digital-giving.com, P. 11,12.

Talisman Licensing U.K., Julian Day, MD, 44 20 8747 
4017, julian@talismanlicensing.com, P. 13.

Ted Baker London, Craig Smith, Global Brand 
Communication Director, 44 20 7255 4800, craig.smith@
tedbaker.com, P. 12.

Tottenham Hotspur Football Club, Gary Jacobson, 
Brand Licensing Manager, 44 20 8365 5117, gary.
jacobson@tottenhamhotspur.com, P. 10.

Trixie, Volker Haak, MD, 49 4638 2109 160, volker.haak@
trixie.de, P. 12.

TSBA, Mike Jenkinson, Head Licensing, 44 208 332 6642, 
mjenkinson@tsbagroup.com, P. 10.

Tycoon Enterprises (Mexico), Elias Fasja Cohen, 
President, 52 555 395 7833 x225, efasja@tycoon.mx, P. 11.

Unilever U.K., Chloe Irwin, Senior Licensing Manager, 
44 1372 945 000, chloe.irwin@unilever.com, P. 12.

WDR Mediagroup Licensing GmbH, Andrea Zuska, 
Chief Content Officer & Project Management, 49 221 2035 
124, andrea.zuska@wdr-mediagroup.com, P. 12.
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Deux Ex Mankind Divided 8.23.2016 Square Enix Cyberpunk themed sequel to 2011's Deus Ex: Human Revolution X

Madden NFL 17 8.23.2016 EA Sports New Turning Points challenge  drops players into hundreds of different scenarios from last year's NFL season. X

ReCore 9.13.2016 Microsoft A new game from the creators of Metroid Prime and Mega Man features a woman and her robot dog fighting 
enemies in a desert wasteland. X

NBA 2K17 Early Tip-off 
Edition 9.16.2016 2K Games The Indiana Pacers' Paul George graces the cover art, with retired Laker Kobe Bryant fronting the Legend 

Edition. X

Dragon Quest VII: 
Fragments of the Forgotten 
Past

9.16.2016 Nintendo Rebuilt visuals and a complete retelling of the classic Dragon Quest story for 3DS. X X

FIFA 17 9.27.2016 EA Sports New "The Journey" mode allows players to make decisions on and off the pitch. X

Final Fantasy XV 9.30.2016 Square Enix Said to be more action oriented than other games in the series. X

Yo-Kai Watch 2: Bony 
Spirits and Fleshy Souls 9.30.2016 Nintendo Features 350 new and returning Yo-kai. X

Paper Mario: Color Splash 10.7.2016 Nintendo Mario restores the drained color of Prism Island with his Paint Hammer and Battle Cards. X

Mafia III 10.7.2016 2K Games Players choose their own play-style: brute force, blazing guns or stalk-and-kill tactics, to tear down the Italian 
Mafia. X

Batman Arkham VR 10.16.2016 Warner Bros. 
Interactive A new Caped Crusader story, told in VR. X X

Battlefield 1 10.21.2016 Electronic 
Arts New installment in the first-person shooter series born in 2002. X

Just Dance 2017 10.25.2016 Ubisoft New songs include Sorry, Daddy, Cheap Thrills, Lean On and Worth It. X

The Last Guardian 10.25.2016 Sony A young boy travels with a mysterious creature through a beautiful and treacherous fantasy world in this 
much-anticipated title originally announced in 2007. X

World of Final Fantasy 10.25.2016 Square Enix Brand new game with cutesy versions of classic Final Fantasy characters. X X

The Elder Scrolls V: Skyrim 10.28.2016 Bethesda The PC game moves to PS 4. X

Titanfall 2 10.28.2016 Electronic 
Arts Sequel to 2014's first-person shooter. X

Call of Duty: Infinite 
Warfare 11.4.2016 Activision Returns to the roots of the franchise where cinematic, immersive storytelling reveal large-scale war and epic 

battles. X

Mario Party Star Rush 11.4.2016 Nintendo Call of Duty: Infinite Warfare delivers something for every Call of Duty fan with three unique game modes: 
Campaign, Multiplayer, and Zombies. X

Dishonored 2 11.11. 2016 Bethesda Sequel to 2012's Dishonored. X

Gears of War 4 11.11. 2016 Microsoft Next chapter in the best-selling sci-fi series. X

Watch Dogs 2 11.15.2016 Ubisoft Gamers play as hackers. X

Pokemon Sun and Moon 11.18.2016 Nintendo Sun and Moon represent the seventh installment in the Pokemon series; featuring all new Pokemon on the 
tropical islands of the Alola regionl

South Park: The Fractured 
but Whole 12.6.2016 Ubisoft Trey Parker and Matt Stone's sequel to 2014's South Park: The Stick of Truth. X

Planned Video Game Releases With Licensing Potential, 2016–2018

Fantasy XV VR (also not a whole game) for PlayStation VR; 
Star Trek: Bridge Crew for PlayStation VR, HTC Vive and 
Oculus Rift; and Fallout 4 for HTC Vive.

Other licensed properties in the spotlight at E3:

XX The Legend of Zelda—Nintendo’s Legend of Zelda: 
Breath of the Wild, which is due in 2017 for both Wii 
U and Nintendo’s new NX platform was described by 
many as the biggest title of E3, with critics applaud-
ing the game because it looks and plays unlike 
previous Zelda games—changes that are seen as 
necessary to introduce the series to new players.

XX Sklyanders—Activision Blizzard pioneered the so-
called toys-to-life market with Skylanders in 2011. 
Now it’s taking the franchise to TV with Skylanders 
Academy, which will debut on Netflix this fall. Net-
flix has taken two seasons of the show, which is the 
first production from the game company’s Activision 
Blizzard Studios launched last year to create original 
content based on games.

XX Star Wars—Electronic Arts brought lots of enthu-
siasm for Star Wars games, but few details to E3. 
What’s clear is that the pace of new game rollouts 
will keep up, or close to it, with Disney/Lucasfilm’s 
plans for one franchise film a year for the foresee-
able future.

Licensed Properties Play at E3
Continued from page 1
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Crackdown 3 12.30.2016 Microsoft Reimagining of 2007's open-world superhero crime game, created by Lemmings/Grand Theft Auto creator David 
Jones. X

Final Fantasy VII: Remake 12.30.2016 Square Enix Long anticipated HD remake of the 1997 game. X X

Dead Island 2 12.30.2016 Deep Silver San Francisco-set zombie game sequel from the creators of Spec Ops: The Line. X

WWE 2K17 12.31.2016 2K Games Features the return of semi-retired wrestling star Goldberg in two playable versions. X

Runbow Pocket Q4 2016 Nintendo Ports the colorful Runbow fun from Wii over to 3DS. X

Star Trek: Bridge Crew Q4 2016 Ubisoft VR game in which players explore space as a member of the Federation; for PlayStation VR, HTC Vive and 
Oculus Rift. X

Steep Q4 2016 Ubisoft Action sports game set in the Alps. X

Resident Evil 7: Biohazard 1.24.2017 Capcom Critics at E3 applauded the game's foreboding sense of horror; will be playably on PlayStation VR. X

For Honor 2.14.2017 Ubisoft Melee action game in which players can enter the action as bold Knight, brutal Viking or deadly Samurai. X

Horizon: Zero Dawn 2.28.2017 Sony Action role-playing game set after the fall of civilization, from the creators of the Killzone franchise. X

Tom Clancy's Ghost Recon: 
Wildlands 3.7.2017 Ubisoft Globetrotting installment in the Ghost Recon shooter series. X X

Mass Effect: Andromeda 3.31.2017 Electronic 
Arts

Newest entry into BioWare's science fiction action/role playing game series. Past licensees include Dark Horse 
Comics (collectibles, comics), IP Factory (collectibles) and Black Milk Clothing (women's apparel). X

Days Gone 12.29.17 Sony Set in a post-apocalyptic Pacific Northwest.

God of War 12.29.2017 Sony Kratos is now a father and living in seclusion in the land of Norse mythology. X

Sea of Thieves 12.29.2017 Microsoft Developer Rare (Banjo Kazooie, Battletoads) is creating this pirate adventure game. X

Spider-Man 12.29.2017 Insomniac Insomniac and Marvel teamed for this superhero game not tied to any movie. X

Shenmue III Q4 2017 TBD Director Yu Suzuki during Sony's E3 press conference announced a Kickstarter campaign to raise $2 million to 
start development of this sequel, 14 years after Shenmue II. X

Crash Bandicoot remasters TBA 2017 Activision Crash 1, Crash 2 and Crash Warped remastered for PS4. X

Fallout 4 VR TBA 2017 Bethesda The 2015 open-world game ported over to VR for HTC Vive. X

The Legend of Zelda: 
Breath of the Wild TBA 2017 Nintendo Upcoming installment in longstanding action/role playing franchise starring Link. Series licensees include Fifth 

Sun (apparel) and Dark Horse Comics (statues). X

Ever Oasis TBA 2017 Nintendo New RPG IP set in a world inspired by Egyptian culture and mythology. X

Star Wars Battlefront 
sequel TBA 2017 Electronic 

Arts Motive Studios is developing the "next installment" in the SW Battlefront series. X X

Untitles Star Wars game 
from Visceral TBA 2018 Electronic 

Arts Developer Visceral Games is working on a Star Wars game based on "original narrative with new characters." X

Fe TBA Electronic 
Arts

EA calls this game from new division EA Originals a "a personal narrative about our relationship with nature, 
the land, and its beings." X

Phantom Dust Remaster TBA Microsoft Action/strategy game and remake of the 2004 title of the same name for the Xbox One. X

Dreams TBA Sony From the developer of LittleBigPlanet, this game lets players "piece together a whole environment in 
moments" to explore one another's dreams. X

Untitled Star Wars game 
from Respawn TBA Electronic 

Arts
Titanfall developer Respawn Entertainment is working on a third party action adventure set in "a different Star 
Wars era." X

SOURCE:  The Licensing Letter

Retail

E-commerce Sales Top $11 Billion in 2015; Led by Trademarks and Entertainment
Over $11 billion in licensed merchandise was sold 

through e-commerce retail channels in the U.S. and Canada 
in 2015, according to The Licensing Letter’s Annual Licensing 
Business Survey. 

Factoring out automobiles and fuel, the U.S. Commerce 
Department estimates that 10.5% of all U.S. retail sales in 
2015 were made online. In contrast, TLL estimates that 
e-commerce comprised 11.4% of licensed sales. This fig-
ure includes sales through online-exclusive retailers like 
Amazon.com, Café Press and Zappos; traditional brick-
and-mortar retailers with e-commerce sites such as Target, 
Walmart and Sephora; and smaller branded websites run 
by e-commerce service providers.

Although e-commerce ranks as only the 5th largest retail 
channel overall, it is the fastest growing retail channel. As 
shelf space in brick-and-mortar stores shrinks and the TV 
shopping and mail order channels have declined, brands 
increasingly finding success online. Over the last couple of 
years, an agent notes, “brands that have never gotten into 
licensing before now are doing so because e-commerce.”

The biggest barriers for brands, according to Survey 
respondents, are the technical problems posed with build-
ing engaging e-commerce sites, including mobile support. 
Several agents and licensees were enthusiastic about part-
nering with Amazon.com, citing affordability, ease of use, 
Google AdWords support and access to data-mining tools.
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Crackdown 3 12.30.2016 Microsoft Reimagining of 2007's open-world superhero crime game, created by Lemmings/Grand Theft Auto creator David 
Jones. X

Final Fantasy VII: Remake 12.30.2016 Square Enix Long anticipated HD remake of the 1997 game. X X

Dead Island 2 12.30.2016 Deep Silver San Francisco-set zombie game sequel from the creators of Spec Ops: The Line. X

WWE 2K17 12.31.2016 2K Games Features the return of semi-retired wrestling star Goldberg in two playable versions. X

Runbow Pocket Q4 2016 Nintendo Ports the colorful Runbow fun from Wii over to 3DS. X

Star Trek: Bridge Crew Q4 2016 Ubisoft VR game in which players explore space as a member of the Federation; for PlayStation VR, HTC Vive and 
Oculus Rift. X

Steep Q4 2016 Ubisoft Action sports game set in the Alps. X

Resident Evil 7: Biohazard 1.24.2017 Capcom Critics at E3 applauded the game's foreboding sense of horror; will be playably on PlayStation VR. X

For Honor 2.14.2017 Ubisoft Melee action game in which players can enter the action as bold Knight, brutal Viking or deadly Samurai. X

Horizon: Zero Dawn 2.28.2017 Sony Action role-playing game set after the fall of civilization, from the creators of the Killzone franchise. X

Tom Clancy's Ghost Recon: 
Wildlands 3.7.2017 Ubisoft Globetrotting installment in the Ghost Recon shooter series. X X

Mass Effect: Andromeda 3.31.2017 Electronic 
Arts

Newest entry into BioWare's science fiction action/role playing game series. Past licensees include Dark Horse 
Comics (collectibles, comics), IP Factory (collectibles) and Black Milk Clothing (women's apparel). X

Days Gone 12.29.17 Sony Set in a post-apocalyptic Pacific Northwest.

God of War 12.29.2017 Sony Kratos is now a father and living in seclusion in the land of Norse mythology. X

Sea of Thieves 12.29.2017 Microsoft Developer Rare (Banjo Kazooie, Battletoads) is creating this pirate adventure game. X

Spider-Man 12.29.2017 Insomniac Insomniac and Marvel teamed for this superhero game not tied to any movie. X

Shenmue III Q4 2017 TBD Director Yu Suzuki during Sony's E3 press conference announced a Kickstarter campaign to raise $2 million to 
start development of this sequel, 14 years after Shenmue II. X

Crash Bandicoot remasters TBA 2017 Activision Crash 1, Crash 2 and Crash Warped remastered for PS4. X

Fallout 4 VR TBA 2017 Bethesda The 2015 open-world game ported over to VR for HTC Vive. X

The Legend of Zelda: 
Breath of the Wild TBA 2017 Nintendo Upcoming installment in longstanding action/role playing franchise starring Link. Series licensees include Fifth 

Sun (apparel) and Dark Horse Comics (statues). X

Ever Oasis TBA 2017 Nintendo New RPG IP set in a world inspired by Egyptian culture and mythology. X

Star Wars Battlefront 
sequel TBA 2017 Electronic 

Arts Motive Studios is developing the "next installment" in the SW Battlefront series. X X

Untitles Star Wars game 
from Visceral TBA 2018 Electronic 

Arts Developer Visceral Games is working on a Star Wars game based on "original narrative with new characters." X

Fe TBA Electronic 
Arts

EA calls this game from new division EA Originals a "a personal narrative about our relationship with nature, 
the land, and its beings." X

Phantom Dust Remaster TBA Microsoft Action/strategy game and remake of the 2004 title of the same name for the Xbox One. X

Dreams TBA Sony From the developer of LittleBigPlanet, this game lets players "piece together a whole environment in 
moments" to explore one another's dreams. X

Untitled Star Wars game 
from Respawn TBA Electronic 

Arts
Titanfall developer Respawn Entertainment is working on a third party action adventure set in "a different Star 
Wars era." X

SOURCE:  The Licensing Letter

E-commerce Sales by Product Category

The Survey breaks out retail sales by distribution chan-
nel for five major property types; trademark/brand, enter-
tainment/character, fashion, sports and art. While no one 
property type depends on e-commerce exclusively for 
retail sales, entertainment/character (15.6% of retail sales 
through e-commerce) and art (11.6%) have an above-aver-
age share of merchandise sold online.

By sheer dollar value, more licensed trademark/brand 
merchandise is sold online than from any other property 
type ($1,908 million), despite the fact that e-commerce sales 
rank sixth amongst retail channels for the property type.

Amazon.com Leads E-commerce Growth in CPG

Amazon accounted for 26.1% of all U.S. e-commerce 
sales in 2015, according to Internet Retailer estimates. 
And 1010data claims that the giant’s Subscribe and Save 

feature is single-handedly responsible for over 20% 
of the growth in consumer packaged goods (CPG; 
includes health and beauty, food and beverage and 
other categories with low margin, high volume on-
durable goods).

While sales of CPG grew 42% in 2015, outpacing the 
growth of total e-commerce’s 30% increase, 1010data 
says that the actual starting dollar figures are low—
less than 10% of e-commerce sales are for CPG.

The biggest category within CPG is pet food, 
which grew 55% in 2015 to $760 million in U.S. 
e-commerce sales, according to 1010data. Facial 
moisturizers came in second with $450 million 
in e-commerce sales (up 25% over 2014), and fra-
grances third with $330 million in revenue (11% 
higher than 2014). The fastest-growing brand 
among those with more than $5 million in annual 
sales was Amazon’s own line, Amazon Elements.

New Breed of Shopper: Mobile-only

A Google study with Ipsos showed that 82% of shoppers 
consult their phones on purchases they’re about to make 
in a store. Sports and fashion brands have been especially 
keen on building connected shopping experiences, where 
consumers can seamlessly move from researching on 
mobile to fulfilling purchases in brick-and-mortar locations. 
Most e-commerce studies do not include these sales in 
e-commerce retail studies, but Google data suggests that the 
greatest growth areas for this strategy are for local stores.

There is a new breed of consumer in strictly cyber com-
merce; comScore estimates that 11% of online shoppers 
buy exclusively through mobile, outnumbering desktop-
only shoppers who make up 10%. Most (80%) shoppers use 
both mobile and desktop in their shopping experiences. 
Looking forward, Forrester Research estimates that mobile 
will make up 54% of all e-commerce sales in 2018. 

Retail Sales of Licensed Merchandise Through E-commerce 
Channel, by Property Type, U.S./Canada, 2015

Property 
Type 

E-commerce 
Sales 

Share 
of Total 

E-commerce 
Sales 

Overall 
Retail 
Sales 

Share of 
E-commerce 

Sales for 
Property 

Type 

Rank for 
Property 

Type 

Trademarks/
Brands $1,908 16.2% $27,645 6.9% 6 

Entertainment/
Character $1,889 16.0% $11,878 15.9% 3 

Fashion $1,654 14.1% $20,942 7.9% 4 

Sports $1,626 13.8% $14,786 11.0% 3 

Art $657 5.6% $5,665 11.6% 4 

Total* $11,773 100.0% $103,276 11.4% 5 

SOURCE: The Licensing Letter

Retail Sales of Licensed Merchandise Through 
E-commerce Channel, by Property Type, U.S./Canada, 2015

SOURCE:  The Licensing Letter

Fashion: 14.1%

Sports: 13.8%Art: 5.6%

Entertainment/
Character: 16%

Other: 34.3%

Top 10 CPG Categories By Growth 
in E-commerce Sales, U.S., 2015

Rank CPG Category Product Category Yearly Growth

1 Laundry Detergent Domestics 85%

2 Toothpaste Health & Beauty 75%

3 Health Snack Bars Food & Beverage 74%

4 Deodorant Health & Beauty 71%

5 Adult Nutrition Health & Beauty 68%

5 Baby Wipes Infant 68%

6 Protein Powder Health & Beauty 66%

7 Bottled Water Food & Beverage 63%

8 Mouth Wash Health & Beauty 63%

9 Baby Diapers Infant 61%

10 Beauty Primer Health & Beauty 60%

SOURCE: 1010Data, The Licensing Letter
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Cannabis

Licensed Cannabis the Next Big Thing
This year’s Cannabis World Congress & Busi-

ness Exposition New York (CWCBExpo NY) wel-
comed a disparate crowd as businesses sought 
to stake a claim in an industry estimated to be 
worth $5.7 billion in the U.S. in 2015, accord-
ing to ArcView Market Research and New Fron-
tier. While TLL estimates place retail sales of 
licensed legal cannabis at less than 1% of all 
industry sales, the immaturity of the business 
means branding is underdeveloped. The great-
er market grew 24% from 2014 ($4.6 billion) and 
is expected to grow another 26% to $7.1 billion 
in 2016—and licensed goods are expected to 
grow at a much faster rate, especially as legal-
ization expands.

Retail sales of licensed (as in, branded) can-
nabis products total $60-100 million dollars in 
the U.S., according to TLL estimates. In effect, 
licensed sales make up less than 1% of all retail 
sales of legal cannabis. These products include 
concentrates, infused edibles, flowers as well 
as patches, soft gels, food and beverages—in 
addition to related accessories such as vape 
pens, pipes, grinders and tins. Sales figures are 
notoriously difficult to pin down for branded 
goods, as many deals are co-branded, function 
as marketing partnerships or operate in an 
essentially legal gray zone.

Cannabis licensing is an entirely different 
beast than any other product category. Deals 
with products containing above 0.3% THC must 
be done state-by-state due to federal prohibi-
tions. The same prohibitions mean that roy-
alty fees cannot be collected on licensed sales. 
Instead, most contracts provide for a flat fee 
per sale to be paid to the licensor. And thanks 
to varying packaging, labeling and other assort-
ed regulations contracts and products should 
vary for every state. Each state’s tax laws can 
also affect pricing structure; mark-ups can vary 
anywhere between 100-300% for essentially 
identical products.

The marketplace is far from a stable, solid 
profit center—and the state-by-state restric-
tions for legal marijuana mean that brands will 
have difficulty breaking into the space on a 
grand scale. The lack of interstate distribution 
also means that there is little to no standardiza-
tion of products, and licensed lines will usually 
partner with one major source per state.

Today’s cannabis brands are largely region-
al; there are only two major brands that can be 
said to command nationwide recognition, High 

Times and NORML. The strategy behind region-
al brands tends to be to expand to neighboring 
states as legalization expands. The upside to 
licensed brands is that this issue can be avoid-
ed altogether.

The first brands to expand into licensed 
cannabis are music artists such as Bob Marley 
and family, Willie Nelson and Snoop Dog. Rob-
ert Hunt, Partner at Tuatara Capital, believes 
that the future lies beyond those celebrities 
who are part of the “stoner culture.” The next 
big influx of branded merchandise is likely to 
be celebrity chefs, who use cannabis regularly 
in cooking edibles (See TLL’s chart of celebri-
ties that have lent their names to a marijuana 
brand in June 2016). And although many sports 
athletes have shown support for the industry, 
none as of yet have thrown their names to a 
branded line. The problem so far, Hunt says, is 
that brands are unprepared to handle the legal 
issues and consumer research necessary to 
break into the market.

The perception is clear: legalization will 
happen. Businesses are focused on planting 
the seeds for expansion, and the crux lies with 
brands now in identifying those that will be 
best positioned to exploit the future market. 
This year is a watershed moment for the indus-
try; seven states will be voting to allow adult 
recreational use, including California, Nevada, 
Arizona Massachusetts, Maine, Rhode Island 
and Vermont.

Cannabis product can be divided into three major “types”:

THC is the primary psychoactive ingredient in marijuana 
and the most well-known cannabinoid. Cannabis strains 
with more than .3 percent of THC are legally regulated.

CBD or cannabidol, which is sold as an extract or 
purification in health and beauty aids such as pills as 
well as food and beverages. The ingredient is espoused 
for its health and wellness applications thanks to its 
anti-inflammatory, analgesic and seizure reduction 
properties. Cannabidol is legal nation-wide.

Industrial hemp, the non-psychoactive strain of 
cannabis, is used for food and fiber production. 
Compared to strains grown for recreational usage, 
hemp has low concentrations of THC and higher 
concentrations of CBD. Some companies refer to their 
products as hemp rather than CBD.
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Shedding the Stoner Image

Growers and distributors new to the business are often 
struggling with weeding through legal regulations and secur-
ing funds (businesses cannot deduct operating expenses or 
use traditional banking). Most are new to branding and mar-
keting. That is not to say that some companies do not; and 
in fact, they were the highlight of the show.

The overall focus over the three days was a bid for the 
industry to shed the stoner image. CWCBExpo NY was 
rich with educational non-profits and political candidates 
as well as women’s and consumer advocacy groups intent 
on normalizing the culture. A large part of that mission 
involves adjusting the branding of the entire industry, 
according to David Paleschuck, President of New Leaf 
Licensing and VP Licensing & Brand Partnerships at Dope 
Magazine. Instead of “marijuana,” or “weed,” which have 
negative connotations and imply the presence of THC, the 
term “cannabis” is used. Instead of “smoking,” the more 
accurate “consumption” reflects changing consumer hab-
its. Emphasis in marketing is placed on safety, testing and 
clear labeling.

Over half of cannabis sales are for non-smoke products, 
and businesses throughout the show stated that their most 
popular lines are edibles or processed cannabis to be used 
with vape pens and other discrete, often odorless systems. 
One company provided a unique twist to an age-old meth-
od: CannaKorp showcased a Keurig-like single-use, pod 
based cannabis vaporizer system. To be released later this 
year, the company will partner with selected cultivators to 
provide an array of cannabis brands for each state, with 
both THC and CBD strains. The sale of each pod brings in 
$1 in fees.

And most activity at the show was focused on CBD, 
which is used in everything from body lotion to gel caps 
to soda.

Who’s Using?

The largest hurdle for the industry is identifying the can-
nabis consumer; their lifestyle, aspirations and the type of 
brand imagery that will speak to them.

The largest markets are Colorado, California and Wash-
ington. See TLL‘s LAWSCAPE map depicting the legal sta-
tus of marijuana in all 50 states (June 2016). Each state 
will have different target audiences, depending in part on 
whether state law allows for recreational use. In California, 
for example, the fastest growing consumer group is Boom-
ers 55+ years-old, due to educational outreach efforts, and 
young men aged 21-34 who are considered ‘heavy users’ 
(consuming cannabis several times a week). They make up 
51% of purchases. Nationwide, 40% of legal cannabis con-
sumers are aged 25 to 34 years old, 21% are 18 to 24 years 
old and 15% are 35 to 44 years old, according to Leafbuyer.
com. And only 55% of buyers are male.

According to the Brightfield Group, over a third of Amer-
ican consumers would pay more for organic or premium 
strains. More than the typical consumer, quality and safety 
are important to cannabis buyers. Branded products that 
emphasize luxury as well as convenience are essential in 
fulfilling this need.

Keith Stroup, Founder, Legal Counsel & Director of 
NORML (National Organization for the Reform of Marijua-
na Laws) identifies several issues that must be addressed 
to normalize cannabis and encourage business activity. 
While consumers seek safety and convenience, there are 
no established testing and labeling standards that each 
producer must adhere to. Another hurdle to surpass is 
eliminating punitive (and often scientifically unsound) 
testing for THC in workplaces, on the road and in homes. 
NORML provides its service mark for brands that have met 
its standards.
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RETAIL ROUNDUP

Earnings Scorecard: Winners & Losers of the First Quarter
The nation’s largest retailers posted their earnings for 

the first quarter of 2016. And the numbers confirm what we 
already know: These are tough times for the retail industry. 

But just how tough are they?

While the monster losses by Macy’s, Target, Kohl’s, 
Nordstrom and others stole the headlines, they belie the 
strong performance posted by other parts of the industry. 
The success came from not just e-commerce giant Ama-
zon.com, but traditional brick and mortar operations like 
Walmart, TJX and Dollar Stores. 

In case you didn’t gather up and synthesize all of the 
earnings results, you can eyeball the charts below to keep 
track of the first quarter’s retail winners and losers.

Biggest Losers by Retail Sales, 1Q 2016

COMPANY LOWLIGHT OF 1Q PERFORMANCE*

Macy’s Sales fall from $6.23 billion to $5.77 billion, biggest decline 
since recessionary 2009

Gap Inc. Sales drop 6% to $3.44 billion, earnings drop from 56¢ to 32¢ 
per share—both figures in line with expectations

Kohl’s After five up quarters in a row, the comeback died with sales 
falling 3.7% to $3.972 billion

Target Sales of $16.20 billion below $16.32 billion forecasted by 
analysts and way below last year’s $17.12 billion first quarter 

Sears Net losses rise from $303 to $471 million, net sales drop from 
$5.88 billion to $5.39 billion

JC Penney
Instead of projected 38¢ per share losses on sales of $2.92 
billion, lose 32¢ per share on sales of $2.81 billion—down 1.6% 
from last year’s 1Q sales of $2.86 billion 

Nordstrom Sales of $3.249 billion is up 2.5% but below $3.293 billion 
projected; meanwhile, earnings down from 66¢ to 26¢ per share

Genesco Inc. Sales drop 2% to $649 million (vs. $661 million) in part due to 
divesting of Lids Team Sports

Ross Stores
$3.09 billion in sales is 5% above last year but below $3.12 
billion projected; same-store sales increase of 2% is below 2.5% 
projected

Dillard’s Inc. Sales decline 4.6% and earnings fall 18.4% from $2.57 to $2.17 
per share

Neiman Marcus Sales fall 2.3% from $1.52 billion to $1.49 billion

J. Crew Sales decline 3% to $567.5 million and same-store sales decline 7%

Abercrombie & 
Fitch

Sales of $685.5 million below $709 million expected; earnings 
per share of 59¢ below 67¢ expected

Lumber 
Liquidators Sales fall 10.2% to $233.5 million

Express, Inc. Flat sales of $502.9 million (vs. $502.4 million in 1Q last year)

Gordmans Stores Sales drop 2.6% from $145.9 million to $142.2 million

Chico’s Sales of $643 million below the $668.9 million projected; 
earnings of 25¢ per share below the 31¢ projected

Claire’s Stores Sales of $299.6 million down 6.4% ($20.3 million) driven by 
5.1% decrease in North America same-store sales 

GameStop Global sales down 4.3% to $1.97 billion—but performance is in 
line with expectations

Best-Buy Sales down for third straight quarter, from $8.56 to $8.44 
billion—but the 1.3% loss was less than expected

Bon-Ton Stores Sales decline higher than expected 3.3% to $591 million fueled 
by 2.9% decline in comparable stores sales

Kirkland’s Sales grow 9.8% to $129.9 million but not enough—instead of 
the 10¢ projected, earnings reached only 6¢ per share

Tilly’s Inc. Sales flat at $120 million; comparable store sales decline 4.1%

DSW
Sales up 3.9% to $681.3 million but below $698.8 million 
projected; earnings per share of 40¢ projected below 45¢ per 
share projected

Tiffany & Co. Sales surprisingly fall 7% to $891.3 million with comparable 
store sales declining 9%

Note: Unless indicated otherwise, comparisons are year-over-year. 
SOURCE: The Licensing Letter

Biggest Winners by Retail Sales, 1Q 2016

COMPANY HighLIGHT OF 1Q PERFORMANCE*

Amazon.com 28% increase in sales to $29.1 billion easily beats analysts’ 
expectations of $27.98 billion

TJX Sales grow 10% to $7.5 billion with comparable stores sales 
growing 7% 

 Walmart Revenue grows from $114.83 billion to $115.9 billion and 
earnings reach 98¢ per share, both figures exceeding projections

Dollar Stores
Dollar Tree sales up 133% from $2.18 billion to $5.09 
billion–89¢ EPS beats projected 81¢; Dollar General sales up 7% 
from $4.92 to $5.28 billion 

L Brands Sales rise from $2.51 billion to $2.61 billion and EPS reaches 
59¢, both in line with expectations

Home Depot Sales jump 9% to $22.8 fueled by 6.5% growth in comparable 
store sales (7.4% increase in US) 

Lowes
Revenues of $15.2 billion (vs. $14.13 billion in 1Q last year) 
and above $14.87 billion projected; earnings also exceed 
expectations–87¢ vs. 85¢ per share

Ace Hardware 
Record 1Q revenues of $1.2 billion, up 4.3%; net income of 
$26.1 million is $3.8 million below last year but 12% ahead of 
plan

Big Lots Sales up 2.5% to $1.31 billion projected; EPS of 79¢ instead of 
70¢ projected

Staples
Instead of the $2.62 billion projected, revenues came in at $2.61 
billion; and instead of the 55¢ per share expected, earnings 
came in at 59¢ per share

DICK’S Sporting 
Goods Net sales increase 6.1% to $1.7 billion

Foot Locker
Sales increase 3.7% with comparable store sales increasing 
2.9%; EPS up 7.8% to $1.39—25th consecutive quarter in 
which both sales and profits rose

Fred’s, Inc. Sales up 8% to $549.55 million 

Urban Outfitters
Instead of the projected 0.5% decline, existing store sales rose 
1%; revenues up 3% to $762.2 million, beating Wall Street 
projections of $759.4 million 

American Eagle 
Outfitters

Total sales up 7%, comparable store sales up 6%; EPS increases 
47% to 22¢ per share

Ulta Salon, 
Cosmetics and 
Fragrance, Inc.

Sales increase from $868.1 million to $1.073 billion; instead of 
the $1.29 projected, EPS was $1.45 per share

Williams-Sonoma Sales grow 6.5% to $1.098 billion driven by higher comparable 
brand revenues; EPS of 53¢ beats projected 50¢

Note: Unless indicated otherwise, comparisons are year-over-year. 
SOURCE: The Licensing Letter
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CELEBRITIES

Rihanna Shows Strength 
for Puma, Foot Locker

In the competitive world of licensed athletic gear, pop 
singer and fashion icon Rihanna is riding the demand for 
athleisure apparel to go toe-to-toe with some of the biggest 
athletes in the NBA. 

Athletic retailer Foot Locker in May posted its highest 
quarterly net income ($191 million, up 3.8%) and earnings 
per share ($1.39) in the company’s history, but investors 
were surprised when comparable store sales increases of 
2.9% failed to meet analysts’ expectations of 4%, a fact that 
execs blamed on mid-single-digit declines in the of signa-
ture basketball shoes. What that means: Nike’s big LeBron 
James and Kevin Durant brands failed to sell. 

What did perform well for Foot Locker was women’s 
fashion, led by the classic Stan Smith sneaker from Adidas 
and Rihanna’s shoes and apparel from Puma. 

Puma’s full-year 2015 sales increased 14% and its first 
quarter 2016 sales climbed 3.7%, in part because of its 
affiliation with Rihanna. “One highlight for Puma in the 
first quarter was the Fenty Puma by Rihanna fashion show 
at New York Fashion Week in February. A series of style 
for the female consumer have been launched successfully, 
both in collaboration with Rihanna as well as in our inline 
collection. Key footwear styles such as Creeper and Fenty 
trainer sold out within weeks or days,” per Puma’s first 
quarterly earnings report. 

In May Puma announced that three new styles will be 
added to the Fenty Puma by Rihanna Creeper collection on 
May 26, including two premium suede versions of the casual 
kicks. The company might hope for a little less enthusiastic 
response than the one that greeted Rihanna’s limited edi-
tion collaboration with fashion designer Manolo Blahnik 
earlier this month: When only 400 pairs were stocked in 
each of Blahnik’s London, New York and Hong Kong out-
lets, a dedicated microsite crashed several times as it was 
overwhelmed by fans trying to place special orders online.

It’s no wonder research firm The NPD Group in January 
anointed Rihanna the most marketable of all big-name celeb-
rities, based on the singer having more than three times as 
many strong brand endorsement opportunities as the aver-
age big-name celebrity. Her other licensing deals include a 
dressing table full of scents from Parlux Fragrances.

E-COMMERCE

How Do Millennials Use Their 
Mobile Devices to Shop?

Almost all of this year’s TLL Annual Licensing Business 
Survey respondents used two “M” words, often in the 
same sentence, when talking about key long-term trends 
in licensing and retail. And while they said it in different 
ways, they all made basically the same points:

XX Millennials are the socio-economic group currently 
wielding the most influence over retail; and

XX Mobile technology is the mechanism they’re using 
to wield that influence.

So what does it all mean? What exactly are millennials 
doing with mobile technology? And how are these uses 
different from the way other generations are using mobile 
technology to shop? 

A new study examining the shopping behaviors of mil-
lennials offers some clues to these questions. The study 
from retail research firm MobiLens lists the most common 
shopping-related uses of mobile devices by millennials in 
Germany and compares them to the frequency “Silver Surf-
ers” engage in those particular uses:

Use of Mobile Device for Shopping, 
Millennials vs. Silver Surfers

Use of Mobile Device for 
Shopping Millennials* Silver Surfers†

Took a picture of product 23.8% 18.3%

Sent picture of product to family/
friends 18.0% 10.4%

Texted or called family/friends 
about product 14.7% 10.2%

Compared product prices 13.9% 6.0%

Scanned bar code of product 13.2% 11.6%

Researched product features 11.2% 3.4%

Found store location 8.5% 4.1%

Found coupons or deals 7.3% 3.0%

Checked product availability 3.6% 1.8%

Notes: *Born between 1980 and 2000. †Over 55 years old.  
SOURCE: comScore MobiLens, The Licensing Letter
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Beanstalk launches its Icon Representation 
service for the representation of personality 
rights of legendary icons to be led by Martin 
Cribbs, who joins as VP Brand Management.

Rosalind Nowicki steps down as EVP 
Global Sales & Retail at 20th Century Fox 
to lead Iconix’s entertainment division and 
Peanuts Worldwide.

Zodiak Kids promotes Gwen Hughes to 
COO Zodiak Kids Studios for the U.K. and 
France.

Spin Master hires Anna Hewitt as its new 
Licensing Director Europe.

Broad Street Licensing Group promotes 
Peter Cross to Brand Manager.

Jim Procter-Blain is promoted as Head 
Marketing & Licensing of Simba Smoby U.K.

Newell Brands hires Fiona Laird as EVP & 
Chief Human Resources/Communications 
Officer.

Dean Greasley is now Head Licensing at 
TDP Textiles.

Perry Ellis Intl. appoints David Enright as 
COO.

Kindle Entertainment names Lindsay 
Watson Head Animation.

Ron Sargent, the CEO of Staples, will be 
succeeded by Shira Goodman, now the 
President North America, who will become 
interim CEO.

Target appoints Mark Tritton as EVP & 
Chief Merchandising Officer.

Jeffrey Conrad forms a new children’s 
publishing company, Peeko Press, with 
Brandon Henderson. Conrad is Co-founder 
Storyteller while Henderson is Co-founder & 
Publisher. Matt Gildea is President.

Animation studio TeamTO hires Shu Ye as 
GM to head its new office in Beijing, China.

Timbuk2 hires Jen Larkin as Design 
Director, Nelson Garcia as Art Director, 
Azul Couzens as Head Marketing and Ami 
Takahashi as Head Intl. Sales.

Tim Coppens joins Under Armour as 
Executive Creative Director of Under Armour 
Sportswear, a new premium line.

Serta Simmons Bedding appoints Daren 
Couture EVP Operations.

DSW’s SVP & CFO Mary Meixelsperger 
resigns.

The Founder & MD of Paul Lamond Games, 
Richard Pain, has passed away.

Who’s News Sports Shorts
Topps Tosses Celebrities 
into MLB Card Mix
In addition to over 350 players, the newly 
released 2016 Topps Baseball Series 2 col-
lection features insert sets commemorating 
noteworthy individuals who threw out 
a first pitch before a MLB game in 2015, 
including Bush #41, Tim McGraw, Jimmy 
Kimmel and Jim Harbaugh. The Topps Com-
pany is locked in as exclusive MLB trading 
card licensee through 2020.

Topps Cuts Digital Trading 
Card Deal with NFL
Topps was able to keep its 60-year rela-
tionship with the NFL alive by making a 
long-term agreement with the league and 
NFLPA for digital trading cards. The deal 
allows Topps to publish digital versions of 
its Topps Chrome, Topps Inception and oth-
er brands in its mobile app. Panini became 
the NFL and NFLPA’s exclusive non-digital 
trading card licensee in 2016 and has non-
exclusive digital card rights with the league 
and players.

Adidas and German National Team 
Ink World’s Richest Soccer Deal
Adidas has agreed to pay €50 million ($56.7 
million) per year to extend its sponsorship 
of World Cup soccer champions Germany 
through 2022. The deal is double the value 
of the previous agreement and above the 
€43 million per year that Nike pays to spon-
sor the French national team. Nike also 
reportedly bid for the Germany contract.
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