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International Licensing Shows 2017

fEZEB Hong Kong, China
EBERENE
Hong Kong International Licensing
Show
HHA/Dates: 20175189~11H
January 9-11, 2017
Hsa/Venue: FEBSWEREHL Hong
Kong Convention &
Exhibition Centre
F$75/0rganisor: HBRAB HKTDC
uk/Web: www.hktdc.com/fair/
hklicensingshow-sc

HBEFE Rl Moscow, Russia

BT RSN E

Licensing World Russia

HHB/Dates: 201782828H~382H
28 February-2 March, 2017

R/ Venue: EHRESERERREEFL
Crocus Expo

F175/0rganisor: HEZHCJSC GRAND
EXPO A&

wius/Web: http://www.licensingworld.ru

BEAFIZ Melbourne, Australia
BRI T EQIENE
Australian Toy & Licensing Fair
HHA/Dates: 20174385~8H
March 5-8, 2017
R/ Venue: EIRASMEEFID
Melbourne Convention &
Exhibition Centre
FH75/0rganisor: BAFTIENS
Australian Toy
Association
muk/Web: http://austoy.com.au

SEERHT4ENHErLas Vegas, US
EERETEMET RN E
Las Vegas Licensing Expo
HHA/Dates: 201755823~25H
May 23-25, 2017
s/ Venue: FIEFEMEFSEEHTSEFD
Mandalay Bay Convention
Center
F375/0rganisor: 3EUBM Americas
NS
L/ Web: www.licensingexpo.com/
licensing—expo

HZAZR= Tokyo, Japan
BAENE
LICENSING JAPAN
HHA/Dates: 20176 528H~6H30H
June 28- 30, 2017
s/ Venue: ZREEFRRERFOTokyo Big
Sight (Tokyo International
Exhibition Center)
F175/0rganisor: BAREBREERAT
Reed Exhibition Japan
Ltd
muk/Web: www.licensing—japan.jp/en

EEE/R Seoul, South Korea
BRERSENE
Seoul Character & Licensing Fair
HEA/Dates: 20175F7812~16H
July 12-16, 2017
i/ Venue: B/REREHL Coex Hall
F#375/0rganisor: A BFIIREFED
Ministry of Culture,
Sports and Tourism
wiuk/Web: http://characterfair.kr/wp/en

EECE London, UK

BRI R R R

Brand Licensing Europe

HHi/Dates: 2017510810~12H
October 10-12, 2017

=/ Venue: {CE R BB
Olympia, London

F175/0rganisor: ZZEUBM ADVANSTAR

G

miuh/Web: www.brandlicensing.eu

#ini Singapore

TN FEESENE

Franchising& Licensing Asia

HHB/Dates: 2017510812~14H
October 12-14, 2017

Hm/Venue: FiIBEESSEDPKEFRD
Marina Bay Sands

F075/0rganisor: #I0# BizLink Exhibition
Services Pte LtdAE]

muk/Web: http://franchiselicenseasia.
com

T E_LiE Shanghai, China
REFINE
China Licensing Expo
HHB/Dates: 2017510818~20H
October 18-20, 2017
#=/Venue: EigFEFREREHD
Shanghai New International
Expo Centre
F175/0rganisor: FEIE SRERRHS
China Toy & Juvenile
Products Association
miuh/Web: www.chinalicensingexpo.com

FIH{RBX S B EE Dubai, UAE
B FE E PR R AR AR
Dubai International Brand Licensing Fair
HHA/Dates: 2017810829~30H
October 29-30, 2017
s/ Venue: BEERSINSBEHL
Dubai International Conve—
ntion & Exhibition Centre
F#375/0rganisor: INDEX Conferences
& Exhibitions Organ—
isation Est.
muk/Web: http://licensingdubai.ae
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e, IPRIFEIRIER : FEAEIDRRZ N A H
Rising Middle Class, Improved IP Protection Set Stage
for Potential Sales Growth Within China
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ith a rising middle

class and stepped

up enforcement of

trademark rights, China
is rapidly emerging as a consumer
market for licensed merchandise of all
sorts.

And with that growth, has come an
increased focus on using local suppliers
to develop and manufacture products
tailored to China, dispensing with the
one size fits all strategy that once was a
hallmark of companies selling products
there.

Particularly on the entertainment
side, the global properties are being
confronted with an increasing number of
locally-developed characters and brands.
Says Shirley Zhu, who heads up Sesame
Workshop’s business in China: “The
competition is getting more intense and
you are seeing more China-groomed IP
that is being introduced both because of
the consumer interest and a government
push to develop the culture.”

The interest in China among
global licensors has been triggered
both by consumers willing to pay a
premium for global brands across
fashion, entertainment and sports and
a crackdown by the Chinese authorities
on counterfeit goods, say industry
officials. Retailers and mall operators
are requiring that licensees have
paperwork documenting that they have
the trademarks to sell the products, says
LMCA Asia’s George Williams. Sinofaith
IP Group and Alibaba’s Alifish also have
introduced brand protection platforms
that allow for tracking of licensed goods.

“Licensing is finally hitting its stride
as a viable business model in China and
part of that is because trademark and
IP laws are getting enforcement,” says
Williams. “The stepped-up enforcement
combined with China’s surging brand
awareness have combined with the
speed and convenience of the Internet
and e-commerce shopping to make
an investment in brands and character
properties in China” a safer course than
it was previously.

$7.6B at retail

Retail sales of licensed goods in

16 2017.Q1

China grew to $7.6 billion in 2015,
up from $6.1 billion a year earlier,
accounting for 3% of the $251 billion
global market, according to LIMA’s
Annual Global Licensing Business
Survey. Entertainment/characters
accounted for more than half of that
(58.5%) while fashion was at 20.4%. and
corporate brands at 12.1%. Royalties
earned by those licenses totaled $443
million in 2015 -- 3.2% of the global
total.

The increased awareness of global
and local brands has been fueled in
part by a booming e-commerce market
headed by JD.com and Alibaba, the
latter having about 450 million monthly
active users. The Internet marketplaces
are being complimented by both
branded standalone brick and mortar
stores and store-within-a-store formats
that allow Chinese consumers to sample
the products. For example, Sinofaith’s
Alfilo is a master licensee for the British
fashion brand Austin Reed, operating
both an online store and more than 30
brick and mortar locations across Asia,
including several in China.

¢ Mattel is “buying into
properties” in China and forming
partnerships for local products, CEO
Christopher Sinclair told analysts
recently. For example, TV production
company Silvergate Media is working
with Mattel China to secure local
licensees to produce products based
on its Octonauts property. Mattel will
manage Octonauts-based consumer
products and a retail program for
them in China. Mattel also gained
the rights from Century Innovate
Technology to make Fisher-Price toys
for the locally-developed Bodhi and
Friends license.

Mattel also signed an agreement
to launch toys based on family
entertainment company UYoung’s new
animated action series “Battleclaw.” The
pact represents both the first time both
a Chinese property has signed a global
master toy license, and that Mattel is
introducing product first in China. The
series, which launches on China Central
Television recently, consists of 78,
22-minute episodes.

“There is no doubt we need
local products and local curated
product,” Sinclair said. “So a lot of
work is being done to tailor and drive
performance in what is the future in
many respects.” Mattel is adding design
and development staff in China, where
about 35% of its revenue is generated by
online sales. “You have to be facile and
you have to have entry price points that
are different than those in the developed
world,” Sinclair said.

& The National Basketball
Association has 36 licensees for
China and is increasingly adding
local suppliers and retailers, the latter
including the Baozun, Xebio, Belle,
Intersport and Yohobuy chains, in an
effort to appeal to fans in China, says
the NBA’s Rob Millman. The local
retailers are in addition to the 126 NBA
stores in China (some of which are
operated by South Korea’s MK Trends)
and the e-commerce sites Tmall, JD.com
and WeChat. Nike, which signed last
year to be the NBA’s official supplier
of on-court apparel starting with the
2017-18 season, will likely generate
“significant interest” among Chinese
fans by using a selection of locally
developed products, says Millman.

¢ The British Museum’s pact
with Alibaba, in which the Chinese
Internet giant serves as a licensing
agent, is expected to add a broad range
of products across apparel, housewares,
gifts, leather, jewelry, tableware and
replicas inspired by its collection of
eight million objects.

A British Museum online store,
which will use Alibaba’s Alifish
licensing platform, is expected to
launch on Tmall in early 2017 and
will be followed by shop-in-shops in
department stores and pop-up locations
in 2018, says the British Museum’s
Craig Bendle. Alfilo will operate the
stores, which will be the museum’s first
outside the UK.

The museum is the most visited
destination in the UK among Chinese
tourists and exhibit tours in China are
among its most successful, says Bendle.
For the museum, which launched its
licensing program in 2015, the Alibaba



program is part of an effort to broaden
the audience for its collections with
products designed for the Chinese
market, says Bendle.

@ Entertainment One’s Peppa Pig
was featured in a display containing
playsets and plush toys at the opening of
the U.K. retailer Hamley’s first store in
Nanjing, China in October. The launch
at Hamley’s came on the heels of Peppa
Pig Ferris Wheels that debuted at Toys
“R” Us in China in June. The products
followed the introduction of the Peppa
Pig series on CCTV last year and the
hiring of local licensing agent PPW,
which signed Penguin China for books
and King Bee for toys.

@ Sequential Brands Group is
working with Alibaba to expand Martha
Stewart’s presence in China. Stewart
was a speaker at Tmall’s Super Kitchen
Expo, an event that also featured 24
other companies. Stewart said she would
sell online in China likely through
Tmall and that her trip to China was “to
discover how we can do that efficiently,
as well as to promote our brands and
products.” Sequential is preparing for
a “big movement” with Alibaba and
the Martha Stewart brand in China,
Sequential’s CEO Yehuda Shmidman
told analysts recently.

¢ SmileyWorld launched a
partnership with mall operator
Liberation for pop-up shops featuring
a capsule collection of eyewear and
accessories, along with other licensed
products including mugs, bags,
keyrings and other products. The first
of these opened in Galeries Lafayette
Beijing. SmileyWorld also partnered
with BestSeller Fashion Group China
for t-shirts, polo shirts, dresses and
sweatshirts that are being sold through
BestSeller’s 1,600-store Selected retail
chain. It also landed an agreement with
C&A for footwear, dresses, and t-shirts
that will be sold through stores in
China.

@ U.S. retailer Build-A-Bear
Workshop opened its first store in
China at the Shanghai Disney Resort
in June and is weighing expanding its
presence in the country, says a company
spokeswoman. While the first store is

owned by Build-A-Bear, the company
is considering franchising in China as
a means for speeding growth, Build-A-
Bear CEO Sharon Prince John has told
analysts.

@ lIconix Global Brands is
planning to boost its business in China,
a market that accounts for 4% of its
annual revenue, CEO John Haugh told
analysts. “There is no one size fits all
in that market,” Haugh said. “There is
a big opportunity that is more than 4%
and we have a team on the ground there
so we can run faster than others.”

¢ LMCA’s forming of Oasis
Lifestyle Asia earlier last year will
focus on fashion/entertainment brands,
potentially expanding its business from
a base in corporate branded hardgoods.
The first of deals were signed late last
year, potentially setting the stage for
some products in 2017, says Williams.

@ Sesame Workshop signed with
IMG China to seek licensees for toys,
fashion accessories, food and beverage,
housewares, skincare and beauty and
book publishing. Sesame opened an
office in China in 2013 and has been
building its brand through syndication
of its U.S. programming, a Chinese
New Year special co-production with
CCTV Children’s Channel, and online
video platforms that reach 100 million
viewers. Sesame initially had toys with
Hasbro (plush), but it later pulled back
to focus on its Sesame Street English
centers — more than 150 centers in 67
cities — and live touring show. It has had
apparel agreements in the past in China
and is seeking to sign 2-3 new pacts for
2017 that would broaden the brand’s
reach to teenagers, says Sesame’s Zhu.
Sesame also is considering a theme park
for China.

“Licensing is becoming more
integrated into the eco-system,” says
Zhu. “As the income levels rise in
China, the consumer perception has
changed and has driven the desire
for more distinctive IP with heritage
and quality being the most attractive
features. And for brands breaking into
the market, you still need to have brick
and mortar so that people can touch and
feel the product.”

=

Yet amid growing demand from
consumers, issues remain with local
product development and distribution.
Many local manufacturers remain
structured for exporting products
and lack the distribution need to get
products to consumers, says Williams.
Brand management skills among local
licensee also remain in “limited supply,”
says Williams.

“The inherent challenge in the
burgeoning licensing industry in China
is that the number of products seeking
access to China’s billion-plus consumers
far outstrips the available resources
required to develop the products
and make them, by several orders of
magnitude,” says Williams.

Chinese consumers are increasingly
seeking same-day delivery of products
purchased online, a desire increasingly
fulfilled by having local licensees, says
Alfilo’s Yizan He. The issue of delivery
times is increasingly being addressed
by e-commerce companies, many of
whom already may provide support for
Tmall and JD.com retailers, setting up
single brand web sites to sell licensed
products, says Williams.

“Given the market size, IP owners
need to tailor their licensing programs
for China in terms of product categories,
retail channels and marketing plans,”
says He. “Another factor is consumer
expectations. Chinese consumers are
pampered with same-day delivery
for online purchases and that is only
possible with a local licensee.”

Local licensees also are moving
to attract consumers by developing
products in niches left open by major
toy suppliers such as Mattel and
Hasbro. For example, as Hasbro is
introducing new Transformers toys or
Mattel is unveiling a new Barbie line
in China, Hong-Kong-based King Bee
Toys may focus on creating costumes
and accessories not provided the larger
toymakers, says King Bee’s Jacqueline
\Vong.

(Source: Inside Licensing,
published by the International
Licensing Industry Merchandisers’
Association)
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ntertainment- and celebrity-

licensed pet products are

increasingly being dominated

by Petco and PetSmart, as
the country’s two largest pet specialty
chains battle for direct-to-retail (DTR)
and exclusive agreements that can
give them an edge in attracting loyal
customers.

To be sure, pet owners are more
often seeking food when
they venture to the specialty
stores rather than a licensed
toy, t-shirt, bandana, collar
or leash. But licensed brand
names, especially those that
are either exclusive or a DTR
are an attractive option as pet
specialty chains seek to separate
themselves from grocery, drug,
mass and other retailers that
typically carry non-licensed
items.

Sales of supplies, (a
category which includes hard
goods such as toys and leashes) are
forecast to increase 4.9% this year to
$14.98 billion, trailing only food ($24
billion) in the $60 billion pet market,
according to the American Pet Products
Association.

The emphasis on DTRs and
exclusives is apparent in the big
specialty stores. For example, PetSmart
currently has a large display dedicated
to all things Martha Stewart from dog
harnesses and collars to a reindeer
sweater and a hot dog hoodie. Petco
recently has an endcap dedicated to
Dr. Seuss-related products, and has
Star Wars items from apparel to collars
scattered throughout the store.

The goal, says a store manager at
one of the chains, is to mix DTR fan
collections that have appeal across
generations and can be changed
quarterly, with capsule displays that
are “a little more trendy” to attract a
different customer. DTRs give the chain
more control in both areas, says the
manager. The capsules can be matched
with movie releases such as NBC
Universal’s recent Trolls film and The
Secret Life of Pets last summer, both of
which had DTR programs at PetSmart.

20 2017.Q1

The DTRs are an outgrowth of both
PetSmart and Petco setting up sourcing
operations in China to speed product
development and help deliver better
margins. And with much of the focus
of the DTRs being on products that
can be sewn together rather requiring
manufacturing molds, “the barriers to
entry aren’t so extensive,” says Jakks
Pacific’s Tony Lawlor.

Exclusivity reigns

“Every retailer wants exclusivity or
a DTR these days, but it is much more
intense in the pet industry,” says Lawlor.
“Petco and PetSmart want the DTRs
because they want to build customer
loyalty base around their products. And
from where 1 sit, it is a question if | can
get one big retailer behind me to carry
a line for 12 months, is it better for me
and the licensor | am representing to
take that opportunity? Or do we try to
get 3-4 SKUs in multiple stores, which
isn’t really a statement? And with pet, it
is all about making a statement.”

The proliferation of DTRs among
the two largest pet products chains
is giving some licensees pause for
thought as to which brands they bring
to market, say industry executives. It
also is making licensees more cautious
in negotiating minimum guarantees.
In the case of securing new licensees
for Grumpy Cat and Boo: The World’s
Cutest Dog, Jakks was able to get
“reasonable” minimum guarantees and
royalty rates and “non-painstaking”
approval processes that quickened the
pace of bringing products to market,

says Lawlor.

“l am going to wait on seeking new
licenses until | see how the landscape
shakes out” with retail DTRs, says
Lawlor. “Those that I sign will have to
be very strategic and they will have to
serve a purpose beyond just a character”
in terms of making brand statement.
“The risk of licensing now comes to
minimum guarantees and the days of

overpaying for pet licenses are
gone because the DTRs have
diluted that.”

A brand statement is
especially important in pet
products where retailers can
carry hundreds of collars,
leashes, toys and other products
that all tend to blend together
absent a recognized name.

And much of the licensing
in pet products revolves around
toys, apparel, beds and other
hard goods, given entrenched
brands in pet food such as

Purina, Meow Mix, Milk-Bone, Blue
Buffalo and some long-time celebrity
deals, including Rachel Ray, whose
Nutrish premium gourmet dog food has
been on the market for eight years and is
sold through Walmart and Target.

The focus on licensed brands
appears to land squarely on the big
box specialty retailers. Major mass
chains tend to carry only a smattering
of licensed goods and for the most part
deploy private label and more generic
brands to ensure a lower price, say
industry executives.

From toy aisle to pet aisle

For example, Target and Walmart
carry an extensive array of Gramercy
Products licensed Nerf Pet items. But
Nerf pet products largely found a home
in mass retailers because of the brand’s
sizeable presence in the toy aisle, says
Gramercy’s Daniel Troiano.

In addition, the pet products
are seeking to carve out niches by
delivering products in categories
relatively untouched by licensing:

@ Jakks Pacific will launch a
24-SKU assortment of Grumpy Cat-
licensed toys, beds, collars and other



items exclusively through PetSmart
in March. The line targets cats, which
tend to have fewer licensed products
than dogs. Jakks also signed a pact
for Boo: The World’s Cutest Dog
with plans for introducing a line of 36
SKUs of apparel, leashes and collars
aimed dogs weighing less than 20
pounds. Jakks, which is re-entering
the licensed pet product business after
several years’ absence, also introduced
Disney character-based products at
Meijer in October drawing from six
Disney movies, including Toy Story and
Monsters Inc.

@ Gramercy’s Nerf Dog tennis
ball blaster Pets will start sales through
100 Toys R Us stores later this month as
part of a display that will feature other
Nerf products. The Nerf Dog items are
among the few pet products Toys R Us
carries. “The goal is to get a permanent
home next to the other Nerf products,”
says Gramercy’s Daniel Troiano.
Gramercy also is seeking to extend
the license into other products such
as leashes and collars, says
Troiano.

(For its part, Toys R Us
since 2011 has licensed its own
name to PetSmart for a range
of branded pet products.)

@ Pets First is readying
an NFL Players Inc.-licensed
line of t-shirts leashes,
collars, shirts, hoodies,
bandanas, toys and other
product, says Pets First’s
Mark Sok. The items will
be introduced at the Sports
Licensing and Tailgating
Show in Las Vegas in
January. The company
also signed a license with
RealTree and will launch
camouflage-themed collars,
leashes, t-shirts and other
products in 2017.

@ Fetch...for Pets!, which
sells a range of pet products
under such brands as Arm
& Hammer (oral care), Glad
(training pads, waste bag
dispensers), Shout (stain and
odor removers), Peeps (toys,

apparel, treats), has its Fresh Step
(licensed from Clorox) litter boxes,
liners and odor eliminators featured
in an end cap at the Meijer’s chain
alongside Clorox’s Kitty litter.

The display is part of an effort by
Clorox and Fetch...for Pets! to cross-
sell their products, says Fetch... for Pets’
Steven Shweky. The companies also
have joint promotions aimed at gaining
more shelf space for the Fresh Step Pet
brand.

“It is really channel specific and we
are finding more success for the brands
we license in food and mass retailers
than in specialty pet.” Fetch... for pets!
also has Chi dog shampoo and other
grooming products at PetSmart under
a licensing agreement with Farouk
Systems, better known for its line of
products sold through human hair
salons.

@ Discovery Communications’
Animal Planet Pets brand found its way
into a holiday display at the rear of a
Connecticut Kohls store where licensee

=

MerchSource was promoting sport dog
tennis balls, auto-flow pet fountain and
other products.

While much of the focus of DTRs
and exclusive deals has been on the top
pet specialty chains, some licensees
also are tailoring their lines for smaller
dealers as well. While Gramercy sells
10-12 Nerf Dog SKUs through mass
retailers, it redesigns the products with
different features for local and regional
dealers, says Troiano.

Family lifestyle

Yet in appealing to millennial and
baby boomer pet owners, licensees and
licensors are developing products seen
as an extension of the family lifestyle.
Pets First has licenses for pet apparel
with the Major League Baseball and the
National Football League, even having
released some pink New York Giant
jerseys for female dogs.

Celebrities have long been part of
the mix. Ellen DeGeneres partnered
with PetSmart for a line of dog products

that will start sales in early
2017. Singer Lady Gaga and
former model/lifestyle mogul
Kathy Ireland also have
ventured into pet products.
On the food side, companies
also are weighing lending
their brands to pet nutritional
products and supplements, with
PetSmart said to be readying
a DTR program to address the
category.

“We are seeing a
continuation of pet owners
treating their pets as an
extension of the family and
its interests,” says Dr. Seuss
Enterprises’ Susan Brandt.
“The expansion of licensed
products into home décor,
furniture and tabletop leads
naturally to licensed pet
products in the home.”

(Source: Inside
Licensing, published by
the International Licensing
Industry Merchandisers’
Association)
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hilst the Russian retail

market took a hit over

the last couple of years,

with more than 22
million children under the age of 14, it
is understandable that licensing in terms
of children’s properties continues to
grow.

Of course the economic issues
have significantly changed the retail
landscape. Retail prices have risen
significantly in the last two years and
the share of consumer spending on non-
food items has fallen as consumers have
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held back from making non-necessary
purchases.

However, the situation is changing
for the better. Whilst according to
NPD in the top ten licensing countries
licensed products account for 28% of
total toy sales, in Russia this is less,
running at around 23% at the moment.

But this situation is changing and
the Russian market is now growing,
largely thanks to the success of a
combination of home-grown and
international properties that have taken
the market by storm.
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According to NPD, the most
popular brands in Russia are
international giants Star Wars, Peppa
Pig and Disney Princesses followed by
home-grown Masha and the Bear and
Robocar Poli from South Korea.

The Russian licensing market is,
however, comparatively new and has
only really developed, other than Disney
properties, in the last fifteen years or so.
Up until 2014, the industry was growing
at an impressive 15% to 25%. However,
the RUB/USD exchange rate went
into free-fall in 2014 and, as a result,



consumer spending was significantly
cut back.

As we said earlier, however, this
situation is now changing and the
market is once again growing. Major
global properties are helping the market
expand, together with local properties
that have been popular for some time,
such as Masha, Fixies, Luntik and
Smeshariki.

With outstanding animation quality,
humorous content and educational
values, Masha in particular has
translated into international markets
like no other Russian-originated brand.
The show is translated into more than
25 languages and shown in over 100
countries with licensees the world over
quite literally producing thousands of
licensed Masha products. Examples of
success include Danone in Russia who
reported a 13 percent increase in sales
when they launched Masha-branded
product and Ferrero who sold more
than 37 million Kinder Milk slices so-
branded with Masha in the Russian
Federation.

Bringing the story up to date, there
is a third Masha series currently in
production and the property is set to
take the important US market by storm.

Moonzy (Luntiks) is also hugely
popular with more than 3,000 licensed
products, with 472 episodes of 4.5
minutes and more than 5 billion views
on YouTube; licensed ranges include
over 120 different magazines and 597
books selling 17.5 million copies. In
addition, there have been 165 different
plush selling 5.8 million items and
each year seems more than 200 live
performances.

The property is managed by
Melnitsa who also manage another
popular children’s property The Bakers.
This comprises 172 animated episodes
of 4.5 minutes each aimed at children
aged five to twel. There have been more
than 3 billion views on YouTube and the
property currently has more than 1500
different licensed products ranging from
toys to confectionary, books, bed linen,
sporting goods, mobile apps, stationery
and live performances. Melnitsa
also handle Bogatyrs, the full length

animated film based on Russian folklore
heroes. The most recent film - the 7th
in the series - grossed over $25 million
in Russia and there are more than
700 licensed products including toys,
mobile apps, food and drink, tableware
stationery and books.

Riki Group’s Smeshariki (Kikoriki
in International markets) has been a
major success story for many years
now with an impressive portfolio
of animated episodes together with
full length features. The most recent
movie - Kikoriki Legend of the Golden
Dragon - debuted last spring supported
by a number of licensed agreements.
These included a real life quest game
for children and their families where
consumers find themselves in a setting
where they have to find a magic tool
to save one of the Kikoriki characters.
The game is managed by international
‘guest’ company Claustrophobia.

Further Kikoriki products included
a range of car safety seats and other car
accessories branded with Kikoriki and
product by Russian partner Autoprofi.
Air conditioning for children’s rooms
from Hikonix was another unusual
license for this popular character along
with branded medical caps from United
Uniforms and a plush range that can
be heated in a microwave and will
warm children’s hands. On the digital
side, the property enjoyed a special
showcase page in the biggest online
Russian shopping resource, ozon.ru,
where toys and games, publishing,
cosmetic products and stationery can be
purchased.

Moving onto internationally popular
properties in Russia and Megalicense,
the leading independent agency in the
region are enjoying significant success
with Peppa Pig which is now one of the
top pre-school brands in Russia. This
past year has seen significant activity
including a best-selling artwork for
children, chocolate eggs from Perfeti
Van Melle with sales of over 30 million,
a special children’s collection for
leading children’s retail Detski Mir
and a loyalty program and promotion
with Russia’s largest network of cafés
Shocoladnitsa.

i L

Another major player in the Russian
licensing market is Brand4Rent,
founded in 2015 by a team of licensing
professionals led by ex-Disney executive
Denis Kulakov. The company has
recognised the potential for licensing
beyond children’s characters and also
has an art licensing, sports and design
company licensing properties as
varied as MotoGP, FC Spartak, Pepsi,
Gapchinska, Assassin’s Creed, Maya
the Bee and Discovery’s Animal Planet.

In terms of the studios of course
Disney continues to lead the way with
significant success through Star Wars
and the Disney Princesses which have
been particularly popular. Nickelodeon
Viacom Consumer Products is also
increasing its presence in the market
with products including the Teenage
Mutant Ninja Turtles, SpongeBob
SquarePants, Dora the Explorer and Paw
Patrol. Nickelodeon currently has more
than 2000 licensed products available
in Russia including homewares, toys,
stationery, party goods and apparel sold
through leading retailers in Russia such
as Detsky Mir, Korablik, Metro and
Aucan amongst others.

In conclusion, the Russian market
is showing significant signs of growth
both in home-grown properties which
dominate categories such as back to
school and stationery and internationally
known brands which dominate the toy
sector.

More and more quality animation
is coming from the region and free
television is now accessible to almost
all households, together with the new
media channels such as YouTube etc
bringing popular brands to increasing
numbers of consumers.

In addition, local brands are
continuing to enjoy state support and
some of the major TV channels are
beginning to develop their own IP
for licensing and creating their own
licensing departments. However, in
terms of licensed products, bearing
in mind the size of the market, the
larger manufacturers are still the only
companies that can provide the level of
service and marketing support needed
for a successful licensed product.
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INDEF
My Little Pony

%7 IP owner:
#ZZ ERR (hE) ARAF
Hasbro Trading (China) Co. Ltd

EZ /X Country/Region: [

F.& = Character story:

A —DEA R B /Dy, o3 I B2 S R 200 T HoAth 5 21
ARV, T, PRI A EIRER DR/ N DA F2E 3 “ K" .
FEARHL, SEBLANIE B AR F L, B4 LR R . R
T 25 5501 W I (B TR T D/ N ED R Ry T A o 038/ T ARG
A0, 1/ NS B R A T— R0 BRI R, NI =2 R
J AL A AT AT T R A A IR

mi#E= = Brand highlights:

¥z % T4E= (Hasbro Studios) @& (/N5 #i. At
JET ) B i 2R 504 S5 E A 2 AN (The Hub) i &5 48R
1801 X (1 254 B A 4K i , 32 2 T ARG R A Z B,
WA/ NS FTR R A T RE . /D SR LT S 22 IR i
RN, W3S R30I L.

EHREN I Licensee companies:

FIARE AL (L) ABRAT . LIS & FIERHEA AR .
B 3 R PG I R R AT BR A AL 5 B AL R A R A D L T
SR T BB PR BRI KA R AT L )R g i AL 5k
M BRA L B A SCRF R S ( JbRT) AR v | B A B
Nl ANBEREE ST A

EWRENER/IA Licensee products/projects:
MR, # L 60, foih, SCR L PR BRIk LS R
EH I AR

HRIENREES |/258Y Preferred licensee catalogue:
Nk L AL PO SCHE L BrE L B RVORE, JLE A . R
wb ARE R SR IR BRA R EEE) T IE L R R
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SHEA
HUNTERxXHUNTER

IR IP owner:
NIPPON TELEVISION NETWORK CORPORATION

ARHRAE (138 ) S AT BT
MUSE ANIMATION (SHANGHAI) CO.,LTD

wih\Website:
WWW.e—muse.com.cn

EZ /X Country/Region: HA

28 Character story:

TR PNRINES AR, SARFERTERI S AR RN . PEAS
FEOAR L, A5 25 RE S B IAE R Rk . 9 B —4F, /NRTE AR
B AR TR AT NS A T AR IR T 2 T LR
RFEN  EBLRK BT J5, /NS A S T SRR . SR
SR 2K, FEEE NGBS R R4 5y, TR, IR TE
BOAAEN, X BLTFIR 4R S AC R I ERIT . SRRk e — PP E & TP T
Bk ig, JEENRE b g Ac i, AW, 51U ARG
TR

EIEEHET Marketing & Promotion in licensing:
CIEZRT 20, PRl £ 0 WENEN | BRIG 218 | BRI, 2 28 |
PEE R 2 SE

ARG E BRI A BRI ST 19924F, J& ok A AIE I &7 i ghimi 1t
LA, M Fshm R s s iR nIEL . TTE TS
I E R, P RSO SRR, I HE LA
ZICAI TV AN . BB 1401 Bl A 5 B 0 44 Sh im0
20134F MRS IR AL (LI ) BB A BRAF], RBAMAALZAT
Xt shiBTiis H A, UM Mshi@ ik i h OE, 4
DA TP AME RR SN EAR DAL IR, A dEghi bk R L R,
SRIA LAl Z A5 R H AT

RN E1ES /28 Preferred licensee catalogue:
BIEAHIC SR YRS T L SRS VRO B sl {3
TEGAZAL . R ITR W B A VRS 55



eI
Power Battle Watch Car

WA IP owner:
CJ iR CJE&RM

Mk Website:
http://cn.cjenm.com/

Ez/#X Country/Region: [

F.& = Character story:

FEARIERY AR, WG RHE R CERTE &, —Fhalh &4 A T8 6E

FEARB AR RANR 4 Watch cari@d: 1. EstRIkiai1 5409

R HEN] LUFNFA AT I8 i 5 5 8

[RIHS, AL R N PR R B = T Watch carse f ISt

FE TSR, T ik EWatch carse B Baem a2y “Hl” Jkimi

PAFRTGE R, 128K TR ETFHHE12 HiWatch carfRHi#EL

F3% . MAEXIYIE], AEHREBIRIOMIE K Watch carfi /B4 21
“PRIERRRBN 1 P B IR e

¥ = Brand highlights:

i ECRME A FICIERM il ECFR MM IR . Tk
1A 7 SAMGHE SR A LR TR

FEsE FE AT 28 AL [l — B (R Bedf i 97 H b, L2t (4-7
) RS 5 T A 2100

i E Tooniverse AL G GRS, A = JH B[] 7E 2 4 B B /b JLAT
T PA=T % T2 IR 14

E#ENER/IE Licensee products/projects:
. SCH BHR BRS

BNEHEHET Marketing & Promotion in licensing:

S DT BT DA ERURIE AT SRR L T, RARIPHY
R, WS+ TS

SN DUh E R AUR S 2 3%l R 25 D I 32 R 1 B A i
FHETIP,

IR EESE/258 Preferred licensee catalogue:
BrH SCH L B ek FEIR R SR
TR 32 R S B e A A

(sE=RHET)
Rakshasa Street

WA IP owner:
A IRASU R A TR
Shanghai U17 Cuture Development Co.,Ltd

Mk Website:
http://www.u17.com/

Ez/#X Country/Region: F1H

F& = Character story:

BURA T AT RPURE R Z M S — A AN RIAF AR, 1
AREA NEREIE A, RAPA S R RAA T
Ao BRFARE—Z M RET I A, H—RMWASEUA
A AT Mo

== Brand highlights:

&S . 13.6712 ANk Bhim 1-2k24/Ni, LBEIT439.4
Wiy, 1002 220, TR BRI =, sl T,
B 7 s Wi ST HEA S —, SR M OS2 U
S b2 SIS (T T VA

E#EN eI Licensee companies:
AT AR AR GRREE . PARTT . /K IR T A, 8
FEUE . s E S AREITE . S HMREE

E#ENER/IE Licensee products/projects:

A AR AR AN SR REh KSR S AL P RAT (R
RIEAL, AIKRTFHAAGE . BT HIEHAGE . R HIRET
MLEAL ., vt 13 R84 T A . A B EFAREAL, = HAS
R AT, oAt/ N B 40 SO B S AR B R A4

ERCE T Marketing & Promotion in licensing:

PE B A — AN R ST SR m 25 &, “FIRR IR
TIETT A G BOT R A S E TR . WA
200004 & i % & SEIE, 4 400003 A L i imifE §h 1F e %
B, FEMAHSEE50000 N, HAEARRAF .

IR EVES /28 Preferred licensee catalogue:
SCE HAAh . BrE, B fbllin A
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0%
Magee

Mt IP owner:
IR 40 =m0 A PR )
Hunan Golden Eagle Cartoon Co. Ltd

EZx/#X Country/Region: H[H

&= Character story:

R — G T | P AR ZE Rk SR ) 220 | 22 1 R R A i
71, TCABRRIBRTN, GRS | R AWANE,
WAEFF, MR T AT SRR/ Tk BRE R, RRIEREAD, 3
P b A~

BR T UM, 22 WESSRBDRIERA SR, BRI E TR,
BRI =2 R, AR BRDRAEIRCE, W REA
EEE T B MT278 ~ TAERAE , BIRMYAELE

X HATEAA TR, AR AR A A AE N2 R 48 R T
MAH S R

= Brand highlights:

R A R AR, T20164R4 1 1 H &8R4
Ny TG R o MR R BRI, AT R
O LR T AR, RSB NBRIE R, 1
SIEREIATZ R B R ARG, Wz LBEMNGR A S
%, e BRI IEAER TR AU A

EHENE Licensee companies:
BV S INPSE-y A0 NP BN 12 SRR

E#EINAER/IA Licensee products/projects:
EELMILL e . TRV AIE Do | &SR s
AN . S ERBEREMNTIGE . RS

EREEHET Marketing & Promotion in licensing:

F 4 1 R s 34 0 - B VIR, 454 IR A IR SRR AR B %
U, WEAUPHEAT 207 G R & B 8L . FRs L A,
WESRIEEEE 2 FARME SRS LS S, EEEEMIE I, TR
Py BRGS0, BB BT

BN EES /28 Preferred licensee catalogue:
A R N
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BIFRE OKEE
OKI&KIKI

Wi IP owner/iIzE 7 IP operator:
JUIR B R SRR A IR A
YiQiLe Company Limited

muhWebsite:
http: //www.yigilegd.com

EZ/#X Country/Region: F1[EH

mhEfF.% Character story:

W RE A QIE FUEOR B 200 Z M3k, —BEET AR R HE S 141
BAFER EBRAIE S SR b, A £ 4 S0 WITRARS, fil
AOKIERE R, ThHAERE AL, Wi A i S8 e 8 A: 16 14
ST . Bk 1 HORIR RE, RE R T B OKI, RFER A
BT R P0A SOE MR & Be R BEKIKI, N A7 I 214
TR, WOk SZHIARE. FRFAERNES, B “OKR &, T
ST, AT 2 R AR AL

Mh#= = Brand highlight:

— TR E PR B AN, 3 5 MR RN B S S G 1%, A
AR R X EAERT Y, iR, “OKAEROK”
ELEE T MEARS R ZM0EIE RN, FEME
ERA RN, EESMNAIZ NI R R AR
Lofter. Pinterest® -G H X E T &5,

EWREN G Licensees:
W, LA,

E#ENER/IA Licensed products/projects:
PR OB . Bl A, fREImE S . VEm, T, #ew . k.
k. PR,

RN & e E/28 Preferred licensed categories:
WG A . shigdlfE, FEEIT . EERE . EURE S,
FREAG BRRIY . MR RImAE . SCR B, AR
PR



=0, ZE
McDull, McMug

M7 IP owner:
A RAH]
Bliss Concepts Limited

Mg \Website:
http: //www.mcdull.hk

Ez/#X Country/Region: [ #k

F5ZE Character story:

B AR ST SC AR R 2 KA IR QIE, T2 E R
B0 Qe i, RG] 2 i AR R /NSO T 32 UG B R R R R
— RSN, oA AR (Yl ) | (200 -
T CHRHEAEAER2)  (F9n- w2 | (90 - 2R gk
) (250 - WANFRAGID ) Te (Z2 50 - M FEAIR) , XLEERFZE
TR BOMARE LT A BT A R 22 50

mh#= = Brand highlights:

VEGRST SC AR 5K 27 G2 B QIR I 22 5 22 Ji R 418 1, F19904F
(A NSRS P YN 7/ RN N1 € i L SN
R A P M X 232 0, BEARAS R . SOk B A i) S
Fr, ALk 2 mAE AL, BN A REE WS LA, Bl iR
TSI T P A A+ SRR AEZ—, A
SR USAL TS RN AR F BT, iVE 22 SR e B
BIRAND, APk ok Frigtid AR

E#ENER/IE Licensee products/projects:
AL 5 TERARE . miG ol . 2 S BIRR = i 4

R EVESE/2 8 Preferred licensee catalogue:
R WEBHE . WS BE . Bl BG4S

EM=ENR
My Favorite Towels

IRiE IP owner:
JNAS S A R ]
STUDIO ILYA ANIMATION, INTL.

m ik Website:
http: //www.studioilya.com

Ez /X Country/Region: HE&

F& = Character story:

BN AL — X AR R IR ZE, RIS &4l LFE g aE 285 ]
BREEHERE LA LY vE, MMATAERE, i
— RN, B &L T A

BN MR, ENTRR RN = 1 PR 2
FAMTER RN, PR F NP, ENME A LSRR
K, AB AR RE R B E I RN AR T EM R
FEE, A FRER L BOE | R0, 45388 A, % 2] il Fi
BIAAAL . A, TR LI E AN, BT,

kg% = Brand highlights:

CRM=EI) Pra A EALE NI AR, HHTH IR AR L
#HEMEmATH
ZHENTNE L WITG, SR BB e R, ko8 LR %
S PrLL, BB i b EIREIRY), B i b e
SRR TR H R B IfE

BRI AT B L BRI S , AL ™ 0 AR, S T
FENATHL R IIE ARG EA ) R — SR

BIEEHET Marketing & Promotion in licensing:

Bl DR RS2 S L, BRI — A~ 43 DJL B AR shimi 7
Ho FZEENA-62 1%L,

IR —SBINZER B —Hahly, e dn, LAY
R — 4B, XRLIE 7 22 R AR, S AT RR 3%
R, 285 AT A i A2 206
MRS R F A Z M g gt B DU leds JL sk
BETAIN G R b ] — R B, — MKk, —REE
57, XA TR T AT B IR & R B O I T

IR EVES /28 Preferred licensee catalogue:
UL SC R BEHL TR Bl iR 3
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® FEHUE (2017) FEEMNZEARE
{7l k£ TJPA Annual Conference
HHEA: 20174E3H30H-3H31H
MR T - KT E BRSOy (VE95)
o B EUR B B S s A P
T ELA B F STl 2 A Tl A
A E AT 23, AAE3H RAE SR M
FERINE HINCE R N R E R R A WoiE S
A, RIS . The I
U s AR AR T8, R
TEAR R RBIE AT S A, DT A
WA sE g ISR R T

o ERREMESRARMEERE
SEBhEREENZRXESChina
Licensing Professional Academy
Alumni Conference

HHEA: 20174E3H30H
R SN - RMERR 2 e (TE75)

20124658, Uik SCA RS )
T “ERIE SRR, JF
ZACP E B A B A 260 T N
Ll B 55 Hll R —— “E R
i RUHEYE (SO ) 7,
I T 400875 51, EiE3002 % &
b, AERATALRSR T HEE LA
201 7AFIh A SCAL IR AE 3 FF T, 280
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RIS 18 m B PE i R 2, fie
ATV A AN 2 o

@ FtEFEREFNFIEICIR China
Licensing Summit
HER: 20174E3H30H
HrR: N - RIEFR 2T (TT5)

20164 HYFAUH % H 2 — R 3
HIRFIABAL R, AR S TP
MG, RSB BT, R
PTG AT PAIGE R, 7% 2l B M 1E 78 D
A LAEH Z FURZNE B LT AT
ERCY NS AN 2 YR @) 3 U A R o
o] SRR IR DA RS 3 ELI
7 N FM, REDHERAUN & 3
Jriile ek EARAE YA ATl
S o

® CLE2017 ASIPiFE Most Popular
IP at CLE 2017
HE: 2017455 -10H4
20164ECLE H [ S AUR T UCHE T R
SR NRIPIFETR 3, S BAUR T
WEZE TGS, SRR — B4 I
7\ PHYE AL T JI B . AT e i i

1B — R BUE M B SRR S CLE R
SR BRSSPSR 2 T
104 AP 33 CLE NPT,

PSSR T CLERM Z A LG A A I

® IntE4& (4b= ) Kids Fun Expo
(Beijing)
HH8: 201747 413H-7J116H
e AR R YR HTE (dbat)
Te 2 S ] A I — T 1) 1 21 1 L )
A TR, BEEMT SRRt
BHHEME, Srh e gL . ™
e B , TR R AT RIS
J1. 2010416, 2 5 ahiH o %
HHEE AR, 20164t 5Bt 24 K ik
FN18ITWMAR o TS TE SR AR Rl T UL
T RS H IR 292005 AR &, e B
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® FE/\EFEmMEENSEICIEChina

Licensing Summit

HEB: 2017410017 H

M LR PR o

o [ SRR R 1 e s el v E BT R
WM EI, TRIIZEINE, A
201 74E R — 4R I, 5B\ h
B A iR VTR 3R K 7 v B R AR J 23 40
(265, FEMGERATEAAT IR AT
RERERIE ST, AR T IR ST A
B,

o FEREMBEAMISTIBRES

TJPA Night

HHA: 20174£10°17H

s L9 I B v B

Hh [ e HL AR T ATk e 2 Bl o
2R, 2 BT IE AR AT AE
WAED), CHOM TR S 1Tl
DA TRAVRRNFESI, TH
ARG ST R AT Al 1 12 5
THIEACHL, SN AL I L AC I 23 o

® £+—JF (2017 ) CLEFERNE
China Licensing Expo

HE8: 2017410418 H-10H 20H

il P e o S N A R

FA1Jm CLE 2 AUR i 2 ik 2
TPk, 200 A s BN
EAUPIH 00T, i Rilshid,
MUK . IBEIR L I A U, TF
AEEL . HAN . SRS Z A
KBMXAIGALE . Bl 2 WM T
25T NI

T E AR M20064E KR4, I
BB MBR K, BT T,
R AR MR E PR TS 6

O CKEFEZRER “BNEERHRT
X” Licensing Zone of China Kids
Expo

HiH: 201710H18H-10H20H

Mo IR E PR G

A IR G ], R R R A
A [ S R R AR T
X7, SEAA—E, H B
AT E A

® E_ECLEEMNZ®KCLE Night
H: 2017421074 19H #:
BN S w53 S N LAV R

BRATA 0y e —— CLEBRAL Z K
CLE Nightfe e m2Jdn . 7ECLE#
WL, EWNAMAA LRI 2R—
&, H AU AT UL, SRR AR
BT AR AL

CLEBRAZ K L ik —4F—JE Y

CLEASRIPR¥,
@ itiE4 ( LB ) Kids Fun Expo
( Shanghai)
Hi: 2017410H218-10H22H
Mo LV R R
4k20164F i Bri S BRIl E
Ao Ak ST R T 1) T B Y
BeioiEd)) . ZFAFAERALG S T
FERUR G Al e X2 I K, RASR AR AR T
B Al 2 ) e B2 B AL B 1
PRAE, AR B2C FIARIY 2 L

® FEIEMEER M XE)I&IPYY

## Training Match-makings

Ph 2 AF BN 3R E B EL AN 22 BT
PRI JRAG i A 7 A R I, TR 32 Al B
W SERSIMIFRA0RY = XIEI, 78
ARLETT S FIA I, A B A S 3
TEREAAEAL B, FFEEAP I F
FEX, SEBLIP S RHRA ™ X A TCAE R 4

OCLERHEEN2EMAXFPLCLE
Licensing Media Center
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