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Retailers to

This special report identifies the hot retailers, 

trends and opportunities in licensing–such as 

Jet.com co-founder Marc Lore–who are all 

driving change, innovation and expansion.
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editor’snote

NICE TIE, MR. TRUMP
Whatever your political affiliations, the campaign and 

election of Donald Trump has ignited meaningful dialogue 

and discussion among just about every person around the 

globe. From a business perspective, it has impacted the 

real estate, hospitality and licensing sectors and added 

new meaning to the category of celebrity licensing. 

President-elect Trump is the first licensor, if 

you will, to ever reach the Oval Office and he has 

become the most widely known person in the world 

except for maybe His Holiness, Pope Francis.

Tourists now flock to Trump Tower in droves, 

when before there were occasional visitors based 

on the popularity of the president-elect as a reality 

show star and host of the “The Apprentice.” The Fifth 

Avenue location was the building where the reality 

show was filmed and is also Trump’s residence. 

Regardless of your political or personal 

beliefs, president-elect Trump has given 

new meaning to the words phenomenon, 

popularity, presidency and pop culture.

He defies the norm in every sense of the word 

and the expectations we have had as a society about 

politics, presidency, celebrity and business. Trump 

tweets, he insults, he praises and he receives more 

media coverage, both positive and negative, than any 

other public figure or celebrity around the world.

Trump is perhaps the ultimate definition of 

celebrity licensing–a name that can sell merchandise 

regardless of anything else that happens, whether 

it tarnishes or enhances his brand name.

Macy’s, which not only merchandised an extensive 

line of Donald Trump products, but also featured 

him in its advertising campaign for several years, 

severed its partnership with the president-elect last 

July, when his campaign was just getting started. 

Most recently, there has been an online movement to 

boycott retailers that sell Trump-branded products. 

As the holiday season approaches, it’s still too 

early to determine the effectiveness of this boycott 

initiative on retail sales among dozens of major well-

known retailers that sell Trump-branded merchandise, 

as well as Ivanka Trump merchandise. And Ivanka’s 

licensing business, while connected to the family name, 

poses an entirely separate discussion as it involves a 

different celebrity with different characteristics.

According to the annual Top 150 Global Licensors 

report, published exclusively by License Global, 

The Trump Organization was ranked No. 106 and 

represented an estimated $225 million in retail sales 

of licensed merchandise worldwide in the calendar 

year 2014. The Trump brand licensing business 

includes not only merchandise in apparel, footwear, 

accessories and home, but also various real estate 

holdings, golf clubs, restaurants and resorts. It is 

not a huge business by comparison to other brands 

and licensors, but a meaningful one nevertheless.

The Trump brand certainly raises the overall 

business analysis related to the key characteristics 

of celebrity licensing which include image, values 

and trust. And when you begin to break down just 

what actually is the image, or values, or trust factor of 

Trump, the result oftentimes comes full circle. Trump 

not only defies some of the negative aspects and 

criticism, but some of the positive attributes as well. 

Let’s face the reality of the licensing business and the 

fact that there are gift shops selling licensed merchandise 

at almost every public and private government building, 

museum or historical monument from the Vatican 

to the House of Parliament to the White House.

There are dozens of celebrities, from the Kardashians 

to Mary Kate and Ashley to Jessica Simpson to Kathy 

Ireland to Martha Stewart to Ellen DeGeneres, that 

built bona fide brand extension businesses that 

have all survived varying degrees of criticism and 

hype. The other consideration here is that the U.S. 

has never experienced a president-elect who has 

built a business model based on his celebrity. 

It’s important to consider that there are hundreds 

of thousands of consumers who will buy merchandise 

and hundreds of thousands of consumers who won’t. 

Furthermore, every licensing and retail executive realizes 

that in the end it’s the consumer who will decide the 

success or failure of any brand. For now, it’s simply too 

early to evaluate the ultimate destiny of the Trump brand, 

but be assured that there are plenty of naysayers and 

supporters watching closely as this potentially historical 

case study in celebrity licensing continues to unfold.

So for now let’s just leave it on a cordial 

note, “Nice tie, Mr. Trump.” ©

by TONY LISANTI 

global editorial director

“MR. TRUMP IS PERHAPS 
THE ULTIMATE DEFINITION 
OF CELEBRITY LICENSING.”
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bizbriefs

Macy’s, Esquire Team Up 

to Launch Jewlery Line

The “Empire”

Guesses Back

Unleash Your Inner 
Tommy Pickles

Nickelodeon 

has partnered with 

Kith to release an 

assortment of co-

branded apparel based 

on the ’90s animated 

series “Rugrats.”

The collection 

includes a variety of 

items such as a hoodie, 

crewneck, t-shirt 

and hat for adults, 

and two t-shirts, 

a hoodie, crewneck and beanie for children—all of 

which features original “Rugrats” graphics.

The Kith x “Rugrats” collection is currently available.

Twentieth Century Fox Consumer Products 

has partnered with G by Guess to launch a limited-

edition capsule collection based on “Empire.”

The 10-piece women’s fashion line is comprised 

of designs inspired by Cookie Lyons, one of the 

show’s main characters, and includes products such 

as a halter top, bomber jacket and a variety of dresses.

The five-piece men’s range is based 

on designs inspired by the character 

Hakeem Lyons, and features items such 

as jackets and a selection of shirts.

The “Empire” x GBG collection is now available.

Macy’s and men’s magazine Esquire have teamed up to launch 

the Esquire men’s jewelry collection in more than 500 U.S. stores.

Created in tandem with longtime Macy’s partner SHR Jewelry 

Group, the 70-piece collection features a variety of materials and 

styles including pendants, bracelets, rings and more, and is separated 

into four categories: day, evening, work, and sport and adventure.

“Esquire’s reputation as a known fashion authority enables us 

to bring a unique and stylish point of view to men’s jewelry,” says 

Glen Ellen Brown, vice president, Hearst Brand Development. 

“The collection’s accessibility and versatility help men look good 

without looking like they’re trying. SHR and Macy’s are fantastic 

partners who understand the Esquire sensibility and its appeal.”

The collection is now available.

Smiley 
Has Reason 
to Keep 
Smiling

The Smiley Company has 

been busy, as it recently teamed 

with outerwear brand Moncler 

to develop an exclusive winter 

capsule collection featuring 

its emoticon-inspired brand.

The currently available range 

includes outerwear, apparel and 

accessories—including jackets, 

t-shirts and sweaters—and 

features Smiley’s yellow palette 

and trademark in a “toony” 

style as well as all-over prints. 

“I’m delighted to be 

collaborating with one of the 

world’s leading technical outdoor 

sports brands,” says Nicolas 

Loufrani, chief executive officer, 

Smiley. “This collection showcases 

the huge possibilities for Smiley 

in sports, and also highlights the 

appetite in the market for our 

latest collection, Smiley ‘Happy 

Sports,’ a concept dedicated to 

putting the smile back into active 

sports and promoting a message 

of positive values and fair play.”



www.neontuesday.com

     © Disney    
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bizbriefs

Warner Bros.
Acquires Machinima

Taco Bell has staked its claim on the Las 

Vegas Strip, with the debut of its 7,000th 

restaurant and first flagship retail experience. 

The Las Vegas eatery will serve as the 

fourth Taco Bell Cantina restaurant and the 

first of its kind to offer 24-hour service. The 

retail experience will allow consumers to get 

their hands on exclusive merchandise and 

memorabilia in the restaurant. The merchandise 

includes Las Vegas- as well as Taco Bell-

branded gear ranging from hats, shirts and 

bags to bikinis, rings and sweatshirts.

On top of the opening, Taco Bell also unveiled 

its first logo refresh in more than 20 years.

“If you’re going to throw a party to celebrate 

the growth and evolution of your brand, there’s 

no better place to hold it than Las Vegas,” says 

Marisa Thalberg, chief marketing officer, Taco 

Bell. “This flagship restaurant is our ultimate 

expression of the Taco Bell brand and lifestyle.”

What Happens at Taco Bell Stays at Taco Bell

Sesame Workshop 
and Feld Team Up

Warner Bros. announced it 

will acquire Machinima, the global 

programming service focused 

on fandom and gamer culture.

Under terms of the deal, 

Machinima will become part 

of the new Warner Bros. 

Digital Networks—a division 

founded in June 2016 to 

grow the studio’s digital and 

OTT offerings. Additional 

terms of the pact were not announced.

“Machinima is a strong gamer and fandom content and social brand with 

enormous reach and high engagement with audiences that play our games 

and are big fans of DC films and television shows,” says Craig Hunegs, 

president, business and strategy, Warner Bros. Television Group, and 

president, Warner Bros. Digital Networks. “Machinima also produces great, 

high-quality content for its community, and together we can create an even 

more compelling experience and do some really exciting things involving 

our key franchises. This acquisition is another meaningful move forward 

as Warner Bros. develops more direct relationships with our consumers.”

Warner Bros. was already an investor in the company 

prior to the acquisition announcement.

Sesame Workshop and Feld 

Entertainment have joined forces 

to develop new touring live shows 

inspired by “Sesame Street.”

Under terms of the deal, 

Feld will produce and tour live 

“Sesame Street” productions throughout the U.S. The company will 

also execute local marketing and sales plans to expand the brand as 

well as develop a line of consumer products for the live experience.

“Feld Entertainment has a long-standing tradition of creating 

spectacular live experiences for audiences around the globe,” 

says Scott Chambers, senior vice president and general manager, 

North America media and licensing, Sesame Workshop. “We’re 

thrilled to collaborate on bringing the laughter and learning of 

‘Sesame Street’ to kids and their families in a brand new way.”

The first production is slated to launch in October 2017, though the 

current “Sesame Street Live!” tour will continue through July 2017.

“We are excited to partner with a company as dedicated to 

children’s learning as Sesame Workshop and to join their mission 

to help kids grow smarter, stronger and kinder,” says Alana Feld, 

executive vice president, Feld Entertainment. “Bringing the 

iconic ‘Sesame Street’ brand to life allows us to extend the love 

that families have for these beloved characters through the live 

entertainment experience in a way only Feld Entertainment can.”
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bizbriefs

Disney Consumer Products and Interactive Media 

and Ethan Allen have joined forces to release the Ethan 

Allen | Disney home furnishings collection.

Inspired by Mickey and Minnie Mouse, the line includes more than 

500 styles and boasts an array of furniture and accessories such as art 

and wall décor, rugs, lighting, bedding, storage pieces and more.

“Ethan Allen | Disney is like nothing we’ve ever done, and nothing 

you’ve ever seen,” says Farooq Kathwari, chairman, president and chief 

executive officer, Ethan 

Allen. “Combining our core 

strengths of craftsmanship, 

style and quality with 

Disney’s rich storytelling, 

we’ve created an experience 

that kids and parents will 

truly love and appreciate.”

The collection—

currently available at 

all Ethan Allen Design 

Centers in the U.S. 

and Canada, as well as 

online—will see additional 

products released in late 

2017 inspired by other 

Disney characters.

Disney and Ethan 
Allen Get Mousey

Cheetos has unveiled the brand’s 

first-ever online store.

The new, limited-time e-commerce 

destination will feature a raft of never-

before-seen items inspired by the Cheetos 

brand. A selection of products includes 

leggings, a scarf, a onesie, slippers, bronzing 

cream, perfume, cufflinks, a jewelry 

collection, oven mitts and more.

The Cheetos collection is now available 

online at CheetosStore.com. The branded 

merchandise will only be available while 

supplies last throughout the holiday season.

“Chester Cheetah’s exquisite ‘paw-manship’ 

is on display throughout the seriously stylish, 

seriously for sale, collection that will wow your 

friends and family with gifts they didn’t even 

realize they have to have –until now,” says Jeannie 

Cho, vice president, marketing, Frito-Lay.

Cheetos Unveils Online Store

eOne Lines Up French 
Licensees

Entertainment One has 

partnered with a slew of French 

licensees for merchandise 

inspired by its animated 

preschool series “PJ Masks.”

In addition to the 

merchandise program, 

eOne has also appointed 

France TV Distribution, the agent for “Peppa Pig” in France, to manage 

the consumer products program for “PJ Masks” in the region.

Kicking off the lineup is Giochi Preziosi, which will distribute 

Just Play’s master toy line–launching in January–that includes action 

figures, play sets, vehicles, plush, dress-up and role-play items. 

On the heels of the toy launch, the merchandise lineup will expand 

in fall/winter 2017 with Royer introducing kids’ footwear. Then, in 

2018, ATM will roll out a range of back-to-school accessories. 

Additional partners for apparel, accessories, games 

and puzzles will be announced at a later date.

“The property’s French heritage means that France is a key European 

territory for ‘PJ Masks,’” says Ami Dieckman, head, international licensing, 

eOne. “Response from both local and international trade has been 

phenomenal and we look forward to welcoming a premium licensee list 

in 2017. Audiences are tuning in to the TV series in big numbers and with 

the expert guidance of France TV Distribution, we’re keen to harness 

this popularity with the launch of consumer products in January.”
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BLE

T
his year’s Brand 

Licensing Europe, which 

took place Oct. 11-13, 

established its position 

as the most well-attended event in 

the trade show’s 18-year history. 

More than 7,500 visitors representing 

76 different countries were in attendance 

at the three-day expo held at London’s 

Olympia facility. In addition, retail 

attendance increased 10 percent over 

last year, and manufacturer and licensee 

attendance was up six percent. 

The event featured more than 

250 exhibitors of which 63 were new, 

including the National Basketball 

Association, Blizzard Entertainment, 

J!NX, Authentic Brands Group, 

Lonely Dog, Momot Global, Paris 

Saint-Germain and Paramount 

Pictures, among many others.

Additionally, this year’s Retail 

Mentoring Programme was the 

biggest since its launch seven years 

ago, with more than 50 buyers from 

a host of major U.K. companies 

such as Marks & Spencer, Halfords, 

The Entertainer and Sainsbury’s.

BLE also hosted its largest-

ever character parade, with more 

than 80 characters, and held a 

variety of educational sessions 

across the Licensing Academy and 

Brands & Lifestyle Theatre, with 

topics ranging from the basics of 

licensing to roundtable discussions 

on topics like celebrity licensing 

and revitalizing classic brands.

Furthermore, the show’s keynote 

address was another highlight. A panel 

of sports executives comprised of 

Vandana Balachandar of the NBA, Andy 

Ward of the Rugby Football Union and 

Andreas Pletl of FIFA, and moderated 

by Tony Lisanti, global editorial 

director, License Global, discussed the 

current trends in global sports licensing, 

opinions on major opportunities and 

where the future of the market is 

headed as well as how to take advantage 

of the increasingly global market.

Another key highlight of BLE 

was Charlotte Reed’s book brand, 

May the Thoughts Be with You–a 

collection of Reed’s own thoughts 

illustrated with cheerful, fun cartoon 

characters–which was honored as the 

winner of the annual License This! 

competition for new creative concepts.

Other highlights from 

the event include:

 Q more than 2,500 properties 

by ERICA GARBER

Brand Licensing Europe hosted its largest show ever 

this October, seeing an increase in attendance, square 

footage and more.

Raises
the Bar

BLE
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BLE

on display and available to license; an eight 

percent increase in gross square footage 

(making it the largest show to-date);

 Q more than 1,700 meetings took place as part 

of the inaugural Matchmaking Service; 

 Q a new Product Showcase walk-through 

installation, which brought licensing to life with a 

display of licensed products throughout the years;

 Q the launch of the Retail Licensing Club, which 

aims to bring retailers together at exclusive 

events throughout the year for networking 

and licensing industry updates; and

 Q the launch of Licensing Expo China and the 

announcement of an exclusive partnership 

between UBM, LIMA and Alifish to harness 

the potential of the Chinese licensing market.

“We couldn’t be happier with the success of this 

year’s show,” says Anna Knight, brand director, BLE. 

“The show remained busy and buzzing throughout with 

a record number of European licensing professionals 

in attendance. We specifically set out to increase the 

number of retailers attending and have seen a significant 

jump this year with the help of our Retail Mentoring 

Programme, new and improved Retail Lounge and 

Retail Licensing Club launch. We are also very excited 

by the results of the new Matchmaking Service and 

the increased footfall to our Brands & Lifestyle Zone, 

both of which have generated a significant amount 

of new business for visitors and exhibitors alike. 

The whole team is now looking forward to building 

on this success and planning next year’s event.”

In addition to BLE’s robust slate of events, 

programs and seminars, the show was, as 

always, a platform for a number of major 

announcements from the world’s top brands. 

Brand Licensing Europe 2017 will take 

place, Oct. 10-12, at Olympia, London.

Top Brands Make Waves
Sony Pictures Consumer Products unveiled plans for a 

wide-reaching consumer products program in support 

of its upcoming film Emojimovie: Express Yourself 

with the appointment of 12 licensing agents across 

multiple territories. Agents that signed on for the 

program include 20too Licensing, Biplano, Bradford 

Licensing, Click, J&M Brands, Katalyst, Lizenzwerft, 

Merchantwise, Rocket Licensing, TLC and Tycoon.

David Hasselhoff also made an appearance at this 

year’s show and tapped Prominent Brand + Talent 

to serve as his exclusive worldwide branding and 

licensing agency. Under the terms of the agreement, 

the agency will promote, market and license the 

actor’s brand in categories like apparel, health, 

fitness, nutrition, automotive, digital and more.

Beanstalk also announced it would take 

on two new clients–Bear Grylls and Xbox–for 

licensing in a number of territories globally.

Meanwhile, Pokémon Company International 

announced four new deals with major licensees–

Marketing Licensed Products, Ravensburger, 

Textiss/Freegun and RJ-Romain Jerome–

extending the brand’s reach in France, and 

further celebrating its 20th anniversary.

Nickelodeon and Viacom Consumer Products 

also tapped three new licensees for merchandise 

based on the MTV Brand. Évos is on board for a 

line of audio products, Agrokor will launch branded 

energy drinks in the U.K. and Middle East, and 

Dutch fashion retailer CoolCat will debut an apparel 

collection developed by licensee Van Der Erve.

Additionally, NVCP also revealed a raft of food and 

beverage deals for Nickelodeon properties including 

“SpongeBob SquarePants,” “Teenage Mutant Ninja 

Turtles,” “Paw Patrol” and “Blaze and the Monster 

Machines,” among others. Select partnerships include 

Dairy4Fun for branded yogurts, milk snacks and 

desserts; Vitapress for fizzy juice drinks; Ideafruit for 

branded apples; and Roter for chewable vitamin tablets.

Discovery Consumer Products also announced 

that it will launch a licensing merchandising program 

for the Eurosport network, a leading sports channel 

located in 93 countries. The new program is set to 

kick off with a range of cycling products for children 

and adults. To support the upcoming merchandise 

line, Discovery will also create a marketing program 

that aligns with the network’s broadcasting events, 

beginning with the Tour de France in July 2017.

SEGA Europe continued to pay tribute to Sonic 

the Hedgehog’s 25th anniversary by partnering 

with fine art publisher Washington Green. The 

fine art collection will feature a diverse range 

of original work from a number of mediums 

including sculpture, painting and mixed media. 

The limited edition pieces were launched in Castle 

Fine Art galleries across the U.K. on Dec. 2.

Perfetti Van Melle’s Chupa Chups brand also took 

to the show in style this year after teaming up with 

London-based art fashion label The Rodnik Brand 

to commemorate the creation of the Chupa Chups 

logo by painter Salvador Dali. The collaboration 

launched at BLE with a special art exhibit and fashion 

project that includes ready-to-wear dresses alongside 

art pieces, which will also be available in exclusive 

apparel collections and licensing projects. ©
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W
hile his interest in gaming began at a 

very early age, Sean Gailey never lost 

the passion for play and he actually 

nurtured every aspect of being a 

geek. From programming to art to gear, this creative 

entrepreneur has done it all while building a robust 

business over the past 17 years and establishing J!NX 

as a premiere lifestyle video game apparel brand.

Gailey, the co-founder and chief executive 

officer of J!NX, has experienced the evolution of 

gaming for more than two decades and throughout 

his career he has remained steadfast in his goals 

to build a business that delivered products and 

experiences that every gamer was looking for. 

“In the early days of J!NX, we focused on both gamers

and geeks. The word geek represented a very small, 

niche market. By proudly proclaiming that we are geeks, 

we were making a statement about unabashedly loving 

things that the world historically scoffed at. However, the 

word geek has become ubiquitous. Everybody is a geek 

now. The market is saturated. While we still love Star 

Wars, comic books and Dungeons & Dragons, we decided 

to focus exclusively on video games, our one true love,” 

recalls Gailey, who previously started and sold three 

other businesses. “We didn’t take a paycheck from J!NX 

for 3.5 years. At that time, we realized that we would 

truly need to commit to make it work. So, we made the 

decision to cut off all our other income sources and go 

for it. In the following months, the register finally started 

ringing and we knew we had something very special.” 

Throughout the ups and downs of building a 

business, Gailey’s passion, like many entrepreneurs, 

has endured the test of time and is the driving factor 

and key to the growth and success of J!NX. He still 

is a hobbyist game developer, and has published four 

games and always has at least one in development.

“As a hardcore gamer myself, staying connected 

is not an effort, it’s a pleasure,” explains Gailey. 

THE 

QUINTESSENTIAL 

GAMER

ExecutiveProfile: Sean Gailey, J!NX

SEAN GAILEY

co-founder, chief executive officer, J!NX
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“I choose to play games over TV, books and 

movies, and I read gaming news as a fan. Passion 

for this culture keeps me connected.”

And it’s his personal connection to the gaming 

sector that differentiates J!NX, and perhaps gives 

the company a competitive edge. But not only 

does Gailey, who’s gamertag is “Heavy,” remain 

heavily involved in the gaming sector, but he also 

influences merchandising, product designs and 

marketing, and has big plans for the future.  

According to Gailey, J!NX recently launched two 

new lines of apparel. They are the J!NX Brand, which 

the company describes as a “collection of core clothing 

featuring comfortable fits and soft fabrics inspired by 

the upbeat and relaxed attitude of gaming” and J!NX 

Pro, described as “an original label catering specifically 

to professional gamers and e-sports enthusiasts.” 

Gailey says that both lines offer consumers “a 

means of paying tribute to not just one particular video 

game license, but rather gaming culture as a whole.

“J!NX was created to celebrate gaming culture 

and lifestyle. Video games are not just something 

we do, they are woven into who we are,” he says. 

According to Gailey, the J!NX Holiday ’16 collection 

drew inspiration from the company’s gaming roots and 

pixel art. “I believe pixel art can bridge the gap between 

video games and pop culture,” he says. “So, while our 

primary focus is brand-centric designs like Polygon 

Skull, we also use pixel art on designs like California 

Gamin’ to highlight our life here in Southern California.”

Gailey believes the popularity of e-sports will have 

a strong impact on the company’s growth plans.   

“On the licensing side of our business, we have worked 

with all the top e-sports developers and publishers 

(Blizzard, Valve and Riot) over the years. We’ve also 

been watching and playing competitive games for 10-

plus years, long before anyone cared. It is no surprise 

to us that e-sports is on fire,” explains Gailey. “In 2015, 

we began planning J!NX Pro, an authentic lifestyle 

brand for e-sports enthusiasts with strong messaging 

around competition and commitment. We know that 

competitive gamers need focus above all else, and to 

achieve maximum focus, we designed J!NX Pro to provide 

maximum comfort. We aim to be the Nike of e-sports.”

“I am most excited to make J!NX the first video 

game lifestyle brand in brick-and-mortar retail in 

fall of 2017,” he adds. “Retailers need something 

fresh and just about every retailer will see an 

intersection of their customers with video games.”

While Gailey has always set the bar high, this 

gamer believes he has a unique opportunity and, 

of course, the passion to realize his goals. ©

ExecutiveProfile: Sean Gailey, J!NX
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F
rom its humble beginnings in 

Hoboken, N.J. about two years ago 

until its acquisition in July by Walmart 

for $3 billion, the improbable and 

virtually instantaneous growth story of Jet.

com is proof that entrepreneurial dreams of 

launching a retail concept can still come true.

Co-founder Marc Lore, who went from 

relative obscurity to president of Walmart’s 

e-commerce business, has solidified a reputation 

as being one of the most influential and powerful 

executives in the world of e-commerce. And 

one could argue that he did it a lot faster than 

the legendary Sam Walton, who took 18 years 

to reach $1 billion in sales for Walmart and 

accomplished it faster than any other company. 

Following Walmart’s acquisition of Jet.

com, CEO Doug Macmillan posted to his 

blog five big reasons Walmart bought Jet.

com. They are quoted as follows:

1. Jet.com brings 

more ways to serve 

our customers 

and reach new 

customers online. 

Jet.com created a 

unique, transparent 

way for customers to 

shop, helping them 

make choices that lower 

their prices as they 

shop—from building 

smarter baskets to 

opting out of free returns and using debit cards.

2. The deal will build on our 

e-commerce foundation and accelerate 

growth. Walmart.com has grown to the second 

largest online retailer by traffic in the U.S., and 

in just the past six months has expanded from 7 

million items to more than 15 million on the site.

3. Jet.com’s and Walmart.com’s 

customer bases are complementary. 

Jet.com is a hit among urban Millennials, 

and it will continue to focus on delivering 

premium brands and experiences. Walmart.

com is winning value-conscious shoppers with 

everyday low prices by keeping costs low.

4. Jet.com boasts incredible talent. 

Marc Lore is both a visionary e-commerce 

leader and a merchant. He brings with him a 

smart and talented team that, when combined 

with ours, will be the best in retail.

5. Together, Jet.com and Walmart can 

win the future of retail. Walmart is in the 

business of “saving people money so that they 

can live better.” By combining with Jet.com’s 

technology, shopping experience, customers 

and talent, the retailer can do exactly that.

It’s this Jet.com type of spirit of 

entrepreneurship, innovation, opportunity and 

growth, among other attributes, that this special 

report focusing on 17 Retailers to Watch is based. 

The 17 retailers included in this special 

report account for more than $100 billion in 

sales. Compare that to more than $1.3 trillion 

of the world’s top 10 mega retailers, according 

to the annual Top 250 Retailers Report by the 

National Retail Federation and Deloitte.

While every licensing executive wants a 

piece of this huge retail pie, the reality is that 

opportunities for growth and incremental 

business sometimes transcend beyond the world’s 

largest retailers including Walmart, Carrefour, 

Costco or Amazon. Consider the following:

 Q Germany’s Lidl will begin expanding 

aggressively in the U.S.; Alibaba is 

connected to the lucrative Chinese 

consumer base; Primark is also expanding 

its discount fast fashion in the U.S.; and 

Five Below continues to grow its dollar 

store concept and licensed products are 

a big part of their merchandise section. 

 Q In key merchandise categories, Staples, 

Fanatics, PetSmart, Wayfair, The Entertainer 

and GameStop are offering more licensed 

products than ever before, capitalizing on 

consumer trends and brand preferences.

 Q Other specialty retailers such as QVC, Box 

Lunch, Colette, and Story can showcase 

licensed brands oftentimes better 

than most traditional retailers can.

 Q And venerable mid-tier retailer JCPenney 

is proving that a turnaround is possible and 

key brands are a major part of the reason.

There are other retailers that arguably 

could have been included in this report, but 

these 17 are the ones to watch as they offer 

significant opportunities for licensed products 

as you look ahead to 2017 and beyond.  ©

This special report identifies the hot retailers to watch that are driving change, innovation and 

expansion. From the incredible story of Jet.com to the innovative approach of independent retailer 

Story to the growth and opportunities in China offered by Alibaba, there’s a whole lot going on in the 

retail sector beyond the traditional global retailers that dominate the sales charts. 

MARC LORE

co-founder, Jet.com

Watch in

‘1717
Retailers to
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Dublin-based fast-fashion retailer 

Primark is on an expansion tear. The retailer, 

which operates 315 stores in 11 countries 

and posted revenue of $7.4 billion in 2015, 

added 22 new stores globally last year. Since 

the retailer crossed the Atlantic in 2015, the 

company opened five U.S. locations and is 

planning three more. Meanwhile, the chain 

continues to expand in Italy and France.

Particularly strong in athleisure streetwear 

and beauty with its PS Beauty line, Primark is 

a force in licensed merchandise. The largest 

European retail partner for Harry Potter-themed 

merchandise, the chain recently expanded its 

Wizarding World offerings with new products in 

fashion and home décor inspired by the launch 

of Fantastic Beasts and Where to Find Them. 

A high level of social media engagement 

through Instagram posts and Snapchat 

views keeps Primark top-of-mind for its 

consumer base and the nimble marketer 

is a mecca for merchandise tied to 

movie launches, buzzworthy television 

series, music trends and more. 

Among the collections Primark stores 

have showcased are: a “Looney Tunes” 

collection with Warner Bros. Consumer 

Products, an exclusive “Family Guy” for 

Father’s Day collection of men’s apparel, 

accessories and homewares with Fox Consumer 

Products and clothing and accessories 

with an array of Disney characters with 

Walt Disney Company U.K. & Ireland.

Americans spent $60.28 billion on their pets in 2015 and beds, collars, 

toys and treats represent tremendous growth potential for licensed 

products. PetSmart, the largest specialty pet retailer of services and 

solutions in North America, isn’t missing any licensing opportunities.

“We pursue licensed product collections because pet parents and 

families want to bring their pets into experiences, special moments 

and interests–whether that’s a college or professional sports team, a 

favorite film or personalities and characters,” says Eran Cohen, chief 

customer experience officer, PetSmart.

PetSmart’s Tailgating collection includes 

a range of pet jerseys, tees, hoodies, 

collars and leashes featuring professional 

and collegiate sports teams, and lets pet 

parents bring their pets into the fun of 

game day. “We also do collaborations with 

influencers, like Jackson Galaxy, with a cat 

product capsule collection, as well as the 

soon-to-launch Grumpy Cat collection, 

due in stores early next year,” says Cohen.

This year, PetSmart collaborated 

with Illumination Entertainment and 

NBCUniversal Brand Development’s 

Secret Life of Pets for a line of 

toys, beds and apparel.

“This was the first time we got early 

access to a film and 

created a pet product 

collection aligned with the 

film’s characters. For Secret 

Life of Pets we leveraged all 

channels from TV to digital to 

social to public relations, as well 

as in-store events and signage–in 

fact, the characters took over our 

stores and that was a key theme 

in the campaign,” says Cohen.

The company has also 

partnered with Martha Stewart 

Living Omnimedia for Martha 

Stewart Pets Treat Shop, a 

line of oven-baked natural 

dog treats sold exclusively at 

the chain as well as a line of 

pet home décor, toys and in-

home grooming supplies, and 

with Ellen DeGeneres’ lifestyle 

brand, ED, for a line of pet 

apparel, beds, bowls, collars, 

leashes, harnesses, toys, pet 

carriers, and grooming products.

Primark:
Exporting Fast Licensing to U.S.

PetSmart:
Bringing Lifetsyle to Pets

ERAN COHEN

chief customer experience officer, 

PetSmart
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Staples:
Licensing In and Out

Staples, the office supply superstore, is a 

valuable licensing partner on both the retail 

and brand fronts. Every year, the company 

creates exclusive, licensed back-to-school 

programs, from Nickelodeon character-themed 

binders, pencil pouches, die-cut erasers, 

notebooks, folders and clipboards to Cynthia 

Rowley college back-to-school products. 

The chain’s brick-and-mortar stores and 

its e-commerce site are the go-to destinations 

for licensed character lunchboxes, bookbags 

and school and on-trend office supplies.

This year the chain launched The Office 

by Martha Stewart, a collection of organizing 

products and accessories from the doyenne of 

mass design. Also new is an exclusive Cynthia 

Rowley Collection that included a full suite of 

travel accessories and office essentials, from 

backpacks and weekender bags, to backup 

batteries and chargers and USB cables, all 

bearing bold patterns and striking colors. 

The company recently embarked on an 

ambitious new licensing program to bring 

Staples-branded offerings to a wide range of 

solutions-oriented products and services. The 

company recently announced an agreement 

with GRM for Staples Records and Cloud 

Management, a new solution designed to help 

businesses store and manage records and 

focus on 

security and 

compliance. 

More 

carefully 

vetted 

partnerships 

will enable 

the company 

to expand its 

menu of business 

solutions 

and grab an 

even bigger 

slice of the 

small business/

home office pie.

“Staples is 

an iconic brand 

that businesses and 

consumers recognize and 

trust to deliver a winning combination of 

value and quality.  The Staples Brand Product 

Group develops and licenses Staples-branded 

offerings across a wide range of products and 

services that deliver a combination of high- 

quality and great value based on rigorous 

testing and development,” says Conor Kearney, 

senior vice president, Staples Brand Group.

Kearney 

says the 

company 

will continue 

to extend the 

Staples brand into 

new areas with offerings 

that are exclusive to Staples. 

“We are developing new products in 

areas beyond office supplies, such as facility 

supplies, breakroom accessories, office furniture 

and mailing and shipping supplies. We’re also 

exploring opportunities to license our brand 

to outstanding small business services like 

the recently announced program for Staples 

Records and Cloud Management.  We intend 

to make the Staples brand synonymous with 

business products and services,” he says.

Five Below pioneered a new concept with its 

first store in 2002. Founders David Schlessinger 

and Tom Vellios envisioned a store where tweens 

and teens could spend their allowances—a fun 

store filled with on-trend products all retailing 

for $5 or less.

Fourteen years later the Philadelphia-based 

company is one of the fastest-growing retailers in 

the country and has aggressive plans for further 

expansion. The chain more than doubled its store 

count over the past four years alone to reach 500 

outlets in 31 states. Five Below has also become a 

major destination for licensed brands. 

Five Below’s ever-evolving assortment of 

cell phone accessories, toys, collectibles, room 

and locker décor, beach towels, graphic t-shirts, 

nail polish, candy and seasonal gotta-haves is 

frequently merchandised in big bins and oil drums 

to encourage “hands on” interaction. Fun music, 

colorful signage and a steady stream of new 

product keep young consumers coming back to 

shop Five Below’s stores.

Licensed product looms large in the store’s 

aisles. Shopkins, “Teenage Mutant Ninja Turtles,” 

My Little Pony, Despicable Me, Trolls and Finding 

Dory are among the brands featured in-store 

and online, at the company’s recently launched 

e-commerce site. Quick to hop on new trends 

and licenses, Five Below will be the destination of 

choice for younger consumers for a long time. 

Five Below: Expanding Value Licensing
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Wayfair, one of the world’s largest 

online destinations for home furnishings 

and décor, is growing its sales significantly 

with groundbreaking new business 

models and licensed brands. 

The online retailer recently debuted the 

first-ever shoppable TV series, “The Way 

Home,” developed in partnership with A+E 

Networks. The 10-episode series, which 

debuted in October and airs multiple times 

a week into the first quarter of 2017, allows 

consumers to purchase the products they see on 

the show through Wayfair’s e-commerce site. 

Wayfair and A+E are using the show as a 

bridge between the TV and online audiences 

using cross-platform analytics that track 

how specific on-air programming converts 

into engagement with Wayfair’s website. 

The partners will track viewing behavior 

and commerce insights to shape content and 

merchandising strategies going forward.

Nancy Go, vice president of brand 

marketing at Wayfair, says the company is 

excited to team up with A+E Networks on 

the new home talk show. “The talk show 

format, coupled with online shopping, is a 

great way to bring attainable and helpful 

home tips to viewers, so they feel empowered 

to bring the ideas home,” she says.

Wayfair’s e-commerce sites, which 

include Joss & Main, AllModern, Birch Lane 

and DwellStudio, are finding innovative 

opportunities to bring their brands to 

new product categories or retailers. “Our 

partnership with Staples for DwellStudio- 

branded desk accessories and office décor will 

allow us to reach an entirely new consumer 

and introduce her to some of our most iconic 

DwellStudio prints and patterns,” says Rachel 

Fresno, DwellStudio’s director of licensing. 

In Q3 of 2016, the online home furnishings 

and décor retailer grew its e-commerce 

revenue an impressive 70 percent over a 

year ago. More growth is expected as the 

company improves it warehouse, logistics 

and transportation, expands the bridal 

registry business it launched this year and 

builds out its international business.

Wayfair: Wooing Home Shoppers

GameStop dominates the gaming world. From exclusive licensed 

product collections to in-store events and partnered promotions, GameStop 

is a master at reaching its audience.

The company’s 7,000 GameStop locations in 41 countries have long 

been a destination for video game licensed products, toys and collectibles. 

The company’s consumer product network also includes ThinkGeek, the 

premier retailer for the global geek community, featuring exclusive and 

unique video game and pop culture products.

The chain is particularly strong 

in the collectibles category. “We are 

pleased with the success we’ve seen 

from the collectibles category to 

our business,” says Peter Baldridge, 

director, merchandising, Gamestop.  

“Since offering collectibles online at 

ThinkGeek.com and GameStop.com 

and expanding the space devoted to 

collectibles in our GameStop stores, 

collectible sales grew 300 percent 

last year at GameStop and is now 

our fastest-growing category.”

The chain added 18 ThinkGeek 

stores in the U.S. and 55 ThinkGeek 

and Zing stores internationally, all dedicated to selling collectibles such as 

t-shirts, action figures and other geek gear related to movies, TV shows and 

comic books. “Yo-Kai Watch,” Pokémon and Star Wars are some of the brands 

that get prime space in the stores.

The company extends its reach to every aspect of gaming, from 

publishing Game Informer magazine to hosting the annual GameStop Expo, 

where more than 100 exhibitors showcase their wares first-hand to gaming 

fans of all ages through game demos, activities and other events.

GameStop:
Giving Gamers the Gear
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Far from counting JCPenney out, brand 

owners and licensees should be taking a second 

look at the 100-year-old retailer. The Plano, 

Texas-based retail chain is breathing life into 

its stores and re-merchandising its assortments 

by strengthening its Sephora shops, redesigning 

its hair salons 

and expanding 

its appliance 

business. The 

chain is now 

outperforming 

competitors 

including Macy’s 

and Kohl’s.

“At JCPenney, 

we know we must 

continue to pivot 

our merchandise 

assortment 

toward less 

weather-sensitive 

categories, while providing our customers with 

more reason to shop in our stores,” CEO Marvin 

Ellison recently told stockholders. Licensing is 

playing a big part in that strategy.

JCPenney recently signed a deal with InStyle 

magazine to rebrand and upgrade the chain’s 850 

hair salons, a part of the business that generates 

nearly 5 percent of the company’s bottom line 

and is the largest salon chain in the country. The 

revamped salons, which feature InStyle-branded 

signage and exposed, painted brick walls, will 

roll out chainwide this year.

To compete with fast fashion chains, 

JCPenney recently created Belle + Sky, a private 

label brand focused on young shoppers, that 

rolled out to 500 stores. Concept-to-production 

cycle times for Belle + Sky average 25 weeks 

versus the 35 weeks on average it takes to get 

other apparel lines in stores, allowing the brand 

to go head-to-head with other fast fashion chains 

consumers are likely to be visiting at the mall.

JCPenney is targeting Millennial males 

with new and reinvigorated brands, including 

Argyleculture by Russell Simmons, i jeans by 

Buffalo and Decree, MSX by Michael Strahan, 

Ecko Unltd and JF J. Ferrar. MSX by Michael 

Strahan, an exclusive active lifestyle collection 

for The Men’s Store at JCPenney, is Strahan’s 

second apparel line for the company. The 

Collection, Strahan’s more tailored line, has 

been a strong performer at the chain and Penney 

recently added a range of dress and casual shoes 

under the label, which is available at 500 stores 

and online.

The rejuvenated retailer offers opportunities 

for brands targeting younger consumers. “This 

demographic has a lot of spending power and 

is very opinionated about the style and fit of his 

clothes. As we continue to elevate the perception 

of JCPenney with this target customer, it’s 

critical that we bring him trend-right brands 

at an incredible value to stay at the top of his 

consideration set,” says John Tighe, chief 

merchant for JCPenney. 

JCPenney: Refocusing with Licensing

MARVIN ELLISON

CEO, JCPenney

Spencer’s has been selling unique and 

edgy lifestyle accessories for more than 65 

years and the retailer remains as relevant as 

ever and a popular destination for licensed 

products. Its stores are the go-to place for teens, 

tweens and twentysomethings looking for fun 

accessories, dorm room décor and apparel 

featuring must-have, trendy, licensed brands. 

“Spencer’s is focused on giving consumers a 

wide variety of options to express their fandom 

creatively. Whether they want to mascot with 

small accessories like wallets, key chains, belts, 

and collectibles, or billboard with hats, t-shirts, 

and posters, our selection of popular and 

evergreen brands spanning superhero, gaming, 

anime, television and retro properties, along with 

a plethora of other categories, empowers each 

person to express themselves,” says Eric Morse, 

divisional vice president, licensing, Spencer’s. 

Through its partnerships with movie studios 

and television networks, the company continues 

to create exciting in-store and online fan shops 

filled with exclusive merchandise from the latest 

franchises. Last year the retailer partnered with 

Warner Bros., Nintendo, Disney/Lucasfilm, 

FEA, and Nickelodeon for product collections. 

“Our ability to tell licensed product stories 

in product classification and through brand 

blocking provides our consumers with the 

easiest way to shop, and a licensor the best 

way to showcase a license,” says Morse. “We’ve 

worked with licensors on myriad expansive 

marketing programs that cover in-store, online, 

social, promotions, events and influencer 

engagement as well as public relations.”

Spencer’s worked with Nintendo to promote 

Spencer’s exclusive Shadow Link Collection 

from “Legend of Zelda,” distributing Shadow 

Link figures at Nintendo’s San Diego Comic Con 

booth, engaged with Nintendo on Instagram 

to promote the collection and supported the 

property with a dedicated pull out in-store and 

on all marketing and e-commerce channels.

“It was a huge success and we look 

forward to doing more immersive events 

in the near future,” says Morse.

Spencer’s newest Live by the Creed collection 

program with Ubisoft for “Assassin’s Creed” 

debuted in November and includes t-shirts, hats, 

watches, wallets, socks and drinkware featuring 

a darker color palette along with the iconic logo 

and gauntlet. “It was a great partnership with our 

vendor community, Ubisoft, and Fox in support of 

the theatrical release,” says Morse. “We have even 

more exciting programs planned for next year.”

Spencer’s: Keeping an Edge
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BoxLunch, the purveyor of a curated collection of on-trend licensed and non-

licensed merchandise, is pairing commerce with social consciousness. For every $10 

civic-minded Millennials spend in-store or online on its pop culture-themed apparel, 

accessories, home goods, gifts and novelties, and collectible products, BoxLunch will 

help provide a meal to a person in need through its partnership with Feeding America.

Pairing trendy merchandise with doing good is a sure way to win with Millennials. 

“Our mission is simple, sell the best product, use our business to inspire and 

implement solutions to help fight the hunger crisis in America,” says Robert Thomsen, 

vice president and general manager of merchandising and marketing at BoxLunch. 

Thomsen says the chain curates “the most unique product offerings of licensed pop 

culture collectibles from hit movies and TV shows to favorite local sports teams.”

The concept, owned by Hot Topic, is expanding its reach beyond 

the 40-plus stores it now operates and making a big push into the 

middle of the U.S. with its license-dominated mall stores.

BoxLunch:

Doing the
Right Thing

QVC:
Combining 
Content and
Collections

QVC has evolved from a TV shopping company to 

a leading e-commerce and mobile commerce retailer. 

Through programming that reaches 360 million 

homes worldwide, QVC sold more than $2 billion 

of beauty, fashion, jewelry and home products last 

year. With $8.7 billion in net revenue in 2015 ($3.9 

billion from e-commerce), QVC continues to offer 

significant opportunities for licensed products.

Last year, the company formed a new global structure 

as it expands to new markets and is increasing its online 

presence, which is generating a larger share of the 

company’s sales. “We extended the reach and enhanced 

the capabilities of our digital commerce platforms. We 

entered our seventh market with the launch of QVC 

France,” says QVC president and CEO Mike George. 

From Vera Bradley-licensed home décor to NFL- 

licensed apparel, licensed consumer products have 

become a staple of the retailer’s offerings. Dedicated 

hour-long programming gives brands an opportunity to 

showcase their products and tell a complete brand story 

in a way that’s not possible in any other retail channel. 

QVC recently teamed up with television 

personality Ree Drummond on a The Pioneer Woman 

Collection of cookware that includes mugs, bowl 

sets, cutlery and bakeware. The collection features 

patterns designed especially for QVC with a mix-

and-match sensibility. The multi-platform retailer 

also recently partnered with television personality 

Kim Gravel for Belle by Kim Gravel, a collection 

of tops, jackets, sweaters, jeans and more.

Last year, QVC partnered with 20th Century 

Fox and Blue Sky Studios on an exclusive product 

collection to support the launch of The Peanuts 

Movie. In advance of the movie’s premiere, a special 

“QVC Celebrates The Peanuts Movie” broadcast 

showcased the exclusive product lineup while 

actors who voiced the iconic animated characters 

visited the set to talk about the movie.
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In addition to the opportunities in licensing offered by 

Aldi, with its 1,600 in 34 states, there’s another German 

discount retailer heading to the U.S. that will hit the radar of 

licensing execs and value-conscious consumers in 2017.

With its U.S. headquarters in Arlington, Va., Lidl plans to open 

150 stores throughout the eastern U.S. by 2018. The targeted states 

include Pennsylvania, New Jersey, Delaware, Maryland, Virginia, 

North Carolina, South Carolina and Georgia. The German retailer 

operates 10,000 stores in 27 countries and is ranked as the world’s 

fourth largest retailer, according to the annual Top 250 Retailers 

Report 2016 released by the National Retail Federation and Deloitte. 

While Aldi has plans for an additional 650 stores by 2018, 

Lidl brings its similar no-frills approach to merchandising 

that will challenge U.S. grocery chains and dollar store 

retailers in particular, and eventually its German rival.

Lidl faces a long expansion and development period before it 

builds a substantial scale versus its rivals, but in the near term it 

does offer potential opportunities for licensed merchandise. The 

retailer’s stores are typically twice the size of Aldi and carry a 

much wider assortment of general merchandise and apparel. 

Aldi works with Warner Bros. and Disney on private label-branded 

food products as well as non-food merchandise. Aldi is also adept at 

reaching store-wide with its themed promotional programs. Last year, 

Aldi worked with TCC Global and Warner Bros. Consumer Products 

on a “Tom and Jerry Crazy Christmas Fun” consumer loyalty program 

that engaged shoppers through a consumer loyalty program that 

featured the characters on cards for collecting, playing and trading.

Lidl:
Targeting
the U.S.

Colette:
Creating Brand Cachet

French cult retailer Colette is an emporium of everything hip, from 

exclusive Lego toys to apparel featuring French graphic artist Jean 

Jullien’s designs. The company’s creative outlook and innovative style 

make it an attractive partner for brands looking to boost their cachet. 

In its modern, spare store, merchandise with a built-in cool 

factor shares space with popular licenses and brands with nostalgic 

appeal. The store recently featured Kidrobot’s artist-created designer 

toys, streetwear label Kith’s collaboration merchandise and limited- 

edition iPhone cases, chocolates and barware featuring Mr. Men and 

Little Miss art from Brooklyn-based graffiti artist Kevin Lyons.

NBCUniversal Brand Development and Illumination Entertainment 

tapped the Paris store to support the launch of The Secret Life of Pets 

with exclusive 

products including 

t-shirts, iPhone 

cases and mugs 

as well as plush 

from the movie’s 

global master 

toy licensee, 

Spin Master, and 

confectionary 

goods from 

BonBon Buddies. 

The store 

debuted the Ami 

Paris SmileyWorld 

capsule collection 

of 90 tees and 

120 sweatshirts 

featuring Smiley 

wearing the 

signature Ami Paris 

beanie, partnered 

with American 

Greetings for 

a Care Bears 

Valentine’s 

Day collection 

and launched 

Nickelodeon & 

Viacom Consumer 

Products’ 

SpongeBob by 

Beatrix Ong 

fashion collection.
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Fanatics is a sports licensing juggernaut and on 

its way to becoming the largest source of officially 

licensed sports merchandise in the world.

 The multi-channel company has a stronghold on 

U.S.-licensed sports merchandise with more than 300 

online and offline stores, including e-commerce business 

for all major professional sports leagues (NFL, MLB, 

NBA, NHL, NASCAR, PGA), major media brands (NBC 

Sports, CBS Sports, Fox Sports) and more than 150 

collegiate and professional team properties. Fanatics 

extended its reach in the licensed football (soccer) 

merchandise arena with its acquisition last year of 

Kitbag, a U.K.-based international online retailer.

Fanatics is focused on reaching fans wherever they 

are. The multi-platform retailer can quickly personalize 

and customize communications to millions of sports 

fans every week and deploy customized marketing 

campaigns tied to hundreds of teams around the world.

While it perfects new ways to reach sports fans 

online, the company is also increasing its focus on its 

rapidly expanding in-venue and stadium events. The 

company recently appointed Cole Gahagan to oversee a 

new division created to provide omni-channel growth 

opportunities and optimize service and support for 

its professional and collegiate team partners.

“Today’s fans demand the absolute best customer 

experiences, and Fanatics has done a tremendous job 

setting that standard across professional and collegiate 

sports retail,” says Gahagan. “The next evolution of that 

interaction will be driven by the omni-channel experience.”

Fanatics entered new territory recently with 

the launch of “RUN-CTY,” an exclusive product 

line of athletic wear produced in collaboration with 

legendary hip-hop group RUN-DMC. Emblazoned 

with city-specific logos (RUN-CHI, RUN-CLE, RUN-

OKC) the apparel allows runners around the world 

to fuse their love of music, fashion and sports.

In April, NFLPA (National Football League Players 

Association) announced that Fanatics will replace 

Nike as its biggest licensee. As part of the agreement, 

which begins in March 2017, if any other company 

wants to sell player t-shirts or other merchandise, it 

will have to pay for a sub-license from Fanatics.

Fanatics: 

Fostering 
Fan Frenzy

Alibaba:
Offering a Slice of 
the Chinese Market

Any consumer products company 

with growth on its mind is looking at 

China. The country has a population 

of 1.3 billion and a rising middle 

class that is already equal in size 

to the entire U.S. population and is 

expected to double in seven years. 

By meeting the needs of China’s 

consumer population, Alibaba Group 

Holdings is on its way to becoming one 

of the biggest retailers on the planet. 

By 2013, Alibaba Group’s websites 

accounted for over 60 percent of all 

parcels delivered in China and by 

2014 the website was responsible for 

80 percent of the nation’s sales.

In a country where inferior-quality 

knock-off brands have proliferated, 

the e-commerce giant is wooing 

international brands to bring authentic 

merchandise to the market and has 

signed exclusive partnerships with more 

than 20 apparel brands, including Zara 

and Timberland, for online flagship 

stores on Tmall Global. Macy’s recently 

signed on as the first U.S. department 

store to join Tmall Global through a 

joint venture, Macy’s China Limited.

“Apparel is one of the key product 

categories on Tmall. We have an 

extensive collection of brands on the 

platform, and it is imperative for us to 

deepen our collaboration with them so 

we can work together in more strategic 

ways to enable their success within our 

ecosystem,” says Jeff Zhang, president 

of Alibaba’s China retail marketplaces.

Through Alifish, Alibaba’s online 

licensing platform, the online retailer 

forms partnerships for exclusive 

licensed product collections. The British 

Museum 

named 

Alibaba as its 

e-retailing and 

merchandise 

licensing 

partner 

in China, 

and Rovio 

Entertainment 

partnered 

with Alibaba 

on Angry Birds consumer product 

licensing and e-commerce ahead 

of The Angry Birds Movie.

Alibaba supercharges sales 

with its Singles’ Day promotion, 

an annual 24-hour shopping event 

the company has held since 2009 

to promote international and local 

brands at discounts on the firm’s 

marketplace and online. This year’s 

promotion generated an estimated 

$20 billion in sales, a 40 percent 

surge over the previous year.

Nearly 10,000 merchants signed 

on for Single’s Day promotions this 

year, many for the first time. Apple, 

Guerlain, Maserati and Target signed 

on to the event for the first time this 

year on Alibaba’s online store Tmall.  

Apple offered certain Beats models at 

a 50 percent-off promotion and Nike 

promoted a wide range of shoes and 

clothes at 60 percent discounts. 

The online retailer promotes 

the annual event with a stream of 

live broadcasts, a celebrity-studded 

countdown event in Shenzhen and 

a fashion show in Shanghai where 

shoppers can pre-order items.
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The Entertainer says its mission is to give children who walk 

through the doors of its toy shops a memorable experience. 

“What better way to do this than to have the hottest brands 

that children love?” says Rebecca Naish, head of marketing and 

licensing for the chain, which is the largest independent toy 

retailer in the U.K.  “Our licensed merchandise allows us to be 

relevant and engage with children with brands they love.”

Naish says licensed merchandise gives the chain a point of difference 

in its markets. Last year, The Entertainer launched an exclusive 

range of Nickelodeon-branded products through its partnership 

with Nickelodeon and Viacom Consumer Products. The 26-SKU line 

encourages children to explore their world and be creative with craft 

sets (Nickelodeon Sock Monkey), science kits (Nickelodeon Glowing 

Gunge, Nickelodeon Explore the Body), a magic box and a joke kit. 

“We have taken the popular Nickelodeon brand and used 

it on a fantastic range of product, from our exclusive range of 

science and arts and crafts product through Nickelodeon to 

an exclusive Nick Jr. range of craft dough,” says Naish.  

The chain fosters brand engagement through its Super Saturdays 

concept, a strategy it developed with its licensors and suppliers 

to feature in-store activities, character visits, discounts and prizes 

centered around a brand. The company supports Super Saturdays 

with a marketing campaign that includes TV, window takeovers, 

online promotions, social marketing, dedicated in-store brand 

merchandising, competitions and product demonstrations. 

The Entertainer 

Enhancing the 
ExperienceFounder Rachel Shechtman 

calls her 2,000-square-foot 

Story store in Manhattan a retail 

concept that “takes the point 

of view of a magazine, changes 

like a gallery and sells things 

like a store.” Every four to eight 

weeks, the store’s design and 

merchandise changes to reflect a 

new theme, trend or issue.

As an indepenedent retailer, 

Shectman has executed 

merchandise programs with the 

innovation and creativity that 

sometimes alludes the mega 

retailers.

Working with partners, such 

as American Express, Intel, 

Nickelodeon and Target, the store 

has created concepts including 

Color, Making Things, Love, 

Remember When and Made in 

America. Story teamed up with 

Pepsi to celebrate the launch of its 

Pepsimoji with a SnapChat-style 

photo booth, in-store temporary 

tattoo parlor and make-your-own 

customized t-shirts and phone 

cases.

Story collaborated with 

Nickelodeon in September on a 

“Remember When” concept shop 

celebrating Nick’s 25th anniversary 

and iconic shows and memorable 

characters from the ‘90s. The shop 

featured products from Keds, 

Rockets of Awesome, Leeloo Soaps, 

Samsung and Dormify as well as  

product from high-end designers, 

such as Alexis Bittar, Alice + Olivia, 

Edie Parker and State Bags, timed 

to Fashion Week.

In-store events like 

Throwback Thursday cocktail 

hours and Double Dare events 

complete with a giant hamster 

wheel expertly appealed to 

nostalgic millennials. 

Story brokered a deal to 

extend the merchandise to 

the West Coast, making the 

merchandise available at the Ron 

Robinson store in Los Angeles and 

online at NeimanMarcus.com.

Story: Scripting 
a Point of View
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NIKKI BAIRD

managing partner,

Retail Systems Research

Pop-Up Shops

T
hey may be launched for a limited 

time period, but, as a strategy, pop-up 

shops have staying power. Brands are 

increasingly using pop-up shops as a 

strategy to cut through the noise of traditional retail 

formats and connect directly to consumers. 

“Brands need to speak directly to consumers 

and pop-ups are a hugely effective marketing 

tool,” says Marshal Cohen, chief industry analyst 

of The NPD Group. “They are a billboard for the 

brand that allows a company to communicate the 

brand story in the way they want to tell it.”

“Pop-ups allow you to fully brand the experience and 

to have more control over how products are presented,” 

says Paul Gitter, senior vice president, licensing, Marvel, 

Disney Consumer Products. “Pop-up environments are 

usually focused less on a large inventory of products and 

more on highlighting select items, which helps create 

a heightened sense of demand and urgency to buy.”

Pop-ups give retailers, brands and manufacturers 

what Nikki Baird, managing partner, Retail 

Systems Research, calls “heat-of-the-moment 

opportunities” to reach a new audience or 

to experiment with a new concept.

“It can take weeks to get product into stores using a 

regular distribution cycle. For a pop-up concept, all you 

need is product, people and a place to put it,” she says. 

Streetwear sneaker brand Kith, which launched 

its Kith Treats sneaker store/cereal bar in Brooklyn 

last year, announced its latest partnership with 

iconic cereal brand Cap’n Crunch with pop-ups in 

Miami and New York in October. The shops, open 

for one month, offered an original menu of Cap’n 

Crunch cereal mixes and confections, and debuted 

Kith Treats’s first cereal—Cap’n Kith, a mixture of 

original Cap’n Crunch, Chocolatey Crunch and mini 

marshmallow bites. The supermarket-sized Cap’n 

Kith boxes are limited to 500, and are individually 

numbered and sold on a first-come, first-served basis.

The shop also sold Kith and Cap’n Crunch 

apparel and accessories, including hoodies, 

t-shirts, New Era caps, robes and key chains that 

will also be available on the Kith website.

“That collaboration is an interesting way for an 

aging cereal brand to up its cool factor by bringing 

something unique to the market,” says Baird.

With their focus on scarcity and urgency–two 

crucial elements for putting excitement into the 

retail equation–temporary shops are a reliable way to 

create buzz around a launch, movie or music tour. 

Although they’re launched only for a limited time, pop-up shops produce 

“heat-of-the-moment opportunities” to reach a new audience.  by BARBARA SAX

MARSHAL COHEN

chief industry analyst,

The NPD Group

PAUL GITTER

senior vice president of licensing, 

Marvel

Pop-Up Shops Pack Plenty of

POPP POO
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Kanye West, a performer who knows a thing or two 

about creating buzz, worked with Bravado this past 

August to launch pop-up shops tied to the rapper’s “The 

Life of Pablo” album and tour in 21 cities worldwide. 

The shops showcased a capsule collection of hoodies, 

t-shirts, jackets and caps featuring typeface designs by 

Cali Thornhill DeWitt. To vary the collection, each city 

featured different colorways and some specific designs. 

Bravado, the Universal Music Group subsidiary 

responsible for products and artist-related merchandise, 

created and staffed the shops. West, who also launched 

pop-up shops tied to two previous albums, used Twitter to 

create buzz surrounding the shops and used his website 

to announce the locations of the shops 24 hours prior to 

opening. The strategy worked; fans waited for hours to 

snap up merchandise during the stores’ three-day run.

Cartoon Network, too, recently jumped on the pop-up 

shop train. To celebrate its updated Powerpuff Yourself 

avatar maker and Powfactor campaign, CN launched “The 

Powerpuff Girls” Powfactor Pop-Up Shop from Nov. 18-20 

in New York City. In addition to experiencing Powerpuff 

Yourself, fans visiting the shop were able to exclusively 

print their avatars on t-shirts, coffee mugs and bags. The 

shop also sold limited-edition products and designs.

MLB even ventured into pop-up shop waters, and, 

for the first time, European fans were able to shop at 

a brick-and-mortar location for official MLB gear 

including caps, jerseys, t-shirts, baseball equipment 

and other merchandise. The MLB Official Pop-Up 

Store in London’s Covent Garden district, baseball’s 

first standalone retail space in Europe, officially 

opened to the public on Sept. 12 and will remain 

open through the end of 2016. There, fans are 

able to personalize jerseys on-site, try a virtual 

reality headset with MLB Advanced Media 

technology and enter to win tickets including 

hotel and airfare to select World Series games. 

On the heels of the release of its new 

phone, Pixel, Google opened a pop-up store in 

Manhattan’s SoHo district. However, the store, 

which opened on Oct. 20, doesn’t actually boast 

any products for sale—consumers must do that 

online or at other locations. On top of hosting 

classes and events, Made By Google aims to serve 

as a destination for brand fans who desire to see 

newly released gadgets, including a living room and kitchen 

space where people can test Google Home’s features in a 

home setting; a Daydream VR area where consumers can sit 

Pop-Up Shops

P
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on a rocking chair and 

try the headsets; and a 

lighting station where 

people’s photos are 

taken with a Pixel to 

demonstrate its low-

lighting photography 

capabilities.

Studios harnessed 

the power of the 

pop-up to fuel the 

hype of their summer 

releases. The Araca 

Group worked with 

Marvel Entertainment 

to create 88 pop-ups 

in theaters showing 

Captain America: Civil 

War this past summer. 

The shops featured a limited-time “The Battle Begins” 

collection that included t-shirts, custom sweatshirts, 

hats and a limited-edition Marvel’s Captain America: 

Civil War commemorative ticket in a ceramic holder. 

Warner Bros. Consumer Products, on behalf of DC 

Entertainment, also tapped The Araca Group for pop-up 

retail locations on opening night of Suicide Squad in 

more than 50 movie theaters. The limited-time “Join 

the Squad” merchandise, which featured characters 

from the film, included t-shirts, sweatshirts, hats and 

posters, as well as the commemorative ticket holder. 

“Those customized experiences in unexpected settings 

introduce our products to new consumers right at the time 

that they are thinking of making a purchase,” says Gitter. “The 

Captain America: Civil War pop-ups were very successful 

as they built off the excitement of moviegoers seeing a 

new tentpole on opening weekend, and offered unique art 

and merchandise that was not available anywhere else.”

Gitter said movie theater pop-ups are a strategy 

the company is considering for new films.

“Pop-ups will also be important to launch 

upcoming initiatives in addition to new films, such 

as a possible pop-up at the Summer X Games in 

July tied to the launch of a soon-to-be-announced 

new performance athletic line,” he says.

In a summer when everyone seemed to be playing 

“Pokémon Go,” the iconic brand fanned the Pokémon 

flames this past August with a London pop-up 

that celebrated the franchise’s 20-year anniversary 

and the launch of a capsule collection from U.K. 

video game clothing company Insert Coin. 

The companies teamed up to give fans a first look 

at Insert Coin’s official Pokémon collection before the 

merchandise was launched online, and capitalized on 

the “Pokémon Go” craze by featuring pocket monster 

memorabilia and live appearances from Pikachu. 

Some brands use pop-ups to engage consumers 

offline and to create awareness. Funko’s pop-up 

location at the 2016 San Diego Comic-Con allowed 

the company to showcase its limited-edition 

merchandise outside the walls of Comic-Con and 

connect with consumers beyond the show.

The Funko-Shop.com Pop! Up Shops featured several 

Freddy Funko exclusive t-shirts as well as some retro Funko 

favorites, including Bob’s Big Boy (the first product Funko 

sold), Pop! Spastik Plastik Amazing Carlos and Pop! Spastik 

Plastik Otto, and an 18-inch Captain America Mega Dorbz.

The Joester Loria Group has executed pop-up shops 

for a number of clients, including Kellogg’s, Mountain 

Dew and Pepsi. The company executes several The World 

of Eric Carle pop-up shops a year in Japan with local 

agent Cosmo. The shops typically run for two weeks to a 

month and offer a range of experiential activities as well 

as product. The pop-ups are supported with print media, 

signage in the shopping complex and other marketing. 

Cafés serving Very Hungry Caterpillar-inspired desserts 

and other offerings are often part of the execution.

“For The World of Eric Carle, we have an ongoing 

strategy of pop-up shops in Japan that has been extremely 

effective in engaging children and their families in 

activities, and presenting new product offerings,” says 

Debra Joester, president, JLG. “These shops drive very 

meaningful sales and provide valuable marketing support 

for the brand, as well as our licensees’ products.”

Brands are also partnering with retail shops to 

create pop-ups within a store. The limited-time shops 

offer retailers a chance to test before committing to a 

brand. Santoro recently partnered with Selfridges on a 

pop-up shop in the toys and games department of the 

retailer’s London store this August. The limited-time shop 

featured Santoro’s new Gorjuss back-to-school collection, 

including notebooks, pens and pencil cases, lunch bags 

and school bags, and hosted a Gorjuss activity day for 

children complete with coloring and craft activities. 

Nordstrom has created an ongoing series of pop-up 

shops in select stores as part of its Pop-In@Nordstrom 

initiative run by Olivia Kim, the Seattle-based retailer’s 

vice president of creative projects. Previous pop-ups 

included home décor from Liberty London’s Flowers 

of Liberty collection, design-driven products from Los 

Angeles-based Poketo and confections from Dylan’s Candy 

Bar. The strategy allows the retailer to test new brands 

in its stores and several brands introduced through pop-

ins, such as rag & bone and Britain’s Topshop/Topman, 

have won permanent placement in the stores. ©

Pop-Up Shops
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Global Toy Fairs

W
ith toy fair season quickly approaching, 

and the holiday season already in full 

swing, it’s appropriate to take a look at 

the worldwide toy trends both currently 

finding success at market and heading into 2017.

Kicking off the chain of trade shows is the Hong 

Kong Toys & Games Fair, set for Jan. 9-12; followed by 

the London Toy Fair, Jan. 24-26; and the Nuremberg Toy 

Fair, Feb. 1-6. Rounding out the major toy shows will be 

New York’s International Toy Fair, Feb. 18-21.

The events highlight toys and games 

available for market, as well as 

pinpoint current trends in play, 

pop culture and business. 

License Global has 

predicted its top trends 

heading into toy fair 

season–which we’ll 

certainly see on the 

show floors around 

the world in the 

year to come.

Possibly the 

biggest influence 

on global toy 

trends, both in 

past years and 

in those to come, 

is the world’s No. 1 

licensor, the Walt Disney 

Company, and with Rogue 

One: A Star Wars Story (the first standalone film in the 

franchise) hitting theaters this month, Star Wars-themed 

merchandise is sure to once again dominate retail shelves.

Disney Consumer Products and Interactive Media 

already celebrated the international roll out of Star 

Wars merchandise throughout the month of September 

with “Rogue Stories,” a series of fan-made, stop-motion 

shorts starring key Rogue One toys from Hasbro, 

LEGO, Funko, Jakks Pacific, Mattel and Disney Store. 

Additionally, further into 2017, DCPI will re-engage with 

fans who have an affinity for characters such as Rey and 

BB-8 with a host of new products and experiences.

However, Star Wars isn’t all that’s in store for Disney 

in 2017. The company is expecting the Disney Princess 

brand to perform well in the toy category, in large part 

due to the upcoming live-action film Beauty and the 

Beast. In addition, Disney-Pixar will release the next 

installment to the Cars film franchise, Cars 3, which 

already has a robust product lineup in the works.

“Cars 3 offers the opportunity to lift already popular 

characters while introducing fans to new favorites 

across a suite of innovative and traditional play product 

categories,” says Josh Silverman, executive vice president, 

global licensing, DCPI. “New advances in toy technology 

will help bring the characters to life like never before.”

Rounding out DCPI’s expansive 2017 lineup is Marvel 

Studios, which will continue to grow its expansive 

universe with two new movies–Guardians of the Galaxy 

Vol. 2 and Spider-Man: Homecoming. According to 

Silverman, DCPI is planning a strong merchandising 

program for Guardians of the Galaxy while Spider-

by ERICA GARBER

License Global explores the trends in the global toy market that are sure to

impact both retail sales and how children will play in 2017.

LICENSED TOYS STAR ON
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FOR 2017
Man’s return to the big screen will provide a host of 

opportunities to extend the hero’s story through toys 

as well as reinforce the brand’s evergreen strength.

In addition to Disney-inspired toys, the industry 

can expect to see toys from a number of other studios 

that will be releasing content in 2017–including 

Lionsgate, Sony Pictures, Twentieth Century Fox 

and Warner Bros. Pictures, among others.

It’s no secret that the industry will always see a strong 

connection between toys and content, and with a strong 

lineup of films and television series on deck for the new 

year there’s sure to be a host of new content driving the 

industry’s growth. However, as the Millennial generation 

continues to make its mark on the world, the category is 

starting to see a push for nostalgia-based toys, ranging 

from recreating old brands to reviving classic series.

For example, Nickelodeon is garnering success with 

its ’90s properties. Although the company is initially 

focusing on apparel for properties such as “Rugrats” and 

“Ren & Stimpy,” it anticipates bringing the properties to 

toys and collectibles in the near future. Another classic 

Nickelodeon brand that will continue to perform well 

in the toy category is “Teenage Mutant Ninja Turtles.”

Additionally, Cartoon Network will also tap into 

several of its classic brands in 2017, focusing on Spin 

Master’s global toy launch for the rebooted “Powerpuff 

Girls” series as well as the global re-launch of “Ben 10.” 

However, content-based toys aren’t the only things 

experiencing a resurgence due to Millennials. In a 

November report, The NPD Group saw a 9 percent year-

over-year growth for the outdoor and sports categories 

and anticipates 

this category will 

only continue to grow.

“It’s a big trend and we know that 

Millennial parents are looking to get outdoors 

more as well as get their kids outdoors and engaging in a 

healthier lifestyle,” says Juli Lennett, senior vice president, 

U.S. industry toy analyst, The NPD Group. “I expect the 

healthy living trend will continue, and it will 

be important for companies to engage with 

this trend, and look for ways to do so 

even in the fall and winter months.”

Building on trends from the past 

year, technology-based toys as well as 

collectibles will continue to remain 

popular. On the technology front, a 

host of toys will likely continue to be 

hot trends, including virtual reality 

concepts and toys-to-life games such 

as “LEGO Dimensions,” which has 

added a host of brands in 2016 including 

Ghostbusters, “Adventure Time,” Harry Potter 

and more; and Activision’s “Skylanders.” However, 

the technology category will also see more STEM-

based toys focused on coding and other concepts.

Beyond tech-based toys, gaming and apps will 

also have an influence on the show floor, with brands 

such as “Minecraft” and “Animal Jam” expanding 

their digital presence to the physical world of play.

Furthermore, collectibles will likely continue to grow 

in 2017 as well. According to The NPD Group, the category 

TAGE

Global Toy Fairs
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TOY FAIRS TO FEATURE LICENSING SEMINARS

In addition to showcasing 2017’s top toy trends, 

the international toy fairs will also include a 

number of sessions dedicated to licensing, it’s 

impact on the toy industry and more. Below, find 

a snapshot of several of this year’s sessions:

Hong Kong Toys & Games Fair
Belt and Road

Jan. 9, 2:30-4 p.m.

This session will provide extensive details about the market 

and the role of Hong Kong as an international hub to connect 

people from countries along the belt and road route.

Presented by Steven Ekstract, publisher, License 

Global, among other speakers to be announced.

China Thematic Session

Jan 10, 10:30 a.m. – 12:30 p.m.

In this presentation, attendees will learn about the 

entertainment services in the Chinese mainland market as 

well as the licensing opportunities from this growing market.

Presented by Steven Ekstract, publisher, License 

Global; Kelvin Hou, chief executive officer, Mtime; 

Pinky David, vice president, consumer products, Asia 

Pacific, Twentieth Century Fox; Eric Tan, founder and 

chief executive officer, Fifth Journey; and Leo Lou, 

deputy general manager, Huayi Brothers Media. 

Nuremberg Toy Fair
How Entertainment Media Licenses Help Drive Toy 
Sales

Feb. 2, 2-3 p.m.

In this seminar, industry experts will discuss what it 

takes to create successful, entertainment-licensed toys.

Presented by Steven Ekstract, publisher, License 

Global; Paul Bufton, vice president, licensing and 

business development, Warner Bros. Consumer 

Products EMEA; and Zac Scuffham, director, 

licensing and business development, J!NX.

The TrendGallery 2017 Trends

Feb. 2, 3-3:30 p.m.

This session will highlight three toy trends of 2017, including 

“body and mind,” “girl power” and “swap and collect.”

Presented by Reyne Rice, chief 

executive officer, ToyTrends.

New York’s International Toy Fair
Licensing 101

Feb. 18, 1:30-2:30 p.m.

This seminar will provide an overview of how licensing 

works, some of the successful business models that 

can be implemented and the top trends for 2017.

Presented by Jessica Blue, vice president, 

licensing, UBM, organizers of Licensing Expo.

How to Evaluate a License

Feb. 18, 3:30-4:30 p.m.

This session will look at the process and metrics that 

retailers and manufacturers use to make decisions 

regarding whether to include a particular license.

Presented by LIMA.

Staying Ahead of the Curve

Feb. 19, 1:30-2:30 p.m.

This presentation will highlight how licensees and 

retailers can keep up with television streaming 

platforms, YouTube, music, mobile gaming and 

other sources, as well as how to get noticed.

Presented by LIMA.

Positioning Your Licensed Toys & Characters for the 

Preschool Market

Feb. 19, 3:30-4:30 p.m.

This session will focus on the statistics and trends of 

the current market as well as demonstrate the realities 

of the marketplace through a virtual retail tour.

Presented by Karen Raugust and Ira Mayer.

Licensing Trends

Feb. 20, 3:30-4:30 p.m.

This seminar will explore a raft of licensing trends 

that are sure to be big throughout 2017.

Presented by Steven Ekstract, publisher,

License Global.

was up 64 percent (or more than $220 million) through 

September compared to 2015, and approximately a quarter 

of that was tied to blind bags, which were estimated 

to have grown nearly 80 percent as of November.

In the past several years alone, Funko has been 

a major licensee for a host of companies and has 

helped shift this category from specialty shops into 

the mass market with retailers like Toys ‘R’ Us.

The category can be applied to a variety of 

brands, allowing collectibles to expand out of the 

children’s toy aisle and tap into older generations 

with brands that may not typically be included 

in the toy sector such as “The Walking Dead,” 

“Rick and Morty” and “Game of Thrones.” ©

Global Toy Fairs
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FABRICE FAURIE

VP of licensing, IMG’s 

Worldwide Licensing

Business Unit

Goodyear

W
ith the help of its licensing agent, 

IMG Licensing, the Goodyear Tire 

& Rubber Company has transformed 

its brand into a global lifestyle 

franchise. Goodyear will also debut standalone stores 

in China and Mexico in the next few months.

An early frontrunner in auto racing, the Goodyear Tire 

& Rubber Company has built its reputation for nearly 120 

years on its dedication to uncompromising standards and 

superior performance. Since the early days of racing when 

Henry Ford chose Goodyear tires for his 1901 Detroit 

Driving Club winning racecar, the Goodyear name has 

become an American brand synonymous with auto racing. 

While the brand name and logo are familiar to 

fans of Formula One, NASCAR and NHRA drag racing, 

Goodyear also continues to design and manufacture 

tires for aviation, commercial trucking and heavy, earth-

moving equipment in addition to passenger cars and 

light trucks. The Goodyear Blimp is an American icon. 

IMG Licensing has harnessed that rich heritage 

to create an aggressive licensing program for 

the brand that has extended the Goodyear name 

globally to footwear, apparel, accessories and a 

variety of other consumer product categories.

“Goodyear is an iconic brand recognized all over 

the world,” says Fabrice Faurie, VP of licensing at 

IMG’s Worldwide Licensing Business Unit. IMG 

Licensing has worked with Goodyear Licensing since 

2009 to reach new consumer product categories 

through a two-pronged approach to brand building.

“Goodyear tires have a strong heritage of performance, 

innovation and reliability. We’ve drawn on those 

core tech elements for premium-priced, licensed 

product lines such as technical outdoor clothing and 

performance footwear,” says Faurie. “The company 

also has vintage appeal, so that has become our other 

area of concentration for mid-tier merchandise.”

In a nod to its racing heritage, the company’s 

Goodyear Racing range of clothing, footwear and 

accessories from licensees such as Punch, EDF and 

H&C in Europe, Brazil, Central America and Mexico 

targets motor sports enthusiasts with a lifestyle range 

by BARBARA SAX

Although the brand is best known for racing, Goodyear now has its 

hand in the footwear, apparel and other consumer product categories.
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NOW in SHANGHAI!

China is the world’s fastest growing licensing market with 24% annual 
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of racing-inspired shoes, denim and accessories. 

Goodyear-branded performance footwear continues 

to be strong in Latin America, and the company and its 

footwear partners recently added a casual shoe collection 

that includes canvas sneakers and loafers. In the U.S., 

the brand partnered with SCL Footwear Group on a 

line of Goodyear-branded safety and work footwear 

with styles named for NASCAR tracks, such as Briston, 

Daytona, Darlington, Phoenix and Pocono. The line is 

sold at major retailers across the U.S. 

including Nordstrom, Shoe Buy, 

Amazon and Orva Shoes.

SCL Footwear Group 

expanded the line this year to 

include a casual collection, 

Goodyear Performance 

Collection for men, which 

includes five styles of 

canvas sneakers and racing-

inspired silhouettes focused 

on durability, mobility, 

traction and comfort. The 

line, which incorporates 

Goodyear tire tread patterns 

in the soles, is available 

online and at more than 

180 stores in the U.S.

Performance-

driven outerwear is 

also a natural fit for the 

brand, and Goodyear 

Licensing has teamed up with Hawke & Co. Outfitter 

for a line of tech-driven waterproof jackets that will 

debut at Macy’s stores nationwide in Spring 2017.

Last year, the brand extended its focus on 

performance to a collection of premium-priced 

as well as mid-tier watches and a sunglasses 

line focused on better visibility. Goodyear also 

launched a collection of luggage and bags that 

incorporate Goodyear technology and durability.

“We developed Goodyear wheels for the 

luggage with the same tire pattern and 

anti-slide features,” says Faurie. 

“The superior wheels offer better 

grip and quiet motion.”

The collection includes soft 

trolleys and hard case luggage, 

as well as a line of outdoor bags, 

shoulder bags, duffle bags, 

wallets and a belt pack.

While IMG continues to find 

partners for premium-priced 

performance products, the 

company’s long heritage and iconic 

blimp are providing a springboard 

for the Goodyear Vintage fashion 

program, a popular range of 

apparel that includes vintage jeans, 

jackets, shirts and footwear.

“The Goodyear Vintage 

program uses iconic Goodyear 

graphics from the ’50s and ’60s 

Goodyear
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for apparel lines targeted to mid-tier department 

stores and specialty retail,” says Faurie. 

Goodyear vintage apparel was sold at Pull&Bear 

retail outlets in 62 countries and on the specialty 

retailer’s website in 2014. In the U.S., Goodyear 

vintage t-shirts launched at Lord & Taylor department 

stores across the country in fall 2015, and a capsule 

collection of vintage t-shirts was launched in 

170 Lucky stores nationwide in spring 2016. 

“We’re rolling out t-shirt collections globally and are 

concentrating on building 

the Paraguay, Uruguay and 

Bolivia markets, which are 

new for us this year, as well 

as the China, Singapore 

and Malaysia markets 

this year,” says Faurie.

Goodyear continues to 

expand its denim collection, 

which launched in Europe 

in 2015. The men’s collection 

of jeans, shorts and jackets 

featuring vintage design 

and traditional leather 

branding has since rolled 

out to Latin America and 

will continue its global 

rollout in the coming year.

The brand is also 

found on hand and power 

tools sold at Carrefour in 

Europe, Exito in Colombia and Costco and Walmart in 

the U.S., as well as retail locations in China. Of course, 

automotive accessories are still a huge category for the 

brand and Goodyear batteries, wiper blades, car mats 

and electronic car accessories are available globally.

Faurie says IMG and Goodyear are looking to 

expand the brand’s reach in the garden category.

“We are in the hose and hose-reel segment for 

products sold in Home Depot, and we are talking to 

licensees about how we can widen our reach in that 

category,” he says. “We are 

always looking for partners 

for new opportunities in 

every market. We’re also 

working to make sure that 

every category we are in 

is represented in every 

market in the world.”

It’s an ambitious 

goal, but Faurie says the 

brand is up to the task.

“There’s so much 

untapped potential and so 

many different directions 

we can take the brand,” 

says Faurie. “We’re also 

planning 12 freestanding 

stores in China and one or 

two locations in Mexico, 

and we are keen to develop 

the U.S. market in 2017.” ©

Goodyear
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lastword

Over the past two years, based on your experience, 

what do you believe have been the biggest changes 

for the licensing sector?

The biggest changes over the past two years in 

the industry have been around personalization and 

globalization. Social media platforms allow consumers 

to create a dialogue with their favorite brands, 

personalizing them through Instagram, Facebook, etc. 

These platforms are effectively borderless, engaging 

consumers around the world to connect back with the 

brands and with other consumers about the brand.

I also believe that with youth in licensing industry 

specifically using social media as platforms has had 

a significant impact on how people and consumers 

connect and engage with brands. LIMA has been 

out in front of these changes with a global strategy 

that has resulted in offices in Australia, Canada, 

India, Mexico and other countries where our 

members are and where the industry is heading.

What do you believe are the most important busi-

ness factors that have created new opportunities for 

brand extensions?

Real-time consumer data analysis and fast retailing. 

Licensing is being driven in a whole different way 

by consumer engagement, personalization and 

how consumers interpret and own the brand.

Based on your tenure as a past chairman of LIMA, 

what do you believe are the most important accom-

plishments for the industry’s association over the 

past several years?

Driving membership globally has been a key 

accomplishment. Today, more than 50 percent of 

LIMA’s membership comes from outside the U.S., and 

LIMA is truly representative of the licensing industry 

on a global basis. This was a strategic goal LIMA set 

more than 10 years ago, and we remain committed to 

it. LIMA has also been working closely with industry 

leaders to drive greater awareness of the industry as 

one that drives significant revenue to a company’s 

bottom line.  This is no longer an “ancillary” business.

The caliber of young professionals coming 

into licensing, as well as those executives moving 

up in their careers and staying in the business, is 

incredibly impressive and exciting to see. There’s 

a level of sophistication and excitement for the 

licensing industry as a very promising career.

As you assume your new role, and having been a 

longstanding licensing executive, what does this 

new opportunity mean to you?

This opportunity is a chance for me to serve an 

industry that I have so much passion for working 

alongside people that I have tremendous respect for–and 

really like! This is an industry that is smart, generous, 

forward-thinking, and I am proud to be a part of it.

What will be your initial focus and goals for the 

near-term of 2017?

I first need to hear from our members–

and non-members, too. I want to understand 

what their challenges and issues are, and 

what their expectations are from LIMA.

What do you believe are the issues that LIMA must 

address in order to grow and remain relevant to its 

membership?

LIMA must continue to provide value to 

its members and remain a leader serving all 

IP and brand owners worldwide. ©

MAURA REGAN

executive vice president of The 

International Licensing Industry 

Merchandisers’ Association

MAURA REGAN: A NEW ROLE WITH LIMA
This well-known industry veteran is gearing up to be part of LIMA’s leadership team and prepare 

the global licensing association for the next decade.

Most recently, Regan 

served as senior vice 

president and general 

manager, International 

Media Business, for Sesame 

Workshop, the nonprofit 

organization responsible 

for Sesame Street.

THE LICENSING INDUSTRY 

IS BIGGER THAN EVER AS 

BRANDS ARE A DRIVING 

FORCE BEHIND NEARLY 

EVERY PURCHASE DECISION. 

IT IS NO LONGER AN 

“ANCILLARY BUSINESS.”
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