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Licensing Expo, Las Vegas
Autumn Fair, Birmingham

Summer 2019

Total Brand Licensing was created by a seasoned team of licensing publishers as a direct response to industry demand for a publication that 
is separate from the entertainment led part of the business; one that fully serves brand, brand extension and lifestyle, on a truly global basis.

Total Brand Licensing is the only magazine of its kind in the world and therefore represents a unique opportunity for both brand owners 
and licensors to increase their brand’s visibility at the same time as establishing and managing their brand extension and licensing 
programs. It is a unique forum and platform for the brand licensing sector designed to highlight the opportunities available to trademark 
owners through a well-created and structured licensing program and brand extensions.
The magazine also carries global news, research data and regular opinion pieces from experts in the industry. 
Total Brand Licensing is published in both print and digital formats.

Brands at Licensing Expo, Las Vegas
A look at some of the brands that will
be on show at Licensing Expo

Brand and Lifestyle Awards (B&LLAs) 
Who won the prestigious awards?

Adult Brands 
Brands that are definitely not for children.... 

Housewares and Homewares
Exploring this massive market sector

Business analysis
Getting into the bones of the brand business

Celebrity Estates
Which celebrity brands will be making 
waves this year?

Licensed Food and Drink Brands
A look at food and drink brands in the 
marketplace

Roundtable 
Experts debate top issues

Regular Features 
Company profiles, In-Depth Property Pro-
file, Market  Research, Major Interviews

DEADLINES
Editorial: 20 August 2019
Ad Materials: 5 September 2019 

Distribution Highlights
Brand Licensing Europe
Sports Licensing & Merchandise Show
China Licensing Expo

Autumn/Fall 2019

Brands at BLE 2018
A look at some of the brands that will
be on show at Brand Licensing Europe

Heritage Brands
Heritage brands are big business - from
museums to galleries and much more.
This article explores the world of heritage 
brands and why they are so popular.

Sports Brands and Licenses
A look at what’s happening in the world
of sports and sports brands including
mainstream and specialist brands.

Celebrity Chefs
Who’s top in the global kitchen? 
Celebrity Chefs are big business.

Licensing Transport
From cars to planes to ships, trains
and bikes.

European Retail Analysis
An in-depth look at the changing retail
landscape in Europe.

Liquor/Spirits Licensing
From whisky to gin and more.... a look at 
the world of licensed liquor.

Business analysis and regular features
Company profiles, In-Depth Property 
Profiles,  Major Interviews

Winter/Spring 2019

Leisure and Sports Apparel
This feature takes a look at what is 
happening in the world of leisurewear and 
sportswear on a global basis

Pet Products
The multi-billion dollar pet product 
marketplace

Brand and Lifestyle Awards (B&LLAs)
Looking at the nominees for the 
prestigious B&LLA awards

Brands at Spring Fair
What’s at ths year’s show?

Business analysis and regular features
Company profiles, In-Depth Property 
Profiles, Major Interviews

DEADLINES
Editorial: 5 December 2018
Ad Materials: 5 January 2019

Distribution Highlights
Bologna Licensing Fair
International Spring Fair
London Book Fair
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National Geographic is having a busy year – 

again. The joint venture between 21st Centu-

ry Fox and the National Geographic Society 

(NGS) is promoting a number of projects on 

its multiple TV channels – including major 

new scripted and factual series with some of 

Hollywood’s biggest talents, new feature doc-

umentaries released into cinemas and a range 

of premium wildlife shows on the channel for 

animal lovers, Nat Geo Wild.

Meanwhile National Geographic magazine, 

the magazine that started it all 130 years ago, 

is continuing to engage a strong and commit-

ted multi-generational readership with spe-

cial features on a wide range of science and 

nature-related issues like covering the break-

through surgery of the US’s youngest recipient 

of a full-face transplant, the plastic epidemic 

facing our oceans and a full single topic issue 

on the subject of race.

There’s also a travel magazine, a history maga-

zine, a kids’ magazine, around 180 new pub-

lished titles a year (many of which are chil-

dren’s title
s), a travel programme and a team 

dedicated to live events and location-based 

entertainment. 

This is a powerful brand, with millions of 

print and digital readers around the world, 

hundreds of millions of viewers on TV and 

a similar number of followers on social me-

dia. It’s a
lso the number one media brand on 

Instagram, a leader in Facebook videos and a 

multiple-award-winning group of magazines. 

In short, this is a multi-platform success – and 

this has helped to drive awareness of its c
on-

sumer products programme.

This strength of the National Geographic 

brand across multiple media channels, along 

with a powerful reach among children and 

families, and a strong focus on sustainability 

are just a few of the factors behind the im-

pressive growth of the consumer products 

programme in the past year since National 

Geographic’s European Consumer Products 

and Experience strategy was unveiled at BLE.

Visitors to stand C30 at BLE will be interested 

to hear that the brand’s reach is particularly 

strong among kids, teens and young adults. 

Helena Mansell-Stopher, director UK Li-

censing, National Geographic Partners, says: 

“People recognise the brand from its magazine 

routes” she says, “but because we have a strong 

digital focus and young people are so digital-

ly native we’re reaching all ages: kids through 

books and websites, millennials through so-

cial media and digital apps, the older gener-

ation through broadcast and print. We’ve got 

National Geographic

A brand with a purpose

A brand with a strong presence in TV, print and online and a wide demographic reach is im
pressive. But National 

Geographic offers more. It also funds conservation, exploration research through the non-profit National Geographic Society, 

and these combined strengths are major drivers behind the success of the National Geographic consumer products programme.

LIFESTYLE
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From Massachusetts to California, and from 
Victoria, BC to Gander, Newfoundland; can-
nabis products are now legal for recreational 
consumption. It’s also legal in a number of oth-
er countries including the Netherlands, Chile, 
Uruguay, Venezuela and Australia. Cannabis 
brands are moving up and down the Americas 
and across the Atlantic and Europe.  Beyond 
that, marijuana and other cannabis products 
have been part of the social fabric of multi-
ple countries for decades. If branded properly, 
cannabis has the potential to become a lifestyle 
brand, embodying similar values and interests 
of a wide group into licensed products. REVIEW OF 60 YEARS OF LIFESTYLE 

TRENDS AND BRANDINGOver the last 60 years various lifestyle trends 
have come and gone. Some have made major 
impacts on branding and licensing, while oth-
ers have popped up for a few years and then 
disappeared. Some examples of lifestyle trends 
over the past several decades are the following:
• Action sports• Athletic wear• Travel

• Grunge
• and many othersSome of these trends had a brief, but intense, 

impact on popular culture, such as grunge in 
the 1990s. Others, like action sports, have last-
ed decades and have spawned popular brands 
such as Redbull, GoPro, and Nike. Although 
cannabis is just beginning to branch out into 
different product markets, it is positioned to 
be a long-lasting lifestyle trend. Cannabis is 
a diverse product which can be consumed in 
various forms -- baked, eaten, put in medici-
nal creams, inhaled or ingested in many vari-
ations. Therefore, it should be branded to fit 
many different lifestyle markets.What we’re looking at in this article is a differ-

ent sort of trend in lifestyle brands. One that 
appears to be here to stay for the long-term 

and is embedded in many cultures.
UNIVERSAL GLOBAL LIFESTYLE
Few new lifestyle trends come along that, from 
the beginning, appear to have the potential to 
provide branding and licensing opportunities 
which stretch ahead many years.  It has been 
rare for lifestyle phenomena to come along and 
be truly multi-generational, where teens and 
adults are all participating at the same time. 
Few lifestyle branding and licensing trends 
have come along that are multi-cultural. And 
finally, few branding and lifestyle trends have 
appeared in the licensing arena that are truly 
multi-geographic in their appeal. Cannabis is 
a multi-product line which holds great appeal 
in every major licensing market. 

MAJOR ISSUES IN THE CANNABIS 
LIFESTYLE CATEGORYCannabis lifestyle branding and licensing is-

sues are categorized into three areas: legal, 
marketplace fragmentation, and cannabis as 
a commodity. First and foremost is the legal 
and regulatory environment at the State, the 
provincial, the Federal, and the cross jurisdic-
tional levels are substantial. Whether it’s in the 
U.S., where each State is making its own legal 
decisions, or whether it’s intellectual property 
management issues, where a federal trademark 
for a cannabis product cannot yet be regis-
tered, there are many variables, and coordina-
tion between jurisdictions is complex.
Second, the market place is highly fragment-
ed. There are thousands of growers, and many 
hundreds of distributors. Scale has not yet 
been achieved in any of the major markets 
around the globe. However, scale will come 
with time. There are not yet any global brands 
that have moved into this marketplace, but 
this is changing.Third, and most importantly in some ways, is 

the fact that cannabis is a completely undiffer-
entiated commodity product. Cannabis com-

panies must depend on branding and technol-
ogy to highlight the perceived difference in 
customer delivered value.

CANNABIS IS A FRAGMENTED PURE 
COMMODITY BUSINESSTo the consumer, marijuana and hemp prod-

ucts are absolute commodities. Cannabis is 
similar to gravel or corn, it all looks the same 
to the average person. However, the resultant 
end products come in many forms:• Loose product (“flower”) sold in grams or 

partial ounces; which also includes what’s 
known as pre-rolls or joints• Vaping products such as vape pens -- pre-

loaded with liquid or wax• Edibles of all types, including premeasured 
jelly cubes, cookies, candies, chocolates and 
other products that have a pre-determined 
amount of THC, or CBD contents• CBD product mixtures used primarily for 

medicinal products or to treat people with 
various illnesses• Oils, creams, rubs and ointments• Pharmaceutical and medicinal products, 

some of which are finally being legalized in 
the United States at the end of this calendar 
year
Constant research is going into the cultivation 
and processing of marijuana and other canna-
bis products.  Research into growing, hydra-
tion, and lighting, techniques and processes, 
which improve the efficiency, quality and 
intensity of the end product, are constantly 
being tested. As a result, there are numerous 
patented processes, as well as a great amount 
of technical know-how and trade secrets that 
are being created due to the intense research. 
However, in the end, cannabis is still essen-
tially an undifferentiated commodity product 
from the consumer’s point of view, and if busi-
nesses want to achieve any amount of mar-
ket share, they will need to differentiate their 
products via branding and brand building. 

 THE NEW LIFESTYLE BRANDS

By: Weston Anson, Consor IP

ESPORTS
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Selling out 15,000 seat arenas on a regular 

basis is something that some of the biggest 

names in the music world even struggle 

to do. But in the world of esports, that is 

often a monthly occurrence at this point, 

and it really feels like it is only a matter of 

time before events regularly sell out massive 

sports stadiums. 

Even as I write this I’m watching the Dota 2 

International tournament, which has sold out 

the 18,000 seat Rogers Arena in Vancouver 

and offers up over $25 million in prize mon-

ey to the 18 teams competing. 

At its most basic level esports is the act of 

people playing video games against each 

other for money. Millions will tune in to the 

biggest competitions, which are all streamed 

online and some are broadcast on major TV 

networks around the globe. Then of course 

there are the fans that go to the events, cre-

ating some of the loudest live crowds in the 

world. 

The term esports is used to band together all 

of the different games and scenes, but that is 

effectively like referring to sports as a collec-

tive. Each game is its own separate thing, and 

very few esports fans would class themselves 

as fans of every major game. Much like you 

might struggle to find someone who loves 

American football, cricket and badminton, 

you won’t find many who will watch Dota 2, 

Call of Duty and StarCraft II. 

For those who didn’t grow up in the world of 

online games the whole thing can seem quite 

strange. Why would anyone want to watch 

someone else play a video game when you 

could just play it yourself, is a question that 

is heard far too often in the current age, and 

one that ultimately has a simple answer. You 

could go and kick a football around the park 

with a few friends but it sure isn’t the same as 

watching Cristiano Ronaldo skip past some 

of the best players in the world and fire the 

ball effortlessly into the top corner. 

If you can see yourself asking that question 

then esports probably isn’t the place for you. 

The esports audience is notorious for rejecting 

any non endemic brands or companies that 

show little interest in the scene, or appear to 

not know their stuff. 

It’s no surprise that brands such as DHL, 

Mercedes and even Turtle Wax have been 

embraced by the esports world after they 

made brilliant esports related content with 

esports influencers around their sponsorship 

of events and teams. While others have been 

ignored or become the but of jokes because of 

a reluctance to get involved or even running 

campaigns that annoy the esports world, like 

O2’s recent campaign that asked “#IsItAlright 

that your kids only aspire to be an eGamer?”

But if you are willing to learn, work with 

experts in the field and appreciate that this 

isn’t just a place to make a quick buck then 

the world of esports has a lot to offer. On the 

Esports

Discover the world of esports, where millions watch top gamers compete live!

Mike Stubbs, an esports expert, tells u
s more...
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Total Brand Licensing is published 3 times a year (January, June and September) in 
print and digital formats and distributed to a targeted subscriber list that includes Total 
Licensing’s 85,000 readers in 106 countries. Additionally, the magazine is distributed to 
key senior executives involved in brand licensing, brand building and brand extension 
from the retail, manufacturing, promotional and other sectors around the world.

Whilst Total Brand Licensing will be distributed at a large number of regular licensing 
events, such as Brand Licensing in London and Licensing Expo in Las Vegas, we are 
also broadening our portfolio of events to include other associated industry trade shows 
around the world in areas such as fashion, homewares, books, toys and technology 
where there is a clear crossover between the featured products and licensing.

We offer a broad range of opportunities from a glossy front 
cover to neat-but-noticeable button adverts within the 
online publication, and many other options to suit every 
budget. So whether you want to create massive impact, 
inviting tenders for a brand new property, or whether you 
just want to keep your logo on the radar, ask us about 
options and we’ll guide you through our full range of 
opportunities to increase your visibility – globally!

Advertising is priced competitively to allow the industry 
maximum publicity, both in their home market and into 
106 countries. Discounts on rate card are available for 
multiple pages and an advertisement in the magazine 
includes both the print and digital issues.
Special options, including gatefolds, heavy-stock and button 
ads are available in the printed issue. Issues also include 
Special Features, with the spotlight on a specific brand or 
company.
In terms of the digital issue, a number of options are 
available including special branding or the addition of 
video.

Weston Anson, Chairman, Consor

Gary Caplan,  President, Gary Caplan Inc.

Ciaran Coyle,  VP and Head, Electrolux Global Brand Licensing

Jane Evans, President, JELC Ltd.

Angela Farrugia, Group Managing Director, The Licensing Company

Debra Joester, Joint Owner, Joester Loria

Kimberly Kociencki, Chief Executive Officer, SPLiCE

Bruno Maglione, Executive VP and  Global MD, IMG Licensing

Lisa Reiner, Managing Director Europe and Asia, Beanstalk

THE TOTAL BRAND LICENSING 
ADVISORY BOARD

To ensure that the magazine is of maximum benefit to the brand 
licensing community, an Editorial Advisory Board has been created 
comprising leading experts who support our efforts and help us create 
a magazine that is of maximum value to the industry.

REGIONS

North America 41%
Europe  29%
Asia/Australasia 17%
Latin America  9%
Others  4%

INDUSTRY SECTORS

Retailers/Retail Buyers
Licensees and Manufacturers
Corporate/trademark Owners
Marketing Consultancies
Advertising Agencies

JOB FUNCTIONS

Corporate Brand Owners
President/CEO
SVP Branding/Marketing
Brand Managers
Senior Global Brand Managers

DISTRIBUTION BREAKDOWN

EDITORIAL
Francesca Ash, Co-Publisher | francesca@totallicensing.com
Becky Ash, Editorial Director | becky@totallicensing.com

ADVERTISING
Jerry Wooldridge, Co-Publisher| jerry@totallicensing.com
Joanna Cassidy, Business Development Manager | joanna@totallicensing.com

Japan Agent, Roger Berman, ZenWorks | rmb@zenworks.jp
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