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Total Brand Licensing was created 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, art 
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 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 Summer and 
Autumn are published in both print and 
digital formats. Total Brand Licensing 
Winter is published in digital format.

DEADLINES
Editorial: TBC
Ad Materials: TBC
Published
    Digital TBC 
    Print TBC

Summer 2024

Brands at Licensing Expo 2023 Vegas
A look at some of the brands on show this 
year.

Licensed Software/CRM Management
Providers
A look at some of the companies providing 
software and systems to help the industry

Brand and Lifestyle Awards (B&LLAs) 
Who won the prestigious awards?
Total Brand Licensing talks to the winners

Housewares and Homewares
Exploring this massive market sector

Business analysis
Getting into the bones of the brand business

Celebrity Licensing
Which celebrity brands will be making 
waves - good or bad -  this year?

Licensed Health and Wellness
A look at how licensing fits into the current 
trend for health and wellness

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

Winter/Spring 2024
Leisure Brands
This feature takes a look at what is 
happening in the lucrative world of
leisure

Art and Design Special Section
Total Art Licensing special art and design 
supplement

Fashion Brand licensing
The spotlight on the world of licensed 
fashion

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

Licensing the Beautiful Game!
An in-depth look at football/soccer licensing 
around the world

DEADLINES
Editorial: 10 January 2024
Ad Materials: 13 January 2024
Published
    Digital 1 February 2024 
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The Royal Horticultural Society licenses or 
endorses not just gardening products but 
kitchenware, greetings cards, upholstery 
fabric for sofas, footstools, gin, rum and 
whisky, children’s apparel, womenswear 
and much more. But what, you might say, 
have spirits, clothes and fabric to do with the 
RHS mission: inspiring everyone to grow? 
The answer is, surprisingly perhaps, quite a 
lot.

The Royal Horticultural Society, the world’s 
leading gardening charity, has been lending its 
name to a very successful licensing campaign 
for a very long time. However, it became clear 
some years ago that the positive associations 
of the brand have much to offer carefully 
chosen partners outside the expected, and 
very successful, gardening-related areas like 
tools, pots and planters, garden equipment, 
buildings and storage, treatments, seeds and 
100% peat-free composts, all of which benefit 
from the support of a globally respected name 
in horticulture.But, in fact, RHS-endorsed spirits, fabrics, 

apparel and homeware (to name only a few) 
also have associations with gardening and the 
main mission of the RHS: inspiring everyone 
to grow.
Take the RHS 22 and RHS 23 Fabric 
Collections in partnership with Sofas & Stuff 
Ltd, a creator of beautiful British bespoke 
furniture and fabrics. The fabrics can be 

used across any of the Sofas & Stuff range 
of British handmade bespoke sofas, chairs, 
beds, footstools and cushions – or purchased 
as fabrics for curtains and blinds or other soft 
furnishing projects.Importantly, however, they reference nature 

and the role of the RHS through innovative 
designs based on the RHS Lindley Collections. 

This is the world’s biggest and finest collection 
of botanical art. It’s also a major RHS design 
asset that informs the packaging and look of 
many licensed products – such as Harrogate 
Tipple’s RHS Spirits for Gardeners range 
of gin, rum and whisky, whose label designs 

combine images from the Lindley Collections 
and the RHS Licensing Geometric Style 
Guide. This guide uses garden design styles 
dating from the 1600s and 1700s to reflect 
the modern trend for geometric patterns and 
prints.
Artwork from the Lindley Collections was also 
exceptionally well received when combined 
with the signature feminine style of British 
fashion brand Oasis. The RHS/Oasis limited-
edition collections of contemporary women’s 
apparel celebrating the joys of nature and 
horticulture in the summer and the autumn 
have been very successful. So much so, in 
fact, that the RHS is now working with a new 
licensee on an exciting long-term partnership 
for men’s, women’s and children’s apparel – 
again inspired by the Lindley Collections – to 
be announced soon.While design assets highlight the RHS role 

in gardens and gardening, many products 
emphasise other important concerns that, 
while not specific to gardening alone, are 
central to the work of the RHS and its aims.
Take the RHS Home Grown and I Bug 
You children’s kitchenware collections from 
Dexam, a specialist supplier of kitchen 
cookware, bakeware and accessories. This 
range has a strong focus on sustainability 
(through the use of recycled plastic bottles) – 
as does the RHS.At the same time, this collection also promotes 

gardening, growing, cooking and healthy 
eating, areas the RHS has always focused on but 
that have become even more important since 
the launch of its RHS Licensing Children’s 
Style Guide and the associated move towards 
child-friendly items and designs.

Always innovating, always inspiring

LICENSING MATTERS GLOBAL
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You introduced us to Licensing Matters 

earlier in the year and talked of your price 

in developing a strong portfolio. Do you 

have any new client news to share with us 

three months down the line?

“Our partners at Perfetti Van Melle, 

an FMCG company that thoroughly 

understands and fosters the licensing of 

their key candy brands, have entrusted 

us, after several successes under our belt 

with lifestyle licensing executions for their 

famous Fruit-tella brand, with the task of 

seeking partnerships in the Food & Beverage 

category. And we have got off to a great start 

with not one, but two brand new projects: 

Fruit-tella branded water enhancers and 

fruit juice pouches. We are thrilled to see the 

Fruit-tella brand expand its colourful, fruity 

identity into these mass-market categories.” 

Back in March, you also highlighted your 

partnership with Peugeot. What’s next for 

this client with so much history but a very 

targeted licensing programme?

“The second half of 2023 will see the release 

of a brand-new line of cleaning, heating & 

cooling and food preparation appliances at 

key retailers in Latin American and Asian 

markets. This product range embodies the 

Peugeot brand promise of simplifying the 

daily lives of millennial families through 

technical ingenuity and elegant, ergonomic 

product design. They also capture the sleek 

design lines and premium quality for which 

Peugeot products are renowned worldwide.” 

Do you have any thoughts on licensing 

partnerships which are focused rather than 

free-rein? And, if so, why? 

“Especially when it comes to corporate 

brands that have a strong positioning 

in consumers’ minds, focused licensing 

executions are the only kind that makes sense 

from a brand protection point of view. Brand 

owners understand the logic of exploiting 

the latent value of their brands, but this only 

makes sense if the brand extension feeds 

back into and adds value to the core brand 

proposition. The licensing partnership must 

tightly align with the DNA of the licensed 

brand if it is going to convince consumers to 

choose the product being offered instead of 

the competition; while not diluting the brand 

identity.”

 
Anything of note on the horizon?

“The KFC apparel range that we mentioned 

last time we spoke is gathering traction 

among US retailers thanks to the bold, 

fashion-forward design of the range, 

especially targeting discerning, style-conscious 

Gen Z consumers. Watch out for the first 

release during the second half of this year.”

When we last talked, you made reference 

to your ability to be focused on delivering 

licensing programmes that go beyond a ‘one 

size fits all’ strategy. Can you explain how 

you achieve this and why people should be 

knocking on your door? Isn’t this hard in a 

climate where margins are squeezed?

“At LMG we pride ourselves of being a 

boutique firm. This means that, at the outset 

of every new relationship, we invest the time 

and resources required to create a long-

term strategy that caters to the particular 

requirements of each and every one of our 

clients.   Unlike some of the larger agency 

networks, we approach brand extensions as 

a surgical enterprise operation rather than a 

generalised, one-size-fits-all activity. We take 

great satisfaction in being nimble, strategic, 

and incredibly connected on a global scale.”

As a team, with offices in all key global 

licensing markets, how does your unique 

business model work in alignment for 

clients who may be interested in partnering 

with you for not only LMG, but also Yume 

Toys?

“That’s a great question. We are unique in 

the sense that we are part of a larger group of 

companies, Maxx Group, that encompasses, 

apart from LMG the licensing agency, a toy 

company (YuMe Toys) and a promotional 

marketing agency (Maxx Marketing). 

This means we offer entertainment IP owners 

a one-stop-shop solution to handle their 

toys strategy and commercialization, their 

promotional activities and their licensing into 

product categories other than toys.

The benefits of this consolidation under 

one single roof are: (1) centralized strategic 

management of all consumer product efforts; 

(2) seamless licensor coordination with all 3 

business verticals; and (3) consistency across 

all products & services.”

Interview

Felipe Noriega, Vice President and Regional Director EMEA

Licensing Matters Global
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COLUMNIST

Brand Jam observes the world of licensed 
collaborations and brand extension activities, 
dissecting more than 300 innovative cases 
each quarter with its Collaborations Observa-
tory. This issue’s column is dedicated to three 
cases which seemed highly significant.Outdoor: On the right trackOutdoor apparel and gear registered some 

interesting moves in recent months. Global 
icon in jeanswear and casual apparel, Wran-
gler has launched a collaborative range of 
outdoor apparel within Inditex’s Pull&Bear 
stores, and the collection is not based on the 
cowboy mood, typical of Wrangler, but on 
the Wrangler ATG – All Terrain Gear label, 
that the brand launched in 2019 to enter the 
growing outdoor apparel arena.

Durability and versatility are the two touch-
points the denim global brand has used to 
connect cowboys to outdoor adventures, and 

unlike most other outdoor companies, Wran-
gler’s aim is to provide everyday consumers 
with outdoor apparel that includes premium 
functionality and dynamic comfort, without 
a premium price tag.

The same democratic price positioning is 
stressed in this collaboration with the retailer 
Pull&Bear which has made affordable prices 
its signature. The 64 Wrangler ATG x P&B 
items average price is around 35€, ranging 
from 15,99€ for a cap, to 45,99€ for a sports 
jacket, reaching the top with the woman’s 
overall at 74,99€, making this proposal very 
attractive to the young customers.A more iconographic route is followed by 

Terrex, adidas’ label devoted to outdoor, 
announcing a multi-season collaboration 
with National Geographic, in which these 
two leaders in outdoor adventure will release 
high-performance outdoor wear.

The rationale around the partnership (adidas 
is a longtime Disney licensee) is based upon a 
“shared appreciation of nature, and the foun-
dational need for humans to connect to the 
world around them,” as the German brand 
states in the official press release.

The inaugural collection launched in spring 
2023 is built to celebrate the role of pho-
tography in the culture of outdoor sport, 
where adidas designers selected from the 
National Geographic photography archives 
stills of some of the most remote yet mov-
ing locations on earth, integrated in all over 
prints in a hiking collection. All items feature 
the National Geographic’s iconic yellow icon 
along with adidas Terrex logo.

YouTube’s New Twist in Music Merchandising

In our Brand new column, Brand Jam’s  Founder Paulo Lucci sheds light  on some very pertinent matters

Brand Jam: The Observatory

Autumn/Fall 2023
Brands at Brand Licensing 2023
A look at some of the brands that will
be on show at Brand Licensing Europe in
London this year.

Heritage and Museum 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.

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

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

The World of Food and Drink
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

DEADLINES
Editorial: 25 August 2023
Ad Materials: 8 September 2023
Published
    Digital 22 September 2023 
    Print 2 October 2023
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