








€op&S licensing agents
1-|GLOBALICONS

wedwed $1B (PRIVATE)
JEFF LOTMAN, CEO; MIKE GARD, C00; BILL MCCLINTON, SVP OF
LICENSING, +1.310.820.5300

Sweetening up the industry in 2009, Cold Stone Creamery further diversified its licensing
program into new product categories with the debut of the toy ice cream-making machine,
part of Think Wow Toys’ EZ-2 Make! line, and the Scoop It Up interactive Wii game by Zoo
Games. Products launched in fall ‘09 at most major retailers and are continuing on shelf
through 2010. In addition, the Cold Stone Creamery truffles by Chocolates Turin continue
to be the No. 1 premium box chocolate at retail. Kids food-making products included EZ-

2 Make! with the introduction of the

Chuck E. Cheese’s Pizza Maker and the

Mrs. Fields Cookie Maker, which sold at

major retailers such as Toys“R”Us, Kmart

and CVS. The agency began the rollout

of a multi-phase consumer electronics

line under Hershey’s brands for digital

cameras, earphones and USB drives

launched in spring '09 at mass and

specialty including Best Buy. Duraflame

also introduced in 2009 the first electric

fireplaces and heating appliances, which successfully launched in home improvement, club
and various drug and grocery retailers. For 2010, Global Icons will leverage “brand-fit”
licensing partnerships in the food and beverage categories and increase brand penetration
through the launch of new food-related product innovations. For instance, Cold Stone
Creamery and Vita Specialty Foods will introduce a line of dessert toppings inspired by its
Signature Creations flavors. Crock-Pot’s ready-to-serve refrigerated meals by Harris Food
Group will launch in Q1 of 2010 in supermarkets. Interactive gaming will continue to play a
key role in kids’ entertainment products with the new Chuck E. Cheese’s interactive games
by UFO Interactive for multiple platforms scheduled to launch in spring/summer 2010 and
Build-A-Bear Workshop’s third edition to its series of interactive games for DS and Wii. Also
in development is a line of Sunbeam-branded garment care products, including steamers,
presses, mini sewing machines and garment brushes that is expected to hit shelves in 2010.
For Honda, the first series of Honda Motorcycle safety helmets by HIC America will launch.
Global Icons has recently partnered with several new category leaders in food and beverage,
including Dannon, Horizon, Silk, Bennigan’s and Captain Morgan and will strategically
develop and manage the food licensing programs for these brands. For 2010 and beyond,
Global Icons will assess opportunities based on retail channels, individual retailer needs
and market demands to create account-specific programs to help drive sales performance
and growth. Supermarkets, clubs and mass retailers carrying food products will continue to
be a strategic focus with the addition of new food brands.

| ) IMC LICENSING

ot $750M (PRIVATE)
CARA K. BERNOSKY, PRESIDENT, CO-FOUNDER, +1.502.589.7655

In 2009, key properties driving retail sales included Life Savers, Crystal Light, A.1.,
Borghese, Valvoline and Chiquita. In addition to the brands that performed strongly in
2009, IMC expects its investment in cultivating relationships with manufacturers and
retailers across a wide spectrum of product categories over the past several years to
continue to grow. Key retail partners include Walmart, Kroger, Costco, CVS, Giant Eagle

MODA LICENSING

2 e
-
$595M (PRIVATE)

(FORMERLY MODA INTERNATIONAL MARKETING)
MICHELLE ALFANDARI, PRESIDENT AND CEO, +1.212.687.7640

In 2009, MODA added several clients to its roster including UNICEF and Lighthouse
International. MODA’s client list includes The New York Times; Lycra (Invista); Boll,
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Bushnell, Hoppes and Tasco (Bushnell Outdoor Products); Greenfield
Village, The Henry Ford (The Henry Ford); The National Trust for Historic
Preservation and Design In America; Le Tour de France and Dakar (ASO);
America’s VetDogs, The Veteran’s K-9 Corps and Sgt. Vetdogs; Advent,
Acoustic Research, Audiovox, Jensen and Terk (Audiovox Corporation);
Unipal Corrugated Pallets; and Prism Industries. MODA successfully
executed several licensed brand extensions across multiple product
categories and distribution channels in 2009. They include Le Tour de
France: Cycle Force Group in conjunction with Messingschlager bicycles,
parts and accessories; DeFeet International: performance athletic socks
and arm coverings; Suntech Optics: sunglasses in North America; Paintbox
Press: pop-up book; Dearborn Sausage Company, meat products in U.S.;
National Trust for Historic Preservation:
expansion of moulding from Empire Company
in Lowe’s home centers; The New York Times:
Global Wine Company and The New York
Times Wine Club; Signature Gift Ltd., themed
personalized books, reproductions of single
pages and personalized diaries, calendars;
Retrographics Publishing, newspaper
compilations, themed non-personalized books,
reproductions of single pages and more; NYS
Collections reading glasses; new airport stores
in Providence, Atlanta, and West Palm Beach, from licensee Paradies;
electronic handheld toys and games from Franklin Electronic Publishers;
and Jakks Pacific game pencil.

-1 41 4KIDS
—"f ENTERTAINMENT

$524M (PUBLIC)

AL KAHN, CHAIRMAN AND CEO; CARLIN WEST, EVP, ACQUISITIONS
& NEW CONCEPT DEVELOPMENT; ROZ NOWICKI, EVP, MARKETING
AND LICENSING; SANDRA VAUTHIER-CELLIER, MANAGING
DIRECTOR, EMEA, +1.212.758.7666

In 2009, the licensing business for 4Kids Entertainment was led by Yu-
Gi-Oh! 5D’s, the third iteration of the popular franchise (that began airing
six times a week in fall 2009 on Cartoon Network in the U.S.), along with
the original Yu-Gi-Oh! series (airing back-to-back Saturday mornings on
TheCW4Kids). As the Yu-Gi-Oh! brand approaches its 10th anniversary,
major celebratory activities are planned, including a theatrical film, new TV
series and live events. Dinosaur King has proven to be a ratings winner in
Europe and a leading series in the U.K. and France among other countries,
with toys from Playmates and trading cards from Upper Deck fueling the
retail success. In 2009, the Teenage Mutant Ninja Turtles franchise was
sold to Viacom/Nickelodeon. In 2010, 4Kids projects a year of growth

with new brands, including Quints, a toy phenomenon in the early 1990s;
top-rated PBS series WordWorld, which will kick off its fourth year; and
Dos y Dos, a Spanish/English bilingual preschool series. With a renewed
merchandising direction, 4Kids is focusing on developing a new toy line for
WordWorld and optimizing its proven strength in empowering preschoolers
to get ready to read, with resources funded by the U.S. Department of
Education. 4Kids continues to support its portfolio brands, including
Chaotic, Jim Henson Designs, Jim Henson’s Pajanimals, Rollbots, Karito
Kids and Artlist Collection’s: The Dog, The Cat, and The Pig properties. The
company’s non-kids 4Sight Licensing portfolio includes American Kennel
Club and Cat Fanciers’ Association. In 2009, 4Sight won representation of
the U.K.s The Kennel Club and Crufts dog shows through its London office.
4Kids Entertainment continues to support many of these brands through
TheCW4Kids, its five-hour children’s television program block, Saturday
mornings on The CW Television Network.




BRAND LICENSING
TEAM

$500M (PRIVATE)
CINDY BIRDSONG, JOHN SHERO, MANAGING PARTNERS, +1.678.324.3270

BLT’s key properties are Coca-Cola and Chick-fil-A. Coca-Cola continues its
strategic focus on key lifestyle statements with apparel/accessories, tabletop/home,
social occasions and a holiday category focus, plus a collection of reclaimed and
repurposed merchandise stories, as well as core legacy products. The launch of
the Chick-fil-A program focuses on the iconic Eat Mor Chikin cows and core brand
logo. Key drivers of growth will be plush, toys and games, apparel and accessories,
tabletop and entertaining and the holiday category. The largest distribution is at
mass with Walmart and Target with products also available in broad number of
specialty retailers, mid-tier department stores, drug and grocery.

I |

GLOBAL BRANDS
“ GROUP

$425M (PRIVATE)

MARK MATHENY, CEO, CO-CHAIRMAN, +65 6622 8100

The 2010 FIFA World Cup product licensing program has been rolled out
globally, covering key soccer markets such as Europe, Latin America,
North America, Asia Pacific, and most significantly South Africa, the
host nation. An extensive network of licensees and distributors has been
established to launch event merchandise ranges for the much-anticipated
2010 FIFA World Cup. 2010 FIFA World Cup Official Event Stores are
mushrooming worldwide as kick off to the world’s largest single sporting
event on June 11. Key retail initiatives in 2010 include the collaboration
with Walmart stores in 15 countries with a projected store count of more
than 1,000 doors, offering exclusive FIFA World Cup official licensed
products and in-store promotions targeted to drive sales of the products.
More than 4,000 retail locations have been secured worldwide for 2010
FIFA World Cup Official Event Stores and corners. Fans may also make
purchases of official products in stadiums across South Africa during the
event period and at FIFA-organized fanfest activities in nine domestic and
six international host cities.

|-/ BRADFORD
=/ LICENSING

$411M (PRIVATE)

MICHELLE MINIERI, PRESIDENT, +1.973.509.0200

Key licensing properties that drove retail sales in 2009 were Pepsi-Cola, 7Up,
Mountain Dew, Marilyn Monroe by Sam Shaw, Happy House, Beverly Hills and
Aspen. Plans for 2010 include the creation and management of two new licensing
programs: one based on a tween television show, The Wannabes, starring Savvy,
and one based on the lifestyle of celebrity Denise Richards. A new Marilyn by
Sam Shaw style guide will be introduced for the Shaw Family Archives licensing
program, to be highlighted at the upcoming Licensing Expo. Plans also call for the
significant expansion of Pepsi fashion apparel and footwear in Latin America and
South Korea; growth of Happy House back-to-school ranges in South America; and
continued success of Marilyn by Sam Shaw imagery on apparel and accessories
ranges around the world. Key retail partners in 2009 were exclusive Pepsi
standalone shops, Bradford Licensing’s brands retail across channels, including
mass, mid-tier, specialty and high-end retailers. Specific partners are Carrefour,
H&M, C&A, Daslu, Top Shop, Zara, Urban Outfitters and Nu Look. 2010 growth
will be fueled by mass retailers, continued expansion of the exclusive Pepsi
standalone shops and Shoerepublic shops throughout South Korea.

I /[

21 BRAVADO

_IJ (UNIVERSAL MUSIC GROUP)
$388M (PUBLIC)
TOM BENNETT, CEO, +1.212.445.3435

This music merchandising company has had a busy year adding several new and
iconic artists to its roster. One of its biggest deals was with the estate of Michael
Jackson in which gave Bravado the exclusive rights to the pop king. In addition,
Bravado signed The Rolling Stones as well as newcomer Susan Boyle, the winner of
Britain’s Got Talent who recently released her first album, I Dreamed a Dream.
Bravado also recently signed superstar artists Rihanna, Mariah Carey, Alicia Keys
and Whitney Houston to create merchandise in support of their recent album
releases and concert tours.

BRANDGENUITY

$360M (PRIVATE)
ANDREW TOPKINS, PARTNER, +1.212.925.0730

In the third year of Food Network’s and

Bobby Flay-branded housewares exclusive at
Kohl’s, the program expanded to more than
700 products across multiple categories.

Game developer, NAMCO launched the highly
acclaimed Wii game Food Network: Cook

or be Cooked and Jakks Pacific launched

the Ace of Cakes edition of the Girl Gourmet
Cupcake Maker, one of the holiday season’s
popular gifts. The World Poker Tour licensing
program boasted another strong year thanks
to mobile extension, WPT Mobile from Hands-
On Mobile. Cadbury Adams licensing grew
behind Frankford’s line of seasonal candies
(candy canes and jelly beans) and an apparel
program supporting Bubblicious and Sour
Patch. Atari made its mark with approximately
20 licensees in hard goods and soft goods from
barware to apparel and from surfboards to
scratch-off lottery tickets. Atari products are
for sale in both specialty and mass retailers
and leverage the famous Atari mark and iconic
games, including Asteroids, Pong and Breakout.
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Pabst Brewing Company, the agency’s newest client, is the owner of more than

74 famous beer marks from Schaefer to Schlitz to Old Milwaukee, Lone Star and
Colt 45. Apparel programs for these brands will launch in 2010 at several national
retailers. In 2009, Brandgenuity worked with licensee Sakar to introduce the award-
winning LeapFrog digital camera and Kiddieland enjoyed continued success with
LeapFrog ride-ons. In 2010, look for Food Network-branded cruises and land tours
from Signature Travel Networks. Andrews McMeel will launch recipe-rich calendars
and new licensing expansions are planned in the concessions and food and wine
arenas. Brandgenuity will also announce new licensing deals for Church & Dwight
brands, Arm & Hammer, OxiClean and Orange Glo. Pabst Brewing Company will
expand further into apparel and apparel accessories, home, gifts and collectibles.
The agency will continue to explore licenses for MGM classic brands Pink Panther,
Stargate and Robocop and also support new releases, including Cabin in the Woods
by Joss Whedon and Hot Tub Time Machine. Brandgenuity also announced two new
client relationships, including The Really Useful Group, a holding company for the
shows and properties of Sir Andrew Lloyd Weber, including the most successful
Broadway show of all time, The Phantom of the Opera and its soon-to-debut sequel,
Love Never Dies. Key retail partners that will continue to drive growth in 2010 are
Kohl’s, Walmart, Target, Sam’s Club, Costco, TRU, Amazon.com, Best Buy, Gamestop,
Toys“R”Us, Kmart, Meijer, Shopko, Albertson’s, AC Moore, Hot Topic, Urban
Outfitters, Spencer Gifts, Sears, JCPenney and Hastings.
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€op&5 licensing agents
20 CKX

$328.3M (PUBLIC)
ROBERT F.X. SILLERMAN, CHAIRMAN AND CEO; ROBERT

DODDS, CEO OF 19 ENTERTAINMENT LIMITED; JACK SODEN CEO OF ELVIS

PRESLEY ENTERPRISES

CKx portfoilio includes Elvis Presley and the operations of Graceland, Muhammad
Ali and proprietary rights to the Idols television brand, including the American Idol
series in the U.S. and local adaptations of the Idols television show format, which air
in more than 100 countries around the world.

21 CREATIVE ARTISTS
— AGENCY

$300M (PRIVATE)

MIKE STEIN, LICENSING AGENT, +1.424.288.2000

CAA’s key personalities include Alyssa Milano, Cindy Crawford, Danny Seo,

Derek Jeter, Dr. Robert Rey, Duff Goldman, Eva Mendes, Jillian Michaels, Sarah
Jessica Parker, Sidney Crosby, Tapout and Gears of War 2 and Brutal Legend
(interactive). CAA Licensing is developing new product initiatives for clients
across all departments of the agency, including music artists, actors, television
personalities, lifestyle experts, and athletes. A select list includes Sundance (food
and beverage); Greg Norman (eyewear, watches and HBA); Billy Blanks (fitness
products); Patricia Heaton (jewelry and home); Jimmie Johnson (footwear and
HBA); Sherri Shepherd (wigs and alternative hair accessories); Gears of War 3 (all
categories); and Crysis 2 (all categories). Key partners include Walmart: Jillian
Michaels (exclusive protein powder) and Tony Hawk (exclusive teen vitamin
program); JCPenney: Cindy Crawford Style (exclusive home) and Danny Seo (global
green ambassador); Sears: Dr. Rey (shapewear); Nordstrom: Dr. Rey (health

and beauty); Macy’s: Eva Mendes (exclusive home); QVC: Jillian Michaels; HSN:
Danny Seo (mattresses); Duff Goldman (bakeware); Dr. Rey (health and beauty,
shapewear); Avon: Derek Jeter (fragrance).

+J-) NANCY BAILEY
= & ASSOCIATES

$225M (PRIVATE)

NELL RONEY, PRESIDENT, +1.678.352.1000

Nancy Bailey’s key properties include Mr. Clean, Scope, Febreze, Cover Girl, Tide,
Crayola, Pennzoil, Quaker State, Travelocity, 9 Lives, Hostess, Wonder Bread and
USA Today. As the economy improves, more companies will be making quicker
decisions and making more deals. Restaurant brand licensing in grocery stores
continues to grow. Current brand extension programs must continue to deliver
point-of-difference and price/value to maintain retail space and to compete with
private label. Many programs expanded distribution last year. Mr. Clean tools/Dollar
General; Febreze vacuum bags/Walmart launch; Cover Girl beauty tools/Target;
Scope breath fresheners/Walmart and major drug chains.

¢)=1 KIDZ
<2 ENTERTAINMENT

$180M (PRIVATE)

MORTEN GESCHWENDTNER, CHAIRMAN, +45 33 55 61 00

Key properties include LEGO, Thomas the Tank, Bob The Builder, The Simpsons,
Ice Age, Roary the Racing Car, Peppa Pig, Postman Pat, Timmy Time, Bella Sara,
Miffy, In The Night Garden, Moxie Girls and The Twilight Saga. Kidz continued
expansion in Russia with more properties and more staff, additional LEGO
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agreements
hitting retail
stores, new strong
brands such as
Smurfs, Beyblade
and Tinga Tinga
Tales, as well as
The Twilight Saga
merchandise
hitting one of the
world’s largest
fashion retailers.
Key partners
include X5 in :
Russia for 1,600 : ===

stores with 28 Ice Age products (FMCG and consumer products) Top Toy in Nordic
with Roary, Postman Pat, Thomas the Tank and more; H&M with Turtles apparel;

and Kappahl with Miffy apparel.

), BROAD STREET
=~ LICENSING GROUP

$117.8M (PRIVATE)

CAROLE FRANCESCA, PRESIDENT, +1.973.655.0598

BSLG’s key properties include Burger King, Gourmet Boutique Foods, Bruegger’s
Restaurants, Culinary Institute of America, Rich Foods, Leone D’Oro, Eagle
Family Foods and Unilever. Also fueling BSLG’s growth is the expansion of its
brand acquisition activities, as well as its growing international reach and
brand assessment capabilities. For 2010, the agency will continue its focus on
food and restaurant brands, building strategic and innovative brand extension
opportunities for its clients in both the consumer and B2B marketplaces. Key
achievements during 2009 include multiple Burger King frozen, fresh and snack
food lines sold through grocery, c-stores, club, mass, drug and vending, as well

as international growth with prepared entrées, appetizers and condiments in
the U.K. market and expanding penetration in Europe, Asia, South America and
the Middle East. The Culinary Institute of America continued its strong sales
this past year with its CIA Masters Collection of cookware, bakeware and cutlery
from Robinson Home Products, as well as expanded product lines including the
Instant Gourmet Kitchen Sets and the CIA Pro-Series food processors by Vita
Mix. The Leone d’Oro brand was launched with a line of fine Italian wines sold
across the U.S. and the licensing of a branded Leone d’Oro Private Wine Estate
Tours through the Italian wine regions. BSLG expanded market-leader BIC

USA’s position as category leader for disposable lighters with the acquisition of
brands, including the Playboy brand and music groups such as Aerosmith, Kiss,
Motley Crue, Lynard Skynyrd and Ozzy Osbourne. Sales of NASCAR-drivers Dale
Earnhardt Jr, Jeff Gordon and Kasey Kahne continued to climb throughout 2009.
Strong retail channels in 2009 and 2010 include grocery, club, mass market, c-
stores, vending and e-commerce.

#J=/ LIVE NATION
<2 MERCHANDISE

$100M (PUBLIC)

STEVE GLASENK, VICE PRESIDENT MERCHANDISE, +1.415.247.7467

Live Nation’s key artists include The Beatles, Kiss, John Lennon, Lynyrd Skynyrd,
Motley Crue, Ozzy Osbourne, Bruce Springsteen, U2, Shakira, Cold Play, Kings of
Leon, The Who, Kelly/Mouse and Woodstock. The company continues to leverage
the scope of its music merchandising and concert event business. Key partners
include Target, Walmart, Best Buy, Spencer, Hot Topic, JCPenney, Bloomingdale’s,
Macy’s, Amazon, Restoration Hardware and Borders. ©



