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Key Eurﬂp&an territories require varying licensing strategies for kids' properties.

by AXEL DAMMLER, managing director, iconkids & youth

Eurape is straightforward and sasy! Minlons are the

MNo. 1 Hype License among 4 10 12 year olds in the UK,
France, and Garmany, But the second rank in the na-
tional lists shows what makes Europe so tricky, because
this is where the simplicity comas to & sudden end. Gar-
man children put lce Age second, which is a licanse that
doesn’t even crack the UK's top 10 anymore. French
kids placed Raving Rabbids in the No. 2 spot—a license
most British and German kids probably have never even
haard of. in the UK, secand place goes to tha all-time
classic Scooby-Doo, but that fadled 1o engage German

kids ever since it was aired for the first ime in the 1980s.

On one hand, there are obwious similarities be-
twean the countnes (Minions, Spider-Man, and LEGO
Ninjago all appear in the top 10 of all three markets,
while Disnay Frozen, Star Wars, or the Simpsons land in
at least two.) But on the other hand, there are striking
differences that make the pitiails of a globalired lcensea
business tangible

Respect Local Herces
First, the license busnaess ien't just about glabal
blockbusters. "Local heroas”™ need 1o be consdered
and respected, The Raving Rabbids made it into the
French top 10, and the Mannschaft, Le. the success-
ful German national soccer team, scores the third
rank in Gemany. It is 3 lesson many companies
refuse to leam: License success s also rooted in
relevance, and local licensas are often one step
ahead and can build a relationship with the
customar that globalized franchises
can't @ven dream of. This is why
we always incluode a national sec-
ton in each wave of our quarerly
study Kids License Monitor, The
license seloction is dominated by
the global players, of course, but
25 parcent of the covered |icenses
are reserved for Hexe Lilly, KIKAM-
INCHEM, T'choupi, and the like.
The younger the target group, the
more evident the national iImpact
becames, because parents share
with their kids what they love from
thair own childhood. in the UK,
Thomas & Friends is a good ax-
ample. Most of these local themes

come from the book market before entering the TV
screon or cinemas, thug they can build on high invalve-
mént in their stories and characters among children, and
they are considerad by parents 1o be mone valuable,

License Life Cycle

Secondly, the national markets amply ignore the
requiremants of glebal business plans. Some markets
ara much quicker in adapting new trends and fads, while
others warm up slowly and need more time before om-
bracing a new franchise, For example, Trolls achieved
higher ownership of merchandise in December 2016
in the UK with 21 percant compared to only 14 per
cent in Garmany and 11 percent in France. We saw the
game phenomeanon for The Sacret Life of Pets, whare
we messured more merchandise cwnership in the UK
(23 parcent) than in ' Germany (156 percent) and France
{7 percent). On the other hand, Disney.Pixar's Cars hae
only 21 percent product cwnership in the UK, compared
to 41 percent in Garmany and 39 percent in France. The
latter two markets stay with licenses much longer after
they've been established, and they also remain maore
devoted to the classics, such as the Smurfs

Most franchises need to exist for up 1o two years
before biring rooted in markets likeé Garmany, But many
don't get that much time. Quite the contrary, we Saw
examples like Disney’s Kim Possible, where the plug
was pulled just as the franchise began to see success in
Gemany. The explanation for this lies in different con-
sumption habits; Germans expect longeévity. For exam-
ple, a toy is expected to be used for a couple of years,
s0 Germant buy into "system toys” like LEGO or Barbie
UK parents, however, are happy when a toy excites their
child for a few weeks, and then are prepared 1o buy
something newi, Therefore, LEGO Star Wars was a killer
combination from a German perspective—a long-living
system 1oy combined with a classic themae. In other mar.
kets, LEGO faces much more competition from other,
short-bved action franchises

Local Age Recomendations and

Media Exposure

it is one of the basic rules in licensing that most
franchises need substanual media exposure 10 become
successhul (the design-driven Hello Kitty would be one of
the few exceptions to this rule), A TV series won't be &
winner without the right slot on a fitting TV charnel, and
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aven the best movie can fall if the weather k-e.-epi fami-
lies from going to the cinemas. This is commaon sense,
but we aré surprised again and again how little thought
s spent on local regulations such as age recommenda-
tong—which it tha third variable 1o be considered

We met this issue for the first ime with Pirates of
the Caribbean, and the problem remains highly relevant
for all action franchises, be it the countless superheroes
from Marvel or DC, Star Wars, or Jurassic Wodd. Itis no
SUrpnse thatl Swareness, app-uar scofes, and DHT'I.!HHLFI-
are much higher in the UK than in Germany. The simple
explanation behind ths consstent difference s that all
these movies are rated 12+ yaars in Germany, because
German society is still strongly opposed to all forms of
violence and action-only, specifically regarding children
From the UK or the LS. perspective, these concems of
parents may seem over-protective, but many German
parents take the age recommendations for movies or
games very seriously. In consequence, their children
don't get access 1o the content of lron Man, Spi-
der-Man, or wrestling. If they don't know the stories or
the characters, they can't be interasted In merchandise,
either,

Leverage Localization
Only a law bcenses manage what the Minlane have
achieved success in almost all markets at the same time.
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Most franchises fall victim to at least cone of the three
describad intervening |ssues—they suffer from local
competition, thair launch strategy is not adapted o the
national license life cycle, or they have trouble reaching
thoir target group properly. Europe may seam homoge-
neous from 2 globa! perspective, but it isn't. We often
had to report in our studies that franchises were suffer.
ing severely from not following the local rules, but we
could also support icentors and licensees substantially
by leveraging the benefits of localization—always within
the franchisa’s DNA. The advantages of global fanchise
strategies are clear, but at the end of the day, the need
for & local adaptation is answered by one simple ques-
tion: How successful s a license expected 1o become in
each market? +ses
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