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AGENDA
• Introduction

• Viacom CEE Vision, Performance & Focus

• Experiential activations

• Brand updates 1 - pre –school, incl. master toy 

updates by Mattel and Spin Master

• CEE research – Kid Power

• Break

• Brand updates 2 - kids

• Brand updates 3 - new properties, adult & 

Paramount Pictures

• The Power of FMCG

• Recap & Tombola

• Drinks & snacks
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POWER
PLATFORMS
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ECOSYSTEM
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Channels

Countries

Languages

Households600M+

A GLOBAL POWERHOUSE

Subscribers4.4B+

Social Fans1B+

300+

182

42
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CEE FOCUS
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NICKELODEON RANKS AS THE

#1 COMMERCIAL KIDS

NETWORK 4-14

1M DOWNLOADS in last 3 yrs ONE OF THE FASTEST GROWING 

NETWO

RKS IN 21-50/54S

CHANNEL & 

PLATFORMS
NICKELODEON RANKS AS THE

#1-3 COMMERCIAL KIDS

NETWORK 4-10

1M FANS IN SOCIAL 5.2M FANS IN SOCIAL

AVAILABLE IN 

LAUNCHING IN NOVEMBER: 

CZECH + SLOVAKIA



# NETWORK



OF THE TOP-
SHOWS

OF THE TOP-
SHOWS

OF THE TOP-
SHOWS



NICK CEE
CONTINUES TO BE #1

TechEdge. Last 12 full month as of 2019 September, 06-26. A4-14 Poland, Hungary, Czech Republic, 4-14 Urban Romania, Arithmetic average of  the national SOV ‚sof international portfolios

Nick Turner Disney AMC

Nickelodeon

Disney 

Channel

Disney Junior

DXD

Cartoon

Network

Boomerang

NickToons

Nick Jr.

Minimax

11.3%

6.7%

4.7%

3.6%
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CONTINUED 
GROWTH



FOCUS ON GROWTH
AWARENESS

• MULTIPLE PLATFORMS

• EXPERIENTIAL INITIATIVES

• MARKETING 

PARTNERSHIPS

• HALO COLLABORATIONS

19

PRODUCT

• REFRESH EXISTING 

PRODUCT DESIGN

• FOCUS ON THEMES

• INCREASE SEASONAL 

OFFERING

RETAIL IP

• LEVERAGING OUR NEW 

PORTFOLIO OFFERING 

BROAD IP 

OPPORTUNITIES FOR 

ALL AGE DEMOS

• PARTNERSHIPS

• INCREASE SHELFSPACE

• INSTORE 

ENTERTAINMENT



channels
AWARENESS



ADDITIONAL PLATFORMS

AWARENESS
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Viacom logo
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FREE TO AIR
AWARENESS

And many more…



AWARENESS

23THEATER, CINEMA, MALLS, DAYS OF PLAY, KIDSFESTS, FESTIVALS…

EXPERIENTIAL



AWARENESS HALO 
COLLABORATIONS



MARKETING PARTNERSHIPS

AWARENESS



PRODUCT
REFRESH PRODUCT DESIGN
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40%

60%

Core vs. Theme 2019

Core Theme

Spin Master Benelux

FOCUS ON THEMES

GROW CPG & INCREASE SEASONAL OFFERING
Christmas 

Easter 
Valentines day 

Halloween 
Local celebrations

TOYS



PRODUCT
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INCREASE SEASONAL OFFERING

Halloween 

Easter 

Valentines day 

Christmas Chinese New Year

St. Patrick’s Day



RETAIL
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MORE:

NEW RETAIL CONCEPTS

INSTORE ENTERTAINMENT

ONLINE

SOCIAL

ON THE GROUND



LOYALTY PROMOTIONS

RETAIL



IP

30

PRE-SHOOL ADULTSKIDS

20th ANNIVERSARY 
IN 2020

LAUNCHING 
NOW

LAUNCHING 
NOW

20th ANNIVERSARY & 
NEW MOVIE IN 2020

2021: 25th

SEASON

LAUNCHING NOW 
- POLAND
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PARAMOUNT 
CLASSICS

32



2020

3 NEW 

THEATRICAL 

LAUNCHES 
33
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NEW 
ACQUISITION



HEADLINE

TEXT ON SLIDE

SUGGESTED VISUALS & DIRECTION

Notes:

Notes:

“44% OF GEN Z  FOLLOW AN  INFLUENCER 
FOR INSPIRATION”

Source: Foresight Factory │ Base:  4107 online respondents , GB, 2018 July



JANOS 
HORVATH

VIACOM 

CONTENT STRATEGY EXECUTIVE



VIMN CEEI
VISION FOR 
KIDS BRANDS
NICKELODEON PARTNER DAY

2019 Budapest
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AGENDA

VIMN overview in CEEI1

Kids brands overview2

Linear portfolioa)

Digital productsb)

Social media presencec)

Eventsd)

Content salese)
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OVERVIEW ON VIMN CEEI’S OPERATIONS

Viacom Digital portfolio

Development in 

5 countries

203M 
Households

3 Brand Groups

Kids &Family

Youth

Young Adults & Entertainment

3 Offices:

Budapest

Prague

Warsaw
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120+ million in population 

30+ million payTV households (20+ on key markets)

ca. $15,000 average GDP/capita 

ca. $3 billion ad market

8 EU countries

VIMN is the leading international portfolio, 
employing ca. 150 people in 3 offices 
(Budapest, Warsaw, Prague)

• New channel launches

• Evolving OTT presence (Paramount+, Nick Play)

• Proliferating local production activity

• Award-winning creative division

• Attractive destination for outsourcing business 
activities (GBS in Budapest, MTS in Warsaw)

Poland • Czech •  Hungary • Romania • Israel  |  Bulgaria • Croatia • Slovakia • Slovenia • Serbia |  Albania • Bosnia • Kosovo • Macedonia • Montenegro

CEEI REGION OVERVIEW
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0 5 10 15 20 25 30 35 40 45 50

2-6

15-29

18-35

25-49

4-14

AGE
Full local 
presence

Some local 
presence

No local presence
Indirect local 

presence

CURRENT SETUP 
incl. most widely 

distributed channels*

*MTV flankers & VH1 Classic 
(int’l feeds) are available in all 

CEEI markets

VIACOM’S BRANDS ARE WIDELY PRESENT IN THE REGION
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* incl. acquired Metro
** YTD as per middle of September

3.5
2.5

1.9 1.7
1.3 0.9 0.6

7.7

5.5
5.2

2.9

1.3
0.7

0.3

1.1
0.8

0.2 0.1 0.1 0.0

3.6

2.8
2.6 2.4

2.0

1.3 1.1

DISCO* SPI FOXVIMN CANAL+ TURNER DISNEY VIMN SONY FOXAMC DISCO TURNER DISNEY

VIMN SONY DISNEYAMC FOX NBCUVIMN DISCO DISNEYTURNER AMC SONY UNIVERSAL

Portfolios SOV CY17, CY18 and CY19 YTD**

HUNGARYPOLAND

CZECHROMANIA

TG 16-49 TG 18-49

TG A15-69TG U18-49

Daypart: 0600-2559, LIVE + VOSDAL + x days

VIMN IS LEADING INT’L PORTFOLIO IN KEY CEEI MARKETS
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* YTD as per end of July
**VIMN portfolio performance is driven by Nick Jr & Nickelodeon in Bulgaria. In Serbia, Nick Jr. is not yet measured

15.6

10.4

7.0

1.8 1.1
0.1

12.4

5.4

1.3
0.9

0.2

2.7

1.6 1.6

0.8
0.5

3.3 3.1

1.9
1.0

0.4 0.3

VIMN** DISNEY FOXTURNER DISCO SONY

FOX DISCO SONYVIMN** AMCDISCO VIMN** DISNEYFOX TURNER SONY

Portfolios SOV CY17, CY18 and CY19 YTD*

SERBIABULGARIA

TG 4-14 TG 4-14

TG 18-49TG 18-49

Daypart: 0600-2559

Portfolios SOV CY16, CY17 and CY18

VIMN** FOX SONYAMC DISCO

AND ALSO SIGNIFICANT IN BULGARIA & SERBIA
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KIDS BRANDS

OVERVIEW
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BRAND:
KIDS FIRST

PROMISE:
WE WILL ALWAYS STAY TRUE TO KIDS

MISSION:
MAKE THE WORLD A MORE PLAYFUL PLACE
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BEING EVERYWHERE WHERE KIDS ARE...

ESTABLISH THE NICK UNIVERSE 
AS 360 DESTINATION FOR KIDS
• TV CHANNELS

• NON-LINEAR PLATFORMS

• NICKELODEON EVENTS

• SOCIAL MEDIA PRESENCE

• CONTENT SALES

• CONSUMER PRODUCTS
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LINEAR

KIDS PORTFOLIO
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4.1

1.9
1.0 0.7 0.0

3.0

9.9
7.5

5.8 4.6

6.0

6.0

4.0

12.4

6.1

1.6
3.3 3.1

1.0 0.9

3.9

3.2
1.6 0.8

1.6

1.0

POLAND (4-12)

11.6

5.7 4.9
3.9

12.4

1.0 0.9

HUNGARY (4-14)

ROMANIA (4-14U) CZECH (4-14)

12.8

6.5 6.1
3.5 4.0

0.8

3.6

1.7

5.2

16.4

6.5 6.1
4.0

0.8

7.2

1.9
1.0 0.7 0.0

9.8

15.9
13.5

4.6

* As per 2018 full year data, 0600-2600

Our kids portfolio is outstanding
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Continuous development in Croatia: 
+17% growth among kids

8.6
10.1

13.0 13.7

2015 2016 2017 2018

NICK + NICK JR. 

KIDS TG (4-14)

CAGR: +17%
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In Slovenia, Nickelodeon is getting stronger 
among kids, stable performance on adult TG

9.0

12.3 12.3 12.8

8.7
10.6

13.3 13.7

11.5

2016 Q4 2017 Q1 2017 Q2 2017 Q3 2017 Q4 2018 Q1 2018 Q2 2018 Q3 2018 Q4

NICKELODEON

KIDS TG (4-14)

0.8

1.1
0.9 0.9

0.7
1.0

1.1
0.9

0.7

2016 Q4 2017 Q1 2017 Q2 2017 Q3 2017 Q4 2018 Q1 2018 Q2 2018 Q3 2018 Q4

NICKELODEON 

ADULT TG (18-54)

YTD growth: +31%

YTD growth: 0%
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Among kids aged 4-9, Nickelodeon is among the 
leaders beating FTA player Pop TV

16.8

13.2
12.2

3.8 3.2 2.8

OTO Nickelodeon Pop TV Slovenija 1 Kanal A Slovenija 2

Kids landscape in Slovenia 

CY18, TG4-9



KIDS PORTFOLIO IN HUNGARY
STRONGER THAN EVER

+12%
(SHR CY18 VS. CY17, 

TG4-14 06-26)

14.7

5.2

7.3

5.0 5.6

0.5

16.5

6.5 6.1 5.2

4.0
0.8

Kids portfolios in CY17 & CY18

TG4-14, 6-26

52
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Our kids portfolio distribution in the CEE 
region is on a growth trajectory    
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Nickelodeon Nick Jr Nicktoons



ENTERTAINING ALL KIDS
FROM TODDLERS TO TEENAGERS

KIDS 2-6 KIDS 4-10 KIDS 4-15

54



NICKTOONS COMPLETING THE PORTFOLIO 
TARGET: 4-10

Nicktoons is the place for Action, Comedy and 

Adventure-packed cartoons featuring your 

favorite Nick characters

COMEDIC ANIMATION AIMS TO

• Broaden the imagination

• Make them laugh

• Be irreverent

• Bridge the gap between preschool 

content on Nick Jr and live action / 

animated content on Nickelodeon

55
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POLAND (4-12) HUNGARY (4-14) ROMANIA (4-14U)

4

5

6

7

8

9

10

0 20 40 60 80

A
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g
e

% of female

4

5

6

7

8
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13

14
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% of female

9

9

9

9

10

10

10

10

10

11

0 20 40 60 80

A
v

g
 A

g
e

% of female

Source: Nielsen, 4-12, 0600-2059, 2019.04-2019.06TD Source: Nielsen, 4-14, 0600-2559, 2019.04-2019.06TD Source: Kantar/ARMADATA, 4-14Urban, 0600-2559, 

2019.04-2019.06TD

Nicktoons complements Nick portfolio with a 
stronger appeal to boys
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DIGITAL

PRODUCTS



o Close to 40% of households now have digital 
streaming devices in their home¹  

o Kids 6-11  value the freedom to watch the content 
they love (on parent - approved services)   ¹

o Kids 6-11 are supported by their families with 
access to everything their families have in the 
household. Yet restrictions are tight.¹  

75%
OF KIDS & TEENS (6-17) AGREE 

THAT “TV IS PART OF MY 

DAILY ROUTINE"¹

1.3 HRS 
SPENT PER DAY 
ON TABLETS***       

¹TV Matters Insights Study : 2017 - 15,600 people ages 6-44 in 14 countries; Argentina, Australia, Brazil, Germany, Hungary, Indonesia, Italy, Mexico, Philippines, Poland, Russia, Sweden, UK, US . Deprivation with 150 people in 6 countries: Argentina, 

Australia, Canada, Spain, UK, US. 

+

KIDS & FAMILIES 
ARE IN THE 
MIDDLE OF A 
MEDIA EVOLUTION



*Nick Play International Topline Report - Weekly February , 2018

**Kid Power - Global Edition September 2017 - Over 4,900 Kids 6-11 and over 4,100 parents of kids 6-11 in 30 countries through an 

online questionnaire. Countries surveyed: Argentina, Australia, Brazil, Canada, Chile*, China, Colombia,", France,, Germany, 

Hungary, India, Indonesia*, Italy, Japan, Malaysia, Mexico, Netherlands, New Zealand, Nigeria, Philippines, Poland, Portugal, Russia, 

Saudi Arabia, South Africa, Spain, Sweden, Turkey, UK, US. 27 of these countries were identical to a 2012 study, which is used fro 

trending - *indicates the country was not included in the 2012 study.

72%
TABLET 

72%
SMART PHONE 

% OF KIDS 9-11 
WHO PERSONALLY 
OWN 
OR REGULARLY USE 
DEVICES:

38 MIN

61.3 % 

AVG. TIME SPENT ON 
NICK PLAY iOS & 
ANDROID DEVICES*

OF PEOPLE WHO 
ACCESS NICK PLAY, 
USE MOBILE PHONES*

50%
SMART TV



SO WE BUILT



BUT WHAT IS IT?
NEVER-ENDING 
FUN AND FUNNY… 
FOR TODAY’S KIDS

A PLAYGROUND OF NICKELODEON FUNNY AT KIDS’ FINGERTIPS, 
WHENEVER THEY WANT..

A FREE DESTINATION WHERE KIDS CAN WATCH AND PLAY 
WITH NICKELODEON
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EXPANDING PRESENCE BOTH IN LINEAR & DIGITAL

Full local 

presence

Some local 

presence

No local 

presence

Indirect local 

presence

*MTV flankers & VH1 

Classic (int’l feeds) are 

available in all CEEI

markets

DIGITAL FOOTPRINT
CURRENT LINEAR 

SETUP*

Current 

presence

Planned 

extension

*

*Contracted but not launched yet



Source: Adobe Omniture, Country: Poland, Period: 01.03.2019-01.09.2019

NICK PLAY IS A SUCCESS IN POLAND

260k
USERS REACHED

>10M

APP LAUNCHES

17MIN

ATS

IN SERVICE



WE REACH KIDS
WHEREVER THEY ARE

90%
OF USERS HAVE ANDROID

DEVICES

10%
OF USERS HAVE iOS DEVICES

Source: Adobe Omniture, Country: Poland, Period: 01.03.2019-01.09.2019
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SOCIAL MEDIA

PRESENCE
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WE INTEGRATE MILLIONS OF TOUCHPOINTS
VIMN communication platforms to support our linear content
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LOCATION BASED 
EXPERIENCES

EVENTS
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WE SEE SEVERAL OPTIONS FOR EVENTS 

KIDS FEST Nick Play Picnic SLIME FEST KCA’s  PRE PARTY

MTV Unplugged MTV HYPERPLAY CLUB MTV

FRIENDSFEST COMEDY CENTRAL FESTIVAL



69

KIDS FEST: ATTRACTIONS

• 50+ attractions

o Nickelodeon characters

o Funny mirrors in the pineapple SB house

o Blaze racing

o Climbing wall

o Line park

o Bungee trampoline

o Slime sections

o Ninja Turtles laser tunnel

o Football team touring bus

o Play with football stars 

o Meeting the football team

• Local influencers tent

• Concert (local kids star) small stage

• Football tournament for kids with prizes
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CONTENT

SALES
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EXPANDING REACH BY CONTENT 
SALES IN HUNGARY

• Avatar: The Last Airbender

• Harvey Beaks

• PAW Patrol

• Rusty Rivets

• SpongeBob SquarePants

• Teenage Mutant Ninja Turtles

• The Loud House

• Blaze And The Monster Machines

• Bubble Guppies

• Butterbean's Café

• Nicky, Ricky, Dicky & Dawn

• PAW Patrol

• PAW Patrol: Mighty Pups

• Team Umizoomi

• The Adventures of Jimmy Neutron 

Boy Genius

• The Fairly OddParents

• Wallykazam!



THANK
YOU



DAVEY 
BACKX

VNCP

LICENSING & RETAIL MANAGER
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EXPERIENTIAL
ACTIVITIES



7575

“ “ I  PRIORITISE EXPERIENCES

OVER BUYING AND

OWNING THINGS”
63% OF 13-49 YEAR OLDS GLOBALLY



PAW Patrol Live Tour 

Meet & greet activations

Cinema events

2019
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Hungary

Debrecen:    December 31

City TBC:     January 1 

Budapest:    January 3-5

Romania

Cluj:              7 January 

City TBC:      9 January 

Bucharest:   10-12 January

PLAY DATES 
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MEET & GREET

79
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MEET & GREET

80
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MEET & GREET

81
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MEET & GREET

82
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MEET & GREET

83
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MEET & GREET

84
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MEET & GREET

85

PAW Patrol mini live show 
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MEET & GREET

86
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MEET & GREET

87
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MEET & GREET

88
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MEET & GREET

89
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MEET & GREET

90



91

MEET & GREET

91
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MEET & GREET

92

PAW Patrol mini live show 
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CINEMA  



9494
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CINEMA  



100100



101101



INSERT VIDEO



Q 1

2 0 2 0



PRESCHOOL
UPDATE



ALEXANDRA 
VAN RIJN

VNCP

TRADE MANAGER & SALES SUPPORT





SEASON 4







CROSS 

CATEGORY





DLH55 6” OPP Doll Asst.

DYW01 Zahramay falls playset

FVM95 
Rainbow Doll 
Asst. 



GUIDES



GEORGE

BLOMMINGDALES

BABYSHOP

BEST 

PRACTISE

BENETTON



TRENDS







Launched 

May 2018

PROBLEM-SOLVING

TEAMWORK

ENTREPRENEURSHIP

SELF-EXPRESSION

Curriculum



SEASON 2
October 2019
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YOUTUBE



KEY CATEGORIES

TOYS, GAMES & DOLLS

SOFT LINES

CONTENT

BEAUTY PRODUCTS 

CP TARGET  

GIRLS 3-6

TOYS

LAUNCH

Fall 2019

OTHER 

CATEGORIES

SPRING 20’
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LICENSEES 2019

• Marko

• Amscan

• Hedrave

• Tech 4 Kids

• Ravensburger Spielverlag

GmbH

• Sambro International Limited

• TY

• Trefl S.A.



THANK 
YOU
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MEET THE HIGH-FLYING

125



CURRICULUM
•Social-Emotional

•Resilience & Grit

•Self-Efficacy & 
Competency

126126



BADGES WATCH

KEY SHOW

127



SEASON 
• FOUR SPECIALS

• NEW CHARACTERS

• NEW UNIFORMS 

• NEW VEHICLES

2

128



RETAIL
PRODUCT

129



STRATEGYCP
CEE

CP Launch 
Fall 2019

Master Toy

130



STRATEGYCP
CEE

CP Launch 
Fall 2019

Master Toy

131
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CEE & Poland May 2019
Retail Mailer

133



Costume Characters

134



•   Amscan

• Carbotex

• Egmont

•   Sambro

•   Ravensburger

•   Procos

•   Clementoni

•   Primark

•   Worlds Apart

•   Zaini

•   Playdoh

Licensees

135



THANK
YOU

136



MAUD 
RAMBONNET

CPLG CEE

BRAND MANAGER
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Preschool show 
since launch 

among Kids 2-5



TV

SVOD

FTA



RATINGS

141

#1 series on Nick Jr 

in Poland, Hungary, 

Czech Republic, Romania 

& Bulgaria 



YOUTUBE

SERIES
LOCALIZ ATION TBC

NEW



M A R C H  2 0 1 9 J u n e  2 0 1 9



A W 2 0 1 9



S S 2 0



SEASON 7 
CONFIRMED 

LAUNCH 2020



J U L Y  2 0 2 0



A U T U M N  2 0 2 0



Q 2  2 0 2 1



151

40%

151

Core Thematic
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+10%
TO CORE SALES





2019 Recap

New theme 
launch

• Marketing: 2 TV 
campaigns + 

influencers + trade

• New products: 
vehicles; figures; 

playsets

New line 
launch!

Core refresh!

• Marketing: 1 TV 
campaign + 

influencers + trade

• Marketing: 1 TV 
campaign + influencers + 

press + trade





Product segmentation

DELIVER EVERGREEN 
PRODUCTS IN KEY 

SEGMENTS AS ENTRY 
INTO THE BRAND

BRAND NEW PRODUCT 
STRAIGHT FROM 

ENTERTAINMENT TO 
DRIVE INCREMENATAL 

PURCHASE 

EXPAND NEW WAY TO 
PLAY TO KEEP FANS 
ENGAGED LONGER 



Mini Figures Asst. (9)
6045829

Mighty Pups Pup Asst. (6)
6052293

Themed Vehicles Asst. (6)
6053026

Power Changing Vehicles Asst. (2)
6052653

Mighty Pups Supersonic Jet
6053098

Mighty Pups Lookout Tower
6053408

Refresh! NEW!
NEW!

Lights & 
sounds!

Transformation! Playset!NEW!

NEW!

NEW!

Playset!



Lights & 
Sounds!

Unique designs!



Transform to 
Power Changing 

Mode!

Projectile 
Launchers!



Jet Opens into 
Mobile HQ!

Lights & Sounds!

Ryder Figure 
Included!

Vehicle 
Launcher!



Product segmentation

BRAND NEW PRODUCT 
STRAIGHT FROM 

ENTERTAINMENT TO 
DRIVE INCREMENATAL 

PURCHASE 

EXPAND NEW WAY TO 
PLAY TO KEEP FANS 
ENGAGED LONGER 

DELIVER EVERGREEN 
PRODUCTS IN KEY 

SEGMENTS AS ENTRY 
INTO THE BRAND



Spring 2020 Core line

Action Pack Pup Asst.
6022626 

Basic Vehicles Asst. 
6052310 Split Second Vehicles

Lookout Tower
6022632

Refresh
NEWRefresh

PAW Patrol R/C
6054863

Paw Patroller
6024966

Lifesize Lookout Tower
6037842



2 Clip On 
Uniforms

Action Pack Pups Asst. 6022626 

New Chase & 
Marshall 
Uniforms

Carry Forwards



Split Second Vehicles Asst.    

Includes 
2 Figures

Projectile 
Launchers

Also Available



Spring 2020 Segmentation

BRAND NEW PRODUCT 
STRAIGHT FROM 

ENTERTAINMENT TO 
DRIVE INCREMENATAL 

PURCHASE 

DELIVER EVERGREEN 
PRODUCTS IN KEY 

SEGMENTS AS ENTRY 
INTO THE BRAND

EXPAND NEW WAY TO 
PLAY TO KEEP FANS 
ENGAGED LONGER 



TRUE METAL SPRING 2020

TRUE METAL VEHICLE ASST. 

6053257
CLASSIC GIFT PACK

6058350

LAUNCH’N HAUL PAW 

PATROLLER

6053406

NEW NEW



EXCLUSIVE PROGRAMS

Since January 2020 Since April - May 2020



Spring 2020 Product line

Action Pack Pup 
6022626 

Basic Vehicles Asst. 
6052310 Split Second Vehicles Lookout Tower

6022632

Refresh

PAW Patrol R/C
6054863

Paw Patroller
6024966

Mini Figures Asst. (9)
6045829

Mighty Pups Pup Asst. 
(6)

6052293

Themed Vehicles 
Asst. (6)
6053026

NEW

Power Changing 
Vehicles Asst. (2)

6052653

Mighty Pups Jet
6053098

Mighty Pups Lookout 
Tower

6053408

True Metal Vehicle Asst.
6053257

NEW

True Metal Gift Pack
6058350

Launch N' Haul PAW 
Patroller 
6053406

NEW

NEW

Refresh NEW NEW NEW NEW

Lifesize Lookout Tower
6037842



(ON THE GROUD)

MARKETING
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174



175





EXPERIENCE



PAW PATROL LIVE



RETAIL
MARKETING
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WINDOW



POS



MEET & GREETS



COMMUNICATION
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ENDCAP



CUT OUT



WHAT IS 

190

COMING UP?



NORIEL



5 YEARS
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Objective 1: Drive Brand Engagement

Objective 2: Claim Retail Momentum

Objective 3: Drive Sell-through 

PAW  
5 YEARS BNL 

193



ONLINE, CELEBRATION WEBSITE, INSTORE



AND MANY MORE!



PUPPY 
PAW-ERHOUSE!

197



JANOS 
HORVATH

VIACOM 

CONTENT STRATEGY EXECUTIVE
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Viacom Global Consumer Insights

250+
NETWORKS 

40+
LANGUAGES

180+
COUNTRIES

Global
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Viacom Global Consumer Insights

“Research today is an 
inspiration. It’s where we begin. 
It informs our strategies. 
It informs both business and 
creative. It shapes our brands. 
It inspires our content and our 
marketing.”

Robert M. Bakish, President and CEO, Viacom

Last year Viacom
spoke to over 1.2 

million kids, youth, 
adults and families 
through research 

covering 71 countries 
from Sweden to South 

Africa and Argentina 

to Australia

Global
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Our research shows that today’s kids and 

parents around the world have an interesting 

dynamic around brand choices and decision 

making

(also shown is trend data from a 2012 study in the same countries)

4900
KIDS AGED 

6-11

30
COUNTRIES

WE SPOKE TO 

MANY KIDS IN 

MANY 

HOUSEHOLDS IN 

MANY COUNTRIES!

4100
PARENTS 

OF 6-11s

Global



203203

Today’s family 

households are 

becoming more 

fluid - everyone 

pitches in
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Kids may be little but they’re big helpers

of  parents 

say kids help 

with childcare
41%

of  parents say 

kids help to cook, 

shop, clean
43%

72%
of  kids help 

within the 

home 

Q19. Do they help with any of the following things?  Base: 4100 Parents of kids aged 6-11
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66%
of households receive 

help from family 

outside the home

Q20a: Do you receive help from family members who don’t live in your household with any of the following things? Base: 4100 Parents of kids aged 6-11

Help also comes from outside the home…

31%
get 

financial help

29%
get help 

with cooking, 

shopping, 

cleaning

37%
get help 

with childcare



206206

Q20a: Do you receive help from family members who don’t live in your household with any of the following things? Base: 4900 k ids aged 6-11

…and kids are aware of  this

73% 

among 

kids

28% 

among 

kids

56% 

among 

kids

28% 

among 

kids
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Q20d: Which of the following relatives outside of your household do you regularly help care for? Base: 4900 kids aged 6-11

Kids help family outside the 

home, Grandparents #1

20%
of kids provide 

help to a family 

member outside 

of  the home

12%
help 

Grandparents 

3%
help 

Aunt/Uncles

4%
help

Cousins
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Kids around the world increasingly describe 

themselves as curious

Q12: Looking at the list of words or phrases below, please rate how well you believe each one describes you personally – describes a lot / a little. 2012 Base: Kids aged 6-11

95%
Now

83%

2012

% of  kids describing themselves as ‘curious’ (‘describes me a lot / a little’)
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1.

2.

3.

4.

5.

6-8 9-11

Curious about the world
Being true to the people 

closest to you (age 9+ only)

Creative Curious about the world

Love technology
Being true to yourself  

(age 9+ only)

Optimistic Creative

Like to share your opinions Love technology

Top 5 descriptors (‘describes me a lot’)

Q12: Looking at the list of words or phrases below, please rate how well you believe each one describes you personally – describes A LOT. Base: 4900 kids aged 6-11

As kids get older, finding their “true self” joins curiosity
Global
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Q29A. For each of the different devices below, please tell us if you own or use each one regularly. Base: Kids aged 9-11

Internet-enabled technology feeds their curiosity

40% (2012) vs.

66% (Now)

29% (2012)

vs.

37%
(Now)

29% (2012) vs.

61% (Now)

% of  kids with access to device
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Kids increasingly recognize the role of  the internet in their lives

Q36. How much do you agree or disagree with each of the following statements. - Strongly agree or Agree NET. Base: Kids aged 9-11



212212

75%
of parents agree

79%
of 6-11s say they 

have a role

Q22A. In general, which of the following describes your role in the decision to buy things for your family? – NET: Any role. Base: 4900 Kids aged 6-11. Q21A. 

In general, which of the following describes your child’s role in the decision to buy things for your family? – NET: Any role. Base: 4100 Parents of kids aged 6-

11.

When it comes to buying things for their household, 

kids think they play a part (and parents agree!)
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80%

Boys

77%

Girls75%

Any role

According 

to their parents

73% 73% 73% 73%

78% 77%

6 yrs 7 yrs 8 yrs 9 yrs 10 yrs 11 yrs

According to kids

Kids are involved in household purchase decisions, 

at age 10, their influence increases

Q22A. In general, which of the following describes your role in the decision to buy things for your family? – NET: Any role. Base: 4900 Kids aged 6-11. Q21A. 

In general, which of the following describes your child’s role in the decision to buy things for your family? – NET: Any role. Base: 4100 Parents of kids aged 6-

11.

Global
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Are there certain kids who are more involved in 

purchase decisions?
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…are more likely to play a role in purchase decisions.

Yes!  Kids who…

(76% vs 75% for 2+ kids) (82% vs 75% for urban)(74% vs 73% for both parents

working)

…are a 

single child

…have one

parent working 

full-time 

…live in 

rural areas 

Q21A. In general, which of the following describes your child’s role in the decision to buy things for your family? – NET: Any role. Base: 4100 Parents of kids aged 6-11.



216216

Considering 

global 

household 

trends, kids’ 

influence can 

only increase

2.7 
children per 

woman in 

1970

Family size 

is shrinking 

globally

1.7
in 2009

Around

60%
now dual-

earner 

families

The ‘male 

breadwinner’ has 

been replaced by 

dual-earner 

couples

Experience of  

childhood is 

increasingly 

urban

70%
by 2050

Over

40%
Today

27%
1955

Global
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How far does kids’ influence stretch?
We asked kids and parents about 25 categories 
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Q22B. And which of the following describes your role in the decision about each of the following? - Any role NET Base: 4900 kids aged 6-11

Q21B. And which of the following describes your child’s role in the decision about each of the following? - Any role NET – Base: 4100 Parents of kids aged 6-11

The answer is their influence stretches very far, according to both 

kids and parents!

Entertainment

Food & 

Grocery 

Shopping

Vacation Electronics Restaurants

Telecom & 

Pay TV/SVOD

% of  kids (top) or parents (bottom) who say the 6-11 year old plays any role in the decision making process

Choosing a 

television

50%

100% 98%
Going to a fast-food 

or self-service 

restaurant

79%

74%78%85% 37%

Choosing a 

television

50%

97% 96%

Going to a fast-food 

or self-service 

restaurant

79%

65%68%78% 43%
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Q22b. And which of the 

following describes your role in 

the decision about each of the 

following – even if only to get 

your opinion? 

Base: 4900 kids aged 6-11

% of  kids saying ‘I 

play a big or small 

role in the decision 

making process’

100%
Any Influence

The answer is their 

influence stretches very 

far…
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Watching a movie 

at the cinema

82%

Listening to music 

at home

89%

Shopping 

for snacks

91%

Watching a TV 

show together

95%

Watching a movie 

at home

95%

Shopping 

for food

80%

Shopping for 

non-alcoholic 

drinks

78%

Shopping for 

general household 

groceries

59%

Q22b. And which of the 

following describes your role in 

the decision about each of the 

following – even if only to get 

your opinion? 

Base: 4900 kids aged 6-11

% of  kids saying ‘I 

play a big or small 

role in the decision 

making process’

Entertainment

(100%)

Food & 

Grocery 

Shopping

(98%)

100%
Any Influence
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Watching a movie 

at the cinema

82%

Shopping 

for toys

96%

Shopping for clothes 

or shoes

91%

Listening to music 

at home

89%

Shopping 

for snacks

91%

What to eat 

for dinner

92%

Going to a fast-food 

or self-service 

restaurant

79%

Watching a TV 

show together

95%

Watching a movie 

at home

95%

Where to go and what 

to do on vacation

84%

Choosing a video

game console

55%

Shopping 

for food

80%

Shopping for 

non-alcoholic 

drinks

78%

Choosing 

a tablet

57%

Choosing a 

mobile phone

52%

Shopping for 

general household 

groceries

59%

Going to a sit-down 

restaurant

66%

Shopping for 

health and beauty 

products

47%

Choosing a mobile 

phone network 

or provider

29%

Choosing the 

household’s 

main TV service 

or provider

24%

Buying a car

26%

Choosing a 

desktop or laptop 

computer

47%

Choosing a 

subscription 

TV service

29%

Hotels or overnight 

accommodation on 

vacation

46%

Choosing a 

television

42%

Q22b. And which of the 

following describes your role in 

the decision about each of the 

following – even if only to get 

your opinion? 

Base: 4900 kids aged 6-11

% of  kids saying 

‘I play a big or small 

role in the decision 

making process’

Entertainme

nt

(100%)

Food & 

Grocery 

Shopping

(98%)

Restaurants

(84%)

100%
Any Influence

Electronics

(78%)

Vacation

84%

Telecom & 

Pay TV/SVOD

37%

(other)
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On average, kids are involved in decisions for 16 categories

Q22b. And which of the following describes your role in the decision about each of the following – even if only to get your opinion?  Base: 4900 kids aged 6-11

Average number of  categories (out of  25) that kids say they ‘play a big or small role’ in the decision making process’
19.3 19.3 

18.6 18.2 17.9 17.7 17.4 17.0 16.6 16.6 16.4 16.2 16.1 16.1 16.0 15.9 15.9 15.8 15.7 15.7 15.7 
15.0 14.9 14.9 14.8 

14.4 14.1 13.8 13.7 
13.0 

0.0

5.0

10.0

15.0

20.0

Global Average: 16.0 categories

Global
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Both boys 

and girls are 

influential across 

a wide range of  

categories –

there aren’t clear 

gender 

differences
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Both are highly involved 

in decisions on which clothes 

or shoes to buy

90%

Q22A. In general, which of the following describes your role in the decision to buy things for your family? – NET: Any role. Base: 4900 Kids aged 6-11.  

92%

% of kids saying ‘I play a big or small 

role in the decision making process’
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And they’re equally influential 

in which music to play 

93%85%

% of kids saying ‘I play a big or small 

role in the decision making process’
Q22A. In general, which of the following describes your role in the decision to buy things for your family? – NET: Any role. Base: 4900 Kids aged 6-11.  



226226

Girls 6-11 are just as involved in 

decisions to buy a tablet 

52%62%

% of kids saying ‘I play a big or small 

role in the decision making process’
Q22A. In general, which of the following describes your role in the decision to buy things for your family? – NET: Any role. Base: 4900 Kids aged 6-11.  
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And almost equally as likely as a boy 

to have a say when buying a new car 

33%19%

% of kids saying ‘I play a big or small 

role in the decision making process’
Q22A. In general, which of the following describes your role in the decision to buy things for your family? – NET: Any role. Base: 4900 Kids aged 6-11.  
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Summing up
• Family households are changing –

they’re more fluid and closely 

connected to each other

• Kids are changing too – they’re 

becoming more curious; finding 

out things online, from friends, 

from TV. They value being 

involved!

• This is providing new 

opportunities for brands to 

engage everyone in the 

household
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One thing hasn’t changed - the parent is still the boss!
Q18a: Who is the ‘boss’ of your household?  Base: 4900 kids aged 6-11 & 4100 parents of kids aged 6-11

75
of kids say a parent 

is the boss

58%
of parents say they or

their partner

is the boss
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Implications & Examples

• Recognize that families are democracies, not 

dictatorships and households function with the 

support of  everyone!

• Kids are valued members of  the household 

and privy to family conversations, both 

happy and challenging.

• Beware of  stereotyping boys and girls!
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THANK YOU



232
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KIDS 
UPDATE



MAUD
RAMBONNET

CPLG

BRAND MANAGER NORDICS









CEE TV



ROMANIA

#1 series on 
Nicktoons

POLAND

#2 series on 
Nicktoons

HUNGARY

#2 animated 
series on 

Nickelodeon



SPIN-OFF: THE CASAGRANDES
PREMIERES FALL 2019
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LOUDHOUSE THE MOVIE
SPRING 2021





27 TITLES IN 2019

250K COPIES SOLD

EVEN MORE NEW TITLES 
PLANNED FOR 2020
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252

#1 series on 
Nickelodeon

#1 series on Nick Toons 

#1 animated series 
Nickelodeon

#1 series on Nick Toons 

#1 series on 
Nickelodeon 





PARTY

254

ALL
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CONTENT
YOUTUBE CHANNEL MOBILE APPLINEAR

PUBLISHING AND…HOME ENTERTAINMENT

FACEBOOK WATCH
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BEST PRACTICE
POLAND

COLLABORATIONS
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& SPONGEBOB
PLNY LALA



262

& SPONGEBOB
PLNY LALA



PRODUCTS & RETAIL
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COLLECTIONS
NEW LOCAL

LPPCARBOTEX ALBATROS
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COLLECTION
NEW KYRIE  5 x NIKE
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COLLECTION
NEW HOT TOPIC
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COLLECTION MEN
NEW H&M
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COLLECTION
NEW HAPPY SOCKS





ALEXANDRA
VAN RIJN

VNCP 

TRADE MANAGER & SALES SUPPORT







SEASON 2 

GREENLIT
SUMMER 2020



ANIMATED MOVIE

SEASONS 1 & 2
SPRING 2019 - 2021

SHORT-FORM
ONGOING

COLLABORATIONS
SPRING & FALL 2019

NEW THEATRICAL: 2021 
IN DEVELOPMENT

NETFLIX 
2021

CONTENT
STRATEGY

GAMES & APPS
ONGOING



BATMAN VS TMNT
SUMMER 2019

NEW FEATURE-LENGTH FILM
2021



HEADLINE

TEXT ON SLIDE

SUGGESTED VISUALS & DIRECTION

Notes:

Notes:

YOUTUBE



Meet & Greets



PRODUCT
RETAIL

278





TOY DISTR.
MASTER

280



FIRST



DELUXE NINJA



BASIC



VEHICLES &



Noriel
Launch with 

285

• TVC campaign from 10th April 

• End Cap decoration – 20 stores

• Shelf decoration – 50 stores 





THANK



JASPER
POST

VNCP

LICENSING & RETAIL MANAGER



PROPERTY
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HEADLINE

TEXT ON SLIDE

SUGGESTED VISUALS & DIRECTION

Notes:

Notes:

BRANDS



HEADLINE

TEXT ON SLIDE

SUGGESTED VISUALS & DIRECTION

Notes:

Notes:

4
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LOYALTY 
PROGRAMS



HIGH-END 
FASHION 
COLLABS

294



ATHLEISURE-
WARE

295
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LEGENDARY

Polaroid 600 vintage MTV stereo cam
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CLASSIC TIMELESSBELOVED 
CHARACTERS STORIES IP

299



New Releases
TIMELESS2020/ 2021

STORIES

300

SUMMER 2020 

SUMMER 2020 

SUMMER 2021 

SPRING 2020 
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ANNIVERSARIES
2019 20212020



July 2020



CONSUMER
PRODUCTS

FOCUS 

CATEGORIES
TOY

APPAREL

HOME

ACCESSORIES

PUBLISHING 

INTERACTIVE GAMES

KIDS

6-11





30



July 2020





MILES TELLER
BRADLEY “ROOSTER”   

BRADSHAW

VAL KILMER
TOM “ICEMAN” 

KAZANSKY

JENNIFER CONNELLY 
PENNY BENJAMIN

ED HARRISJON HAMM
ADAM BO “CYCLONE” 

HENDERSON

LEWIS PULLMAN
AS BOB

MONICA BARBARO
AS PHOENIX

JAY ELLIS
AS PAYBACK

GLEN POWELL
AS SLAYER



CORE ADULTS
25-54

TEENS/YA
13-24

KIDS
4-12

KEY CATEGORY 
APPAREL

KEY CATEGORY
COLLECTIBLES

CP PLAN

KEY CATEGORY
TOYS 



TAMAS 
TOTH

CPLG CEE

ACCOUNT MANAGER



FMCG
IN CEE



Growth of 

double digits



DAIRY4FUN



LLS



LLS



URODA



BAMBI
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KNJAZ MILOS



DRINKS



DRINKS



MSI

UNDER APPROVAL



THANK
YOU!



JEANNINE
LAFEBRE
SR. DIRECTOR, CONSUMER PRODUCTS 

CEE, NORDICS & BENELUX



FRESH 
THEMES & 
CONTENT

NEW IP

NEW RETAIL AND 
CATEGORY 

OPPORTUNITIES 

EXPERIENCES 
AND EVENTS

MULTI-
PLATFORM

SUMMARY

RECAP


