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My Little Pony rides 
high with new CP
A consumer products program inspired by the upcoming feature  
film will highlight growing categories like health and wellness. 

he Friendship is Magic series may be rid-
ing off into the sunset, but My Little Pony 

is saddling up for a new era with Entertainment 
One. Hasbro has big plans for the franchise, 
including consumer products tied to the up-
coming feature film and a new animated series, 
My Little Pony: Pony Life. 

Following Hasbro’s December 2019 acqui-
sition of Entertainment One, the toymaker 
appointed eOne as its global entertainment 
arm just in time to help launch Pony Life. The 
2D toon bowed in late 2020 on platforms like 
Disney Channel and Cartoon Network. 

The upcoming CG-animated movie, 
meanwhile, is slated for a September 2021 
release and will mark the start of the brand’s 
transformation—now under the purview of 
eOne. Not only will new pony characters 
be featured in the film, they will also boast 
a new CG look. The introduction of new 
characters and a departure from designs fea-
tured in Friendship is Magic and Pony Life is 
intended to shift the brand’s focus to more 
modern themes like diversity and inclusion. 

“The final season [of Friendship is Magic] 
brought that storytelling to a satisfying 
conclusion, and it felt like the right time to 
close that chapter of Pony history,” says Emily 
Thompson, VP of global brand management 
for eOne (previously VP of entertainment 
production and development for Hasbro). 
“Generation Alpha has a higher emotional 
intelligence, and they expect a lot more from 
their entertainment. We know it’s important 
to Gen Alpha that they see their peer groups 
represented in their entertainment, and that 
shaped how we built our core cast.” 

The movie’s main character, for example, is 
an activist working to make the pony world a 
better place. 

My Little Pony will be one of Hasbro’s big-
gest initiatives in 2021, says Casey Collins, SVP 
and GM of global consumer products. 

Upcoming toys will be informed by the 
feature’s updated animation style, and in 
addition to launching classic offerings like toys 
and apparel, Hasbro will focus its consumer 
products program on categories that saw 
significant growth in recent months, including 
food, health and wellness, puzzles and games, 
publishing, personal care and home goods. 
The first SKUs are set to hit shelves at major 
retailers around the world in August.

“Consumer behaviors have changed so 
much due to COVID-19, and we’re taking a 
look at categories that have been spiking in 
terms of sales,” says Collins.  

This strategy of focusing on trends while 
still paying tribute to the classics also applies 
to eOne’s upcoming approach to content. 

“With the movie, we started develop-
ment and made the decision to expand the 
world of My Little Pony, rather than starting 
from scratch with a total brand reinvention,” 
Thompson says. “We found ourselves with 
this whole decade of storytelling and really 
rich lore, and it felt wrong to walk away from 
all of that.” 

Friendship is Magic premiered in 2010 and 
ran for nine seasons. The series inspired a 
kid-hosted online after-show, as well as a 
live stage show. Instead of abandoning the 
franchise’s characters and stories, the movie 
will take place in the same world featured in 
Friendship is Magic and Pony Life, but jump 
ahead in time to focus on a new genera-
tion of ponies and unexplored corners of 
Equestria. This creates opportunities to 
include nods to the property’s previous 
iterations, both in upcoming content and 
consumer products offerings. 

“If you’re brand-new to the franchise, I 
think it will grab you and pull you in,” says 
Thompson. “And existing fans are going to be 
picking out Easter Eggs for months and years 
to come.”  

BY: ELIZABETH FOSTER
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Richard  
Goldsmith 

THE BIG GIG: President of global distribution and consumer products at Thunderbird Entertainment PREVIOUSLY: President and CEO of Cyber Group Studios USANEW START Richard Goldsmith is ready to take flight with Vancouver-based Thunderbird Entertainment and its Atomic Cartoons kids division. As president of the recently formed global distribution and consumer products unit, he will lead new sales and CP efforts for both branches. 
Goldsmith has cultivated valuable retail and broadcast relationships in his distribution and CP roles at Warner Bros., The Jim Henson Company and most recently Cyber Group Studios USA. 
Now, he’s excited to lean on them to expand Thunderbird’s content into toys, live experiences 
and video games. 
ATOMIC GROWTH Based in LA and reporting to Thunderbird CCO Matthew Berkowitz, Goldsmith will be responsible for brand-building around existing shows like Netflix’s Last Kids on Earth, as well upcoming IPs that the studio will retain rights to. Around 50 shows are in development across both Thunderbird and Atomic, and in the short term the studios are looking to produce even more content, says Goldsmith. Thunderbird also 

plans to co-produce with other prodcos, and to distribute content from third-party studios for the first time. “With Last Kids on Earth, the company got a taste of owning its own IP and 
creating new revenue streams from it,” says Goldsmith. “Launching this new division is a major 
step to increase its number of proprietary IPs, and get into CP to grow the company.” GLOBAL AMBITIONS Thinking long term, Thunderbird is looking at how it can scale business 
through partnerships with companies around the world, as well as mergers and acquisitions, says Goldsmith. Thunderbird is well-known in North America, but Goldsmith is eager to help it become more of a global player. “Joining Thunderbird at this stage of its growth feels like a culmination of all my experience,” he says. “I’m excited to introduce Thunderbird and Atomic to clients all around the world who haven’t worked with them before.”  —Ryan Tuchow 

Ryan Tuchow 
Online Writer
Warner Bros.’ move to release Wonder Woman 1984 digitally had me flying to the TV to catch the family-friendly adventure flick. 

Alexandra Whyte 
News and Social Media Editor
The lesson from Pixar’s new movie Soul is about how we don’t have one single purpose, which is so important for 
humans of all ages.  

Elizabeth Foster
Copy Chief/Special Reports Editor
My experience with football is limited to Friday Night Lights (Connie Britton is a gift), but Nickelodeon’s slime-filled NFL broadcast was delightful. 

We can’t get enough of...
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Shop 
(online) 
till you 
drop 
IP owners and toymakers like 

BBC Studios, One Animation and 

WowWee are rethinking their 

approach to retail relationships as 

e-commerce continues to surge. 

BY: ELIZABETH FOSTER 

a time when many of us are stuck at 

home—living and working between 

the same four walls—there is something 

particularly satisfying about making an online 

purchase. It’s convenient, of course, especially 

as safety precautions related to the pandemic 

have caused many retailers to close. But it’s 

also thrilling. 

Something from the outside world is 

making its way into your space. You can track 

your package’s progress, following along as it 

makes its way across the world and onto your 

doorstep. Or, if you’re feeling adventurous, 

you can simply wait to be surprised by its 

BBC Studios is repurposing product 

sizzles used in sales meetings for 

online marketing and social media 
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Future  
today
Meet the  
kids of 2022

engaging the global children’s entertainment industry OCTOBER 2020

Broadcasters take 
the diversity lead

Cool New Shows  
on the horizon

Our editorial content provides 

comprehensive analysis of the 

news, issues, trends, market 

shifts and opportunities having 

an impact on all sectors of the 

business, including TV production, 

distribution & programming, 

licensing & retail, marketing & 

promotions, gaming & digital 

media, feature films, home 

entertainment and publishing.



Bringing  
the children’s 
entertainment 
industry  
together.

Kidscreen Summit is a must-attend global market 
and conference for the children’s media industry.

Access partners and talent

Connect with everyone you want to work with next. Kidscreen 

Summit offers unrivaled access to leaders in the international 

kids space. We bring together creators, buyers and distributors of 

children’s programming for meaningful pitching and networking.

Learn from industry leaders

Gather practical insights into the business of children’s  

media from industry leaders and innovators. Engage in critical 

dialogue on issues that affect the industry in panels and  

roundtable discussions.

Fast-track your business

Through facilitated networking sessions such as Speed Pitching, 

Coffee and Cocktails with…, Brainpick and Pitch Doctoring, it’s 

easy to connect with potential partners and investors who can 

propel your business forward.



Industry members 
that have joined us

born with cinema



Our sponsors over the years

born with cinema  Generate business and  
 revenue opportunities

 Enhance your company’s  
	 profile	and	position	as	an	 
 industry leader

 Broaden your exposure to  
 new clients and partners

 Exceptional opportunity  
 to launch new products,  
 services and programs

Why sponsor 
Kidscreen Summit?



International Delegations

Why bring a 
delegation?

Canada 
Youth Media Alliance

Japan 
VIPO

UK
The Children’s Media Conference

Costa Rica
ProComer

Brazil
ABRAGAMES / Brazil Content

Colombia
ProColombia

Korea
KOCCA

Ireland
Animation Skillnet

France
UniFrance

Italy
Italian Trade Association

Malaysia
MDEC

Spain
ICEX

Generate revenue by 
promoting and selling to 
international audiences

Build new connections with 
producers and distributors 

from around the globe

Strengthen relations with 
existing co-production 

treaty partners

Establish your region  
as a global leader in the 

kids content market



Why 
attend?

Who 
attends?

TV Programming, Acquisitions & Development Executives

Producers & Creators

Distributors

Retailers

Licensors & Licensees

Marketers

Digital Media Content Creators & Distributors

Build your business by networking with potential partners in all sectors

Discover new talent and recharge existing relationships

Recognize and understand current market needs, opportunities and challenges

Engage in critical dialogue on issues that affect the industry

Rejuvenate your creativity and passion



Attendance ranges from 2,000 to 2,200  
delegates from all over the world

Attendees by regionAttendees by sector

31%  
US

12%  
Other 

19%  
Canada

10%  
Asia  
Pacific

19%  
Europe

9%  
UK 

Producers  

43% 

Creative (writers, directors, talent)

16% 

TV/SVOD Buyers

12% 

Distributors

10% 

Other  (i.e. consumer products and digital media executives)

19% 



98% 95% 99%

What delegates say about 
Kidscreen Summit

Would recommend  
attending the Summit to 

others in the industry

Found the sessions  
to be appropriate  
and informative

Plan to attend  
Kidscreen Summit  

in the future

Main reasons  
for attending 

Business development1

Networking2

Sessions3

Speakers4

Career development5



In their 
own 
words...

“Without Kidscreen Summit, LAPC 

might never have financed its first-ever 

series, Balloon Barnyard, and who knows 

whether we’d still be around if that hadn’t 

happened. Every year at the conference, 

we get crucial feedback, not only on our 

work but on the industry in general. You 

can’t replace the serendipitous nature of 

Kidscreen Summit, some of our closest 

friends have come from simply sharing 

the elevator (and then the dancefloor) 

together in Miami.”

“In what is now a truly global business, 
Kidscreen gives me an extraordinary 
opportunity to meet new people and 
catch up with old friends. There is a 
great variety of thought-provoking 
content on offer, and I always come  
away having learned something new!”

“It’s good to take time to reflect and be 

inspired by the many panels that address hot 

topics of the industry at Kidscreen Summit.”

“Kidscreen Summit is the must-attend, 

preeminent yearly event for all aspects of 

the business of children’s entertainment.” 

Nadine Bates 
Co-CEO/Co-Founder 

Like A Photon Creative

Olivier Dumont 
President of Family Brands  

Entertainment One

Richard Goldsmith 
President of Global Distribution and Consumer Products

Thunderbird Entertainment

Sarah Muller
Head of Commissioning & Acquisitions, 7+

BBC Children’s



Networking 
opportunities

Speed Pitching

BrainpickCocktails with...

Coffee with...

Pitch Doctoring



Discounted room rate  

for attendees

Spacious outdoor meeting area for 

delegate use (weather permitting)

InterContinental Miami
Just minutes away from South Beach, the Miami Design District, American Airlines 

Arena, Coconut Grove’s bohemian village and the many galleries, restaurants and 

boutique shops in Coral Gables.

Distance from Miami International Airport: 7 miles



This interactive online platform is designed help  

you get a jumpstart on your networking. Showcase  

your work. Discover new projects and partners. 

Connect with others. Book meetings.

It’s all you need to be connected 
before and after the event.



s u m m i t . k i d s c r e e n . c o m

Contact us

Registration and  
delegation inquiries

Sponsorship and  
advertising inquiries

Speaking  
inquiries

Maggie Wilkins 
Events Sales Manager

mwilkins@brunico.com 

Nelson Huynh 
Associate Publisher

nhuynh@brunico.com

Priya Rao
Conference Producer

prao@brunico.com


