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ith an eye towards the future and an optimism about what they can achieve by working together, Dominic Gardiner and Ed Galton are doing their best to turn a bad situation into an opportunity for growth. 
Gardiner was formerly CEO of Jetpack Distribution, a London-based company he founded in May 2014 and ran until this past August, when liquidators stepped in to dissolve the business (which owed approxi-mately US$725,000 to creditors). At that time, Jetpack had seven employees and a catalogue of roughly 1,600 half hours of programming, including Clangers (104 x 11 minutes), Talking Tom Heroes: Suddenly Super (52 x 11 minutes)  and Kitty is not a Cat (130 x 11 minutes).Gardiner had been looking for a way to sell Jetpack to CAKE—another London-based distribution company that also operates 

a production arm—largely because of his friendship with Galton, its CEO. While that deal wasn’t in the cards, Gardiner has still found himself partnering with his indus-try colleague, thanks to CAKE purchasing some of Jetpack’s assets in a deal that was announced in September. 
“We bought the naming rights of the business,” explains Galton. “We bought all the data. We bought all of the information that comes with the sales organization. But what that meant was we had to go back and re-sign all of [Jetpack’s] clients to new con-tracts, which is what we’ve done.” 

Joining forces 
CAKE brought Gardiner on board as man-aging director of distribution, reporting directly to Galton. And the company also hired Jetpack’s former sales manager Toby 

Jones as senior manager of sales. Jones will manage some territories, working along-side veteran sales director Julien Farçat and reporting to Gardiner. 
Prior to the addition of Jetpack’s catalogue, CAKE also had about 1,600 half hours to its name, including Angry Birds (a series and mul-tiple one-shots), Space Chickens in Space (52 x 11 minutes) and Mush-Mush & the Mushables (96 x 11 minutes and four x 22 minutes). With double the amount of content to offer net-works, broadcasters and streamers now, the revamped CAKE team is better prepared to compete and close deals, explains Galton. The Jetpack partnership gives CAKE a much larger client base, he adds. “As a result, we’ll be able to effectively do more deals on both sides, [CAKE and Jetpack]. There’s a level of excitement here. At this time in the marketplace, you need scale to do some of the deals that are getting done, like some of the VOD deals that we were hesitant to do in the past because we didn’t have as large of a catalogue to manage. We can do those deals now and really see some revenues come in from those types of arrangements.”

A new piece of CAKE 
BY: CAROLYN GRUSKE

Picking up some of Jetpack’s assets will help the well-known distributor/producer scale up to take on larger deals and expand  its reach to the fringes of the kids & family market. 

CAKE’s library, which already boasted 1,600 half hours of content including Mush-Mush & the Mushables, has doubled with the addition of Jetpack’s titles
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• Children’s Media Conference

The most decorated gymnast in history, 

Simone Biles, once said: “I’d rather regret 

the risks that didn’t work out than the 

chances I didn’t take at all.”

Or in the immortal words of Nike, “Just Do It.”

These can-do mantras seem like they could have inspired 

some of the groundbreaking experiments that are at the 

heart of a growing sports content trend for kids. 
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And at a time when many businesses are having trouble 

even getting projects off the bench, this may just be the 

hook it takes to win the game.       

WHY STREAMERS L I KE N ETFL IX AND AMAZON  

ARE DOUBL I NG DOWN ON L IVE SPORTS R I GHTS

H I GH L I GHT I NG SOME O F TH E HOTTEST N EW ATH LET I C  

SHOWS I N D EVELOPMENT FOR YOUNGER AUD I ENCES 

A D EEP D IVE I NTO B I G LEAGUE I N IT IAT IVES TO D EVELOP  

A N EW GEN ERAT I ON O F FANS THROUGH ENTERTA I NMENT

NEW RESEARCH FROM WE ARE FAM I LY I N TH E UK D EL IVERS  

KEY I NS I GHTS ABOUT HOW K I DS CONSUME SPORTS CONTENT
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Papers, 
please

assports identify people, proclaiming their country of origin so customs and 
border officials know who is attempting to 
gain entry into their countries. But starting 
in 2028, consumer products heading in and out of Europe will require their own version of a passport so consumers know what they’re getting.On July 18, 2024, the European Union adopted the Ecodesign for Sustainable Products Regulation (ESPR), a new frame-work for sustainable design requirements 

in consumer products (excluding food and 
medicine). As part of this legislation, each 
item imported into or manufactured in the 
EU will soon require a digital product pass-
port in the form of a QR code that proves the product is legitimate, and provides consumers with information like how and 

where it was produced and what its carbon 
footprint looks like. 

Green movementBoth of these initiatives are part of a wider 
European Green Deal that was approved by the EU in 2020. The overarching goal is to make Europe a net-zero emitter of greenhouse gases by 2050 through regulat-

ing industries such as farming, biodiversity 
and building renovations, and promoting a circular economy that reuses, refurbishes 

and recycles resources.  The first working draft of this ESPR plan is expected to be ready by the end of Q2 2025, and it will outline all of the mandated data for building a DPP in each product category. Early iterations 

have listed several requirements that both licensors and manufacturers must provide for products aimed at kids, including toys, games and apparel. These specs include information about product composition, sustainability, repair instructions and recycling.The Green Deal’s policies are ushering 
in a transformative era of transparency and accountability for the consumer products industry, says Helena Mansell-Stopher, CEO and founder of the sustainable nonprofit organization Products of Change (POC). “DPPs are meant to communicate to consumers the environmental impact of a product, but the core challenge comes when a majority of companies don’t have that information or know who’s responsi-ble for delivering it to them up the value chain,” she says. “There’s no existing infrastructure or systems in place to collect 

data at this scope; everyone is essentially starting from scratch.” These new laws will impact all parts of 
the supply chain, from where factories source their materials, to retailer liability 

for selling products that aren’t compli-ant with ESPR standards. In particular, toycos will need to outline the full life 

cycle of each product, including putting infrastructure in place to recycle, reuse or 
resell used goods. Failure to include this info will result in licensed manufacturers being taxed. Under 

the Extended Producer Responsibility leg-
islation, companies are required to report their total waste from electrical/electronic 

equipment, packaging and single-use plastics twice a year—and each product’s creator is now responsible for 100% of the net costs for collecting and treating this waste, instead of sharing the responsibility 
with each link in the supply chain. “These aren’t even all of the regulations getting moved forward,” says Mansell-Stopher. “There are almost 60 pieces of legislation that will hit the global consumer 

products industry by 2030, and most of them will come into effect in 2026.”
Filing in the gapsProducts of Change developed one of the first digital passports in November 2023, partnering with English ceramic manufac-

turer Pure Table Top to design a new mug 
for its POC Sustainability Conference in 

BY: COLE WATSON

After rolling the dice on an early DPP  
for Products of Change, UK consultancy  

Fabacus is now helping Hasbro, Activision  Blizzard, Paramount Global and  Ubisoft do the same 

The EU is pushing the licensing industry to be more transparent and accountable for its environmental impact with the introduction of digital product passports. 
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