BEHIND THE BRAND: HELLO KITTY

By: Sydney Stein, Katherine Faustini, Carly Bernstein & Sarah Shadburne
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Hello Kitty for President
Campaign 2016
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MARKETING & EXPERIENTIAL

Hello Kitty Museum Exhibition

\ Los Angeles, CA /

Hotel Jen Puteri Harbour
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Hello Kitty Spa
Middle East




CONSUMER PRODUCTS ™

Originally aimed at the pre-adolescent female market globally, the Hello Kitty product
range has expanded to meet needs of older consumers

Products range from mass market items to high-end consumer products and
rare collectibles

Mass Market Products including apparel, accessories, home, toy, publishing and CPG
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COLLABORATIONS ™
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anrio tapped into licenses which allowed
production for a variety of products inspired

By offering licensing opportunities, Sanrio
successfully attracted international business
partners and brand names

i.e. Sephora, Swarovksi and MLB
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KAWAII “CUTE” CULTURE =~

-Emerged in 1970s as part of new style of
teenage girl handwriting

- Culture has pervaded Japanese pop
culture, enterfainment, communication
and consumer products

- 1974: Yuko Shimizu plays into newly
evolving kawaii frend and creates Hello
Kitty
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SUSTAINABLE COMPETITIVE

ADVANTAGES
Design )
Timelessness J H wa K:l !

Appealing to all ages




Design
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Kl-lello Kitty’'s simple design allows for\

infinite potential to extensions of the
brand

- Appeal = her emotional blank slate
(no mouth)

- Hello Kitty exists as anything the
viewer/consumer wants her to be
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Timelessness
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/Hello Kitty’s lack of dependence on \

games, movies or TV shows allowed her
to outlast other popular Japanese “fads”
(Tamagotchi, Pokémon, etc.)

- Not date marked

- Consistency in design
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Appealing to all ages
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- Hello Kitty appeals to a wide audience
across all ages and genders

- Hello Kitty grows up with you

- Young mothers who grew up with Hello
Kitty pass along to their kids “The power
of treasured memory”




OTHER SUCCESSFUL
BRANDS WITH THESE
CHARACTERISTICS
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o Slim@lis a pre-existing equity in Nickelodeo that s s similar
S able advantages to Hello Kitty:

2sign
elessness
 Appealing to all ages

 Opportunity to deepen the relationship betwe Yelyle
the consumer

nickelodeon. www.DesktopBackground$rg



IT°’S TIME FOR SLIME

SLIME
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overwhelming
majority of kids
said it’s an honor
to be slimed.
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SLIME AS A NOUN

e Slime can be brought to life in Tune-Ins & Interstitials
e On-air bug similar to “Face”
e Meme potential on social

e Opportunity to elevate existing and expand into additional CP categories

We slowly infroduce these characteristics as not to overwhelm, but also let
consumers know there’s a new “face” of Nickelodeon Slime--this will help
consumers create their own connection instead of relying on a forced one
we create for them.

nicxelodeon 5
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THE AGE OF NOSTALGIA

For Millenials today, the 90s represent “a golden age of simplicity in an increasingly frightening world”
People have an affinity for their childhood

All eyes are on Slime right now

Create a slime cycle: push it heavily to current target audience so that when they age out of our IP,

they will feel nostalgic for it the same way 90s kids do now
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Key Takeaways

e Slime captures the essence of Nickelodeon as a brand

e Slime hits all the same targets as Hello Kitty except the emotional
connection

e Bringing these characteristics to every format and iteration of Slime will:
- sirengthen the relationship between Slime and the consumer

e - increase our brand recognition

e - create atimeless relationship

nicxelodeon
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