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Virtual Brand Group Wins Historic Nomination 

By Gary Symons
TLL Editor in Chief

6RPH�KLVWRU\�LV�EHLQJ�PDGH�DW�WKH�/LFHQV�
LQJ�([SR�WKLV�\HDU��DV�IRU�WKH�ÀUVW�WLPH�D�
metaverse licensing company has been 
QRPLQDWHG�IRU�D�/LFHQVLQJ�,QWHUQDWLRQDO�
$ZDUG�

9LUWXDO�%UDQG�*URXS�DQG�)RUHYHU����KDYH�
been nominated for Best Licensed Product 
LQ�WKH�FDWHJRU\�RI�'LJLWDO��$SSV��6RIWZDUH��
9LGHR�*DPHV��1)7V�IRU�D�OLFHQVLQJ�DFWLYD�
WLRQ�RQ�WKH�5REOR[�SODWIRUP��

What makes the nomination of interest to 
RXU�LQGXVWU\�LV�WKDW�WKLV�LV�WKH�ÀUVW�WLPH��WR�
my knowledge, that a metaverse project 
KDV�EHHQ�QRPLQDWHG�IRU�D�/LFHQVLQJ�,QWHU�
QDWLRQDO�$ZDUG�

9LUWXDO�%UDQG�*URXS��D�PHWDYHUVH�FUHDWLRQ�
company which accelerates global brands 
into the metaverse, and iconic fashion 
brand Forever 21, a brand owned by Au�
thentic Brands Group, signed an exclusive 
SDUWQHUVKLS�LQ�'HFHPEHU�WR�EXLOG�D�IDVKLRQ�
UHWDLO�H[SHULHQFH�RQ�5REOR[�

:KLOH�PDQ\�SHRSOH�WKLQN�RI�5REOR[�DV�D�
video game for kids, in reality it’s more of 
a software platform or metaverse on which 
creators can build their games, products, 
RU�HYHQ�HQWLUH�VWRUHV�

:KDW�9LUWXDO�%UDQG�*URXS�GLG�ZDV�WR�WDNH�
that opportunity to a new level, creating a 
QHZ�H[SHULHQFH�WKDW�DOORZV�5REOR[�XVHUV��
IDVKLRQ�LQÁXHQFHUV��DQG�FUHDWLYH�ZRUOG�
builders to own and manage their own 
SHUVRQDO�VWRUHV�

Users will be able to buy and sell Forever 
21 merchandise, including accessories 
DQG�FORWKLQJ��KLUH�QRQ�SOD\HU�FKDUDFWHUV�
�13&V��DV�HPSOR\HHV�DQG�H[SUHVV�WKHP�
selves by customizing every aspect of their 
own store as they try to become the top 
VKRS�LQ�WKH�H[SHULHQFH�

7KHUH��KDYH�EHHQ�RWKHU�OLFHQVHG�DFWLYDWLRQV�
LQ�YDULRXV�PHWDYHUVH�ZRUOGV��LQFOXGLQJ�5R�
blox, but one of the key things that made 
WKH�)RUHYHU����6KRS�&LW\�SURMHFW�VWDQG�RXW�
is that it brought real life products into the 
metaverse, and metaverse products into 
the real world, blurring the lines between 
RXU�GLJLWDO�DQG�UHDO�ZRUOGV�

“Our collaboration with Forever 21 marks 
not just one of the biggest metaverse 
launches this year, but also one that 
XQLTXHO\�FRPELQHV�WKH�SK\VLFDO�DQG�
YLUWXDO�ZRUOGV�E\�GHOLYHULQJ�,5/��,Q�5HDO�
/LIH��FRQWHQW�IURP�)RUHYHU����LQ�JDPH�DQG�
ÀQGLQJ�ZD\V�IRU�5REOR[�8*&��8VHU�*HQHU�
DWHG�&RQWHQW��FUHDWLRQV�WR�H[LVW�,5/�µ�VDLG�
9%*·V�&(2�-XVWLQ�+RFKEHUJ�

7R�PDNH�VXUH�)RUHYHU����6KRS�&LW\�LV�
D�VXFFHVV��9%*�ODXQFKHG�WKH�JDPH�LQ�
FROODERUDWLRQ�ZLWK�VRPH�RI�5REOR[·V�PRVW�
´IDVKLRQ�IDEXORXVµ�XVHU�JHQHUDWHG�FRQWHQW�
�8*&��FUHDWRUV�DQG�5REOR[�LQÁXHQFHUV��
6DP�-RUGDQ�#%XLOGHUB%R\�FXUDWHG�WKH�
)RUHYHU���6KRS�&LW\�IDVKLRQ�OLQH�LQ�SDUW�
QHUVKLS�ZLWK���#%HHLVP��#2FHDQ2UEV5�

%;��DQG�#-D]]\;���ZKR�KDYH�DOO�FUHDWHG�
H[FOXVLYH�LWHPV�IRU�)RUHYHU����6KRS�&LW\�
and who collectively have had millions 
RI�LWHP�VDOHV�RQ�WKH�SODWIRUP��,Q�DGGLWLRQ��
)RUHYHU����6KRS�&LW\�ZLOO�IHDWXUH�SHUVRQ�
DOO\�GHVLJQHG�VWRUHV�E\�LQÁXHQFHUV�VXFK�DV�
.U\VWLQ3OD\V��6KD\OR��DQG�WKH�6RSR�6TXDG�

6R��ZKDW�H[DFWO\�GRHV�9%*�GR"�/LNH�WKH�
rest of the metaverse, the company is full 
of concepts that are new to licensing and 
consumer product sales, but essentially 
9LUWXDO�%UDQG�*URXS�H[LVWV�WR�KHOS�EUDQGV�
PRQHWL]H�WKH�PHWDYHUVH��,W·V�DQ�HQWLUHO\�
new world—literally—that brands are just 
now learning to navigate, but in our inter�
view, Hochberg explains there are parallels 
to the real world that help explain why the 
metaverse is so important to the future of 
UHWDLO�

He believes retail faces an existential prob�
lem because people generally see shopping 
as a chore that should be completed as 
TXLFNO\�DV�SRVVLEOH�

“When you build a Metaverse experience, 
OLNH�ZH�EXLOG��ZH�GRQ·W�EXLOG�VWRUHV��6WRUHV�
DUH�D�EURNHQ�EXVLQHVV�PRGHO�µ�+RFKEHUJ�
VD\V��´0\�LGHD�LV�WKDW�WKH�WRWDO�IRFXV�RI�D�
consumer’s journey as it relates to buying 
something at a store is to get out of the 
store as fast as possible, and that is why 
HFRPPHUFH�GRHV�VR�ZHOO��EHFDXVH�,�GRQ·W�
have to spend 30 minutes parking, 10 min�
XWHV�ÀQGLQJ�VWXII��DQG����PLQXWHV�WU\LQJ�
RQ�VWXII��,�MXVW�ZDQW�RXW�

´1RZ��WKDW·V�D�ÁDZHG�EXVLQHVV�PRGHO��EH�
cause you can’t keep people in there doing 
anything, because all they want to do is get 

VBG founder and CEO Justin Hochberg.

Continued on page 14
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Continued on page 16

RXW�RQFH�WKH\�KDYH�WKH�LWHP��,�GRQ·W�FDUH�LI�
\RX·UH�&KDQHO��,�GRQ·W�FDUH�ZKR�\RX�DUH��
1RZ��WKHUH·V�RQO\�RQH�H[FHSWLRQ�WR�WKLV�
LQ�WKH�SK\VLFDO�ZRUOG��,W�LV�WKH�VLQJOH�EHVW�
XQHTXLYRFDO�VWRUH�WKDW�DFWXDOO\�HPERGLHV�
the attributes of the metaverse as best as 
you can in the physical world, and that 
H[SHULHQFH�LV�'LVQH\�µ

:KHWKHU�LW·V�'LVQH\ODQG��'LVQH\�:RUOG�RU�
HYHQ�'LVQH\�&UXLVHV��+RFKEHUJ�VD\V�'LV�
ney created an experience in the real world 
that is essentially a retail store that people 
pay to get into, and where they want to 
VWD\�IRU�KRXUV�RU�HYHQ�VHYHUDO�GD\V�

´1RW�RQO\�GR�,�ZDQW�WR�VSHQG�WLPH�WKHUH��,�
would literally spend a week on a cruise, 
living in what is ostensibly a very elab�
RUDWH�'LVQH\�VWRUH�µ�+RFKEHUJ�H[SODLQV��
´,�EX\�WKH�WLFNHWV��,�EX\�WKH�IDVW�SDVVHV��,�
EX\�WKH�*RRI\�PXJ��,�EX\�WKH�SLFWXUH��,�
buy the sweatshirt, so it’s essentially just a 
store, delivered through a very elaborate 
H[SHULHQFH��6R��WR�DQVZHU�\RXU�TXHVWLRQ��
WKLQN�RI�)RUHYHU����LQ�5REOR[�DV�VRPHWKLQJ�
OLNH�'LVQH\�:RUOG��,W·V�QRW�MXVW�D�VWRUH³LW·V�
DQ�H[SHULHQFH��LW·V�HQWHUWDLQPHQW�µ

,Q�IDFW��+RFKEHUJ�VD\V�KH�QRZ�EHOLHYHV�
that everyone in consumer products and 
licensing should see themselves as being in 
the entertainment business, not just the re�
tail business, and that a key metric is how 
long you can keep people engaged in your 
H[SHULHQFH�HYHU\�GD\�RU�HYHU\�PRQWK��)RU�
that type of engagement, he says, immer�
VLYH�ZRUOGV�LQ�WKH�PHWDYHUVH�OLNH�5REOR[�
DUH�WKH�NH\�WR�WKH�IXWXUH�RI�UHWDLO�

´,Q�RXU�)RUHYHU����H[SHULHQFH��\HV��\RX�
can buy merchandise, but the point isn’t 
how much stuff can we sell, but how much 
time can we get consumers to engage with 
our brand? That’s the commodity that we 
QRZ�OLYH�ZLWK�µ�+RFKEHUJ�DUJXHV��´6R��
you may have spent six hours a month 
RQ�DYHUDJH�RQ�1HWÁL[��DQG����KRXUV�IRU�
the average consumer on TikTok, but on 
5REOR[�WKH\·UH�JHWWLQJ����KRXUV�D�PRQWK�
IRU�WKH�DYHUDJH�FRQVXPHU��6R�P\�JRDO�LQ�
ZKDW�,�FDOO�WKH�DWWHQWLRQ�HFRQRP\��ZKHQ�
,·P�FRPSHWLQJ�DJDLQVW�1HWÁL[�DQG�7LN7RN�

DQG�FRPLF�ERRNV�DQG�;ER[��LV�KRZ�PXFK�
WLPH�FDQ�,�JHW�D�FRQVXPHU�WR�VSHQG�LQ�P\�
YHUVLRQ�RI�'LVQH\�:RUOG"�$QG�ULJKW�QRZ�
we’ve surpassed a million hours a month 
RI�FRQVXPHUV�HQJDJLQJ�ZLWK�RXU�EUDQGV�µ

To get that kind of engagement, Hochberg 
says, you have to continually think about 
things people can do, not just about offer�
LQJ�WKLQJV�IRU�VDOH��,Q�WKH�FDVH�RI�)RUHYHU�
����9%*�DQG�WKH�FUHDWRUV�FUHDWHG�FRQFHUWV�
and events, but they also essentially “gam�
LÀHGµ�WKH�ZRUN�RI�RSHUDWLQJ�D�UHWDLO�VWRUH��
with rewards increasing as the store opera�
WRU�EHFRPHV�PRUH�VNLOOHG�DQG�VXFFHVVIXO�

´,Q�6KRS�&LW\�\RX�JHW�WR�EXLOG�\RXU�RZQ�
store, you get to merchandise your store, 
you get to pick your selection, you get to 
interact with consumers, you help sell to 
WKHP��\RX�FOHDQ�XS�DIWHU�WKHP�µ�+RFKEHUJ�
VD\V��´$QG�DV�\RX�GR�WKLV��\RX�HDUQ�H[WUD�
points and bonuses, and you get access 
to more cool things like different styles, 
different interiors, different bigger stores, 
HWF��HWF��HWF��$QG�WKHQ�ZH�NHHS�WUDFN�RI�DOO�
RI�WKDW�RQ�D�OHDGHUERDUG�

´6R��RQH�WKLQJ�LV�ZH·YH�JDPLÀHG�UHWDLO��
DQG�JDPLÀFDWLRQ�LV�NH\��EXW�WZR��WKH�
message we’re sending is on how to be 

entrepreneurial, how to manage your own 
EXVLQHVV��6R�WKHUH·V�D�OHYHO�RI�FRQQHFWLQJ�
young people to the idea of being their 
own boss, and learning things like how do 
you deal with employees, and  how do you 
PDNH�EXVLQHVV�GHFLVLRQV�RQ�WKDW�OHYHO"�6R�
that’s the second thing that makes it very 
GLIIHUHQW�µ

As it turns out, young people apparently 
love the process of learning to operate a 
business in a way that’s both fun and that 
EULQJV�UHZDUGV��5REOR[�LWVHOI�ZDV�ODUJHO\�
built on the idea of offering software tools 
�NQRZQ�DV�/XD��WKDW�OHWV�FKLOGUHQ�FUHDWH�
their own games, events, products and 
PHWDYHUVH�RQOLQH�VWRUHV��:KDW�9LUWXDO�
Brand Group and Forever 21 did was 
connect that type of experience to a real 
brand from the real world, in a way that 
kept both creators and shoppers engaged 
for hours at a time, and collectively for 
more than a million hours since the project 
EHJDQ�

But Hochberg says working in the 
PHWDYHUVH�EULQJV�UHWDLOHUV�EHQHÀWV�WKH\�MXVW�
can’t achieve in the real world, the most 
important of which is consumer shopping 
GDWD��7KDQNV�WR�WKH�VRIWZDUH�WKDW�GULYHV�

Spatial Analytics Delivers Detailed Consumer Data
Continued from page 13
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These Four Booths May Offer the Most Fun at Expo
Continued from page 15

exciting experiences has never been high�
HU�µ�VD\V�0DWW�3URXO[��WKH�93�RI�/RFDWLRQ�
%DVHG�(QWHUWDLQPHQW�DW�+DVEUR��´)DQV�RI�
all ages can now uncover new ways to 
FRQQHFW�ZLWK�WKH�EUDQGV�WKH\�ORYH��:H·UH�
H[FLWHG�WR�GHPR�WKH�7UDQVIRUPHUV��95�
%DWWOH�$UHQD�ZLWK�RXU�SDUWQHUV�DW�0HWD��
,QWHUDFWLYH�DW�RXU�ERRWK�WKLV�\HDU�

“We hope everyone can stop by and have a 
glimpse into the potential of LBE (Location 
%DVHG�(QWHUWDLQPHQW��µ�KH�DGGHG�

Falcon’s Beyond
Falcon’s Beyond is an experiential en�
tertainment specialist, as the builder of 
WKH�.DWPDQGX�WKHPH�SDUN�LQ�6SDLQ��ZLWK�
DQRWKHU�RQ�WKH�ZD\�LQ�WKH�'RPLQLFDQ�
5HSXEOLF��$WWHQGHHV�FDQ�JHW�D�WDVWH�RI�
)DOFRQ·V�PDJLF�DW�ERRWK�8����ZLWK�D�WRXU�
RI�)DOFRQ·V�;�/DE�

7KH�;�/DE�ZLOO�RIIHU�D����PLQXWH�
demonstration of a handful of Falcon’s 
JURXQG�EUHDNLQJ�SURGXFWV�E\�DSSRLQW�
PHQW��7KHVH�LQFOXGH�6SHFWUD9HUVH���
)DOFRQ·V�9LVLRQ���21�;��7KHDWHU��DQG�
other exciting, themed attraction systems 

OHYHUDJLQJ�UHDO�WLPH�JDPLQJ�WHFKQRORJLHV�
DQG�PHWDYHUVH�LQWHJUDWLRQV�

“We have already helped many of the 
world’s most iconic brands connect with 
their audience to build fandom at a whole 
QHZ�OHYHO�µ�VDLG�&HFLO�'��0DJSXUL��&(2�
RI�)DOFRQ·V�%H\RQG��´:H�FDQQRW�ZDLW�WR�
showcase our experiential entertainment 
innovations and new themed destinations 
in development that will enable brands to 
take the connection with their desired au�
diences to new heights well `beyond’ what 
WKH\�FRXOG�HYHU�LPDJLQH�µ

NAFTOS
,I�\RX�ZDQW�WR�OHDUQ�PRUH�DERXW�1)7V�DQG�
their application in the metaverse, check 
RXW�1$)726��ZKLFK�KDV�D�OREE\�GLVSOD\�DW�
Expo this year, and will also be in Execu�
WLYH�6XLWH�'����

$�QHZFRPHU�WR�([SR��1$)726�LV�DQ�
LQGXVWU\�OHDGHU�LQ�PLQWLQJ��'���'��DQG��'�
LQWHUDFWLYH�1)7V��

Their booth aims to take the mystery out 
of digital collectibles by showcasing actual 

1)7�FUHDWLRQV�RQ�WKH�H[KLELWLRQ�ÁRRU�DW�
WKH�HQWUDQFH�RI�WKH�VKRZ�LQ�ERRWK�'���
Companies interested in learning more 
DERXW�1)7V�DQG�WKH�PHWDYHUVH�IRU�WKHLU�
brands can schedule an appointment with 
1$)726�DW�([HFXWLYH�6XLWH�'����RQ�WKH�
VKRZ�ÁRRU�

“We are honored to become a key exhibi�
ter at the Licensing Expo to showcase our 
H[SHUWLVH�LQ�1)7V�DQG�WKH�0HWDYHUVH�µ�
VDLG�%DUU\�5RVHQEDXP��&(2�DQG�3UHVLGHQW�
RI�1$)726��´2XU�KLJKO\�H[SHULHQFHG�
team employs the newest technology to 
FUHDWH�G\QDPLF�LQWHUDFWLYH�1)7V��XQOLNH�
DQ\�RWKHUV�µ

Feld Entertainment
/RRNLQJ�IRU�D�OLWWOH�PRUH�DFWLRQ"�,I�VR��YLVLW�
WKH�)HOG�(QWHUWDLQPHQW�ERRWK�DW�$�����
where the company will be showing off its 
PRQVWHU�WUXFN�WKHPHG�*UDYH�'LJJHU�6LP�
XODWRU�5LGH�([SHULHQFH��FUHDWHG�LQ�SDUWQHU�
VKLS�ZLWK�'2)�5RERWLNV�

7KLV�VWDQG�DORQH�DWWUDFWLRQ�DOORZV�DWWHQG�
ees to experience what it is like to take a 
ULGH�LQ�D�0RQVWHU�-DP�WUXFN��

The simulator offers a range of movement 
RQ�D�VL[�D[LV�SODWIRUP�IHDWXULQJ�SLWFK��UROO�
DQG�\DZ�PRYHPHQWV��7KH�UHDOLVWLF�PRWLRQ�
is combined with exciting video delivered 
WKURXJK�95�KHDGVHWV��ZKLFK�PDNHV�LW�DQ�
XQIRUJHWWDEOH�ULGH�

“We are thrilled to have one of our Feld 
(QWHUWDLQPHQW�ORFDWLRQ�EDVHG�HQWHUWDLQ�
ment activations on site for attendees to 
H[SHULHQFH�GXULQJ�WKH�XSFRPLQJ�/(�µ�
VDLG�-HII�%LDORVN\��6HQLRU�9LFH�3UHVLGHQW�
*OREDO�3DUWQHUVKLSV��)HOG�(QWHUWDLQPHQW��
´7KH�0RQVWHU�-DP�*UDYH�'LJJHU�VLPXODWRU�
GLVSOD\HG�DQG�RSHUDWLQJ�LQ�%RRWK��$����
will give those who are brave enough to 
ride it the true feeling of being behind the 
ZKHHO�RI�D��������SRXQG�������+3�0RQVWHU�
-DP�WUXFN�µ

,Q�DGGLWLRQ�WR�WKHVH�LPPHUVLYH�H[KLELWRU�
experiences, visitors can visit the new 
6SRUWV�%DU�DQG�7R\�&DIp�WR�GLVFRYHU�QHZ�
SURGXFWV�DQG�EH�LQVSLUHG�E\�EHVW�LQ�FODVV�
H[DPSOHV�IURP�ERWK�FDWHJRULHV��Q

metaverse worlds, retailers can collect far 
more detailed data about consumer shop�
SLQJ�KDELWV�DQG�SUHIHUHQFHV�

“The best you can get in the real world is 
some lame point of sale data or maybe you 
JHW�VRPH�FRQVXPHU�IHHGEDFN�µ�+RFKEHUJ�
VD\V��´,�PHDQ��MXVW�LPDJLQH�WKDW�ZKHQ�\RX�
SDUNHG�\RXU�FDU�DW�:HVWÀHOG�0DOO�DQG�WKH\�
could convince you to put on a mocap 
�PRWLRQ�FDSWXUH��VXLW��ZKHUH�HYHU\�DFWLRQ�
you took was tracked by an unlimited 
number of sensors? How valuable would 
that be about understanding your consum�
er, and what they do?

´1RZ��LQ�WKH��'�HQYLURQPHQW��ZKHWKHU�LW·V�
D�'LVQH\ODQG�OLNH�H[SHULHQFH�RU�ZKHWKHU�
it’s just a simple store, our company has 
the ability, we drop these pixels that are 

LQYLVLEOH��,W·V�OLNH�D�FRRNLH�IRU�HFRPPHUFH��
but it’s invisible, and it’s everywhere, so 
ZH�FDQ�WUDFN�HYHU\�DFWLRQ�WKDW�\RX�WDNH��
How many friends did you play with? 
What did you do? Where did you spend 
\RXU�WLPH"�'LG�\RX�ZDON�LQWR�WKH�VWRUH�WR�
EX\�VRPHWKLQJ"�'LG�\RX�WU\�VRPHWKLQJ�
RQ�DQG�QRW�XVH�LW"�:KDWHYHU�ZH�ZDQW��:H�
call what we’ve invented spatial analytics, 
ZKLFK�LV�EDVLFDOO\�WKUHH�GLPHQVLRQDO�DQD�
O\WLFV�RI�WKH�HQWLUH�HQYLURQPHQW�µ

,W�ZDV�WKRVH�W\SHV�RI�LQQRYDWLRQV�WKDW�
HDUQHG�9%*�DQG�)RUHYHU����D�QRPLQD�
WLRQ�IRU�WKH�/LFHQVLQJ�$ZDUGV��7KH������
Awards Ceremony, once again live and in 
person at Licensing Expo, will take place 
Monday, May 23rd, at The Light Club in 
/DV�9HJDV��IURP�����SP�²�����SP��Q

VGB Nominated for Best Licensed Product
Continued from page 15
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