


You are advised to read this disclaimer carefully before reading, accessing or making any other use of the information included herewith. This presentation has been prepared for information purposes only, does not purport to be
all-inclusive and is not intended to form the basis of any investment decision. It does not provide full disclosure of all material facts relating to WildBrain Ltd. and its subsidiaries (“WildBrain”) or its securities. None of the
statements contained in this presentation are intended to be, nor shall be deemed to be, representations or warranties, express or implied, by WildBrain or any of its shareholders, directors, officers, employees, advisors or agents.
This presentation is not intended to be relied upon as advice to shareholders or other potential investors and does not take into account the investment objectives, financial situation, risk profile or tolerance, tax position or
particular needs of any shareholder or other potential investor. This presentation is not, and under no circumstances is to be construed as, an advertisement or a public offering in Canada or in any other jurisdiction of the securities
referred to in this presentation. This presentation does not constitute an offer to sell or the solicitation of an offer to buy any securities or make any investment, nor shall there be any sale or distribution of any securities of
WildBrain in any jurisdiction in which such offer, solicitation, sale or distribution would be unlawful. No securities commission or similar authority has reviewed or in any way passed upon this presentation or the merits of the
securities described herein and any representation to the contrary is an offence. The information contained in this presentation is current only as of its date and may have changed. WildBrain disclaims any intention or obligation or
undertaking to update or revise this information in light of new information, future events or otherwise.

Forward-Looking Statements

This presentation contains “forward looking statements” under applicable securities laws with respect to WildBrain including, without limitation, statements regarding the growth strategy of WildBrain, WildBrain’s production
pipeline and projects in development, WildBrain’s brand strategy (including its plans for developing and monetizing Peanuts, Strawberry Shortcake and other franchises), the activation of WildBrain’s IP and the results and benefits
therefrom, financial projections for WildBrain’s business in China, WildBrain’s direct ad sales business, the value of WildBrain’s assets, leverage ratio and cash flow forecasts, use of capital for investments and other growth
opportunities, the business strategies and operational activities of WildBrain, the markets and industries in which WildBrain operates, and the growth and future financial and operating performance of WildBrain. Although
WildBrain believes that the expectations reflected in such forward looking statements are reasonable, such statements involve risks and uncertainties and are based on information currently available to WildBrain. Actual results or
events may differ materially from those expressed or implied by such forward looking statements. These forward-looking statements are made as of the date hereof, and WildBrain assumes no obligation to update or revise them
to reflect new events or circumstances, except as required by law.

Forward-looking statements are based on factors and assumptions that management believes are reasonable at the time they are made, but a number of assumptions may prove to be incorrect, including, but not limited to,
assumptions about (i) WildBrain's future operating results, (ii) the expected pace of expansion of WildBrain’s operations, (iii) future general economic and market conditions, including debt and equity capital markets and the
availability of financing on acceptable terms, (iv) the impact of increasing competition on WildBrain, (v) changes in the industries and changes in laws and regulations related to the industries in which WildBrain operates, (vi)
consumer and consumer preferences, (vii) the ability of WildBrain to execute on acquisition and other growth strategies and opportunities and realize the expected benefits therefrom, (viii) the ability of WildBrain to execute on
production, distribution and licensing arrangements, (ix) the availability of investment opportunities at acceptable valuations and the ability of WildBrain to execute on such investment opportunities, (x) the timing for
commencement and completion of productions, (xi) the ability of WildBrain and its partners to execute on its brand plans and consumer products programs, (xii) changes in the markets and industries in which the WildBrain
operates and the ability of WildBrain to adapt to such changes, (xiii) changes to YouTube and in advertising markets, and (xiv) the ability of WildBrain to commercialize consumer products related to its brands.

Factors that could cause actual results or events to differ materially from current expectations include, among other things, the current outbreak of COVID-19 and the magnitude and length of economic disruption as a result of
such outbreak, market factors, WildBrain’s ability to close and execute on anticipated production, licensing and other contracts, the ability of WildBrain to realize the expected value of its assets, and other factors discussed in
materials filed with applicable securities regulatory authorities from time to time including matters discussed under “Risk Factors” in WildBrain’s most recent Annual Information Form and annual Management Discussion and
Analysis as well as in WildBrain’s press release dated September 14, 2021.

Non-IFRS Measures

In this presentation, WildBrain uses certain non-IFRS financial measures, including “Adjusted EBITDA”, to measure, compare and explain WildBrain’s operating results and financial performance. These measures are commonly used
by entities in WildBrain’s industry as useful metrics for measuring performance. However, they do not have any standardized meaning prescribed by IFRS and are not necessarily comparable to similar measures presented by other
publicly traded entities. These measures should be considered as supplemental in nature and not as a substitute for related financial information prepared in accordance with IFRS. For further details on these non-IFRS measures,
including relevant definitions and reconciliations, see “Non-GAAP Measures” in WildBrain’s annual Management Discussion and Analysis.
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1. C$72 million pro forma excludes $6.4 million of government or other wage subsidies related to COVID-19 and $4.4 million of litigation settlement
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1. C$72 million pro forma excludes $6.4 million of government or other wage subsidies related to COVID-19 and $4.4 million of litigation settlement
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1. Ranking based on premium kids and family content, global AVOD viewership and average of all key metrics
2. WildBrain Spark Ipsos Parent Survey Report July 2021
3. PwC Kids Digital Media Report 2019
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Appointed new 
leadership

with five new top 
executives

Rationalized costs, 
reduced debt to 
improve balance 

sheet and allow us 
to invest for growth

Enhanced financial 
management, 

systems and process 
for better reporting 

and forecasting

Reorganized, 
streamlined and 

integrated operations
to focus on our core 

strengths in kids’
content and IP

Rebranded as 
WildBrain to unify 
entire company, 

working together
around a single focus

Invested in top talent 
and development

and built new process
to ingrain creative 

excellence in our DNA

Focused on 
maximizing reach 
and engagement 
of our industry-
leading digital 

platform

Built brand teams, 
working with toy 

inventors, developed 
brand P&Ls and 

leveraging our 360°
approach to

harvest brands

Exploiting underserved 
territories such as 

China
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Appointed new 
leadership

with five new top 
executives

Rationalized costs, 
reduced debt to 

improve balance sheet 
and allow us to invest 

for growth

Enhanced financial 
management, systems 
and process for better 

reporting and 
forecasting

Reorganized, streamlined 
and integrated operations

to focus on our core 
strengths in kids
content and IP

Rebranded as WildBrain to 
unify entire company, 

working together
around a single focus

Invested in top talent and 
development

and built new process
to ingrain creative 

excellence in our DNA

Focused on 
maximizing reach and 

engagement of our 
industry-leading digital 

platform

Built brand teams, working 
with toy inventors, 

developed brand P&Ls and 
leveraging our 360°

approach to
harvest brands

Exploiting underserved 
territories such as China
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Long heritage in 
global licensing 
since 1974

Representing broadest portfolio of
400+ brands globally including Peanuts, 
Sesame Street, Paw Patrol, Dr. Seuss, 
MGM, and many more entertainment, 
lifestyle, and sports brands

Global reach with 16 offices 
covering 65 countries 
worldwide reaching >70% of 
global GDP2

Source of consumer and 
retail intel, knowing what
is on trend to inform our 
licensing programs and
our other businesses 
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1. Based on global office footprint and number of brands represented
2. World Economic Forum
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1. Licensing Letter Dec. 2019



29



30



31

1. 2020 Tmall Annual Apparel Consumption Data
31
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1. Source:  refer to slide 111
2. Global Licensing Report 2020 by Licensing International
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1. Ranking based on premium kids’ and family content, global AVOD viewership and average of all key metrics
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1. Giraffe Insights and Precise TV Survey “Kids Media Universe:  Exploring the kids content space”, August 2021
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1. PwC Kids Digital Media Report 2019
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1. Comscore – average unique viewers and audience share (Mary to July 2020)



Our 800+ Channels Aggregate into Massive Audience Reach
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Source: YouTube Analytics, comScore, Tubular Analytics, Making Screen Time Family Time, nVision Media Report Dec. 2020 
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Sources:  Public company, acquisition and valuation info from Factset and Bloomberg, Forbes, Business Insider, Cheddar News, WWD, Axios
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Specials 
on SVOD 

Digital-first 
series

Roblox 
Game

TV 
movies

Toy 
play

Music 
videos

Our “Always-On” Approach to Relaunching Strawberry Shortcake 

Going with digital-first series on 
YouTube, premium specials on 
SVOD and Roblox to maximize 
brand exposure everywhere and 
power licensing opportunities

Social
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Leveraging the Power of Our 360° Platform

Working with top-tier creative, 
collaborating across the company 
and informed by data analytics and 
toy inventors to develop new 
content

Content
Production

Global toy launch with proven toy 
partner and our own global 

licensing platform closely aligned to 
drive retail success

Consumer
Products

Maximizing distribution across all 
media platforms to build brand 
awareness and drive consumer 

products

Content 
Distribution

Leveraging our AVOD strengths for 
digital-first IP launch on our global 
platform where we control audience 
engagement informed by insights
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Reimagining Premium IP with Rich History 
and Enduring Global Appeal 

Why we’re so excited about this 
franchise

+3.2M 
Facebook 
followers

2.4B 
minutes of videos 

watched 2

We own 100% of the brand with enduring global appeal, 
especially strong in the US, Brazil and France

40-year brand successfully reinvented multiple times 

US$4B in global retail sales to date with 5M dolls sold1

Historically a bestseller across all consumer products 
categories

Library of TV specials, animated series and films

Strong active fan base on social and YouTube

1. American Greetings 2012 
2. Minutes watched in F2020
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Content Strategy Informed by Extensive Research and 
Testing to Drive Engagement 

Collaborative
Collaborated across brands 
team, production, distribution, 
data insights, licensing and toy 
inventors to develop new 
content that translates at retail

Top-Tier Creative  
New series production led 
by a proven creative team in 
developing IP franchises (My 
Little Pony and Transformer)

Digital + Premium Content
Rolling out 80 x 4 min. digital-first series 
on WildBrain Spark and long-form 
specials on SVOD to engage across the 
#1 and #2 platforms for kids’ viewing

Research
Extensive research and focus 
testing informed our brand plan 
and creative to engage a 
generation of digital-savvy kids
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Leveraging Spark to Maximize Reach and Drive Awareness

Leveraging WildBrain Spark for wide distribution where we 
control the platform for audience engagement

Brand Amplification
Utilize our global network reach, digital marketing and 
network advertising to build brand affinity, 
tune-in to new content and drive toy sales

Maximize Awareness and Reach
We’re delivering a TV experience on AVOD 
combined with content on SVOD to drive more 
reach than a traditional brand launch

Data Insights
Content plan and marketing informed by data and our digital 
expertise to fully optimize audience reach
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Maximizing Expansive Content Offering to 
Drive Always-On Distribution

Full Range of New Originals and Back Catalogue Content to Drive Sustained 
Viewing Across All Media Platforms

Berry in 
the Big City series 

new!

Movies

Strawberry 
Shortcake
Specials 

(in development)

new!

Strawberry 
Shortcake 

Classic Series

Berry Bitty 
Adventures 

Series

Maximize Audience 
Reach and Revenue
for classic, new digital and 
premium content

Omni-Platform 
Distribution
strategy across linear, 
SVOD, AVOD and 
transactional

Single Property 
Channels
launched on AVOD 
and connected TV
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Combining Global Reach and Strengths of CPLG with Proven 
Toy Partner to Launch our new Global Franchise

Top-ranked toy innovator, providing strong
financial and marketing commitment to launch 

and grow global licensing program

Leverage our own global licensing platform, highly 
incented to push our own brand to build an enduring 
franchise and drive consumer products success

Leverage leading position with key retailers 
to build and grow licensee base for our own brand

Build on historical 
retail success in 
key territories

Introduce to new markets 
including China

Toy Hits
in 20201

#1 Large Doll  |  #1 Youth Electronics

Historical Hits1

#1 Collectible  |  #1 Toy Property
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1. Ranked by NPD Group based on sales performance



Rolling Out Cross-Category Program that Connects with Today’s Kids  

PUBLISHING

Story books

Coloring and Activity

CELEBRATIONSMobile

Console

2021

TOYs

Dolls

Playsets

Role Play

Plush

2022

T-shirts

Sleepwear

Underwear

Backpacks

APPAREL &
ACCESSORIES
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Multi-Stream Approach to Drive Engagement and Global Toy Launch

Content

Short form

Digital media

PR / 
Paid media

Consumer 
Products

Drive to new content

Teaser Content:  character features, music videos

New Budge App

New website 

BERRY IN THE BIG CITY SERIES

Drive live-action baking

UGC: moms and girls baking
Influencer campaigns / YouTube channels

New Global Game Launch

Drive tune-in and toys:  YouTube and social

Bake-off competitions, influencer endorsements

Toy launch:
vintage and new

Master Toy Partner 
announcement

Drive toy launch
Baking promos, partner announcements, toy reviews

Gaming updates
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We’re Building Value in the Strawberry Shortcake Brand 

Rolling out both digital and 
premium content informed by 
extensive research and in 
collaboration across business units 
and toy inventors  

Content
Production

Combining global reach of our 
licensing platform with top-ranked 

toy partner, both highly incented 
to drive retail success

Consumer
Products

Delivering always-on distribution of 
new series and back catalogue to 
drive sustained awareness across 

all media platforms

Content 
Distribution Leveraging our data insights and 

audience delivery to launch a 
digital-first strategy and build 
engagement with a digital-savvy 
generation of kids

°
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Significant Option Value of Strawberry Shortcake

Comparable Brand Successes
(global annual retail sales) 

Strawberry Shortcake has huge potential at retail:

Tremendous retail history, generating US$500M annually in the 
1980s and US$4B to date1

Enduring global appeal with existing loyal fan base

Brand characteristics play well across consumer products

Captures the Zeitgeist

1. American Greetings, New York Times 
2. Sources for Annual Global Retail Sales: LOL Surprise! 2018 (NY Times), Peppa Pig 2019 (statista.com), Barbie 2019 (statisa.com), My Little Pony 2018 (TLL)
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$4B
USD

$500M
USD

$1.35B
USD

$690M
USD
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1. New York Times 
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1. Fast Company 
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1. Publisher Weekly 
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1. WidBrain viewership on non-YouTube AVOD platforms 
2. Nielsen Media Research Sep. 2005
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1. C$72 million pro forma excludes $6.4 million of government or other wage subsidies related to COVID-19 and $4.4 million of litigation settlement
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1. C$72 million pro forma excludes $6.4 million of government or other wage subsidies related to COVID-19 and $4.4 million of litigation settlement
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Sources:  LOL Surprise! 2018 (NY Times), Paw Patrol (Bloomberg), Peppa Pig 2019 (www.statista.com), Power Rangers (Forbes), My Little Pony 2018 (TLL), Doc McStuffins (Good Black News), CoCoMelon (WSJ), Baby Shark (Time)

http://www.statista.com/
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Sources:  Peanuts (The Licensing Letter, Strawberry Shortcake (American Greetings 2012), Teletubbies (NY Times), Degrassi (Nielsen Media), Caillou (Walmart), Sonic (Video Games Chronicle), Yo Gabba Gabba! (Fast Company)
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1. C$72 million pro forma excludes $6.4 million of government or other wage subsidies related to COVID-19 and $4.4 million of litigation settlement
2. Mid-point of F2022 guidance of $480-$500 million in revenue and $87-$93 million adjusted EBITDA assumed for illustrative purposes
3. Includes investment of $8 million from F2021 with additional $10 million in F2022
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Source: Deadline, Forbes
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1. Video includes Linear TV, Film, SVOD and AVOD 
2. Sources: Management information; AdStage Paid Media Benchmark Report Q4 2018; Google Ad Sense; L.E.K. research and analysis; Trade press; BBTV; PwC kids media report 2019; Allied Market Research; Management 

interviews; Licensed International; Newzoo, International Publishers Association; Technavio



104

1. Senior management and director holdings include deferred share units, restricted share units, performance share units and options as if fully vested. 
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