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By CAROLINE ANDERSON Staff Reporter

MARGARET Loesch doesn’t have a cape, 
but Genius Brands International Inc. 
is hoping the children’s programming 

veteran will save the day for its educational car-
toon and licensing business.

After years of declining revenue, the Beverly 
Hills company last month brought in the former 
Fox Kids chief executive who helped foster 
iconic children’s TV shows including the “Trans-
formers” cartoon in the 1980s and the “Mighty 
Morphin Power Rangers” in the 1990s. Genius 
has charged Loesch with raising the visibility of 

its on-demand streaming channel, which in turn 
could feed the licensing income that accounts for 
more than half of its revenue.

“You couldn’t possibly find a bigger star,” 
said Genius Chief Executive Andy Heyward. 
“She’s been at the forefront of children’s broad-
casting for decades.”

The company declined to make Loesch avail-
able for an interview.

The hiring of Loesch, already a Genius board 
member, as executive chairman of the Kid Ge-
nius Cartoon Channel is meant to accelerate  

Licenser turns to TV vet to channel revenue

Please see LICENSING page 31

Child Focus: 
Andy Heyward at 
Beverly Hills home 
of Genius Brands 
International.
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By GARRETT REIM  
Staff Reporter

The market for corporate sponsor-
ships might be growing, but calculat-
ing the financial return for marketers 
can be difficult, particularly within 
the world of sports where it’s difficult 
to track views of brand logos during 
games on TV and across social media.

Santa Monica digital ad firm 
GumGum Inc. is trying to fix that 
problem through a software pro-

gram, GumGum Sports, launched 
last month to identify distinct logos 
and signage within sports broadcasts. 
The software then assigns the image a 
media valuation, which varies based 
on prominence and duration of screen 
time, allowing marketers and sports 
franchises to better understand the 
impact of sponsorships.

“If you look at sponsorships from 
the perspective of teams, this is where 
they make the majority of their rev-
enue,” said Ophir Tanz, GumGum’s 
chief executive. “It’s critical for 
them to have objective, fact-based,  

Some Players Find Sponsorships Score Big 
ADVERTISING: Tech 
tracks, values sightings.

Please see ADVERTISING page 30

By DAVID NUSBAUM 
Staff Reporter

This year’s PGA Tour event at the 
historic Riviera Country Club will 
mark the 25th anniversary of Tiger 
Woods’ debut on the professional 
golf tour. 

But Woods, 41, will have a much 
bigger role at next month’s contest at 
Riviera than he did in 2006, the last 
time he played a tour event at the his-
toric Pacific Palisades course. 

The iconic golfer, who has commit-
ted to once again tee off at the tourna-
ment now known as the Genesis Open, 
will also play an organizational role: 
His Tiger Woods Foundation has tak-
en over management of the 91-year-old 
event, to be held Feb. 13 to 19.

The tournament, which this year 
has a prize purse of $7 million, had 
been managed for the past several 
years by PGA Tour Inc. of Ponte 
Vedra Beach, Fla., which took con-
trol after the prior manager, the Los 
Angeles Junior Chamber of Com-
merce, struggled financially.

SPORTS: Tourney fits
Tiger Woods to a tee.

Please see SPORTS page 30

By DAINA BETH SOLOMON Staff Reporter

They often go unnoticed and unwanted, the 
gray, oil-stained parking properties that sit in the 
shadow of shining skyscrapers.

But Daniel Michaels believes he sees some-
thing that many investors miss – surface lots ripe 
for development and garages that just need a 
makeover to fulfill revenue potential.

His company, Stockdale Capital Partners, 
is getting ready to throw about $200 million into 
that strategy, aiming to acquire parking lots and 
garages in urban areas across the Southwest.

“Parking is often overlooked as an asset,” said 
Michaels, Stockdale’s managing director. “It’s 
kind of the secondary stepchild, but it can be a 
great and profitable business in its own right.”

Private investment in such properties has been 
growing for years as investors shrink away from 
the high prices and tough competition for trophy 
office towers and apartment complexes. 

Investor Circles 
Parking Places
REAL ESTATE: Stockdale
sees sites as lots of money.

Kids in Play

Pulling In:  
Daniel Michaels 
of Stockdale 
Capital Partners.

Please see REAL ESTATE page 32
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M A I L  T O :

Inglewood scores 
again as Chargers 
announce  
move north.
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Style

Tourism

Marketing group 
finds L.A. scenes 
in “La La Land” 
something  
to sing about.
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David Fields 
takes a charitable 
approach to  
his wardrobe.
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