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"Toys and games remain very relevant to consumers, but
while gifting – especially for children – drives sales, many
are shopping the category for other reasons, including for

adult recipients. Where and how most consumers fulfill
their toy purchases remains in flux, with competitive

changes impacting the category and providing retailers a
chance to win more shoppers."

- Alexis DeSalva, Retail & Apparel Analyst

This report looks at the following areas:

• Increased online shopping creates new challenges for toy retailers and manufacturers
• Not all consumers are comfortable with generic or unknown brands
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Reasons for Buying

Retailers Shopped

Purchase Influencers

Preferences for Buying

Report Price: £3254.83 | $4395.00 | €3662.99

Traditional Toys and Games - US - October 2018

The above prices are correct at the time of publication, but are subject to
change due to currency fluctuations.

BUY THIS
REPORT NOW

VISIT: store.mintel.com
CALL: EMEA +44 (0) 20 7606 4533 Brazil 0800 095 9094
Americas +1 (312) 943 5250 China +86 (21) 6032 7300
APAC +61 (0) 2 8284 8100
EMAIL: reports@mintel.com

http://reports.mintel.com//display/store/860795/
mailto:reports@mintel.com
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