
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

The toy market totals an estimated $26.2 billion in 2016
and has experienced strong growth in the past two years.

This trajectory is likely to continue into 2017 given the
positive economic climate and the anticipated release of
new installments in movie franchises popular with kids.

This report looks at the following areas:

• Kids 12+ age out of the toy category
• Older adults have limited exposure to the market
• Amazon a likely choice for shoppers with older kids

The toy industry is thriving, bolstered by a positive economic climate, new innovations in the category,
and the success of several big-budget movie franchises. However, this industry is highly competitive
and dominated by a few key players. Sustaining the growth of this market will depend on large toy
companies responding quickly to changing consumer preferences and smaller players carving out niche
areas for themselves in a busy category.
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