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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:

BUY THIS

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

VISIT:
The toy industry is thriving, bolstered by a positive economic climate, new innovations in the category, Sto re.m | nte| .COm
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 CALL:
areas for themselves in a busy category. EMEA
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DID YOU KNOW? This report is part of a series of reports, produced to provide you with a
. more holistic view of this market
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Figure 11: Toy gun ownership, May 2006-June 2016

Toy companies expand the “Christmas creep”

Pokémon Go sets the stage for the next big thing in gaming
Figure 12: Use of video games, May 2006-June 2016

Toy market ebbs and flows with the entertainment industry
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Figure 15: Family and nonfamily households, 2005-15

Shrinking family sizes may dampen outlook
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Figure 17: Toys “R” Us ads for Barbie, December 2015
Lego
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Figure 18: Toys “R” Us ad for Disney Princess, March 2016
Jakks Pacific Inc.

MGA Entertainment
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Young parents looking for the old and the new

No one’s a loser with cooperative board games
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Hot holiday toys

No such thing as girls’ toys and boys’ toys
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Figure 20: Barbie STEM Kit by Thames & Kosmos
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Figure 22: Getting Started

Figure 23: Walmart email for STEM toys, October 2016

Avoid the family fight with cooperative board games
Barbie bounces back
Competition heightens for big-name licenses

Sales declines push American Girl line into new locations

Girls Only! Secret Message Lab: Dancing Man Code

How to Use Your Code & Go(TM) Robot Mouse Activity Set

Figure 24: Toys “"R” Us email promotion, American Girl, October 2016

What's Struggling?

WiFi-enabled toys spark privacy controversy
PlayMation products fail to launch
Jurassic World toys go extinct at Hasbro

Toys-to-life segment has growing pains

What's Next?

2016 holiday toys — what to expect
Out with the old, in with the preowned
Toy makers blur the lines between boys and girls toys

Interactive arts and crafts
Figure 25: Introducing Osmo Creative Set featuring Monster

The Consumer - What You Need to Know

Kids under 12 have all the fun

Toys are purchased with others in mind

Amazon fast on the heels of mass merchandisers
It may be educational, but is it fun?

Kids are the primary influencer

A place for gendered, and gender-neutral toys

Types of Toys Purchased

Younger children are the most likely toy recipients
Figure 26: Toy purchases, September 2016

Arts appeal to all
Figure 27: Types of toys purchased, September 2016

Board games buoyed by other gaming methods

Figure 28: Types of toys purchased - for children, for adults, September 2016

One toy for you, one toy for dad

Figure 29: Purchase of any toy for myself, by key demographics, September 2016

Purchase Motivations
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The gifts that keep on giving
Figure 30: Reasons for purchase, September 2016

Dad shows pride with a purchase
Figure 31: Reasons for purchase - select items, by moms and dads, September 2016

Older adults buy mainly as gifts
Figure 32: Reasons for purchase - select items, by age, September 2016

Those who have more, are able to give more
Figure 33: Reasons for purchase - toy drive, by household income, September 2016
Figure 34: Toys for Tots promotion, Toys “R” Us, October 2016

Parents want to reward kids of all ages
Figure 35: Reasons for purchase - rewards, by age of child, September 2016

Retailers Shopped

Mass merchandisers have something for everyone
Low prices encourage impulse purchases
Catalogs get revamped

Figure 36: Retailers shopped, September 2016

Moms the most likely to shop mass merchandisers
Figure 37: Retailers shopped, by parental status, September 2016

Amazon is winning over prime parent demographic
Figure 38: Retailers shopped, by age of child, September 2016

Hispanic shoppers purchase across retail channels
Figure 39: Retailers shopped - select retailers, by Hispanic origin, September 2016

Toy Expectations

Kids just wanna have fun

Figure 40: Expectations for kids toys, September 2016
Balancing fun and learning
Parents invest in peace and quiet

Figure 41: Expectations for kids toys — select items, by parental status, September 2016

Creative and educational toys appeal to female shoppers
Figure 42: Expectations for kids toys — select items, by gender, September 2016

Toys bring adults joy and human connection
Figure 43: Expectations for adults toys, September 2016

Sources of Influence

Children’s opinions weigh heavily on toy decisions
Figure 44: Sources of influence, September 2016

Online product reviews more impactful for young shoppers
Figure 45: Sources of influence - online reviews, by age, September 2016

Moms go straight to the source - their kids

BUY THIS VISIT: store.mintel.com

CALL: EMEA +44 (0) 20 7606 4533 | Brazil 0800 095 9094

RE PO RT NOW 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/748062/
mailto:reports@mintel.com

MINTEL

Traditional Toys and Games - US - November 2016

e The above prices are correct at the time of publication, but are subject to
Report Price: £2466.89 | $3995.00 | €3133.71 B

Figure 46: Sources of influence - input from children and recommendations from friends and family, by parental status, September
2016

Hispanic shoppers consider purchase logistics
Figure 47: Sources of influence - select items, by Hispanic origin, September 2016

Attitudes toward Toys and Games

Parents split on gender neutrality
Toy selection is best left to the experts (kids)
Traditional toys chosen for child development
Figure 48: Attitudes toward toys and games - part 1, September 2016
Watch out, kids. We're coming for your toys.
Characters welcome
Some kids are easy to please

Figure 49: Attitudes toward toys and games - part 2, September 2016

Young shoppers seek out gender neutral toys
Figure 50: Attitudes toward toys and games - gender neutral toys, by gender, age, September 2016

Women find value in traditional toys
Figure 51: Attitudes toward toys and games - views on traditional toys, by select demographics, September 2016

Women are game-night champions
Figure 52: Attitudes toward toys and games - views on toys for adults, by select demographics, September 2016

Appendix - Data Sources and Abbreviations

Data sources

Consumer survey data
Consumer qualitative research
Direct marketing creative

Abbreviations

Appendix - Market

Figure 53: Total US sales and forecast of market, at inflation-adjusted prices, 2011-16
Figure 54: Distribution of dollar sales of toys and games, by type, 2013 and 2015
Figure 55: Doll ownership, May 2005-June 2016

Figure 56: Doll ownership, by type, April 2011-June 2016

Figure 57: Toy gun ownership, May 2006-June 2016

Figure 58: Use of video games, May 2006-June 2016
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