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This report looks at the following areas:

+ The impact of COVID-19 on the toys and games industry. “The COVID-19 pandemic has
* How the toys and games market will fare post-COVID-19. led Canadians to purchase

Explores toys and games purchased, item recipient, purchase influencers,
. . . i . toys and games to keep busy
retailers shopped, purchase intent outside of major holiday season,

attitudes towards toys and games, as well as attitudes towards toys and during lockdown. Regardless
games and one's child. of age, consumers are looking

Examines the challenges the toys and games market faces, explores to new and en‘rer’raining ways

market factors impacting the category, marketing and advertising .
. . . . . s to spend their extra at-home
campaigns, as well as innovations and trends this market is experiencing.

leisure time and are turning to

Toys and games were purchased by over half of Canadians in the past year, toys and games to fill this
with the COVID-19 pandemic causing many to acquire items in the category to i
keep busy during this period. Shelter-in-place orders have resulted in growth in void.
sales, with children the prime recipients for oy and game purchases, as - Andrew Zmijak, Research
parents treat them to new items in order fo keep them entertained and Anqusfl Consumer Behaviour
learning while out of school. The lockdown measures due to COVID-19 have
likely also resulted in an increased share of adults purchasing games or toys for
themselves to keep busy during this tfime. This is supported by the fact that 62%
of consumers that bought a toy or game for themselves (in the past year)
agreed that they made the purchase to keep busy during the COVID-19
lockdown (vs 39% overalll). Buy this report now
Visit store.mintel.com

Parents are inferested in finding toys or games that grow with their child, and
another key purchase influencer lies in products that promote STEM skills (ie EMEA +44 (0) 20 7606 4533
science, technology, engineering and mathematics). Furthermore, nostalgia is

Brazil 0800 095 2094

moftivating consumers to spend in the category as they like to purchase toys/
games that feature characters they enjoyed as a child. Overall, during the Americas +1(312) 943 5250

pandemic period and the recessionary period to follow, foys and games will

be an affordable and convenient alternative to out-of-home leisure, keeping China +86 (21) 6032 7300

the category stable. APAC  +61(0) 2 8284 8100
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« COVID-19 lockdowns led to growth in category

This report is part of a series
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provide you with a more
holistic view of this market.

* Nostalgia influences purchase decisions among younger
men
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+ Competing against the big players

« Embracing diversity and breaking traditional gender roles All Mintel 2020 reports

* How the crisis will affect wellbeing and drive experiences contain specific COVID-19
related research and
forecasts. The world's
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Mintel reports for the most
complete, objective and
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Figure 2: Mintel Trends Drivers
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* Immigration will help to drive growth

» Canadians’ financial health stable for now but this is likely
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MARKET FACTORS

e The retail landscape has evolved due to COVID-19
* Immigration will help to drive growth
Figure 3: Population growth, high-growth scenario, Canada, EMEA +44 (0) 20 7606 4533
2019/20-2023/24

 Fertility rates are slowly dropping
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Figure 4: Fertility rate (total), births per woman, Canadg, Americas +1(312) 943 5250
2008-18 A
« Canadians’ financial health stable for now but this is likely China +86(21) 6032 7300

to change APAC +61(0) 2 8284 8100
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Figure 5: Short-, medium- and longer-term impact of
COVID-12 on toys and games, December 2020

COMPANIES AND BRANDS - KEY TAKEAWAYS

* Video game brands entering the toy category
LEGO is not just for kids
* Toys focused on creativity and STEM skills

* Leveraging puzzles to support experiences

COMPETITIVE STRATEGIES

* Video game brands entering the toy category
Figure 6: Halo Instagram post, October 2020
Figure 7: Minecraft Earth News Twitter post, February 2020
* LEGO is not just for kids
Figure 8: LEGO Instagram post, June 2020
Figure 9: LEGO Instagram post, September 2019
» Toys focused on creativity and STEM skills
Figure 10: Crayola Paper Flower Science Experiments Kit |
Crayola Product Demo, November 2020

* Leveraging puzzles to support experiences

THE CONSUMER - WHAT YOU NEED TO KNOW

* Puzzles and board games top the list

« A child’s input/opinion influences buyers

« Outside the major holiday season, purchase intention is
driven by birthdays

» Over a third bought toys/games to keep busy during
COVID-19 lockdown

TOYS OR GAMES PURCHASED

+ Puzzles and board games top the list
Figure TI: Toys or games purchased, July 2020
e Arts and crafts draw younger women
Figure 12: Toys or games purchased, men 18-44 vs women
18-44, July 2020
Figure 13: Heinz Canada Instagram post, December 2020
« It's about toys for younger guys
Figure 14: Little Tikes Instagram post, November 2020
Figure 15: The Star Wars Black Series, November 2020
* Board games appeal to younger consumers
Figure 16: Toys or games purchased, 18-44s vs over-45s, July
2020
Figure 17: Settlers of Catan Instagram post, December 2020
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South Asians more likely to purchase a variety of toys and
games

Figure 18: Toys or games purchased (select), South Asian
Canadians” vs overall, July 2020

Puzzles and board games resonate with adults buying for
themself

Figure 19: Buying foys and games for themselves, by category,

July 2020
Figure 20: Mastermind Toys Instagram post, December 2020

RETAILERS SHOPPED

Walmart is most commonly shopped

Figure 21: Retailers shopped (either in store or online), July
2020

Men more likely to have shopped the category online
Figure 22: Retailers shopped (either in store or online), by
gender, July 2020

Parents are drawn to Walmart and toy stores

Figure 23: Retailers shopped (either in-store or online), by
parental status, July 2020

PURCHASE INFLUENCERS AND INTENT

A child’s input/opinion is a purchase influencer for half of
consumers

Figure 24: Hape Instagram post, July 2020

Figure 25: Select purchase influencers, July 2020
Consumers are looking for items that help in kids’
development

Figure 26: Select purchase influencers, July 2020

Figure 27: Mega Bloks Instagram post, July 2020

Figure 28: Orboot Instagram post, November 2020

Some are looking beyond race and reading between the
lines of gender

Figure 29: Barbie Style Instagram post, June 2020

Figure 30: Select purchase influencers, July 2020

Figure 31: Barbie Style Instagram post, December 2020
Figure 32: Creatable World Instagram post, September 2019
Opportunities to reach consumers throughout the year
Figure 33: Purchase intent outside of major holiday season,
July 2020

Shocker! Parents are more likely to buy toys and games

outside of the holiday season
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Figure 34: Purchase intent outside of major holiday season, by

parental status, July 2020

ATTITUDES TOWARDS TOYS AND GAMES

Over a third bought toys/games to keep busy during
COVID-19 lockdown

Figure 35: Attitudes towards games and toys (% agree), July
2020

Nostalgia influences purchase decisions among younger
men

Figure 36: Attitudes towards games and toys (% agree), men
18-44 vs women 18-44, July 2020

COVID-19 lockdown led parents to buy toys and games
Figure 37: Attitudes towards games and toys (% agree), by
parental status, July 2020

Figure 38: Hasbro Instagram post, April 2020

Figure 39: Hasbro Instagram post, October 2020

A preference among children for toys/games with
characters

Figure 40: Lego Instagram post, November 2020

Figure 41: Lego Instagram post, November 2020

Figure 42: Sarah's Silks Instagram post, January 2021

Figure 43: Attitudes towards games and foys and my child (%
agree), July 2020

APPENDIX - DATA SOURCES AND ABBREVIATIONS

Data sources

Consumer survey data
Consumer qualitative research
Abbreviations and terms

Abbreviations
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About Mintel

Mintel is the expert in what consumers want
and why. As the world’s leading market

intelligence agency, our analysis of
consumers, markets, product innovation and
competitive landscapes provides a unique
perspective on global and local economies.
Since 1972, our predictive analytics and
expert recommendations have enabled our
clients to make better business decisions faster

Our purpose is to help businesses and people
grow. To find out how we do that, visit
mintel.com.
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