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Gotta catch '‘em all: Pandemic sends prices
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The pandemic radically shifted How The Pandemic Has
. Changed The Toy Business And
the way consumers interact The Latest Trends In Toys

with toys & games. e 0 COVID-19 drove 16% growth in toy
sales last year
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Following a pandemic boost, the toy category has returned to pre-COVID growth
rates of ~15% YOY.

Games, Action Figures, and Building Toys all saw strong sales lifts that carried through to the post-COVID timing.
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Average spend per unit continues to rise as inflation now impacts the category.

Among top toy categories, Building Toys saw the largest rise in average spend per unit increasing by 35%.
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Despite increased reach during COVID, HH penetration has started to soften back
to pre-COVID levels.

Inflation will impact shoppers spend, with some toy categories being impacted more than others.
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While HH penetration climbed during COVID, toy shoppers' spending also shifted
channels as buyers left mass retailers for online.

Online spend grew more than 20% in the past two years, while Mass spend decreased by 15%
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With the shift to online, buyers are still purchasing at a higher rate, helping to
offset the softening of HH penetration post-COVID.

Games saw the largest increase in spend as families looked for new activities to play during lockdown.
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New toy shoppers also contributed to the increase in spend, accounting for nearly
half of toy-purchasing households during the pandemic.

Gen Z had the most significant growth as new households doubled the penetration when compared to existing toy buyers.
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These new shoppers tend to be more diverse singles with a lower household income.

New shoppers also spent less on the category, with a buy rate that's 63% less than existing buyers.
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Private Label brands were popular amongst new buyers for Action Figures and
Building Toys, aligning to these buyers skewing lower income.

Meanwhile, the games category saw growth with popular brands such as Uno, Monopoly and Cards Against Humanity.
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Brands that target the buyer over the end user may see more success, as most toy
buyers are purchasing toys as a gift— often for children.

And while almost half of game purchases were for children, still 1in 4 households purchased the category to play as a family.
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And while COVID lockdowns influenced these purchases, many households still plan
on increasing their amount of play in their post-pandemic lifestyles.

Competitive pricing will be important as category buyers continue to increase their use through inflation.

Pandemic Usage Future Game Playing Intent
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But inflation will impact the category, as shoppers seek ways to offset rising costs.
Roughly half of buyers indicated they'd spend less on the category, with ~20% indicating they'd seek out less expensive options.
. In total, shoppers are roughly split 50/50

between those that will increase/remain
the same and those that will decrease
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Just keep your returns: Stores weigh paying you not to bring back

And retailers may drive I e

consumer behavior to shift Q=

even more as they, too, respond S o
to the economic environment. “k
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there will no doubt be an impact on consumers.
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Takeaways

COVID sparked growth across the
toy industry and inflation will have
further impact.

We already see inflation affecting the
industry, with rising sales mirroring the
overall growth in spend per unit while HH
penetration tapers off.

Gifting will play a major part in keeping
toys afloat as 38% of surveyed toy buyers
purchased for a gift.

New buyers are making up 40-50%
of key toy category shoppers.

New toy shoppers are skewing younger
and toward lower income so, for most
brands, managing price point in an
inflated economy will be critical for
continuing brand growth.

Private Label is the key threat in Action
Figures and Building Toys among new
shoppers. Brands will have to keep pace
with the prices of Private Label in order
to win in the space.

In large part, consumers expect their
pandemic toy purchasing habits to shift
in the face of inflation.

One-third of shoppers say they will spend less
on toys, while only one-fourth are likely to
spend the same amount. Only 3% are willing
to cut back on other expenses in order to
spend more on toys & games.

Most consumers reported playing with more
games and building toys during the pandemic,
but less than half anticipate playing more
frequently moving forward. Action Figures'
momentum is lower— only a third increased
play during the pandemic, and one-fourth
expect to increase play through inflation.
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There's More to Know.

Reach out today for custom insights.
hello@numerator.com
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