FOR IMMEDIATE RELEASE:

The NPD Group: U.S. Toy Industry Retail Sales Flat in 2022

Port Washington, N.Y., January 25, 2023— The NPD Group today announced U.S. retail sales of toys

generated $29.2 billion in 2022, a decrease of 0.2% or $49 million. Unit sales declined by 4% and the
average selling price of $12.68 was 3% higher than in 2021. While sales remained relatively flat in
2022, the market has seen strong growth over the last three years, including 14% growth in 2021 and
17% growth in 2020. This U.S. toy industry growth contributed to a three-year compound annual
growth rate (CAGR) of 10%, driven by average selling price (ASP) growth of 8% and unit sales growth
of 2%.

U.S. Toy Industry

Dollar sales decreased 0.2% or -$49MM for January-December 2022. Unit sales
declined 4% and ASP of $12.68 increased 3%.
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Source: The NPD Group/Retail Tracking Service/U.S. Toys/YTD December 2022

2022 came with many challenges, including double-digit increases in food prices, rising interest rates,
weather disruptions, and the ongoing threat of new COVID variants and reinfections. These factors
made for a long list of shopping hurdles contributing to a muted holiday season for the U.S. toy
industry. Looking at the fourth quarter specifically, dollar sales decreased by 5% or $628 million,

according to NPD’s Retail Tracking Service. Unit sales also declined by 5% while ASP remained flat.
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“After three record-breaking years for the toy industry, 2022 was a challenging year. U.S. consumers
were forced to endure significant economic headwinds stemming from inflation and adverse
macroeconomic factors,” said Juli Lennett, vice president and toy industry advisor, The NPD Group.
“While these headwinds certainly impacted overall consumer behavior, the toy industry still managed
to finish the year on a positive note as spending kept pace with the previous high-water mark of

2021

2022 Highlights

Looking at supercategory performance, four of the 11 supercategories tracked by NPD posted growth
in 2022. Compared to 2019, nine supercategories posted a positive three-year CAGR. Outdoor and
sports toys continued to be the largest supercategory, with $5.2 billion in sales in 2022; however, it
had the largest dollar sales decline of all the toys supercategories, falling 11% year over year. It
accounted for 18% of dollar sales for toys in 2022 and contributed 52% of the annual sales declines.
Plush toys had the largest dollar gain of $547 million and the fastest dollar growth, rising 31%. It was
followed by explorative and other toys, which grew 16%, year over year. Looking at compound annual
growth rate (CAGR) compared to 2019, plush had the fastest growth of 23%, followed by explorative
and other toys at 22%. Dolls had a flat three-year CAGR, while youth electronics declined by 1%.

Supercategory Performance: Annual 2022

Only four of the 11 supercategories posted growth in 2022. Compared to

2019, nine supercategories posted a positive 3-year CAGR.
% ChangevlY CAGRv2019

Qutdoor & Sports Toys -11% +8%
Infant/Toddler/Preschool Toys -2% +6%
Games/Puzzles Flat +16%
Dolls -12% Flat
Building Sets +8% +16%
Explorative & Other Toys +16% +22%
Plush +31% +23%
Action Figures & Accessories +4% +9%
Vehicles -1% +8%
Arts & Crafts Flat +5%
Youth Electronics -11% -1%
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Source: The NPD Group/Retail Tracking Service/U.S. Toys/YTD December 2022
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The top toy properties of 2022 included Pokémon, Barbie, Marvel, Star Wars, Squishmallows, Fisher-
Price, Hot Wheels, L.O.L. Surprise!, LEGO Star Wars, and Melissa & Doug. These top ten properties

collectively grew 7%, while the rest of market declined 2%.

“Like last year, 2023 will bring about bright moments and deep groans. With a more significant
theatrical calendar this year compared to the last three years, the U.S. toy industry will be poised to
enjoy the fruits of several tentpole movies,” said Lennett. “However, if inflation and other adverse
macroeconomic factors linger later in the year, or become worse, we can expect to see families

pulling back on the number of toys they purchase or trading down to lower price points.”

About The NPD Group, Inc.

NPD offers data, industry expertise, and prescriptive analytics to help our clients grow their businesses in a changing
world. Over 2000 companies worldwide rely on us to help them measure, predict, and improve performance across all
channels, including brick-and-mortar and e-commerce. We have offices in 27 cities worldwide, with operations spanning
the Americas, Europe, and APAC. Practice areas include apparel, appliances, automotive, beauty, books, B2B technology,
consumer technology, e-commerce, fashion accessories, food consumption, foodservice, footwear, home, juvenile

products, media entertainment, mobile, office supplies, retail, sports, toys, video games, and watches / jewelry. For more
information, visit npd.com.
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