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Sales Mix by Recipient Age — Male Recipients

Value (EM) 2009 vs 2008

B Boys of most age groups received more toys than in 2008 while video games
only grew in the younger, non-core age segments

Sales (2008-2009) in million €

W Traditional Toys M Video Games

-11%

+13% -3% -0%

2008 2009 2008 2009 2008 2009 2008 2009 2008 2009 2008 2009 2008 2009

2 or younger 3-4 years 5-6 years /-8 years 9-11years 12-17 years 18+ years
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Sales Mix by Recipient Age — Female Recipients

Value (EM) 2009 vs 2008

B Girls’interest in video games declined in 2009 whi  le toy sales grew for
preschoolers and tweens

Sales (2008-2009) in million €

I Traditional Toys M Video Games

-10% +13%

+4% +5% -7% +3%

2008 2009 2008 2009 2008 2009 2008 2009 2008 2009 2008 2009 2008 2009

2 or younger 3-4 years 5-6 years 7-8 years 9-11 years  12-17 years 18+ years
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Traditional Toys sales by recipient age and gender

Value (EM) 2009 vs 2008

B Starting at age 3-4 the girls’ toy market lags behi  nd boys and is less dynamic

Sales (2008-2009) in million €
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Total Market

Value (m€) January-December 2009 vs 2008

B Video Games turned down in 2009

Total Market: % Chqg vs 2008

€4,227m €4,282m +1%

mVideo Games

-2%
M Traditional Toys
+4%
2008 2009
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GQ Distribution of sales Traditional Toys & Video Games

7 2009

Sales by Channel — Share Value (%)
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Distribution of Sales by Supercategory

Value share (%) 2009 vs 2008

M Action Figures showed strong growth, but market sha re remains small

% Chg vs 2008 Share of total Toys value sales (%) Total +4%
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6@ Distribution of sales Traditional Toys & Video Games

7 2009

Sales by Channel — Share Value (%)
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Traditional Toys Sales by Channel
/Z Value share

(%) January-December 2009 vs 2008

B Super/Hypermarkets replaced Department Stores asth e second most
important Channel in 2009

% Chg vs 2008 Total Market: €2,386m (+4%)
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