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American beauties

The fashion doll sector is struggling in the US, but Mattel’s Barbie seems to be holding its own, according to
Lutz Muller’s latest research...

BARBIE IS HOLDING its market
share in the US. This is both good
and bad news. Good news because
for the first time in many months we
are not seeing an erosion of Barbie’s
position. The bad news is that the
entire fashion doll category is
heading south at a double-digit clip.

According to my retailer panel sell-
through data, the toy market in its
entirety performed as follows:

In the third quarter, the individual
toy categories were very mixed —
dollar sales compared to the third
quarter 2007 (see figure 1).

Fashion dolls - 15%
Action figures +5%
Diecasts and vehicles 0%
Board games + 5%
Pre-school + 3%
Construction -2%
Electronic learning + 2%
All others -15%
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As we can see, Fashion Dolls as a
category performed badly.

Assuming the fashion doll market
is composed of four contenders —
Barbie, Bratz, Hannah Montana and
High School Musical, it is interesting
to see how their shelf space share
changed over the months between
May and September in Wal-Mart,
Target and Toys R Us (See Figure 2).

According to the sell-through data
generated by my retailer panel, this is
how market shares evolved (See
Figure 3). The trends are very clear
and similar to the shelf space metrics
— Barbie steady, Bratz down, Hannah
Montana sharply up and High School
Musical moderately up.

In terms of website traffic, the
picture is similar. First, Barbie Girls,

Mattel’s much vaunted website and
the secret weapon to get the
teenagers back to Barbie (see figure
4). Basically, it is the same picture as
we have seen with retailers — pretty
steady since the middle of this year.
Now, looking at Barbie’s main
competitor, Bratz (see figure 5). Be-
bratz.com started off strongly but
then fell of a cliff. The only spike was
at the end of last year during the
Christmas spurt.
The other two, Hannah and HSM,
continue to have minimal web traffic.
Are there any drivers in the offing
that could change the equation? The
first aspect to look at are movies —
Hannah Montana’s movie Best of
Both Worlds was released in
February this year and had a positive
effect on its market share growth.
Bratz: The Movie, released in August,
on the other hand, was less of a
success. Compare the box office
receipts — $65 million for Hannah
Montana and $10 million for Bratz.
There are only two new movies
coming out presently — one is for
High School Musical, entitled Senior
Year, (due on October 24th) and
Disney has made the movie the
subject of a very strong PR campaign







