88 RETAIL SCENE LUTZ MULLER

Big box office, big toys?

This month we examine how some of the leading film-licensed toy lines have performed against the box office and
look ahead to what's coming next year. ..

NOW THAT The Dark Knight has
pretry much run its course and Clone
Wirs have shown themselves 1o be a
dud, ar least as far as box office
performance is concerned, and since
the Harry Power movie has been
pushed into next year, this is as good a
mOment as any o assess the current
state and the outlook for Hasbro's
action figure program.

First, the individual movie
performances. Please note that the last
shown performance for The Duark
Knight and for Sear Wars Clone Waors is
for the long Labor Day weekend —
September 1st, 2008,

While we can generally assume a
correlation berween the performance
of a given movie and the sales of its
artending toy products, the most

recent two films show this to be not
‘ Hasbro’s Star
Wars toys were a

resounding
success before , ,
the movie hit.

necessarily orue. On all accounss, the
toy range backed by The Dark Knighr
should have been a blow-out spectacle
and its competitor based on the Clone
Wirs a dismal failure. Neither was so.
The Dark Knight toys sold by Marzel
did well, but not proportionally so
whereas the Star Wars toys sold by
Hasbro were a resounding success
even before the movie came out.

In fact, the store managers rated
Star Wars number one, with
Tramsformers and The Dark Knighe both
in the second position — in the middle
of July, before the Clone Wars action
figures came out at the end of July.
This leadership position became even
more pronounced when the Clone War
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products hit the shelves and
supplanted The Dark Knight figures in
merchandising terms in endcaps and
aisle caps. The product range got
another boost, albeit a smallish one,
when the movie broke.

The second chart shows how the
merchandising stakes developed untl
September 1st, 2008.

Furthermore, chart three shows
how the blog metrics of the top six
movies look like today. Blog Metrics
measure the noise level surrounding a
given word or concept on the web and
generally denote consumer interest
levels for it.

The Dark Knight rose very sharply
with the release of the movie and then
equally sharply declined, whereas Star
Wars continued to be soong
throughour even though the box
office performance of the movie was

very weak. Transformers too showed
considerable staying power.

The main question worrying the
analysts is whether the company could
beart the 2007 comps for the boys
category. My view is that indeed they
can. In fact, the data generated by my
friends at the retailer panel, enhanced
by input from the buyers, suggests that
Hasbro will end up better than five
per cent above 2007 for the boys
category worldwide. Note that this
growth prediction assumes no change
in the dollar parity versus other
currencies for the third and fourth
quarter of 2008,

The next question is whether
Hasbro can beat in 2009 this year's
comps. The first thing [ looked at was
what was coming down the pike for it
as well as for the competition, then

proceeded to rate them with the help

from buyers at the big box retailers.
Note that ten is the highest score, one
is the lowest,

This ranking would suggest thar
Hashro will have a very tough ot
against Mattel next year It also
suggests that the 2009 line-up is not
as potent for Hasbro, as was its
offering this year. On the positive side,
the timing of Hashro's 2009 films is
pretey good, particularly that of the
Transformers and G 1 Joe.

G [ Joe could be a surprise. [tis a
brand with a lot of staying power,
similar to the Transformers leading up
to the movie. | ran the Blog metrics
against Bakugan of Spin Master — an
action figure which, similar to G I Joe,
has never had a movie and which
nevertheless is selling ar the rate of
$100 million at retail.

This graph (chart four)
demonstrates very clearly the strong
underlying consumer interest in the G
I Joe brand — which I expect will result
in above-expectation box office and
toy sales results.

Equally, 2010 is looking very good
for Hasbro. Iron Man 2 and Spider-
Man 4 are likely to be very good films,
but Hasbro should do something
about the timing. They are too near
each other and are hence likely o
cannibalise each other needlessly.
Ther is an unknown, but the subject
matter lends iself to a first-class
action figure movie.

In all this, a really crucial guestion
is what is going to happen to the three
Playmates licences. My understanding
is that the loss of Srawberry
Shorecake to Hasbro mighe well be a
harbinger of things to come. The Star
Trek, The Terminator and the Teenage
Mutant Ninja Taurtles licences are very
valuable properties which, depending
on where they might land, may well
make life either much easier or




incredibly more difficult for Hasbro.
Below is how the Blog Metrics see the
three brands.

The strength of Star Trek and of the
Terminator characters is undoubtedly

due to the all-pervasive TV reruns.
Note that the levels of the Blog
Metrics for both in fact handily
exceed those of any of the major
properties on which this article
focused further above — Star Wars,
Batman, Transformers, Iron Man,
Indiana Jones and The Incredible Hulk.

I also looked at the web traffic —
comparing Star Trek and the Turtes
with Star Wars. Terminator does not
have its own website and cannot
hence be measured.

I believe that the Star Trek and
Terminator action figure program, and
to a lesser degree the Tiartles, could
become a really major factor next year
if handled by a large toy entity capable
of getting the right type of in-store
placement in the US and
internationally.

Title

Pink Panther 2

Jonas Brothers

The Wolf Man

Race to Witch Mountain
Chronicles of Narnia — Voyage
X-men Wolverine

Hannah Montana

Star Trek

Terminator— Salvation

up

Transformers 2

Ice Age 3

Astro Boy

Harry Potter— Half Blood Prince
Land of Lost

GForce

He-Man Masters of Universe
Gljoe

Where the Wild Things are 2
Avatar

Princess and Frog

Toy Story 3

Teenage Mutant Ninja Turtles
Alvin and the Chipmunks
Alice in Wonderland

Iron Man 2

Spiderman 4

Shrek

Prince of Persia

Thor

Harry Potter— Deathly Hallows
Rapunzel
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4 Feb 2009 MGM Sanrio
4 Feb 2009 Disney Jakks
6 April 2009 Universal open
2 April 2009 Disney Mattel
5 May 2009 Disney Jakks
6 May 2009 Marvel Hasbro
7 May 2009 Disney Jakks/Mattel
8 May 2009 Viacom Playmates/Corgi
8 May 2009 Warner Playmates
8 June 2009 Disney open
9 June 2009 Hasbro Hasbro
8 July 2009 20th Century Mattel
3 July 2009 Imagi Animation Wowee
10 July 2009 Warner Corgi
5 July 2009 Universal Jakks
5 July 2009 Disney. Jakks
8 August 2009 Warner Mattel
9 August 2009 Hasbo Hasbro
7 September 2009  Warner McFarlane
5 December 2009 20th Century Mattel
5 December 2009 Disney Mattel
9 January 2010 Disney Mattel
8 March 2010 Imagi Animation Playmates
5 March 2010 20th Century Mattel
3 March 2010 Disney Mattel
8 April 2010 Marvel Hasbro
10 May 2010 Marvel Hasbro
7 May 2010 Dreamworks McFarlane
5 May 2010 Disney Jakks
6 June 2010 Marvel Hasbro
10 November 2010 Warner Corgi
6 December 2010 Disney Mattel
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G | Joe is a brand

‘ with a lot of

staying power,

similar to
Transformers.

Lutz Muller is a Swiss who has lived
on five continents. In the US, he
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companies, including two in the toy
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