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view & Methods

Welcome to the 2017 PLAY & PLAYTHINGS

report, a comprehensivdook at the macro and
microtrendsin U.S { A RlayQatternsand play
GOKEY A

Thereportt publishedby SMARTYYANT8youth
and family research firmt is derived from
industry news, casestudies, primary qualitative
research, and quantitative findings from the
2017BRANLCLOVEstudy.

BRAND LOVE is a proprietary study of the
lifestylesand behaviorsof kidsand tweensages
6-12. The study also includes|{ A Ru&afeness
affinity, perceptions and usageof hundredsof
family-facingbrands Parentsevaluatethe same
brandsas their kids, providinga holistic look at
the preferencesand behaviorsof U.S families
with children

The2017waveof the annualstudyr its 9¢was
fieldedonlinewith a nationallyrepresentative

W BRAND LOVE

sampleof over 8,200 kids and tweens ages6 to
12, and their parents. Datacollectiontook place
in Juneand Julyin order to capture both school
yearandsummerlearning

Kidsand parentsevaluateda total of 347 brands
across20 categories Eachparticipant assessed
up to 15brands,providingboth closedand open
endedresponses

347 brands

20 categories

8,292 Rids & tweens ages 6-12
8,292 parents of 6 to 12-year-olds

15 brands per respondent
More than 24,000 verbatims

TracRing since 2009




Closedended responsesincluded rating each
brandon 30 attributes & descriptors

A 1 can make it my own/personalize it
(Customizatioh

A Active/physical

A Good for me/healthy/safe

A A good value

A 1 can buy it with my own $Affordable

A Made well/good quality Hligh-Quality)

A Been around a long timéderitage

A Has great varieties/options

A Easy to use/do/make

A Has great commercials/advertisements
A Has a great website

A Has a great app

A Does good things for the environment/world
A Convenient/portable

A Exciting/adventurous

A Tastes great

A For the whole familyAll-Family

A For kids my age

A For kids younger than me

A For kids older than me

A Good for connecting with other§ocia)

A My mom/dad let me have/use i#¥lowed
A Challenges/educates me

A Gives me rewards/rewards me

A Innovative/always has new things

A Fun

A Different/unique

A Coolitrendy

A Looks good/good design

A Hard to get/find(Elusive)

An analysiof theseattributes leadsto a deeper
understanding of how brands perform and
categorieshehave

Kids and tweens also rated how popular they
perceive each brand to be. The results aid in
mapping each 6 NJ Yy Rrm@rentum and
understandingplaytrends.

' l | I ' Key metrics

Two proprietary measures are referenced
throughoutthe report:

KIDFINITYis an aggregate measure of
1 A Rofiafd awareness love, and
popularity perceptions Compositescoresrange
from O to 1000 with most brands scoring
between400and900points.

K

n PARENTFINIT a similar, independent
compositemetric that factorsin LIt NBS vy
brand awarenessand love. Scoresalso range
from O to 1000

Both measureshavea .86+ correlationto current
and future usage ,makingthem critical indicators
of brandsuccess

Brands can be ranked within and across
categories based on their KIDFINITY and
PARENTFINITYcores Note, however, that
absolute scoresare a truer indicator of YOY
brand performance,asrankingscanbe impacted
by the number of brandsand the actual brands
includedin the studyeachyear.

20 ||| 17

STUDY
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Brandsreferencedin the report in bold orange
were evaluatedin the 2017BRANCLOVEGtudy.
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L Us@hafun time to be akid! Theopportunities
for play are boundless from video games to
board games, robotic playmates to tiny
collectibles, licensed plush to DIY creations
There are literally millions of ways to be
distracted and delighted in 2017. All the while,
digital content developers and analog
manufacturersare aggressivelyworking to keep
the pipelineof new diversionsand playthingsfull.

The 2017 Play & PlaythingsReport unpacksthis
complexandclutteredworld of | A Bldy@ndthe
toys and gamesthat populate it. The analysis
coversyoungGen¥2 (bahaviorsand the objects/
brandsthat comprisetheir play ecosystem

w Let’s play!

Play comes in many forms. creative play, co-
operativeplay, parallelplay, and movement/body
play, just to name a few. But these classicplay
patterns are quickly evolvingasunique forms of
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leisure are created and the line between play-
thingsand content blurs.

This 2017 report explores these behavioral
transformations zeroingin on trendsin:
Aorganized,structured play suchas sportsor
other adult-led, competitiveactivities
Aunstructured, selfguided play that can
rangefrom constructionto role play
Adigital gameplay on consoles, handhelds,
computers,andother devices
Aconnected,socialplay characterizedy tech-
basedcreating,sharingandd K | y auiéy 3

Giventhe NB LJ2fd¢ilis hdoys and games the
nearly-100 brandsincludedin the 2017 analysis
are those that have at least some consumer
product presence (seepage 6) Appsand digital
gamesthat are solelyscreenbasedexperiences
are analyzedas part of the 2017 Clicks,Taps&
Swipegeport.
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