CASE 7 Mattel: Overcoming Marketing and Manufacturing Challenges

Mattel employees are also encouraged to participate in a wide range of volunteer
activities, including Team Mattel, a program that allows Mattel employees to partner
with local Special Olympics programs. Employees serving on boards of local
nonprofit organizations or helping with ongoing nonprofit programs are eligible to
apply for volunteer grants supporting their organizations. Mattel employees
contributing to higher education or to nonprofit organizations serving children in
need are eligible to have their personal donations matched dollar for dollar up

to $5,000 annually.

Mattel Looks_Toward the Future

Like all major companies, Mattel has weathered its share of storms. In recent years, the
company has faced a series of difficult and potentially crippling challenges. During the
wave of toy recalls, some analysts suggested that the company’s reputation was bat-
tered beyond repair. Mattel, however, has refused to go quietly. Although the company
admits to poorly handling recent affairs, it is attempting to rectify its mistakes and to
prevent future mistakes as well. The company appears to be dedicated to shoring up
its ethical defenses to protect both itself and its customers. Mattel's experiences should
teach all companies that threats could materialize within the marketing environment
in spite of the best-laid plans to prevent such issues from occurring.

With slowing demand for toys and the most recent economic recession, Mattel
may be in for slow growth for some time to come. Today, Mattel faces many market
opportunities and threats including the rate at which children are growing up and
leaving toys, the role of technology in consumer products, and purchasing power and
consumer needs in global markets. The continuing lifestyle shift of American youth is
of particular concern for Mattel. The phenomenal success of gaming systems, portable
music players, text messaging, and social networking sites among today’s youth is a
testament to this shift. Children and teens are also more active in extracurricular
activities (for example, sports, music, and volunteerism) than ever before. Conse-
quently, these young consumers have less time to spend with traditional toys.

Despite these concerns, Mattel has a-lot to offer both children and investors.
Barbie remains the number one doll in the United States and worldwide. And
Barbie.com, the number one website for girls, routinely gets over 50 million visits per
month. Furthermore, all of Mattel’s core brands are instantly recognizable around the
world. Hence, the ability to leverage one or all of these brands is high. A few remaining
issues include Mattel’s reliance on Walmart and Target (which lessens Mattel’s
pricing power), volatile oil prices (oil is used to make plastics), and increasing
competition on a global scale. However, analysts believe Mattel has a great growth
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Questions for Discussion

l. Do manufacturers of children’s

o products have special obligations to consumers
and society? If so, what are these responsibilities? )

< Comment on the strengths and weaknesses of Mattel's core brands. In looki
Barbie specifically, what actions would you recomme.nd Lo ste S

decline? Should Mattel accept the fact lf;ﬂl the g

sales status? Explain, .

m Barbie's sales
brand will never regain its former

3. To whatex as M: ible [
e 1.w;*m was Mattel responsible for issues related Lo its production of toys
i China? How might Mattel have avoided these issuies? ’

4. Wh ities ar
at opportunities and threats does Mattel face as it looks toward its future?
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