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Mattel was created in 1945 as a collaboration between the Handler family, Ruth and Elliot, and Harold Mattson, initially as a gift shop, producing frames for pictures out of wood. Seeing an opportunity in the toy sector, they began experimenting with wooden toys and dollhouses.
The first popular toy of Mattel Creations was the Uke-A-Doodle, advertised in a catalogue add as a plastic musical instrument which would produce music when the enclosed music box lever was turned. Almost a decade later, Mattel establishes the first collaboration with Disney, through a new musical instrument, the Mousegetar, the toy being advertised upon the Mikey Mouse Club.
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Description automatically generated]A new era begins in the toy industry in 1959 when the Barbie doll is introduced after Mattel acquires the rights for the Bild Lily doll originated from Germany. A year later, another iconic doll is launched, Chatty Cathy, followed shortly by the Ken doll, Barbie’s partner. 
In 1968 Mattel release a new collection of toys this time for boys - individual miniature die-cast vehicles, inspired by real life car models. 
Aiming to grow, Mattel incorporates iconic companies in the following years, such as Fisher-Price, Polly Pocket, American Girl, HIT Entertainment and Mega Blocks, substantially expanding its portfolio.
The year 2023 marks two important events for the company – the partnership with Disney for a new line of princess dolls and the launch of the live action Barbie movie, giving a new perspective and opening new doors for sales.


 Mission Statement
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Mattel’s aim is inspiration for the youth while still entertaining them, displaying the main interest a business should have, which according to Pearce (1982) is making the customers happy by identifying their necessities.
The company’s mission statement is perfectly textbook created, as it answers the questions that Armstrong, Kotler and Opresnik (2019, pp. 65) believe should define this part of a business, picturing what Mattel aims to achieve, what they will do and who the main target customers are.
The company sustainability campaign has been expanding, with Mattel engaging in recycling unwanted toys, reusing the materials to create new and safe environment friendly entertainment for children, adopting recyclable packaging, and even helping with reconditioning some toys to prolong their lifecycle, like the American Girl Doll Hospital initiative that saved thousands of dolls so far.
Defending human rights and supporting inclusiveness are two other values that the company highly embrace.
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The products
Since the company was created, almost 80 years ago, they both developed and acquired new divisions and franchises. HIT Entertainment came to the table with already famous and well-established names like Thomas the Tank Engine, Barney and Bob the builder. 
[image: A doll in a swimsuit

Description automatically generated][image: A pink and white logo

Description automatically generated]
For the past 64 years Barbie has been an inspiration for girls around the world. Versatile and inclusive, the doll is the most varied line of its type in the world, giving children the encouragement to be whatever they want, without leaving anyone out.
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Description automatically generated]Hot Wheels was created by a vehicle designer and a spaceship scientist, with the purpose of competing through innovative appearance and better capabilities, with other toymakers at the time. Over 50 years later, the cars are still very popular both among children and adult collectors. However, beyond this, Hot Wheels represents a whole culture, with sports and car related shows, theme parks, and collaborations with vehicle and fashion companies.
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Fisher-Price have been involved in children development even long before Mattel’s acquisition of the brand and continue to do so while still being a very beloved name among children and parents. Lately, the subdivision of Mattel has been developing and promoting children’s educational short animations on its highly followed YouTube channel.
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Description automatically generated]UNO is a favourite cards game, easy to play and very entertaining. Mattel gained ownership of the game in 1996. In terms of family and group games, the company also owns the rights for distributing Scrabble in Europe while its competitor Hasbro is allowed to distribute it in the Americas.
However, the listed products are just a few names in Mattel’s portfolio, the company ranking among the first five most profitable toy companies in 2022 according to Statista (2023).




Segmentation
Hooley (2020, pp. 89) considers that segmentation enables an organization to channel the supplies it produces, satisfying in different ways separate segments of customers. 
Mattel’s segmentation process focuses largely on the demographic customer variety. Age is an important factor; the consumers are mostly children from the newborn stage up to 12 years old on average. However, the real customers, and in this case a clear difference between the two terms can be observed, are the parents, early 20s to late 30s. Gender is also a part of the demographic segment, with Mattel serving all genders, with dolls for little girls, cars and action figures for boys, and gender-neutral baby toys. A small segment can be the race segmentation if we consider the Barbie dolls representing different skin colours or eye shapes. 
Psychographic and behavioural segmentation are also strategies that are used, as the toys produced cover different interests and the children of today will become the parents or the collectors of the future, creating brand loyalty. 
Overall, Mattel’s reach over a multitude of different customers is an advantage for the brand. 
However, playing is changing and the youth are more and more interested in technology, creating a disadvantage for the company, as hight tech is a concept they are yet to develop successfully.
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Targeting 
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Description automatically generated]In terms of targeting, Mattel applies for the most part differentiated marketing. The company has a large portfolio of subdivisions, targeting the different segmentation sectors. However, the brand benefits from its niche market of collectors also. Mattel launches periodically collectible Barbies for different occasions, with various themes or for bringing to attention certain iconic personalities. Hot Wheels are great among boys however, adults collect the cars as well, some being estimated, thanks to their unicity, to thousands of pounds or dollars. 

The company also started targeting the interest of markets for sustainability. Through their paper only UNO game campaign, Mattel aims to attract the interest of gen alpha. (Pasquarelli, 2021) 




Positioning 

Mattel’s position on the toy market is very well established, as a result of a good balance between its assets, supplies and goals of improvement. Therefore, at a first glimpse, the positioning strategy that the company uses could be said to be the effective type. The brand has strong values both externally and internally, while being unforgettable and remarkable.
At different points in time the company has been criticised, either for the designs of the toys like Barbie’s unrealistic proportions, unsafe toys, employment conditions or lack of sustainability. 

 The issue of CRM could be observed here as well, going hand in hand with the company’s positioning strategy. The toy manufacturer has surpassed these differences and found solutions for each difficulty. Customer Relationship Management is believed to be “a basic building block of corporate success” (Rigby and Ledingham, 2004, pp. 10). To achieve CRM effectiveness in an organization, a firm should develop customer-focused learning and an interaction-oriented culture (Kumar and Ramani, 2006). According to an article written by Toloken (2020), Mattel plan to be completely sustainable by 2030. In the past years the company has been part of the rankings and received distinctions for the good work environment for women and the LGBTQ+ community (Mattel, 2023). Their citizenship statement includes a set of ethics for how the products are sourced and produced and, the Barbie dolls include such a wide variety so that no one feels excluded. Therefore, repositioning is another strategy that the company has used over the years.
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A study that was carried over 9 years by Sethi, S. et al. (2011), observed the process that Mattel went through to improve its GMP. One of the conclusions that the authors reached to was that “Mattel’s GMP was a highly innovative and one-of-its-kind initiative.” (Sethi, S. et al., 2011, pp. 512). To reach the goals in 9 years and then to maintain and improve until our days, the company’s revenue did suffer which can be seen as a disadvantage. Also, the everchanging world, more awareness and concerns involving the humanity, leave open the risk of failure in satisfying all opinions and interests.
Being a toy manufacturer, it would be a mistake not using user positioning as a strategy as well. Mattel advertises its products by drawing the image of children and babies, their main target market, playing and having fun with the toys. 


Pricing 
Mattel has a very extended variety of products and, as they are addressed to most of the segments of our society, the brand has adhered to a variable pricing policy.
Since the company is now using their official websites as direct distribution channels, they have the opportunity to save from what would have costed them to distribute the products, and therefore affording to reduce their selling prices. As a result, Mattel would earn more customers and higher revenue.
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Place and channels of distribution 
If Mattel, started initially as an Unites States local business, the company outstretched to the rest of the world, now its products being sold at a fast pace in a high number of countries. The head office of Mattel is in El Segundo, California while the company is physically present in 40 nations including production countries. The products, however, are distributed indirectly through retailers in over 150 countries, including the United States, China, India, Egypt, and the United Kingdom. The brand’s direct distribution channel, the website, only operates in 15 countries. 



Promotion “Is is the communication link between sellers and buyers for the purpose of influencing, informing, or persuading a potential buyer's purchasing decision.” (Bishop, 2013, pp. 75) 
As highlighted by Kotler (2017, pp. 51), in the new modern age, the customers are not just the receiving end anymore, having a strong voice nowadays. Social media is the strongest promoting tool, as well as the most dangerous for a company. 
Mattel has channels on YouTube for a few of it’s products, with entertaining videos for all ages, DIY, and even a podcast called The Smart Girl’s podcast.
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The new Barbie movie has been the latest marketing move from Mattel, the company substantially increasing its revenue in the weeks after the launch. The dolls of the characters in the movie are currently sold out and will surely become valuable collectible items in the future.
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On the websites for Mattel Shop, Mattel Creations and American Girl, paid memberships schemes are set, in order to provide more benefits for the customers. However, from o promotional point of view, the company seized an opportunity to increase brand loyalty.

Over the years, celebrity endorsement has also been a promotional tactic that Mattel used, Barbie representing, singers, actresses, sports icons, and science geniuses. 
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