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INNOVATE ACROSS THE PORTFOLIO OF  
BRANDS AND BUSINESS SEGMENTS

• Leverage competitive strengths  
to build a robust pipeline in all  
business segments

• Continue to focus on strategic  
brand building

• Continue to invest in advanced 
technology and entertainment licenses

• Expand capability and product offering  
in digital mobile gaming

GROWTH STRATEGIES

FINANCIAL INFORMATION
(US$ millions)
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1. Non-IFRS financial measures. Non-IFRS measures do not have any standardized meaning prescribed by International Financial Reporting Standards (“IFRS”) and are therefore unlikely to be comparable to similar measures 
presented by other issuers. Please refer to the section entitled “Non IFRS Financial Measures” in the Management Discussion and Analysis within Spin Master’s public filings for a discussion of the definition, components and uses of 
such non-IFRS measures, as well as a reconciliation of such non-IFRS measures to IFRS measures (where a comparable IFRS measure exists).

INCREASE SALES IN INTERNATIONAL  
DEVELOPING AND EMERGING MARKETS

• Optimize international distribution 
network

• Strategically tailor product offering to  
local international markets

• Increase proportion of sales outside  
of North America to 40% in the 
medium term

DEVELOP EVERGREEN GLOBAL  
ENTERTAINMENT PROPERTIES
• Capitalize on success of current  

entertainment properties

• Develop at least one  
new show per year

• Strategically relaunch  
properties to capitalize  
on value of owned  
content library

LEVERAGE GLOBAL PLATFORM  
THROUGH STRATEGIC ACQUISITIONS
• Fragmented industry with opportunities for consolidation

• Strong balance sheet with financial flexibility

GROWTH STRATEGIES
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Grounded in our dedicated vision for growth, we maintained and extended our 
position as the fourth largest toy manufacturer in the US1 while navigating through a 
challenging year for the toy industry. The announcement of the Toys “R” Us bankruptcy 
had a dampening effect on the industry; however we maintained a conservative financial 
profile and led with innovative products that topped retailer and consumer wish lists. 

We report Gross Product Sales2 in five business segments: (1) Remote Control & 
Interactive Characters, emphasizing innovative, adrenalin-charged experiences as 
well as leading-edge robotics; (2) Boys Action and High-Tech Construction, delivering 
high-quality products, including popular entertainment franchises, with engineering 
and robotics play; (3) Activities, Games & Puzzles and Fun Furniture, a wide range of 
products with global appeal, including innovative owned intellectual property as well 
as licensed brands; (4) Pre-School and Girls, products based on our internally created 
entertainment content as well as focused on specific girls’ play patterns and trends; 
and (5) Outdoor, a diverse portfolio of innovative toys, floats and sporting goods for 
the backyard, pool and beach.

We reported Gross Product Sales2 of $1,657 million, up 32% from 2016. Over the past 
10 years, our Gross Product Sales2 have increased at a compound annual growth rate of 
13%. In 2017, we also reported year-over-year increases in Revenue (up 34%), Gross Profit 
(up 34%), Adjusted EBITDA2 (up 42%), Adjusted Net Income2 (up 44%), and Adjusted EPS 
(up 43%). Free Cash Flow2 increased from $118.7 million in 2016 to $193.4 million in 2017. 
All of these metrics were at record high levels in 2017.

We maintain a capital-light business model that emphasizes variable costs over 
fixed costs. We do not own any material manufacturing assets, nor do we own any 
warehousing facilities or animation studios. Our asset light structure enhances our free 
cash flow generation potential, allowing us to focus on the areas that add the most value 
and also gives us flexibility in securing the best specialized partners, thereby prioritizing 
the quality of the content and products we produce. From a manufacturing perspective, 
we have increasingly diversified our supply base to qualified low cost producers where it 
is most advantageous.

As our sales grew in 2017, we stayed focused on our efforts to expand gross margins 
through several initiatives, including: a product mix that favours our internally created 
intellectual property, which also allows us to generate alternate high-margin revenue 
streams; a goal of lowering sales allowances; a disciplined approach to operating leverage; 
and productivity programs for strategic sourcing, volume rebates and reengineering. 
Looking ahead, we still see opportunities for gross margin expansion. 

When we combine our strengths with 
those of our partners — including 

inventors, retailers, licensors, 
broadcasters, and animation studios — 

we create SIGNIFICANT value

LETTER TO SHAREHOLDERS
2017 was another year of significant growth for Spin Master, highlighted by strong revenue 
and EBITDA growth and the expansion of both our core and emerging brands. We executed well 
against our four growth strategies which include: innovating our core portfolio of products; 
creating successful global entertainment properties; increasing international sales; and making 
strategic, accretive acquisitions. These strategies continue to be drivers of our growth and are 
the primary focus of Spin Master’s management team.

1. The NPD Group/Retail Tracking Services 2. Non-IFRS term. Non-IFRS measures do not have any standardized meaning prescribed by International 
Financial Reporting Standards (“IFRS” and are therefore unlikely to be comparable to similar measures presented by other issuers. Please refer to the 
section entitled “non-IFRS Financial Measures” in the Management Discussion and Analysis for a discussion of the definition, components and uses of 
such non-IFRS measures, as well as a reconciliation of such non-IFRS measures to IFRS measures (where a comparable IFRS measure exists).

LETTER TO SHAREHOLDERS
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Our strong profitability and free cash flow allows us to reinvest cash in our four growth strategies 
as well as investing in our people and processes to exploit future opportunities. What follows 
is a review of the factors in 2017 that allowed us to advance each of our growth strategies and 
deliver strong financial results.

INNOVATION
Success in the toy industry demands constant innovation. Our ability to innovate has, over the 
years, become one of our core competencies and a key competitive advantage. Our global 
internal R&D, engineering and design teams, complemented by our global 3rd party inventor 
network, consistently create meaningful innovation for our consumers. The sustainability 
of our innovation is achieved, in part, from our rolling 36-month brand innovation pipeline. 
We regularly review our 36-month product pipeline to identify opportunities for innovation, 
capitalize on growing trends, fill gaps in the marketplace and maintain diversification. 

In 2017, PAW Patrol and Hatchimals continued to grow globally, Luvabella was a strong new 
entry in the doll category and the launch of Soggy Doggy brought new interactivity to board 
games. We also expanded the Cool Maker line, and for the first time in over 50 years, introduced 
two innovative new Etch A Sketch products following our acquisition of the line in 2016. 

Hatchimals was a global phenomenon and category leader in 2017. Following its breakout 
in 2016, we seized the opportunity to grow Hatchimals from one product into a brand, 
supported by products at multiple price points and play patterns, as well as a full licensing and 
merchandising program. We extended the brand into lower price points and tapped into the 
high demand collectible trend with Hatchimals Colleggtibles. We introduced further innovation 
with Hatchimals Surprise, the hatching of twins that we launched on our second annual global 
Hatchimals Day on October 6, 2017. 

In any highly competitive toy category, it is a challenge to be set apart from the competition, let 
alone breakout as an award-winning, “must-have” toy. Luvabella did just that in the doll super 
category in 2017. With advanced animatronic technology providing over 500 lifelike expressions 
and interactive responses, Luvabella is revolutionizing the traditional baby doll. Luvabella 
exemplifies our quest for opportunities in the market to introduce disruptive innovation to 
classic play patterns. 

Moonlite was launched in late 2017 and is quickly being recognized for its transformative 
innovation by merging traditional storybooks with modern technology. Inspired by shadow 
play, this children’s story book projector attaches to a mobile phone and brings story time to life, 
projecting popular children’s books onto the ceiling or wall. 

Our commitment to innovation is also evident in the dynamic approach we took to digital and 
experiential marketing campaigns for 2017. Recognizing that media behaviours are changing 
and kids are spending more time on social media, using apps and accessing content online, we 
raised brand awareness and engaged consumers in new and inspired ways. The following are 
some highlights of our innovative marketing campaigns: 

• Our second annual Hatchimals Day set social media ablaze with Hatchimals being 
mentioned, on average, every 4 minutes across all social media in the US;

• PAW Patrol engaged fans through high-impact experiences, including: the PAW Patrol 
Road Tour, with hundreds of thousands lining up for the chance to board the PAW Patroller 
and interact with their favourite characters; the live stage show; and giant PAW characters 
featured in the Macy’s Thanksgiving Day parade; and

LETTER TO SHAREHOLDERS (continued)
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• We launched a national Etch A Sketch day in conjunction with the release of a creative App 
bringing the Etch A Sketch experience to mobile devices.

We will continue to innovate in our product development and marketing initiatives as this drives 
our product pipeline and builds our brands. 

DEVELOP EVERGREEN GLOBAL ENTERTAINMENT 
PROPERTIES
We are focusing on developing our own entertainment content as we see opportunities 
for increased consumer engagement, extended product life, better margins and the ability 
to participate in incremental royalty streams. We partner with world-class content creators, 
animation studios and talent to develop entertainment content that is complemented by 
and developed in conjunction with the physical toy lines. Children’s programming, especially 
animation, travels across geographies, cultures and ethnicities very easily. Many children’s 
properties are based on animals or fictitious characters, increasing their appeal to all viewers. 

We had success in 2017 with our two pre-school properties: PAW Patrol and Rusty Rivets. In 2017, 
PAW Patrol was the number one property in the infant/toddler/pre-school toy super category 
in the US as reported by NPD. The property is now in its fifth season in the US & Canada, and in 
earlier seasons internationally. The combination of original and themed content, an integrated 
toy line, high television ratings and a strong distribution and licensing partner in Nickelodeon, 
is fuelling growth in global demand for PAW Patrol. We are also pleased with the success of 
Rusty Rivets, our newest pre-school entertainment property, currently in its second season on 
Nickelodeon. Rusty Rivets follows ten-year old inventor Rusty and his sidekick Ruby, as they 
improvise and build their way through obstacles and challenges. Rusty Rivets is consistently 
rating in the top three for pre-school boys’ properties and the full toy line will be rolled out 
globally in 2018. 

Telling stories and creating engaging and aspirational characters that resonate with kids around 
the world is the focus of our entertainment division for 2018 and beyond with a number of 
exciting properties under development in the boys’ action and girls’ category, including the 
launch of Abby Hatcher in late 2018 followed by the global relaunch of Bakugan in 2019.

For further information about our 2018 product lines and entertainment content, please see 
the Business Segment Report available at www.spinmaster.com/investor-relations.php. 

INTERNATIONAL EXPANSION
In 2017, we actively pursued our objective of growing sales in international markets, resulting 
in Gross Product Sales2 outside North America increasing to $574 million in 2017 from $407 
million in 2016. We are making solid progress toward our medium-term goal of increasing 
our international Gross Product Sales2 to 40% of our Gross Product Sales2. We remain under-
represented compared to the industry as a whole and that represents an opportunity for growth. 

International sales in 2017 grew to 34.7% of Gross Product Sales2 compared to 32.5% in 2016, 
as a result of expanding our distribution networks, increasing our internal sales capabilities 
in existing offices, widening our product offering, and executing effective global marketing 
campaigns. Our global content as well as our innovative product offerings are opening new 
retail opportunities and strengthening our existing customer relationships. 
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2017 was the first full year of direct sales in Australia and Central Eastern Europe (Poland, 
Romania, Czech Republic, Hungary and Slovakia) following the conversion of these markets 
from 3rd party distribution to direct sales in late 2016. The return on investment in converting a 
market is strong and we performed well above our internal expectations in these geographies. 
We plan to selectively convert 3rd party distributor markets to direct sales where it makes sense 
strategically for us to do so. 

We also began selling our products in China in July 2017. Our go-to-market strategy was two 
pronged: selling directly to consumers via e-commerce through Alibaba/T-Mall, and through 
a distributor for sales into the bricks and mortar channel. We were selective about the product 
lines we introduced into China, focusing on a few brands with global appeal led by PAW Patrol. 
Our results, while still immaterial, far exceeded our internal expectations and we believe we have 
built a solid long-term foundation for future growth in China.

ACQUISITIONS
We acquired several businesses in 2017, further diversifying our product line and leveraging our 
global footprint. 

• Marbles consists primarily of high-quality games and logic puzzles that promote brain 
development and will add to the recurring revenue that underlies our Activities, 
Games & Puzzles and Fun Furniture business segment. We are increasing Marbles 
sales across speciality and mass channels, including international where there was little 
penetration before. 

• The outdoor flying disks and sports toys line from Aerobie was a natural fit in the Outdoor 
category we established through our 2016 acquisition of Swimways. We see opportunities 
to grow the business through increased global sales and distribution and to increase 
margins by leveraging our strategic productivity programs. 

• Perplexus, a 3-D ball-in-a-maze puzzle, is a brand we have successfully distributed for several 
years and in December 2017 we acquired the global intellectual property and distribution 
rights. Securing permanent control of this core brand was important strategically. Beyond 
the immediate profit margin we gain by cutting our distributor costing, we are now able 
to leverage our productivity programs for strategic sourcing to further increase our gross 
margin and profitability. Owning Perplexus gives us the freedom to do what we do best: 
infuse the line with new innovation. We plan to expand the brand to include additional 
single play puzzles. 

GIVING BACK
At Spin Master, we are passionate about delivering inspiration, imagination and joy to children 
around the world. We created The Toy Movement in 2013 as a way to ensure that children are 
provided with the opportunity to play, learn and grow regardless of their circumstances. Since 
its inception, The Toy Movement has distributed more than 250,000 toys to children living 
in troubled parts of the world. In 2017, we completed missions to Mexico, South Africa and 
Nicaragua. In 2018, we are launching a mission in Iraq and we are committing to making a 
difference in the lives of 500,000 children around the world that have been hit hard by poverty 
and war. 

LETTER TO SHAREHOLDERS (continued)
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LOOKING AHEAD
In 2018, we will continue execute against our core growth strategies. We will focus on gaining 
competitive advantage and driving shareholder value creation by innovating throughout our 
business segments, building entertainment franchises, leveraging our global platform to expand 
sales internationally, and strategically assessing quality accretive acquisition opportunities as 
they may arise. As we grow, we will also continue to build an appropriate internal platform to 
support growth, with meaningful investments in technology and our people. 

We are very excited about our recent acquisition of Gund. Gund is a heritage brand with 120-year-
old roots in the plush business. Gund products are highly emotional, trusted purchases and 
many kids keep their Gund toys for decades. With the acquisition, we will now bring together 
Gund’s deep expertise in plush and our ability to innovate and scale internationally; it will also 
allow us to build a stable platform for expansion into the infant toy and specialty gift categories.

As part of our corporate governance program, the chairmanship of Spin Master is transferring 
from Anton Rabie, who served as Chair from 2015 through the end of 2017, to Ronnen Harary. 

On behalf of the board and management team, we thank you for your continued support of 
Spin Master as we strive to build one of the world’s great children’s entertainment companies. 

Anton Rabie  
Chair 2017 and Co-CEO

Ronnen Harary  
Director and Co-CEO

John Cassaday  
Lead Director 2017
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MARKET STRATEGY
Our Remote Control business originally targeted at boys aged 6 to 12, now has an 
expanded focus of girls and young adults who still want to play. We emphasize 
innovative, adrenalin-charged experiences. Air Hogs has a diverse portfolio that delivers 
innovation not only in the air, but also on ground-based products. The brand is marketing 
driven, focused primarily on delivering product innovation and strategic product line 
development. We are tapping into some industry-leading advanced technology, 
incorporating new forms of motion, control methods and immersive experiences across 
the entire line. 

The Interactive Characters business targets girls and boys aged 6 to 9 years. We drive 
innovation through our leading-edge robotics expertize blending technology and 
compelling characters, bringing them to life for kids. We have expanded our offering to 
include lower retail price points and we are entering new categories such as collectibles, 
ensuring a constant stream of fresh characters, detailed design and new playsets to 
complement the original characters. We are also focused on brand building and category 
expansion through licensing out initiatives and digital content. 

®

TM

REMOTE CONTROL  
& INTERACTIVE CHARACTERS
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NEW FOR 2018
Having established a refreshed visual identity and brand positioning in 2017, Air Hogs is 
focused on feature-based RC with global appeal, delivering ground-breaking products, 
while ensuring they are fun, safe and easy to use. In spring 2018, Air Hogs is launching 
the Sonic Rocket. Leveraging new technology, our rocket blasts off to reach heights of 
200 feet. For adrenalin seekers, we are launching Extreme Air Board, a 2 in 1 product that 
delivers the thrill of snowboarding and paragliding. We are also infusing new technology 
and incorporating alternative control methods into our products. The SuperNova is the 
latest result of that product innovation, it utilizes sensors and advanced programming 
so that it is able to move and perform tricks through touchless control simply by the 
movement of your hands. 

Interactive Characters will be expanding the Zoomer product line, launching an all-
new version of our original hit Zoomer Dog, called Zoomer Playful Pup, with increased 
functionality and an even more lifelike appearance. Additionally, we are launching 
Hungry Bunnies, a line of cute rabbits that eat paper food, as well as a unicorn version 
of our successful lower price robotic product line Zoomer Zupps. For Hatchimals, we will 
continue to focus on growing the interactive as well as the collectible lines. In 2018,  
our highly successful Hatchimals Day wil take place on October 5th with an exciting 
new Hatchimals launch. The successful Colleggtibles line of collectible mini figures will 
have several new themes, including the Hatch Bright series in Fall that adds new play 
patterns with lights and glowing features. Luvabella and Luvabeau, the classic baby doll 
with advanced technology, will get even more realistic in 2018 as we deliver increased 
sophistication, technology and cuteness to this lifelike doll. Moonlite was launched in late 
2017, inspired by shadow play, this children’s story book projector attaches to a mobile 
phone and brings innovation to story time by projecting vibrant story images onto the 
ceiling or wall. In 2018, Moonlite will be expanding by adding new titles to the platform. 

BRINGING UP LUVABELLA 
Our Interactive Characters segment, that includes the 
Zoomer and Hatchimals brands, was further expanded 
in 2017 with the launch of Luvabella, a classic baby doll 
with advanced technology, resulting in the most realistic 
baby doll ever created for the mass market. With over two 
years in development and over ten different internal and 
external teams working to capture every lifelike detail, 
Luvabella has over 500 unique responses. This doll has 
instantly charmed everyone that meets and interacts 
with her and launched with great success both in North 
America and in the UK. Luvabella is a natural extension of 
our capabilities in technology and has allowed us to enter 
the doll category with our sights set on maintaining a long 
term presence in this category
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MARKET STRATEGY
Boys Action targets boys of all ages, delivering high-quality products on the cutting edge 
of what’s new for boys, from entertainment franchises to innovative technology. We are 
focused on growing the business by partnering with world-class licenses, investing in 
our own entertainment content, expanding our product offering including entering new 
categories and broadening our distribution and marketing on a global scale. We want to 
be active in every way boys want to play.

High-Tech Construction delivers engineering and robotics play for children aged 5 and 
older. Meccano, now Erector by Meccano in the US, empowers and inspires the next 
generation of budding builders and engineers. Our objective is to excel in engineering 
toys, through the introduction of new technology and materials that enhance the 
building and educational experience. Our growth strategy is to be the first brand to 
establish a segment of toys centered on engineering and robotics, from basic building 
to high-tech robotics programming, with offerings across a wide variety of price points. 

™

BOYS ACTION  
& HIGH-TECH CONSTRUCTION
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NEW FOR 2018
In 2018, we are launching several new Boys Action product lines and expanding into 
new aisles at retail. Starting in Spring, we are launching a boys-focused new collectible 
line Flush Force. We are expanding our robotics items with a new, intelligent, tiny robot 
with a big attitude; right out of the box, Boxer learns about his surroundings, plays games, 
performs cool tricks, all with a comical personality. After a successful relaunch in 2016, 
Tech Deck continues to offer collectability, authenticity and play. We constantly refresh 
the line with new, authentic skate graphics, and new items for 2018 include a replica half 
pipe and the relaunch of Tech Deck Dudes. 

In 2018, High-Tech Construction will launch new licensed models, including tractors 
from John Deere, motorcycles from Ducati and an F1 race car from Ferrari. We are also 
launching “themed” sets, incremental items aimed at slightly younger kids to introduce 
them to the Meccano brand and providing multiple build opportunities of the same scale 
within the same theme set. While our motivation is play, we are entering the education 
market with an updated version of the acclaimed and award-winning Meccanoid. This 
version has been developed with educational experts to meet the growing needs of 
STEM curriculums around the world. 

BAKUGAN 
Bakugan, a collectible boys action toy, comprises 
a small ball that morphs into an action figure 
character when rolled over a metal playing card. 
Bakugan became a global hit for Spin  Master 
when it was launched in 2007. In our first foray 
into entertainment we also produced 186 TV 
episodes of Bakugan: Battle Brawlers over five 
seasons and the result was a global entertainment 
and toy phenomenon. We retired the Bakugan 
brand in early 2012 and will be relaunching it 
in 2019. This represents an exciting opportunity 
for future growth. Relaunched brands typically 
have lower development costs, a proven track 
record of performance and higher recognition 
by consumers.
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MARKET STRATEGY
The Activities business is targeted at children aged 3 and up. We offer a wide range of 
innovative products with global appeal based on classic play patterns that integrate 
fashion, trends and popular culture. Our products promote both gender specific and 
gender neutral play patterns designed to teach children new skills and provide multiple 
outlets for creative play and expression. We are growing the business through brand 
building, focusing on Kinetic Sand, Bunchems, Etch-A-Sketch, and Cool Maker brands. 
We’re targeting global and channel expansion to increase our footprint, and seek to 
strategically enter into adjacencies that complement our current products. 

Games and Puzzles targets gamers of all ages and are the perfect antidote to an 
increasingly technological world. We have a wide-ranging library of innovative, owned 
game titles which is complemented Cardinal’s offering of adult and children’s puzzles, 
classic games (i.e. chess, dominos), giant sized games and licensed titles (i.e. Uno, Othello). 
The Games and Puzzles business delivers stable, recurring revenue through our evergreen 
titles and our growth strategy is to build a strong Games and Puzzles business globally, 
both organically and through acquisitions. In addition to new product launches and 
investing in our existing and successful brands, we are focused on the global integration 
and expansion of our acquisitions in Games and Puzzles, the most recent being the 
library of games titles from Marbles in 2017. 

Marshmallow is our fun furniture line, aimed at boys and girls between 18 months and 
4 years. Our objective is to provide kid-sized, comfortable furniture with the most popular 
children’s entertainment characters. Our growth strategy includes continuing to expand 
E-commerce and direct to consumer channel sales through product and licensing 
expansion, new formats and a wider range of price points. 

TM

ACTIVITIES, GAMES & PUZZLES  
AND FUN FURNITURE
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NEW FOR 2018
Activities is launching the new Kumi Kreator Bracelet Maker under the Cool Maker brand, 
an innovative way to instantly braid bracelets. We have also partnered with Nickelodeon 
star JoJo Siwa on a range of JoJo inspired crafts including the JoJo Bow Maker. The widely 
popular Kinetic brand is growing with the addition of a new compound made from real 
beach sand and beach themed playsets. The Etch A Sketch product line we introduced in 
2017, including the Freestyle and Junior, will continue in 2018. The Bunchems brand will 
include the new Bunch N Build play set designed to help mold Bunchems into fun and 
creative shapes.

Games and Puzzles will carry forward its successful titles including Soggy Doggy, 
Hedbanz, Otrio and Perplexus. We will be launching Croc N Roll in 2018, a new preschool 
targeted game featuring a fun crocodile ball. We will also be expanding Hedbanz with 
the addition of a new junior version. The Perplexus brand will have a few new twists, with 
the launch of Perplexus Light Speed, an electronic version, and Perplexus Minis. In 2018, 
Cardinal will continue to launch new games and puzzles supported by strong license 
franchises including Paw Patrol, Hatchimals, Disney and LOL as well as focusing on the 
global expansion of its classic games portfolio and growing adult games business. 

In 2018, our Marshmallow line will feature an updated version of the popular high back 
chair. We are also expanding our solid assortment of Disney licenses with new Disney 
properties including Vampirina and Puppy Dog Pals. 

GROWING THE GAMES & PUZZLES BUSINESS 
We have a network of regional business offices in Canada, the 
United States, Mexico, France, Italy, United Kingdom, Slovakia, Poland, 
Germany, Sweden, the Netherlands, China, Hong Kong, Japan, and 
Australia as well as strong distributor relationships in the rest of the 
world. We are leveraging this geographic footprint to access the full 
potential of our acquisitions in two key ways. First, we are growing 
the Games and Puzzles business through acquisitions that can benefit 
from our global reach: since acquiring Cardinal, we have increased 
its global presence, making Cardinal games and puzzles available in 
all of our sales and distribution territories. Second, we are tapping 
into new growth opportunities in our current regional territories: the 
acquisition of EG Games in Italy not only added well known titles such 
as Scarabeo and Risiko to our library, but through its integration we 
have been able to drive up the volume of sales of both Spin Master 
and Cardinal games and puzzles in Italy. 
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MARKET STRATEGY
The Pre-School business develops toys and children’s entertainment for children 
aged 2 to 5, and is driven primarily by entertainment on linear and digital platforms – 
children fall in love with aspirational characters and great story telling. Our objectives 
are to drive innovation and exciting entertainment, keep the pipeline full with new 
product innovation and build global entertainment franchises that go beyond the 
traditional toy categories and cross geographic and cultural boundaries. We develop 
our entertainment programming and toy lines in unison with a strategy to maximize 
integration and distribution on a global basis. We will continue to leverage the success 
of our entertainment properties with toys and licensing opportunities, driving licensing 
and merchandise revenue.

The Girls business focuses on girls aged 3 to 8. Our strategy in Girls focuses on internally 
created intellectual property tapping into the play patterns and trends that girls love. 
We are investing in our brand franchises, which will result in less reliance on third party 
licenses and will be supported by new content and licensing-out programs. We are also 
evolving our marketing campaigns in the Girls business to focus on digital dialogue with 
girls that includes unique content, multiple social channels, experiential events and 
E-commerce conversion.

PRE-SCHOOL  
& GIRLS
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NEW FOR 2018
The success of PAW Patrol has established Spin Master as a major player in the pre-
school segment - it is the #1 pre-school brand in the world and, moving into season 5, 
we view PAW Patrol as a global franchise. We are introducing new themes, characters 
and exciting, innovative PAW Patrol products with each new season. Season 5 will center 
on “The Ultimate Rescue” and the toy line will include larger vehicles packed with new 
features. The PAW Patrol live show and road tour will continue in 2018, helping to grow 
the fan base. Rusty Rivets will focus on its “build like Rusty” positioning and add new 
creature character builds to its product offering. Season 2 of Rusty Rivets is launching in 
early 2018 followed by a North American product launch later in the year. Rusty Rivets 
is a perfect platform for an innovative toy line and demonstrates the synergy between 
entertainment content and physical product. We will also continue with our licensed 
product line for Masha and the Bear. 

In Girls we are launching Twisty Pets, a full line of cute collectibles that transform pretty 
pets into bracelets. Multiple waves in the collection provide various animals and beautiful 
jewelry finishes from iridescent rainbow, metallic and fuzzy finish just to name a few. 
These new entries will include innovative transformation, low/high velocity price points 
and non-traditional marketing tactics. We will also be introducing a new well-received 
line in the small doll/playset category. To support and drive these new brands we will 
include digital apps and a full licensing program. 

ENTERTAINMENT AND BEYOND 
Children’s entertainment programming easily 
travels across geographies, cultures and 
ethnicities, fueling strong growth in global 
demand. We have successfully developed 
proprietary entertainment content including 
PAW Patrol, Bakugan and Rusty Rivets 
enhancing toy sales in the toy categories as 
well as developing auxiliary licensing and 
merchandising revenue streams from the 
content itself. We have developed strong 
partnerships with broadcasters, animators, 
writers and content creators, establishing 
ourselves as a key player in the children’s 
entertainment space.
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MARKET STRATEGY
We recognize the importance of physical activity and outdoor play for children of all 
ages. Our Outdoor business segment primarily consists of the Swimways and Aerobie 
businesses, offering a diverse portfolio of innovative toys, floats and sporting goods for 
the backyard, pool and beach, sold under the brands Swimways, Kelsyus, Coop and Aerobie. 
Our Swimways growth strategy is to leverage our global R&D network, introduce product 
innovation, and build a global brand by tapping into our well-established international 
sales, marketing and distribution pipeline. By infusing Spin Master’s innovation and fun 
into our Outdoor product line, our goal is to promote an active lifestyle and more creative 
outdoor play around the world. 

OUTDOOR
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NEW FOR 2018 
We intend to increase both domestic penetration and international distribution, making 
the Swimways, Kelsyus, Coop and Aerobie brands available globally. We will be running 
a national marketing campaign in support of the patented Spring Float product line. 
Our licensed portfolio is expanding with an exclusive Hatchimals line of pool products 
launching in North America in 2018 and we are also expanding the PAW Patrol pool line to 
international markets. For the Aerobie line of outdoor products, we are focusing on new 
branding, increasing global distribution and gaining promotional placement. 

ENTERING NEW CATEGORIES 
The acquisition of Swimways in 2016, a leader in the Water/
Sand Toys & Accessories, which is part of the Outdoor and 
Sports Toy category, delivered two key business strategies 
for Spin Master: (i) we have become a key player in the fast 
growing Outdoor and Sports Toys category and created a 
new Outdoor business segment as a result; and (ii) we have 
the opportunity to drive sales outside of the seasonality 
traditionally associated with toys and games, allowing us 
to maximize our operational infrastructure. We expanded 
our Outdoor business segment through our acquisition 
of Aerobie, a line of outdoor flying disks and sports toys, 
in 2017. We plan on growing in the outdoor category 
through our innovative capabilities and acquisition 
opportunities.
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Toca Boca and Sago Mini are developers of digital mobile apps with 15 million monthly 
active users that emphasize children’s natural sense of curiosity, experimentation, and 
self-expression. Kids are consuming more content on mobile devices, and we want to 
grow our presence in this area of children’s entertainment. 

Toca Boca’s digital content focuses on kids aged 3 to 9. Currently the Toca Boca universe 
consists of 42 mobile apps that range from character design and constructing new 
worlds to role play in the Toca Life series. Although the current business is app led, we are 
also focused on initiatives that include toys, a merchandising licensing program, and the 
creation of new IP that is relevant in both physical and digital mediums. 

Sago Mini creates mobile apps for kids aged 2-5 that focus on the pre-school segment. 
With 27 mobile apps, Sago Mini encourages creativity and open-ended play, allowing 
kids to discover and create. Sago Mini has launched a physical product line based on the 
content in their apps, which includes playsets; floor puzzles; quilts; story books; and plush 
stuffed animals. 

Our vision is to take our proven capabilities in toys and entertainment and combine 
it with Toca Boca and Sago Mini’s mobile digital capabilities to provide an end-to-end 
experience for kids encompassing physical products, entertainment, and digital mobile. 
Our goal is to turn Toca Boca and Sago Mini into category independent brands that have 
a strong presence in both physical and digital products. In 2018 our toy developers, 
entertainment content creators and app teams will be working together to look for 
opportunities to merge physical toys, digital and entertainment content. 

MOBILE DIGITAL:  
TOCA BOCA/SAGO MINI
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FORWARD-LOOKING STATEMENTS
Certain statements, other than statements of historical fact, contained in this document constitute “forward-looking information” within the meaning of certain securities laws, including the Securities Act (Ontario). Forward-looking statements include, without limitation, statements with respect to: our growth 
strategies and objectives; innovation; development of evergreen global entertainment properties; international sales expansion; acquisitions; partnering with others; new products and entertainment properties to be introduced in 2018 and beyond. The words “believe”, “focus”, “expectations”, “plan”, “potential”, 
“strategy” or “vision”, or variations of such words and phrases or statements that certain future conditions, actions, events or results “can”, “will” or “would”, or negative versions thereof, “continue”, “achieve”, or “execute” and other similar expressions, frequently identify forward-looking statements. Forward-looking 
statements are necessarily based upon our perception of historical trends, current conditions and expected future developments, as well as a number of specific factors and assumptions that, while considered reasonable by us as of the date on which the statements are made in this document, are inherently 
subject to significant uncertainties and contingencies which could result in them being incorrect. The material factors and assumptions used to develop the forward-looking information include, but are not limited to: the innovation the Company applies to its products will have a level of success consistent 
with its past experiences; the Company will continue to successfully secure broader licenses from third parties for major entertainment properties consistent with past practices; the expansion of sales and marketing offices in new markets will increase the sales of products in that territory; the Company will be 
able to successfully identify and integrate strategic acquisition opportunities; our ability of to maintain our distribution capabilities; our ability to recognize and capitalize on opportunities earlier than our competitors; our ability to continue to build and maintain strong, collaborative relationships; our status as 
a preferred collaborator; our culture and business structure will support our growth; our current business strategies will continue to be desirable on an international platform; the ability to expand our portfolio of owned branded intellectual property and successfully license it to third parties; the expanded use 
of advanced technology and robotics in our products; the increased access of entertainment content on mobile platforms; fragmentation of the market creates acquisition opportunities; our ability to maintain our relationships with employees, suppliers and retailers; our ability to continue to attract qualified 
personnel to support our development requirements; the continued involvement of the founders; and that the risk factors noted below, collectively, do not have a material impact on us. By its nature, forward-looking information is subject to inherent risks and uncertainties that may be general or specific 
and which give rise to the possibility that expectations, forecasts, predictions, projections or conclusions will not prove to be accurate, and that objectives, strategic goals and priorities will not be achieved. Known and unknown risk factors, many of which are beyond our control, could cause actual results to 
differ materially from the forward-looking information in this document. Such factors include, without limitation, the following, which are discussed in greater detail in the “Risk Factors” section of our Annual Information Form for the year ended December 31, 2017: creation of original products, brands and 
entertainment properties; industry competition; failure of third-party owners to maintain or enforce IP licenses; failure to market or advertise products; dependence on the Company’s founders and other key personnel; product line growth; failure to protect or enforce the Company’s IP rights; failure to realize 
the full benefit of the Company’s licenses; relationships with inventors and entertainment content collaborators; future acquisitions, mergers or dispositions; dependence on third-party manufacturers and distributors; sales concentration with retailers; general economic conditions; failure to leverage the 
Company’s portfolio of brands and products across entertainment and media platforms; broadcast entertainment industry conditions; seasonality; international sales growth strategy; production and sale of private-label toys; product recalls, repairs, product liability claims and the absence or cost of insurance; 
litigation; implementation and timing of launches; delivery of raw materials, parts and components from suppliers or increase in the price of supplies; safety procedures; negative publicity and product reviews; interest rates and the availability of credit; system of internal controls; tax and regulatory compliance; 
withholding obligations with respect to equity participation arrangements; laws and government regulations; currency exchange rates; website system failures; electronic data compromises; failure to stay competitive amongst an increasing array of technology and entertainment offerings; the increase in 
technologically advanced or sophisticated digital and smart technology products; and failure to stay competitive given the evolution of gaming. These risk factors are not intended to represent a complete list of the factors that could affect us and investors are cautioned to consider these and other factors, 
uncertainties and potential events carefully and not to put undue reliance on forward-looking statements. There can be no assurance that forward-looking statements will prove to be accurate, as actual results and future events could differ materially from those anticipated in such statements. Forward-looking 
statements are provided for the purpose of providing information about our expectations and plans relating to the future. The Company disclaims any intention or obligation to update or revise any forward-looking statements whether as a result of new information, future events or otherwise, or to explain any 
material difference between subsequent actual events and such forward-looking statements, except to the extent required by applicable law. All forward-looking statements in this document are qualified by these cautionary statements.
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