
SSRG International Journal of Economics and Management Studies                                                     Volume 11 Issue 10, 1-12, October 2024 

ISSN: 2393–9125 / https://doi.org/10.14445/23939125/IJEMS-V11I10P101                                                 © 2024 Seventh Sense Research Group®     

  

                 This is an open access article under the CC BY-NC-ND license (http://creativecommons.org/licenses/by-nc-nd/4.0/) 

Original Article 

Studying the Factors Leading to Revenue and 

Profitability Growth in the Toy, and Gaming and Esports 

Sectors  

Manas Sood 

Delhi Public School, R. K. Puram.  

Corresponding Author : soodmanas08@gmail.com 

Received: 07 August 2024               Revised: 18 September 2024                Accepted: 05 October 2024                  Published: 22 October 2024 

 

Abstract - The paper will look into two important global industries: the toy industry and the gaming and esport industry. The 

paper will study the reasons for revenue growth and profitability growth in both industries, analyzing a total of 16 firms over a 

period of 10 years, from 2014 to 2024, by studying, studying various factors such as consumer demand, climate change, land 

and labour costs, costs of designing and production, new age marketing techniques, impact of child-protection laws and agencies, 

cost of raw materials, digitization and artificial intelligence. The research found global issues impacting firms globally, as well 

as internally, leading to slow revenue growth and decreased profitability growth in toy firms while exponentially increasing 

growth and slowly increasing profits in gaming firms. As a whole, the paper will study the future of both the industries and the 

global lasting impact they have on the economy and commerce. This paper serves as a compendium on both of these industries.

Keywords - Toy, Gaming, Profitability, Growth, Revenue. 

1. Introduction 
The traditional definition of the word ‘toy’ given by the 

University of Oxford is “an object for a child to play with, 

typically a model or miniature replica of something.” [1] Toys 

have played an essential role with mankind and commerce 

over the last 23,000 years since the Indus Valley Civilization.  

[2] However, in today’s day and age, toys have expanded 

from an object to a global industry worth around 305 Billion 

USD as of 2022. It has expanded to digital toys, multi-sensory 

experiences, educational toys, puzzles, outdoor toys, STEM 

toys and so on. This rate of increase of growth in the toy 

industry has been decreasing over the years due to the rise of 

online gaming, social media, film and digitization. On the 

other hand, online games are new compared to traditional toys, 

established around the 1970s.  

The form of the market it operates in is not researched, 

yet it is dominated by a few firms. Retail has always been the 

main growth driver of the toy industry. However, the collapse 

of the retail industry across the US and Europe (particularly 

Toys R Us, Intertoys, and Bart Smit in reference to the toy 

industry) has severely affected the toy industry, allowing them 

to try different methods to appeal to the masses, especially 

their new target audience, parents, more efficiently to increase 

CAGR for their firms again. Conversely, online gaming is 

dependent on software development, designing, bug removals, 

and so on, which has lesser internal costs but a larger 

marketing budget. The toy industry has historically been 

focused on America and Europe for their growth; however, 

over the last decade, China, India and Indonesia have been the 

new leaders in growth. Conversely, the online gaming 

industry is spread out globally.  

Most toy companies are private or subsidiaries. The 

majority of listed toy companies, including Mattel Inc. and 

Hasbro Inc., are listed on NASDAQ. Prominent toy sellers like 

Lego, MGA, Playmobil, and Funskool are either acquired, or 

are private. This is one of the prominent reasons for the lack 

of literature. Contrarily, esports and gaming companies are 

public and listed, including some like Tencent, Electronic 

Arts, and Roblox, while some are private, like Activision-

Blizzard and Epic Games.  

Most companies of both industries list to promote a new 

line or boost M&A activity (For example - Mattel’s IPO to 

promote its M&As and Barbie line in the 1960s) [3]. The toy 

manufacturing sector is mainly impacted by retail revenues, 

trends in the modern day, cost of inputs and transportation, 

collaboration and so on. Retail is a major factor for the toy 

industry. The introduction of selling toys on e-commerce like 

Amazon.com and department stores like Walmart and Target 

led to the revival of the growth of the industry. For 
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manufacturing as a whole, not just the toy manufacturing 

industry, the costs of inputs and transportation, including 

increases in the price of labour in China, oil prices, and 

suffocation of global trade routes, have led to a rise in 

transportation costs, along with the rise in domestic 

transportation costs has significantly decreased profits and 

increased input and variable costs. 

 The bankruptcy of Toys R Us, the Gulf War, COVID-19 

and the Great Recession all led to major problems in the global 

toy industry. Conversely, the gaming industry is increasingly 

becoming more profitable.  

As the global cost of operating and producing technology 

and software is decreasing, gaming and esports companies are 

making increasing profits. Similarly, increasing conflicts, free 

time and gaming addictions are leading to more growth in this 

industry. Demand for digital currencies on games (for 

example Robux for Roblox) has increased greatly post the 

COVID-19 pandemic, also bolstering growth.  

Also, social media and box office presence have 

engendered growth (Barbie Movie, Lego Movie, GI Jones, 

Troll Doll, My Little Pony, Pixels, Jumanji). Despite it being 

a centi-billion dollar industry, not much cumulative research 

has been done on the toy and gaming industry, especially on 

the manufacturing and growth side, and a knowledge gap has 

been found.  

Hence, this study aims to bridge this gap. The paper will 

use research techniques, along with qualitative assessment, to 

identify key growth factors in the industry. 

2. Methodology  
2.1. Research Aim 

To understand the factors leading to revenue and 

profitability-including digitalization, production, cost of 

inputs, and marketing top toy and gaming companies listed on 

any United States of America Stock Exchanges (New York 

Stock Exchange, NASDAQ, NYSE Arca) and also 

understanding the future of both sectors. 

2.2. Data Collection 

This study employed a Systematic Literature Review 

(SLR) as a research approach to collect, synthesize, and 

appraise the findings of all available evidence on the topic to 

provide a comprehensive overview of the current state of 

knowledge on this topic.  

This process involved using a systematic and transparent 

approach to identify, evaluate, and synthesize all relevant 

studies to minimize bias and ensure the reliability and validity 

of the review. 

 An online search was conducted on various databases 

such as Google Scholar, ResearchGate, and JSTOR to discern 

the most relevant literature published in English ever on this 

topic. This led to the discovery that there is a lack of relevant 

journal papers, articles, and published reports linked to the toy 

industry. On the other hand, there was a mediocre availability 

of papers available about the gaming industry. 

2.3. Data Analysis 

Originally, the paper was choosing all firms listed on 

NYSE and Nasdaq, however, after research and tapping of 

datasets, it was found out that there is minimal data available 

on relatively smaller firms.  

Hence, the selected companies are those that have been 

listed for more than 5 years (before 2024) for both types. For 

gaming companies, companies with a revenue of more than 3 

billion dollars are selected. This is done because there is a lack 

of available data on both industries and for newer, smaller 

firms, the data is extremely less and hence limited.  

Hence, larger firms that have been in the market for a long 

time have been selected. Data was henceforth analyzed from 

annual reports of firms under study, and revenues and profits 

were graphed with the help of Google Sheets. The graphed 

data was then analyzed to create conclusive results, 

observations and discussion.  

The articles, reports and papers have been taken between 

the years 2013 to 2024 (if data is available) or 2023 (where 

most firms’ data is available), and based on that data, results 

and discussions have been compiled. The paper has not taken 

data prior to 2013, though some critical aspects have been 

analyzed for a historical analysis of the firms. 

2.4. Ethics 

This project was done with secondary data. Everything 

was appropriately referenced, and there was no AI-generated 

content. 

3. Results and Discussion 
3.1. Results 

The following section illustrates the revenues and net 

income graphs for the top 7 publicly listed toy firms and 14 

gaming firms. Observations have been noted from this and 

qualitative and quantitative analysis in the discussion has been 

done on the basis of it. 

 

3.2. Toy Firms 

3.2.1. FUNKO 

Revenue of FUNKO increased till 2022, then a dip in 

revenue was observed. The dip in profits, however, started 

from 2021 and led to a rapid decline in 2022.  

The massive increase in revenue is due to a large focus on 

diversity and online retail. There was a fall in profits in 2018 

and 2021-22 due to increased marketing costs due to Toys-R-

Us and COVID-19, respectively. 
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Fig. 1 (a)Revenue (2015-2024), FUNKO (b)Net Profit (2015-2024), Funko 

3.2.2. Hasbro 

 
 

Fig. 2 (a)Revenue (2014-2024), Hasbro (b)Net Profit (2014-2024), Hasbro 

Revenue of Hasbro increased till 2017, then a dip 

in revenue was observed, but increased till 2021 and again 

fell till 2023. The net profit decreased slowly over time till 

a massive fall in 2022 onwards, where a net loss was 

reflected.  

The fall in revenue and profit in 2017-18 is associated 

with the bankruptcy of major retailer Toys-R-Us. The fall in 

2023 was associated with weaker toy demand and the WTA 

protests, which weakened sales due to films and other associated 

media.

3.2.3. Mattel 

  
Fig. 3 (a)Revenue (2014-2024), Mattel (b)Net Profit (2014-2024), Mattel 

The revenue of Mattel has slowly decreased over the 

years, even though there was a slight increase in 2021. The 

profit saw a massive dip in 2016, which continued to be a 

loss till mid-2019, then it increased till 2021 and dipped 

massively till 2023. The fall in revenue in 2017-19 and 

profitability was due to the bankruptcy of Toys-R-Us. The fall 

in profitability from 2021 to 2023 was due to weaker Barbie 

demand (which was reversed later) and higher margins.
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3.2.4. JAKKS Pacific 

 
 

Fig. 4 (a)Revenue (2014-2024), JAKKS Pacific (b)Net Profit (2014-2024), JAKKS Pacific 

Revenue of JAKKS Pacific decreased till 2020, and 

then it increased till 2022 and then again decreased. The 

profit saw a massive dip in 2017, which continued to be a 

loss till mid-2021, and then fell to 2023. The fall in revenue is 

due to tighter deadlines and overstocking. 

 

3.2.5. Build A Bear 

  
Fig. 5 (a)Revenue (2014-2024), Build-A-Bear (b)Net Profit (2014-2024), Build-A-Bear 

Revenue of Build-A-Bear decreased till 2021, and then 

it increased till 2024. The profit fell till 2021 and then 

sharply increased till 2024. The fall in revenues and profits 

till 2021 was due to weakened demand for malls (where it 

generated major revenues). The boost in 2021 onwards was due 

to increased investment in its online platforms and the Bear 

Builder.

 

3.2.6. Spin Master 

  
Fig. 6 (a)Revenue (2015-2024), Spin Master (b)Net Profit (2015-2024), Spin Master 

Revenue of Spin Master has increased all over till 2024. 

The profit increased till 2017 and then fell straight till 2020, 

and then again shot up to 2022.  

The decrease in profits was due to increased investment in 

digital gaming and entertainment, diversifying the firm’s 

interests.
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3.2.7. Bandai Namco 

  
Fig. 7 (a)Revenue (2014-2024), Bandai Namco (b)Net Profit (2014-2024), Bandai Namco 

Revenue of Spin Master has increased all over till 2024. 

The profit increased till 2022 and then fell straight in 2023. 

The revenue growth has been promoted by stronger 

consumer demand in Asia. The profits saw a significant drop in 

2023 due to a lack of new content from all their major streams 

over the year.

3.3. Gaming Firms 

3.3.1. Tencent Holdings 

  
Fig. 8 (a)Revenue (2014-2024), Tencent Holdings (b)Net Profit (2014-2024), Tencent Holdings 

The revenue of Tencent Holdings has increased all over 

till 2024. The profit increased till 2021 and then fell straight 

till 2023. The revenue has increased due to stronger demand 

for gaming globally. The fall in revenue in 2022 was due to 

a massive fall in the number of players after post relaxation of 

the COVID-19 pandemic. The profit drop was again due to 

excess marketing and stricter regulations for Chinese developers 

in China itself.

3.3.2. Nintendo 

  
Fig. 9 (a)Revenue (2014-2024), Nintendo (b)Net Profit (2014-2024), Nintendo 

The revenue of Nintendo has increased all over till 2021 

and then fell till 2024. The profit increased till 2021 and then 

fell straight in 2023.  

The fall in revenue was due to no major updates or releases 

in the flagship Mario franchise, which also decreased profits. 
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3.3.3. Netease 

  
Fig. 10 (a)Revenue (2014-2024), Netease (b)Net Profit (2014-2024), Netease 

Revenue of Netease has increased all over till 2023. 

The profit increased till 2023. The revenue and profitability 

growth was boosted by stronger demand.  

The dips were due to stronger Chinese regulations on 

Chinese firms and gaming in China.

 

3.3.4. Sea Limited 

  
Fig. 11 (a)Revenue (2015-2024), Sea Limited (b)Net Profit (2015-2024), Sea Limited 

Revenue of Sea Limited has increased all over till 2024. 

The profit decreased till 2021 and then increased to 2023. 

Revenue has increased exponentially due to increased 

demand, profits fell, and loss increased due to increased 

marketing costs, but this was reversed in 2022-24 due to a 

reduction in marketing budgets.

3.3.5. Electronic Arts 

  
Fig. 12 (a)Revenue (2014-2024), Electronic Arts (b)Net Profit (2014-2024), Electronic Arts 

Revenue of Electronic Arts has increased all over till 

2024. The profit increased till 2020 and then decreased till 

2023, with a slight increase in 2024. The revenue has 

increased due to stronger demand and has exceptionally 

increased in the years when the FIFA World Cup matches 

happened. Profits collapsed in 2024 due to a lack of new 

content post-Doha 2022.

3.3.6. Take-Two Interactive Software 
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Fig. 13 (a)Revenue (2014-2024), Take-Two Interactive Software (b)Net Profit (2014-2024), Take-Two Interactive Software 

Revenue of Take-Two Interactive Software has 

increased all over till 2024. The profit has decreased all over 

till 2024.  

The revenue has increased due to stronger demand, but the 

profit has decreased due to the higher cost of manpower and the 

closure of multiple studios.

3.3.7. Roblox 

  
Fig. 14 (a)Revenue (2018-2024), Roblox (b)Net Profit (2018-2024), Roblox 

Revenue of Roblox has increased all over till 2024. The 

profit has decreased all over till 2024. The increased 

revenue is due to increased demand for Roblox, and the 

decreased profits, amounting to more than a billion USD, are due 

to decreased Robux (in-game currency demand) and higher 

marketing budgets. 

3.3.8. Gamestop 

 
 

Fig. 15 (a)Revenue (2014-2024), Gamestop (b)Net Profit (2014-2024), Gametop

The revenue of Gamestop has decreased all over 

till 2024. The profit decreased all over till 2020, and then it 

increased to breakeven in 2024. The revenue and profit have 

declined over the due to their reliance on brick-and-mortar stores 

in the US, which is a dying concept with a lack of interested 

clientele. (as discussed in the discussion section below).

3.3.9. Unity Software  
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Fig. 16 (a)Revenue (2018-2024), Unity Software (b)Net Profit (2018-2024), Unity Software 

Revenue has increased all over till 2024. The profit has 

decreased all over till 2024. At the same time, the profit 

increased in 2024. The increased revenue was due to 

increased demand for software, whereas profits diminished 

due to unsustainable spending endeavours. The growth of 

revenue has decreased or slowed down for all toy firms 

except FUNKO and Spin Master. Mattel and JAKKS 

Pacific have seen a decrease in revenues overall from 2014, 

while others have seen a gradual increase. If net profit has 

become negative - net loss - then the rate of increase of loss 

is increasing.  

However, if profit is positive, the rate of increase of 

profit is decreasing, except in the case of Build-A-Bear, 

Spin Master and Mattel. Net profit is positive for all firms 

except for Hasbro, and FUNKO, who are witnessing net 

losses. The growth of revenue has been exponential rather 

than linear for all gaming firms. All firms have highly 

cyclical growth and decrease patterns in net profits, with 

exponential growth and decrease, except for Nintendo, 

Take-Two Interactive Software, Roblox, and Unity 

Software, which have seen an overall linear decrease or an 

overall linear increase. All firms have negative net profits, 

hence net losses, which have decreased at an increasing rate 

over the last 5 years, except for Tencent Holdings, 

Nintendo, Netease, and Electronic Arts, which have positive 

profits. Gamestop is the only firm currently at a breakeven, 

post a climatic decline in profits and a re-growth in a period 

of one year. 

4. Discussion  
4.1. Overproduction, Underproduction and Digitisation  

Post-COVID-19 and the collapse of Toys-R-Us in 

2017, the toy industry has faced significant challenges. The 

global supply chain crisis, coupled with the cost of living 

crisis in major countries like the UK, has diminished global 

demand for toys. This demand has become primarily 

seasonal, peaking in Q1 and Q4. Reports from companies 

like Mattel, Hasbro, and Build-A-Bear indicate that global 

retailers are tightening deadlines, often placing rushed 

orders just weeks before peak seasons. This tight scheduling not 

only increases shipping costs but can result in empty shelves and 

delayed product availability, leading to financial losses and 

negative consumer perceptions. Additionally, rising labour costs 

in manufacturing countries such as China, Mexico, Thailand, 

Indonesia, and Vietnam [4], combined with geopolitical tensions 

in Eastern Europe and the Middle East, have exacerbated supply 

chain disruptions.  

Conflicts like the Russia-Ukraine war and tensions in the 

South China Sea impact global shipping routes, increasing costs 

and affecting the timeliness of deliveries. Bulk ordering to 

mitigate costs often leads to overproduction and dead stock, as 

goods may suffer wear-and-tear during non-peak seasons, 

diminishing quality and brand perception. The increased 

inflationary pressures and macroeconomic challenges have also 

led retailers to charge more for prime shelf space, further 

straining toy companies [5].  

Build-a-Bear, the first one affected by the zombie-ization of 

malls, launched The Bread Builder, an online customizer of the 

bear’s children once used to build in malls, to capture the online 

segment, where transportation was easier, control of supply was 

relatively better. The reach of Build-a-Bear was limited to the 

Americas, but the launch of the Bear Builder helped it expand in 

other markets as well [6].  

According to Funko’s Q1 2023 financial report, DTC sales 

grew by 61% to US$41 million compared to the same quarter 

last year. This accounts for 17% of Funko’s total Q1 2023 net 

sales, beating out its biggest brick-and-mortar retail partner, 

Walmart (11%) [7]. Lego (a private toy firm based in Denmark) 

has undergone a huge change programme, moving to a MACH 

(microservices, API-led, cloud-based, headless) platform with 

vendor commerce tools.   At the same time, the investments have 

helped the firm - For instance, LEGO introduced 100 new 

products on January 1, 2020, and it was able to log 35 orders per 

second, or 2,000 orders per minute. This led to increased revenue 

growth - 10.5% in 2019-2020 and approximately 21$ % in 2020-

21 and 48.1% in 2021-22 -  according to multiple reports [8]. 
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4.2. Costs of Labour 

China has always dominated global toy manufacturing 

and manufacturing in general. This is due to the abundance 

of cheap labour providing decent quality services less than 

its neighbouring countries and a fraction of the cost to 

produce in the Americas or Europe. However, according to 

the International Monetary Fund, the end of cheap labour in 

China has already come. This was promoted by the one-

child policy, seeing an excess population. However, this 

policy became disastrous, leading to a decrease in 

population growth [9]. Since 2010, the cost of labour in 

China has increased by a staggering 120%, according to 

reports [10]. According to a report by the Ministry of 

Labour and Social Affairs of Vietnam, the cost of labour has 

increased by 450% in a period of 20 years, calculated in 

dongs/labour/year [11]. In Korea, according to the CEIC, 

the cost of labour has increased by 12% [12]. As the stock 

is not selling and the cost of labour is increasing, with prices 

also increasing, companies are facing losses in multiple 

product categories. Labour and operational costs are leading 

multiple firms to discontinue manufacturing in countries. 

4.3. Raw Materials Costs 

4.3.1. Plastics 

Polyethylene (PE), Polypropylene (PP), Polyvinyl 

Chloride (PVC), and Acrylonitrile Butadiene Styrene 

(ABS) are the major plastics used in the production of toys. 

However, major movements against plastics, along with an 

increase in taxes for plastics products in multiple countries, 

followed by the New Plastics Economy Global 

Commitment led by the Ellen MacArthur Foundation in 

collaboration with the UN Environment Programme, where 

multiple toy firms are signatories in, like Mattel, Hasbro, 

Spin Master, and so on [13]. However, companies are 

targeting to diminish the use of plastics, especially for 

packaging materials. According to the U. S. Bureau of 

Labour Statistics, the cost of producing plastics has 

increased by 127.761% from 2014 to 2024 [14]. The rising 

costs of plastics have profoundly impacted the toy industry, 

a sector heavily reliant on these materials for their 

production.  

4.3.2. Cotton, Memory Foam, Fleece 

The demand for stuffed toys has surged, with the 

industry growing at approximately 7.55% CAGR. This 

growth requires significant shelf space and has driven up the 

costs of synthetic materials like memory foam and fleece. 

As demand for synthetic goods rises, the demand for natural 

fibres such as cotton and wool has decreased, resulting in a 

12.5% drop in cotton prices over the last 10-15 years [15]. 

This price decline benefits companies like Build-A-Bear, 

which has seen increased earnings despite other firms 

experiencing decreased or negative earnings. Conversely, 

the cost of plastics and synthetic materials continues to rise, 

exacerbated by upcoming carbon taxes in major producing 

nations and the World Bank’s 2023-24 carbon credit [16] 

and taxation legislation. While carbon taxes are being 

implemented more rapidly, the shift to renewable energy sources 

like solar and wind remains slow due to high capital costs and 

evolving consumer attitudes.  

4.3.3. Alternative Materials 

Despite their high production and purchase prices, 

alternative materials like wood, rubber, silicon, and bamboo 

have recently become popular in manufacturing toys. The 

finished products also happen to be more popular among well-

off consumers - for example, John Lewis registered sales boosts 

relating to wooden toys [17]. Preferred due to, among other 

reasons, their durability and aesthetic value as well as the fact 

that they easily biodegrade; manufacturing wooden toys is 

expensive and laborious. The current problem with the market 

of wooden toys is that, after the Natural rubber recently became 

a popular substitute material for the toy industry due to 

increasing pressure on safety, flexibility, and environmental 

issues.  

Having been influenced by active demand all over the 

world, the price of rubber was very high at the beginning of the 

2010s, which then dropped abruptly after 2015 because of 

oversupply [18]. This decline in the price of rubber did have a 

positive impact on the toy industry in terms of production cost 

stabilization, along with innovation featuring rubber-based toys. 

The toy industry is moving to sustainable, non-plastic packaging 

materials. Though their costs are higher than plastic alternatives, 

the idea is to avoid any potential plastic tax that may be levied 

shortly and also to meet the rising consumer demand for a 

greener product [19] [20]. Companies such as Lego and Mattel 

have already invested large amounts in sustainable packaging 

initiatives; this trend toward sustainability not only benefits 

marketing and better ESG ratings but also saves from regressive 

taxation. 

4.4. Cyclicality and Global Conflict and its Impact on the 

Gaming Industry 

Even when compared to the toy industry, the gaming and 

esports industry is highly cyclical. Massive growth is seen in 

Quarter 3 and Quarter 4, with growth approximately 75% less in 

Quarter 1 and Quarter 2 [21]. This is due to the industry mainly 

being focused upon school and college holidays, which majorly 

happen during this season. At the same time, it is noticed that 

this industry focuses more on the youth (under 30), compared to 

the toy industry, which focuses on all ages for its games and toys.  

The gaming industry often thrives during global conflicts 

and epidemics as more people stay home, making online games 

easily accessible. For instance, Roblox saw a 171% increase in 

bookings from 2019 to 2020 and a 23% increase from 2022 to 

2023, driven by increased gaming during COVID-19 lockdowns 

[22]. According to Take-Two Interactive’s annual report, 

companies can continue selling e-merchandise during conflicts, 

provided the nations involved are not sanctioned [23]. However, 

developers in conflict zones face significant challenges. For 
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example, the Ukraine conflict has caused delays and 

financial strain for developers like 4A and Kevaru. 

Sanctions and trade restrictions can limit access to essential 

technology, hindering development [24].  

4.5. Cost of Developing Games 

The increasing costs associated with hiring talent are 

due to larger economic issues. As inflation and the cost-of-

living rise in many regions, employees expect higher 

salaries to maintain their standards of living. This creates 

additional pressure on game development studios to meet 

these expectations, potentially leading to further increases 

in labour costs. In response, studios may need to explore 

alternative approaches to talent acquisition and retention, 

such as offering comprehensive benefits packages, fostering 

inclusive work environments, or investing in employee 

development programs. Companies like Valve have created 

flat organizational structures that prioritize employee 

autonomy, which can help attract and retain talent without 

relying solely on financial incentives [25].  

Also, the impact of rising talent costs extends beyond 

the immediate financial implications for game development 

studios. Increased labour expenses can lead to budget 

constraints, forcing companies to make changes regarding 

project scope, marketing, and post-launch support. Talent 

shortage globally in these fields is leading to excess costs. 

Though firms are organizing talent and skill development 

programmes, they will not help solve the long-run issue of 

lack of talent [26]. According to senior partners and analysts 

at Bain and Co., they expect the use of AI in the gaming 

industry to be more than 50% in the near future. Bain 

reviewed 21 industry specialists, finding that most see 

generative AI as improving quality and speeding up game 

development. Generative AI is expected to help create 

bigger, more immersive, and personalized experiences. 

However, only 20% of executives believe it will reduce 

costs despite high development expenses [27]. 

4.6. DLCs, In-Game Purchases, and In-Game Currency 

Though companies can earn initial income from 

customers if they purchase the game, however in this case 

and the case of free games like Roblox, high levels of 

income and revenue can only be generated by producing 

newer buyable content and also by personal financing 

through in-game currency. This drives revenues in the 

games. Some famous ones include Robux (Roblox), CP 

(Call of Duty), V-bucks (Fortnite), Coins and Gems (Clash 

of Clans), and so on. These purchases happen through 

mediums like the App Store, the Play Store and so on. 

Purchases of DLCs and skins also promote growth, 

especially if this is done in some collaboration, which helps 

in-game marketing and also influences people to buy their 

favourite movie or characters in their favourite game. These 

boost the ARPU, and high-quality DLCs boost first-time 

game purchases in lieu of purchasing DLCs. 

Psychologically, the use of virtual currency can create a 

perception of value and drive players to spend more [28]. In 

2023, Roblox derived 30% of its revenue from Robux sales 

through the Apple App Store and 17% from the Google Play 

Store. Similarly, Fortnite generated over $2 billion in revenue 

from V-Bucks in 2018 [29]. The gaming industry broadly relies 

on microtransactions, including but not limited to gacha systems, 

to drive revenue. The gacha model, prevalent in Japan, involves 

players spending in-game currency for a chance to receive 

random virtual items or enhancements. This system employs 

variable ratio reinforcement, where the unpredictability of 

rewards encourages players to spend repeatedly. Games like 

Genshin Impact, Fire Emblem Heroes, and Fate/Grand Order 

have successfully implemented this model [30, 31], also 

contributing to a significant $90 billion increase in industry 

revenue overall from microtransactions in 2023.  

4.7. Film and Brand Collaboration 

Film and media collaboration is helping growth in the toy 

and gaming industries. In this new-age marketing strategy, by 

not focusing on advertisements and newspapers, the focus has 

shifted to media and film collaborations. Famous toy movie 

collaborations like the Barbie Movie, the Lego Movie, the 

upcoming UNO movie, the G. I. Joe Series, the Transformers 

Series, Trolls, My Little Pony and so on. The best example can 

be the Barbie movie. The Barbie movie generated 1.45 Billion 

USD in revenue and was an instant success lasting about a year 

of social media trends post its release. Out of this, Mattel, its 

licensing partner, received a 5% commission from the revenue 

generated, along with a percentage of profits, which, according 

to the CEO of Mattel, reached about 150 Million USD. Mattel 

credited the film with a 9% year-on-year increase in sales 

between July and September to $1.9bn (£1.6bn). That included 

a 27% jump in doll sales, which was driven by demand for toys 

from its Barbie, Monster High, Disney Princess and Disney 

Frozen lines. Their results benefited from the success of the 

Barbie movie, which became a global cultural phenomenon and 

marked a key milestone for Mattel [32, 33, 34]. This proves the 

overall impact of movies on the toy industry. Similar cases 

include the Lego Movie. The release of the Lego movie raised 

the revenue of Lego by 25% in the year of release 2015 and also 

increased profits by 7%. This led to, for the first time, no product 

recalls of any line of brands under the Lego Group [35, 36]. 

Similarly, famous gaming movies and series include The Last of 

Us, Uncharted, Prince of Persia, the Angry Bird Movies, 

Resident Evil, Assassin’s Creed,  Sonic the Hedgehog and so on. 

The story play of Last of Us boosted Last of Us resales, and 

According to a new report from the NPD Group, The Last of Us: 

Part I jumped from number 36 on its best-seller chart in 

December to number 11 in January [37]. Similarly, for Angry 

Birds,  First-half revenue rose to 152.6 million euros ($179.7 

million) from 78.5 million a year earlier, while adjusted 

EBITDA increased to 41.8 million euros from 11 million in just 

a year [38]. Films help generate not only profits for the 

producing companies and studios but also derive demand for 

other products, which is more long-term.  
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5. Conclusion 
The gaming and toy industries are ones which are 

intermingled in human life. They not only impact human 

emotions and humanity’s history but also tap into global 

economic conditions. The paper serves in helping to solve 

the knowledge gap and the novelty of information on this 

domain was found while conducting the research. With a 

total market capitalization of 1.5 Trillion USD, studying 

both industries is necessary to understand consumer demand 

and the consumer discretionary industry. With the gradual 

phasing out of the toy industry, the resurgence can be 

through alternative ways of selling and marketing through 

films and pictures. Climate change, cost of labour and 

shipping, and even education affect the minutes of the toy 

industry.  

The newer 50-year-old gaming industry is slowly displacing 

this 50,000 year old industry. Gaming poses a future for a digital 

world, with fluctuating production costs, excessive marketing 

budgets, child privacy and protection, and also a future for 

cryptocurrency and digital currencies.  

However, going back to humanity’s roots in this fast-paced 

world is also important, and hence, keeping a hand in the toy 

industry is not only necessary but a requirement.  
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