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TOMY Company, Ltd., established in 1924, is a global force in toys, infant &
children’s merchandise and entertainment, offering dreams and excitement
to children and adults the world over. We manufacture products based on
our own brands including Transformers, Tomica, Licca, Plarail, ERTL and
others, as well as distribute products under licensed brand names such as
Disney, Chugginton and other world-famous brands.

TOMY took action amid a persistently difficult business environment
characterized by a graying society with a low birthrate, merging with
Japanese toymaker Takara in 2006 to create Takara Tomy and then acquiring
U.S. toy and infant goods manufacturer NASDAQ listed company RC2 in
April 2011. Since then, we have made progress in rebuilding our Japanese toy
business and creating a global management structure. Recognizing changes
in the marketplace as an opportunity, in 2013 the TOMY Group united in an
effort to execute the reforms to bring forth new growth. The TOMY Group
has succeeded in management reform a number of times since our founding,
with the view that reform is a “strategy for victory” that will bring future
growth. In this year’s Annual Report, we will hereby introduce an outline of
our reforms and the actual measures to be taken, which constitutes what we

call “The Winning Game.”
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Taking on structural reforms that
will put us among the Top 3

Last year’s market environment was marked by the
shrinking of the Japanese toy market and tough overseas
sales competition. We engaged in the necessary measures
to deal with those developments in the second half by
cutting costs, including personnel reductions and structural
adjustments that would lead to increased sales, and in
March of this year we announced the Revival Plan that will

accelerate our pace on our current course. We regretfully

posted revenue and profit declines in fiscal 2012 for the first
time in three years. However, from the second half, the fruits of the
merger with our U.S. subsidiary and new product development have
been appearing gradually. We will continue to push hard for the furthenr
growth that will propel us to become world’s third largest toymaker.

YOU ARE

HERE!



Message from the President & CED

Kantaro Tomiyama
President & CEO

Results for the year ended March 2013 TOMY Company, Ltd.
T LB AED

Net Sales: Operating Income: EBITDA: Alglsr20ls

¥1 79.0 billion ¥2.5 billion ¥1 0.0 billion

Operating Income EBITDA
¥179,042
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Review of Fiscal 2013

(Fiscal year ended March 31, 2013)

Business Environment Consolidated Business Results
As the Japanese toy market tended to shrink, the In contrast with strong core products performance,
business environment remained tough. tough overseas sales competition and deteriorating

apparel revenues caused a decrease in sales and profit.

The Japanese economy this term was characterized by hopes In addition to a change to stronger sales of core products
accompanying the credit easing policy launched by the new such as Tomica and Plarail, the Battoroborg 20 battle
government, which took office in December last year. hobby toys, new electronic pet products such as Furby and
Though the future outlook became brighter as the yen PokémonTRETTA amusement machines gained popularity,
turned weak and the stock market kept rising, the toy and the video game wholesale volume also increased.
business environment continued to be less optimistic. Nonetheless, our Metal Fight Beyblade and Transformers
Looking overseas, the business environment remained products, which were strong in Japan and overseas in
sluggish due to the prolonged European debt problems the previous fiscal year, faced a reactionary fall, and our
and the slowing of the Chinese economy. Such factors had overseas subsidiaries experienced stiff competition.
a strong impact on sales during peak toy industry seasons Consequently, net sales were down 4.4% YoY to ¥179,042
such as Christmas and the Chinese New Year, and the million. Regarding profits, although we continued to
business environment remained severe. suppress selling, general and administrative expenses,

operating income was down 75.0% to ¥2,547 million,

gross profit decreased in tandem with the drop in sales

in addition to the decreasing profitability of our apparel
business. The bottom line was a net loss of ¥7,097 million
in comparison with the previous fiscal year's net income of
¥3,679 million, due to the posting of an extraordinary loss
of ¥7,939 million that includes expenses associated with an

impairment loss on intangibles at Tl International Group (Tl
Group”) and employees’ voluntary resignation packages.

There was a gain in the popularity of new
electronic pet products such as Furby and the
Battoroborg 20 battle hobby toys.




Major Efforts

We created a global management system and
implemented structural reforms to make a
breakthrough in a tough environment.

The TOMY Group worked within this difficult business
environment to create a new global management system, as
well as to reform its structure, so as to deal with the tough

Japanese toy market and severe overseas sales competition.

While the building of a global system was intended to
strengthen our core toy business, we also made progress
in strengthening and expanding major project categories
through cross-selling with Tl, which we acquired in the
previous term, as well as shoring up and streamlining our
production bases.

We focused on restructuring founded on the following
four policies in response to the tough toy market in Japan
and severe overseas sales competition.

PROGRESS IN STRUCTURAL REFORMS

1. ADDITIONAL NEW PRODUCT LAUNCHES

We initiated sales of new products such as Furby, a
smartphone-controlled electronic pet, Battoroborg 20,
interactive battle robots, and Keitai Wanko, a remote-
controlled stuffed animal toy for girls.

2. STRENGTHENING PRODUCT GENERATION CAPABILITY
We used the opportunity provided by reorganization in
October last year to furnish a system for driving product
development that employs the specialized capabilities of a
system made up of category-specific business departments.
At the same time, we constructed a system for developing
new, cross-category concept products, as well as products
adapting to demands from clients and retailers. Furthermore,
in addition to our China Business Strategy Office, we
established Business Strategy Offices for Europe and Asia,
creating a system capable of handling product launches
tailored to regional needs.

We focused on restructuring founded on
the following four policies in response
to the tough toy market in Japan and
severe overseas sales competition.

3. STRENGTHENING MAXIMUM SALES ABILITY

We integrated the domestic sales offices with the Head
Office Sales Group, reorganized our sales functions by newly
establishing TOMY Marketing Company, Ltd., streamlined
business processes by eliminating redundancy and sought
to unify sales strategies and tactics.

4. THOROUGH EXPENSE REDUCTION

In addition to reducing head office director compensation
and salaries at the head office manager level and above, we
made operations as low cost as possible by revising logistics
costs through sales structure integration and adjusting
inefficient advertising costs and distribution promotion costs.
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Future Strategies

Getting back on track to achieve
our growth targets through steady progress
in our Renewal Plan

The pace of changes in today’s business environment

is rapid, and making progress through globalization
requires the ability to make decisions more swiftly than
ever before. As we are now amid such a broadly changing
environment, we can view it as an opportunity to change
our perspective and reform ourselves.

In response to this situation, we executed the TOMY
Group Revitalization Plan in March in which we outlined
three basic policies. By driving such measures steadily, we
will be able to build a foundation for future growth.

Three Basic Renewal Policies

1. Build a stable revenue base in our domestic toy
business

2. Drive our global business by concentrating
investment resources (gained in Japan) in North
America and Europe

3. Form our next-generation businesses through trial
projects in the growing Asia market

The three policies and the system that will drive them are
explained below:

First, we will reduce the break-even point and stabilize growth
in the Japan toy business, which is the Group's revenue base.
Doing so will generate cash flow and provide investment
resources. We will also generate market concept-type
product lines that do not depend on large-scale investment,
as well as nurture and develop global content under the
guidance of the Head Office for Overseas Business Affairs.

Our efforts in the area of sales include merging TOMY
Logistics, which had handled logistics in Japan, into TOMY
Marketing on March 31 of this year. By consolidating product
distribution and logistics management, and in addition
providing a more flexible response to consumer needs by
thoroughly strengthening field support functions, we can
provide a maximum impetus to sales promotions adapted to
retail sites.

Next, the first step regarding concentrating investment in
Europe and North America is management team reshuffling.
Growth overseas will be realized under the overall guidance
of the Head Office for Overseas Business Affairs, in close
contact with Tl International (Tl), which plays a central role
overseas. In real terms, this means acquiring global content
such as Pokémon and Disney and using that to steadily gain
market share, as well as focusing on rebuilding the baby
business under Greg Kilrea, the new TI CEO.

Furthermore, we are working to form our next-generation
businesses through trial projects in the growing Asia market.
Under the guidance of the Head Office for Overseas
Business Affairs, we will conduct market trials in Asia using
low-cost products developed for that market and develop
a "reverse innovation strategy” aimed at global expansion.
For example, we had some success in China during this
term with the boys’ character Kibao, and this case can
be applied in conducting similar strategic trials not only
in China but also in the ASEAN countries, leading to the
formation of a next-generation business.

We are strengthening the system for overall consolidated
control under the guidance of the Head Office for Corporate
Administration to build and operate an efficient global
management system. In practice, this means constructing
a global financing system to deal with rapid exchange rate
fluctuations, building a global system that would make figure
management possible for the entire Group and global risk
avoidance efforts to deal with legal risk.

We are strengthening our corporate governance system
and its functions in order to support these efforts. As part

of our reform of Board of Directors meetings aimed at
achieving swift, objective decision making, we are reducing
the number of Directors from 13 to 10. Executive roles
and duties have been clarified by making half of the Board
members outside directors, with Kantaro Tomiyama as
President & CEO, Osamu Mashimo as Executive Managing
Officer in charge of Japan Business Affairs, Shigeki
Yanagisawa as Executive Managing Officer in charge of
Overseas Business and Kazuhiro Kojima as CFO and Senior
Executive Officer in charge of Corporate Administration.
Through steady progress in executing the Renewal Plan,
we aim to achieve net sales of ¥178,000 million, operating
income of ¥5,000 million, ordinary income of ¥4,100 million and
net income of ¥1,300 million for the fiscal year ending March
31, 2014. We will also build a solid business foundation to
strengthen our core domestic toy business and drive our
overseas development to transform TOMY into a truly
global company.



Returns to Shareholders

We recognize returns to shareholders as our most important
management issue. In addition to posting a net loss in the
fiscal year ending March 31, 2013, due to our provision of
voluntary resignation packages as part of our restructuring
efforts and other factors, we are regretfully reducing the
annual dividend to ¥10 per share, a reduction of ¥4. We
believe that execution of the policies stated in the Renewal
Plan will lead to improved shareholder value, and we ask for
your understanding in this matter.

CSR

We at the TOMY Group remain aware that our mission is

to inspire and fulfill the dreams of children and parents
worldwide through our toys. For example, we spur children
to consider the environment through our Eco-Toy program,
offering toys made with fewer raw materials or with recycled
materials. TOMY led the way in advancing the concept

of Accessible Design Toys, which makes our toys equally
accessible to sight- and hearing-impaired children, and
now that concept has spread throughout the toy industry.
We intend to continue fulfilling our corporate social
responsibilities through toys, our core business.

TOMY Company, Ltd. Annual Report 2013
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Market Trends

The economic atmosphere in Japan, North America and
major countries in Europe remains opaque, and without a
real comeback in demand the overall economy was stagnant.

The fiscal 2012 (April 2011-March 2012) domestic market
decreased 2.5% to ¥673 billion from the previous year on
a retail price basis, due to fewer than usual hit products.
By product segment, sales of trading card games declined
16.4% YoY and with the decrease in boys’ hobby products,
sales of boys' characters dropped 14.1%. On the other
hand, the “toys for boys” category, which includes products
such as toy trains, was up 9.0% YoY. (Source: The Japan Toy
Association)

In the United States, the world’s largest toy market,
a longer than usual Christmas holiday provided more
opportunities for purchasing, which led to an 18% YoY
increase in Christmas season sales. Nonetheless, calendar
year 2012 net sales were $16.5 billion (approximately ¥1,305.5
billion), slightly lower than the previous year's $16.6 billion.
Meanwhile, fewer than usual new product launches in the
top five European countries (the United Kingdom, France,
Germany, Italy and Spain) resulted in a drop in net sales of
2% YoY to £9.88 billion (approximately ¥1,253 billion).
(Source: The NPD Group)

Global Toy Market 2012 Japanese Toy Market 2012

To%
Others

2% Jigsaw puzzles 2% 1 %
54% 3% Games  Interactive

Others ‘ toys

¥673

billion

Source:
The Japan Toy Association

7%
8% Seasonal toys 1 8%
Hobbies

5% Japan
UK 13% 13%

Trading card games Stationery, gifts, etc.

Stuffed toys

6%

Girls' toys

21%

Educational
toys

254
USA

—

$85

billion 8% B7y/

Source: Chi characters
The NPD Group Ina

2012 vs. 2011 Market Growth by Country

14%

0% 7

Australia France

NETET) China

Z
- 3% Z
-4%
Notes: 1. Foreign exchange is calculated at the following rates: £1 = ¥125; US$1 = ¥79.
2. Sources: For Japan data, the Japan Toy Association; for China, Yano Research Institute Ltd.; for Australia, Europe and USA, The NPD Group.
China’s figure is forecast as of May 2012 by Yano Research Institute Ltd.

Germany
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- 1% -1%
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As noted earlier, the market environment continued to be
tough during the fiscal year ended March 31, 2013, and
consolidated net sales fell 4.4% YoY to ¥179,042 million.
Despite continuous efforts to suppress selling, general and
administrative expenses, operating income was down 75.0%
to ¥2,547 million as a result of the decline in sales, as well

as lower profitability in the apparel business. The bottom
line was a net loss of ¥7,097 million (in comparison with

net income the previous term of ¥3,679 million) due to the
posting of an extraordinary loss of ¥7,939 million, a figure that
includes expenses associated with certain intangible assets
of overseas subsidiaries and voluntary resignation packages.

From the current fiscal year, the Group is employing a tri-
regional global organizational structure (Japan/North
America, Europe and Oceania/Asia (other than Japan)) rather
than the previous quad-regional structure (Japan/North
America/Europe/Asia (other than Japan) and Oceania).

JAPAN

Sales of newly launched high-end series trended strongly
within the core Plarail toy train product line. We also sought
to expand the target demographic for Tomica car toys and
increase existing product variation through collaborations
involving popular content. Sales of new products, such as
interactive plush dog toys for girls, motion-interactive robots
and next-generation electronic smartphone-controlled plush
toys were strong, whereas amusement machines continued
to gain popularity and video game wholesaling volume
increased. Nonetheless, these successes were not sufficient
to offset a drop in sales overseas of Metal Fight Beyblade
and Transformers, which had sold strongly in Japan and
overseas during the previous fiscal year, as well as sluggish
sales in the trading card market.

As a result, total net sales decreased 5.3% YoY to
¥138,141 million. Operating income declined to ¥7,037
million (down 45.0%), reflecting the decline in gross profit
associated with the decrease in net sales and a decline in
apparel business profits.

(Millions of yen)

Japan 138,141 145,870 (7,729)
North America, Europe and Oceania 36,104 37,490 (1,385)
Asia (other than Japan) 28,970 34,602 (5,632)
Total 203,216 217,963 (14,747)
Eliminations and corporate (24,173) (30,698) 6,525
Consolidated 179,042 187,265 (8,222)

7,037 12,795 (5,757)
(1,637) @) (1,634)
1,445 1,508 (63)
6,846 14,302 (7,455)
(4,299) (4,116) (183)
2,547 10,186 (7,638)

NORTH AMERICA, EUROPE AND OCEANIA

The Tl Group launched full-scale sales of the globally
licensed Pokémon-related products in January 2013.
Although sales of toys based on vehicles made by
multinational agriculture machinery maker John Deere
were solid globally, toy sales were sluggish in Europe and
baby product sales struggled in North America, therefore
net sales in North America, Europe and Oceania declined
3.7% YoY to ¥36,104 million. The operating loss deteriorated
to ¥1,637 million (compared with a loss of ¥2 million in the
previous fiscal year), resulting from a decline in gross profit
following the decrease in net sales, development expenses
occurring from the result of the cancellation of new product
launches, an increase in mold costs and a deterioration in
the cost of sales ratio.

ASIA (OTHER THAN JAPAN)

Net sales in Asia (other than Japan) were ¥28,970 million
(down 16.3% YoY), whereas operating income was ¥1,445
million (down 4.2%).

In China, we increased sales of products related to the
Kibao Chinese-created animated TV characters by setting
product retail prices in line with local prices. The Tl Group's
The First Years baby products were launched in Thailand and
Vietnam, in addition to existing sales in China. The decrease
in net sales was the result of a snapback in shipments of
Metal Fight Beyblade and Transformers-related products
by manufacturing subsidiary TOMY (Hong Kong) Ltd., which
handled increased shipment volume the previous fiscal year.



Product Development

The TOMY Group's corporate mission is to create new value
from play to fulfill the dreams of our stakeholders, and we
seek to achieve our mission through R&D dedicated to
creating products and content that will satisfy the dreams of
the world'’s children.

During the fiscal year under review, the Group launched
the new Dream Tomica series lineup through collaborations
involving popular content to expand our target demographic
and diversify the Tomica series. We conducted R&D into
generating outside-the-box product concepts for more
fun and a deeper sense of wonder, employing the latest in
technology and current trends to launch series such as the
Battoroborg 20 motion-interactive robots, which provide
realistic boxing fun and a sense of direct control through
wireless operation, and Keitai Wanko, a plush dog with
a dog-language translator that looks like a smartphone.
Furthermore, in addition to cross-global development
of internationally licensed Pokémon products in North
America and Europe, as well as in Japan, China and other
Asian countries, we increased sales of products related to
the boy-oriented Kibao characters from Chinese-created
and broadcast anime by setting retail prices in line with
local market price needs. Our product development puts
customer safety first, and we have bolstered our in-house
testing system based on our own standards to improve
product safety. We have also promoted full-scale value
engineering (VE) initiatives to optimize function and cost from
the product planning and development stage onward. We
also conduct R&D into resource efficiency out of concern for
the environment. One example is the Eco-Mark certification
received by the Plarail “Eco Straight Track” and “Eco Curved
Track” rails, in recognition of our commercialization of track
that is not only composed of 50% or greater recycled plastic
but also safer and more functional.

Our R&D seeks to create products and content that will satisfy the
dreams and wishes of children the world over.

We adopt the latest trends and technologies in conducting deeper
R&D of new kinds of play and amusement.
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Our product development puts customer safety first.
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Full launch of the revival plan for
returning to the growth track

As noted above, TOMY drew up the TOMY Revival Plan in
March 2013 to deal with the difficult market environment.
The three basic policies of this plan are as follows:

+ Build a stable revenue base in our domestic toy business;
+ Proceed with globalization, concentrating investment
resources in North America and Europe; and
* Form our next-generation busin h trial projects
in the growing Asia market.

To hasten such structural re directors

erica,

will be responsible for busi
Europe, Asia and our cons

the acceleration of structu

HERE!
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Domestic Businesa

Osamu Mashimo

Board Director, Executive Managing Officer
Chief Marketing Officer
Head of Toy Business Headquarters

To create a solid business infrastructure, we are
proceeding with structural reforms to introduce

an integrated control system initiated by the Toy
Business Headquarters for strengthening the
profitability of toys and the toy periphery business.

Q1. WHAT ISSUES DO YOU FACE IN JAPAN?

As domestic toy sales continue to decline, delays in
launching hit products, lack of sales ability and delays in
implementing countermeasures to strengthen profitability
have lowered productivity.

In addition to reactionary falls in sales of Metal Fight
Beyblade and Transformers, efforts to launch new products
and introduce them to new customers and channels were
inefficient. We must restore the domestic business, which
is our group's core revenue source, and improve our cash-
generating ability and garner investment capital resources.

Q2. WHAT ARE THE CONCRETE MEASURES UNDER WAY
TO REFORM THE DOMESTIC TOY BUSINESS STRUCTURE?
We will reduce our break-even point by 10% with thorough
cost reductions and KPl management. In seeking

to streamline our personnel structure, we will apply
variabilization by linking personnel costs to productivity.

We also aim to maximize operating cost effectiveness.
Until now, we have developed products through prior
investment; henceforth, we will variabilize advertising
expenses in executing the effective investments necessary
for product development. These steps should improve the
break-even point in our domestic toy business.

We have integrated the domestic sales offices with the
Head Office Sales Group and are strengthening relations
between the Head Office and distributors through TOMY
Marketing Company, Ltd., which was established in October
of last year. TOMY Logistics, which had handled logistics in
Japan, was merged into TOMY Marketing on March 31 of
this year. We believe that consolidated product distribution
and logistics management will improve cost effectiveness.

Q3. WHAT RESTRUCTURING MEASURES ARE PLANNED
IN THE TOY PERIPHERY BUSINESS?

Measures to rebuild our apparel business include transferring
character wear to T-ARTS Company, Ltd., in addition to
seeking to broaden the appeal across age strata. By
integrating management under the Head Office, we will
steadily apply measures to improve performance.

The Head Office is currently guiding global content
acquisition and the building of a globalized structure for our
character business and aims to conduct efficient joint efforts
with T-ARTS for maximum synergy.

TOMY Company, Ltd. Annual Report 2013
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Overseas Business

Shigeki Yanagisawa

Board Director, Executive Managing Officer
Chief Strategy Officer
Head of Global Business Headquarters

We are transitioning to overall consolidated control
by the Global Business Headquarters and are
creating a concentrated investment-based growth
scenario for Europe and North America and a
medium-term perspective growth scenario for Asia
through trial projects. We also seek to employ
effectively the investment resources gained through
our Japan business in establishing a strong foothold
for business expansion.

Q1. WHAT ISSUES DO YOU FACE OUTSIDE JAPAN?
Looking at business overseas, in addition to a lack of activity in
the baby business, which is one of the main thrusts of Tl (which
has consolidated control of this segment), the European
financial crisis has caused a major drop in sales in that market.
Investment recovery has also not progressed in the China
business, which had initially been forecast to be profitable,
but has instead continued to be in the red. Therefore, the
challenge is to increase efficiency by consolidating functions
with the Head Office to enhance our responses to the external
environment, which will produce synergies.

Q2. WHAT MEASURES ARE BEING TAKEN TO RESTORE
THE EUROPEAN/NORTH AMERICAN GROWTH TRACK?
First, TOMY International (TI) has reshuffled its management
team and appointed a new CEO with a strong background in
operations. We are working to strengthen communications
between Tl and the Head Office to generate synergies.

The Head Office is working with Tl to drive a toy business
growth strategy centered on global content. This joint effort
already seems to have found a hit through the Pokémon

venture. We are pushing through a distribution strategy
aimed at stabilizing growth in our core John Deere series
tractor toys, and we are seeking to maximize synergies
through cross-selling of the Head Office—planned
Battoroborg series, which has been a hit in Japan.

We are adjusting the distribution strategy in the baby
business and pursuing a global sales strategy to grapple
with the Chinese and other Asian markets. We are seeking to
expand our luxury baby brands, such as JJ Cole, Lamaze and
Boon, which have growth potential.

Q3. WHAT IS THE MEDIUM-TERM PERSPECTIVE FOR
THE ASIAN GROWTH SCENARIO?

Rather than aiming at rapid growth in the Asian market, we
are steadily building a revenue base by expanding brand
recognition.

We aim for high efficiency with our China sales
representatives, and seek to achieve profitability by
winnowing the number of directly managed sales outlets to
150 from around 250. Also, we are strengthening the profit
structure through full-scale launches of Tl baby merchandise
and through thorough progress management conducted
by the Head Office business coordinator. In markets such
as South Korea, Taiwan and Hong Kong, we are seeking to
expand sales by developing cooperative relationships with
sales agents (distributors) in those markets. The ASEAN
countries’ growth in coming years is expected to be strong;
in Indonesia, sales outlets for core products such as Tomica
have received a favorable reception, and we will employ
that kind of trial project in our efforts to build a growth
foundation for a subsequent high-growth stage.



Consolidated
Management System

Kazuhiro Kojima

Board Director, Senior Executive Officer
Chief Financial Officer

We seek to build and operate an efficient global
management system.

Q1. WHAT ISSUES DOES GLOBALIZATION POSE
REGARDING CORPORATE MANAGEMENT AND THE
CONTROL SYSTEM?

As an inability to respond promptly to changes in the market
environment in Europe, North America and China led to a
deterioration in consolidated performance this term, it is
necessary to create a system by which management can
respond quickly to globalizing market movements and reach
management decisions rapidly. As the revenue structure
based on the prior investment model has also been pressuring
profits, achieving steady revenue management through
visualizing the business is another issue.

Q2. WHAT ARE SOME CONCRETE MEASURES UNDER
WAY TO STRENGTHEN THE GLOBAL MANAGEMENT
SYSTEM?

First, we are seeking to shore up our financing system, such
as continuing to take steps to manage foreign exchange risk
through foreign exchange contracts.

Also, we are initiating thorough performance management
and developing a system to support new product creation
through Group organizational restructuring and making the
business visual.

Moreover, we have sent a legal affairs coordinator from
Japan to the United States to reinforce our ability to cope with
global legal risks.

TOMY Company, Ltd. Annual Report 2013
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Strengthening product planning
and development aiming for new
growth opportunities

The TOMY Group's core products and brands, such
as Tomica, Plarail and Licca, have been loved by

-t generations of consumers over several decades,
ppor and we also offer beloved global hits such as
Transformers and Beyblade, which transcend ethnic

and national boundaries. Since making our name with

STRE N GTHS toy airplanes as the Tomiyama Toy Factory, we have

gone on to launch plastic and motorized toys in the 1950s

and popularized accessible design toys (toys for both non-
handicapped and disabled persons) in the 1980s, always leading
the way in the toy industry with our products constantly taking
TOMY Group will
velopment that

center stage in our management re
continue to strengthen the produ

will be the source of further sales

YOU ARE
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Plarail

These long-selling toy trains were launched
in 1959. The specs for the blue rails have
not changed since then, with a total of 145
million units having been sold so far.

The TOMY Group's key brands are our main source of income. These include brands such as
Japan's top-selling Licca dolls doll characters, the Tomica cars that hold a 70% share of the
Japanese toy car market and the Plarail train sets with a more than 50-year track record of sales.

Pokémon was born of video game software
launched in 1996, and the Pokémon TV
anime series, which is broadcast in 83
countries and regions, has established

the brand as important hit media content.
TOMY has so far produced about 500
different figures within our core “Monster
Collection” line, and we have shipped a
total of about 50 million units.

© 2011 Nintendo
© 1976,2012 SANRIO CO.,LTD. APPROVAL NO.5541361

Tomica

These die-cast toy cars are easy to handle
because they fit in the palm of a child’s
hand. More than 574 million have been sold
since the line was launched 43 years ago.

W/

© 2011 Nintendo
-& © 1976,2012 SANRIO CO.,LTD. APPROVAL NO.S541361

Licca dolls

Licca dolls were launched in 1967 as dolls that ) .;,_-"- N
girls can dress as inspired by their dreams and ¥ Sl LA
aspirations. By keeping pace with the times, Licca :
dolls have been loved across three generations.

© TOMY
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Newly Released Products and Others

We are engaged not only in the planning and development of new content and products
that can be developed globally across age strata but also in the toy periphery business
through capsule toys and apparel, image content, candy toys, amusement machines, etc.

* Transformers

The Transformers were launched in the
United States in 1984, with the toys and

an animated feature a big hit in Japan

the following year. The world’s most
famous shape-changing robot series, the
Transformers’ appeal transcends borders
and generations in more than 130 countries.

ceecsccns

TM & © Wizards of the Coast/
Shogakukan/Mitsui-Kids

. Duel Masters

ceecscens

Launched in 2002 as a full-fledged yet
easy-to-play trading card game, more

than 3 billion Duel Masters cards have

been shipped, with events held annually
worldwide making them ever more popular.

.
.

Auto Mee S e romy

Auto Mee Sis a robot LCD screen cleaner
that automatically wipes away fingerprints
and oily marks from smartphone and tablet
screens. It is popular for its single-minded
determination in screen cleaning. More
than 20,000 units of this popular product
were shipped in the first month after
product launch.
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\ Keitai Wanko

\( When the mysterious “mobile phone”
(keitai) is placed near this cute puppy
(wanko), the barking puppy's feelings
are translated into human language. The

wanko can produce about 300 phrases,
and kids have fun feeding him biscuits and
- & decorating him with hearts.

Home Kite

This indoor-use kite offers kite-flying
fun inside simply by using a hand crank
to power the fan (no batteries needed).
TOMY has also launched a model in
collaboration with Gayla kites, which are
very popular sports kites in Japan.

Battoroborg 20

These battling, motion-controlled hobby
robots come equipped with a wireless
remote for live-action control. Easy-to-
operate and fun for the whole family, more
than 300,000 of these units were sold in a
mere six months since the product launch.

Amusement

TOMY launched PokémonTRETTA in July
2012, and as we approach our fourth year

in this field we continue to create products
and services that cater to kids' dreams and
yearnings, such as the Pretty Rhythm arcade
game extremely popular among the stylish
"JS" (abbreviated name for joshi shogakusei,
which means elementary schoolgirl).

© 2013 Pokemon. © 1995-2013 Nintendo/Creatures Inc./
GAME FREAK inc. Developed by T-ARTS and MAQL
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Toy-Periphery Products and Stralegy 'T’I (Pmducta

R

In addition to our worldwide development of Chuggington, a popular animated TV

"‘"3_:- — character in shows broadcast in the United States, Great Britain and elsewhere worldwide,
T — we are expanding sales in North America of Lamaze products, which are designed based
TOMICA SHOP TOMICA STYLE on the advice of toddlers’ growth development specialists, and John Deere agricultural
Retail store dedicated to Line of household products and equipment toys.
Tomica-related products. novelty items including stationery.

Chugginton*

Classic train play based on the
contemporary world of Chugginton offers
imaginative, action-packed features.
*Copyright owned by the Tl Group

Leveraging popular brand content
to maximize revenue opportunities

Lamaze

CAPSULE TOYS CANDY TOYS
The right toy at the right time. These are
bright and whimsical high-quality toys for
each stage of your baby’s development.

John Deere

vy ¥

John Deere is the largest manufacturer of
VIDEO CONTENT AMUSEMENT MACHINES

agricultural equipment in the world. TOMY
produces several categories of John Deere
toys including preschool, riding, radio
control and die-cast replicas.




Special
Report

CREATING REAL SYNERGIES THROUGH
CROSS-SELLING WITH U.S. SUBSIDIARY

TOMY INTERNATIONAL

As the TOMY Group has accumulated strength and
know-how in development, manufacturing and sales
in Japan, we are now engaged in full-scale expansion
overseas that exploits the synergies created with
TOMY International (TI), our U.S. subsidiary.

In this case, we have acquired the global toy license
for the internationally popular Pokémon from the
brand management company (licensor), The Pokémon
Company, which we are using to execute cross-
development of the brand not only in Japan and
other parts of Asia but also in Europe, North America,
Oceania and elsewhere.

Global expansion of Pokémon
finally under way

SPREADING THE ATTRACTION OF POKEMON
OVERSEAS AS A GLOBAL TOY MASTER PARTNER
Pokémon was born from video game software launched
in 1996, and since then has registered total global sales
of more than 245 million units. The Pokémon TV anime
series, which is broadcast in 83 countries and regions,
has established the brand as hit media content. TOMY
acquired the commercial license for Pokémon in 1997,
the year after it was launched, and since then we have
engaged in the planning, development and distribution
of related toys and peripherals in Japan, while also
conducting sales in Hong Kong, Taiwan and South Korea,
achieving nearly two decades of strong performance in
Japan and other parts of Asia.

‘?@Kéﬂé

As Tl has entered into a licensing agreement
covering Europe and North America with The
Pokémon Company International, the U.S. subsidiary
of the Pokémon brand management company,
the TOMY Group is now able to market our Japan
Pokémon merchandise simultaneously overseas, and
we anticipate that this will expand our business.

© 2013 Pokémon

© 1995-2013 Nintendo/Creatures Inc./GAME FREAK inc. TM, ®,

and character names are trademarks of Nintendo.
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