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Mattel’s History

from a garage workshop
In 1945...
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to the largest, most
Innovative toy
manufacturer
In the world!
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Vision:

World’s Premier
Toy Brands -
Today and Tomorrow
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What | Learned in Marketing 101

The definition of marketing Is to ®find out what a
public wants & get it to them profitably. ¥

-- Professor John Wieland, University of Arizona

®The aim of marketing is to know and understand
the customer so well that the product or service

fits him and sells itself. ¥
-- Peter F. Drucker
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The Mystery of Advertising

@ | know that half my advertising is wasted, the

problem is | just don't know which half. @
-- John Wanamaker, considered the father of modern advertising
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®| won't settle for 50 percent of

anything. | want 100 percent.?
-- Don Draper, Mad Men
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The Next Generation
of Marketing

Dr. Mazziotta at UCLA:
Brain mapping
Neuroscience Is the new

science of marketing
Can predict likes and
dislikes

He can track
changes in the
brain
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John Mazziotta
Brain Mapping
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The World Is
Changing Quickly

2012 London Summer Games

BIG DATA

For two weeks this summer, when the world
comes together for the 2012 Summer Games,
an unprecedented spike in the sheer volume of
big data is expected to be generated on a
global scale. Are today’s businesses and IT

systems ready to support the record-setting
amount

Social connections -- likes,
dislikes and opinions travel

around the world In an instance,
as does a crisis.
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of live sports media
coverage (covering
every single sport each
day of the Games)
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will be digitally broadcasted
to more than...

14,000+

TV and broadcast stations
worldwide tuning in to

tathatthewoddlsonpaeeto

200 000
HOURS

of big data will be
generated while
testing the IT systems
before the Games
even start
(the equivalent of

8,333 days of work) 845

MILLION
monthly active Facebook
users resulting in
an average of

- 15TB+

of data predicted

to be collected
PEOPLE each day during
Ry the Games

expected to visit the
official Website

of the 2012 Summer Games

expected to
be posted to
Twitter during
the Summer
Games

TWEETS

PER SECOND

expected to be

with... 4 B
watch the opening

PEOPLE ceremonies
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8.5B

connected to the
DEVICES

Internet in 2012

Keystrokes from many of these devices
will add to the amount of big data
generated during the Summer Games.
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In the Words of Mark Twain ...

@

| wrote you a long
letter because | didn't
have time to write a

short one. @

Mark Twalin
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Mattel Bonus Structure

“NOPAT-CC”

Gross Margin
Kicker (50%)

-——_



2012 Kellogg Marketing Leadership Summit

Inventing the Future of Marketing

Is Variable Pay (Bonus) Truly Variable?

Mattel Incentive Plan Payout History

150% 150% 150% 150%

130%

100% Target
Payout

60%

0%
2000 2001 2002 2003 2004 2005 2006 2007 2008 2009 2010 2011
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« Company is 100 years old %

o 825 decentralized business units @*

* Designs and produces an array of
highly-engineered fasteners and components,

equipment and
consumable systems

« Uber-focused on the 20%

lllinois Tool Works
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Do You Practice the 80/20 Rule?

@ P

Is the juice worth the squeeze?

Ron Sargent, CEO Staples
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Great product ideas can
transform a company.

Great brands can sustain ,
a business. &

What’s next? \
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Annualized TSR(?)

Report Card: Total Shareholder Return 11.2%

Mattel
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Toy Peers

Annual TSR®  5/2000 2001 2002 2003 2004 2005 2006 2007 2008 2009 2010 2011

Mattel 30% 20% 12% 3% 4% -16% 47% -13% -11% 30% 31% 13%
Toy Peers -31% 90% -7% 37% -4% 11% 16% -19% -52% -9% 19% -19%
S&P500 -6% -12% -22% 29% 11% 5% 16% 5% -37% 26% 15% 2%
3-Month T-

Bill 3.6% 3.5% 1.6% 1.0% 1.4% 3.2% 4.9% 4.5% 1.4% 0.2% 0.1% 0.0%

Notes:
(1) Peer group includes: Clorox, Coca-Cola, Colgate-Palmolive, Hasbro, Kraft, Liz Claiborne, Nike, PepsiCo, Procter & Gambl
(2) TSR for Peers and S&P is from May 31, 2000 through End of Year 2010, T i
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| The Economy: How Low Will It Go? |
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Will Rogers

Even if you’re

on the right track,
you’ll get run

over if you just

sit there.
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WINNER OF THE PULITZER PRIZE

OUR TOWN

Do What Matters
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