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Greetings to our Industry Partners,

Industries world over have seen a significant change in doing business and 
the toy industry has not been left unaffected by the same. While past year and 
months have posed significant challenges on the industry it has also brought 
with it a new era of doing business, working and also playing. On one hand 
the restrictions in movement definitely impacted the local retail market, but 
on the other hand e-commerce thrived. 

In this edition of Kids India magazine we bring to you the latest domestic 
market scenario and outlook from stakeholders like TAITMA and SGEPC. 
We also bring forth insights into the international market trends gathered 
by international authors and how the Indian toy industry can prepare, re-
invent, innovate to compete on the global scenario. 

Enjoy reading the magazine. Stay safe & stay healthy.

Sonia Prashar
(Deputy Director General)

Indo-German Chamber
of Commerce

Issued by/Publishing House:

Spielwarenmesse India Pvt. Ltd.
www.kidsindia.co.in

Indian Toy Industry    Page 4
R Jeswant, Funskool

Stop & Restart     Page 6
Manish Kukreja, TAITMA

Walk down the memory lane   Page 8
Indo-German Chamber of Commerce

Spielwarenmesse best of both online + onsite Page 11
Spielwarenmesse eG

Joy of playing     Page 13
Tarun Dewan, SGEPC

Koppal Toy Cluster    Page 15
Interview with Kishore Rao, Aequs Infra

Making play accessible and safe for children Page 17
Kavitha Rao, IKEA

Bringing products to life with Augmented Reality Page 19
Interview with Kate Scott, HoloToyz

Educational games are on the rise   Page 22
Maria Costa, AIJU, Spain

Playing safe and clean    Page 24
Peter Thomas, Tech. Journalist, Germany

Magazine Issue No. VIII
Month: September 2021
Place of publish: New Delhi

Editorial Team:

Kavita Sharma, Editor
Tanu Ailawadi, Co-Editor

kidsindia1www.facebook.com/KidsIndiaFair/ linkedin.com/showcase/kidsindia

TABLE OF CONTENT

At last – try out products again and meet like-minded folk. 

At the world’s leading trade fair for toys.

IT’S NO FUN PLAYING ALONE
IT’S NO FUN PLAYING ALONE

’S NO FUN PLAYING ALONE
’

At last – try out products again and meet like-minded folk. 

At the world’s leading trade fair for toys.

HEAD TO 
NUREMBERG!

onsite+online

UK_EN_Kids_India_Magazine_210x280mm_Anschnitt0.indd   1UK_EN_Kids_India_Magazine_210x280mm_Anschnitt0.indd   1 13.09.21   14:3013.09.21   14:30



Page 4 | Kids India Magazine - Sept 2021

The Indian toy industry has been in the limelight ever since 
our  Prime Minister’s call to the industry in his monthly 
“Mann Ki Baat” address last year, to be “Atmanirbhar” in 
toys and to become a hub for the global toy industry. The 
Prime Minister had called for the industry to be “Vocal for 
Local” and asked for development of toys & games based 
in and on India to arrest the  outflow of foreign exchange 
worth crores of rupees.

In year 2021, many new events were launched to promote 
innovative ideas for toys and games. Several seminars 
were organized, all aimed at promoting awareness about 
toys and to work towards increasing India’s share of the 
world toy market which is estimated at over US$ 90 billion. 

Meanwhile attention was also  paid to improving the qual-
ity of the toys produced in India while ensuring that quality 
standards are  maintained on all imports into the country. 
The new regulations set by the Bureau of Indian Stan-
dards (BIS) was implemented with effect from 1st Janu-
ary 2021. Today, all factories producing toys in India are 
required to be certified by the BIS and product testing has 
been made mandatory. The factories from which toys are 
being imported into India are also required to be inspect-
ed and certified by the BIS. The higher import duties noti-
fied in the 2020 budget  provided the opportunity for Indi-
an manufacturers to compete effectively against imports 
from countries like China.

The results so far have been quite encouraging with a lot 
of design and development activity being undertaken by 
Indian manufacturers. We have also seen India making 

INDIANINDIAN
TOY INDUSTRYTOY INDUSTRY

- R Jeswant, CEO, Funskool

rapid strides as a sourcing destination for many Interna-
tional toy companies. With consistent policies to regulate 
the quality of imported  toys , the Indian Toy industry which 
currently has only a miniscule share of the world toy mar-
ket is expected to register higher growth rates in the years 
to come. The global toy industry is over US$ 90 billion and 
the future is loaded heavily in favour of India with its large 
population of children and a market which will grow ex-
ponentially in the years to come. The Indian Toy industry 
has to be ready to meet the demand which is bound to 
grow and the steps being taken now will have a signifi-
cant impact.The industry being labour intensive has the 
potential to provide employment opportunities on a very 
large scale.

For the industry to sustain its growth it  is absolutely essen-
tial for us to design and develop products in India which 
have global relevance. Indian companies have the poten-
tial to design and develop toys for international markets. 
Funskool (India) Limited, in addition to being a source for 
several major International companies for procuring their 
products has been able to establish a distribution network 
for our own brands in over 25 countries and the business 
is growing rapidly.

Developing our own products and brands is very import-
ant to sustain the domestic and export markets. Contract 
manufacturing for International toy companies has its lim-
itations and is heavily dependant on being price competi-
tive with other sourcing destinations. In the domestic mar-
ket in India the biggest impediments to growth are low 
awareness about toys and affordability. We have to build 
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awareness among parents about the need for toys in the 
development of the child. The ability to manufacture quali-
ty toys for the domestic market will result in higher afford-
ability and rapid growth of the industry.

R Jeswant,
CEO, Funskool (India) Ltd.

The domestic toy market is beginning to emerge out of 
the very difficult times induced by Covid-19. Lockdowns 
ensured that malls and stores remained  closed for long 
spells. Funskool has so far managed to remain relative-
ly unscathed during this difficult period when Covid-19 
has been rampant. We focused more on manufacturing 
for our international customers  while simultaneously ex-
panding  distribution of our own brands in overseas mar-
kets, which yielded high growth in our overall  export vol-
umes. The focus in the domestic business has been on 
design and development of several new products, which 
have been launched. Our own brands like Giggles (In-
fants & Preschool) Fundough(Dough) Handycrafts (Arts & 
Crafts) Play’N’Learn (Educational Puzzles) Board Games 
(Licensed as well as developed in house) have all had con-
siderable success. We have also introduced  a number of 
traditional toys & games which have yielded good results 
and we are expanding capacities at all our three plants. 

We see the drop in domestic demand on account of the 
pandemic as an aberration and have no doubts that the 
Indian toy market will grow exponentially in the years to 
come !

Licensing is very important in the toy market and Indian 
companies may have limitations in bidding for global li-
censes in the near future. The solution could be for Indian 
companies  to have tie ups with global toy companies for  
manufacturing & distribution of licensed products.

The India toy market will grow to significant levels 
quickly and it may make sense for toy majors to scout

for local partners for their Indian operations.
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The multiple challenges starting from the pandemic of 
covid-19 to the BIS and the import duty hike, it seems 
nothing worse could have happened. Then the unprece-
dented price rise of the raw materials, the shrinking mar-
ket, delayed payments & the second lock down, rattled al-
most everyone. The grit of the small manufacturer who 
has survived this test needs to be appreciated. Many have 
not made it through the pandemic. The consequences 
could be drastic.

A survey showed that the toy industry shrunk by about 
40%. The impact of this will be felt for a long time and for 
many it will take years to get back on track. Although with 
the schools in online mode, parents have become sensi-
tive to education based toys thus giving boost to STEM 
Toys, otherwise market has been sluggish. This is due to 
controlled spending during the lockdown. There have been 
lay-offs, salary cuts, etc. which did not help.

STOP AND RESTARTSTOP AND RESTART
- Manish Kukreja, President, TAITMA

As we prepare for re-opening, there is a possibility that the 
industry will flourish, as it has the potential. With schools 
being in online mode, parents would like to reduce the dig-
ital exposure for their kids (TV/ video game time) and will 
encourage play.

The digital influence has hit the toy industry hard. Every 
child had a smart phone hence has hundreds of thousands 
of games on her/his finger tip. I believe that the lockdown 
helped families bond and encouraged elders to play too. 
Games help to reduce stress in the adults.

With the government having its focus on the toy industry, 
the future looks promising. The BIS is the first step in the 
right direction, although the implementation of the same 
is wanted. Gautam Arora from Playcraft Traders (Delhi) 
agrees and feels that “…there should be ease of testing in 
terms of cost and facility”.

It is important to understand the complex nature of the 
toy industry. Its uniqueness to the other industries lies in 
the change in the variety with every season. A study once 
revealed that the toy industry churned out about 400,000 
different sku’s. The average life cycle of the unit is limited, 
and the development cost is huge.

With India being one of the most unregulated markets in 
the world, it was only logical that standards be set, if India 
is to become a $5 Trillion economy, as envisioned by the 
government it is important to have these regulations. Gov-
ernment has been constantly asking the industry for its in-
puts to help grow domestic production and make India a 
“Toy Hub” for the global market.
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India has a lot of catching up to do in terms of automation, 
technology, etc. A surprising fact, there are not many Indi-
an toy manufacturers in the electronic / electric toy cat-
egory. There is lot of scope for Indian manufacturers to 
innovate new toys equiped with automation technology. 
Aakash Masand of Sunny Industries (Mumbai) states: “If 
we expect medals from our athletes at the Olympics, we 
should expect ourselves to compete at the Global level too. 
Think local, act global”.

TAITMA (The All India Toy Manufacturers Association) 
has made presentations to the government on the current 
facts and the requirements of the Toy Industry, and we 
are hopeful that a new ‘Toy Policy’ will be announced for 
the industry. The young entrepreneur Gautam Arora feels 
that “India can be the world’s next toy factory”. Playcraft 
Traders has been exporting to many countries across the 
globe. “The present government schemes like the interest 
subvention scheme is extremely helpful” as per Aakash 
Masand.

The industry feels that the need of the hour is to have a 
robust ancillary units set-up to support the existing com-
panies. This is currently missing in the country. This will 
help in the growth of the Toy Industry, reduce costs and 
have more specialized players, just like the automobile in-
dustry. Incentivising automation should be encouraged by 
the government so that finance liquidity crisis & technical 
stagnation of the MSME’s is avoided.

Most of the Indian manufacturers are in the MSME sector, 
which are family run businesses. There is either one ‘Key 
Man/ Woman’ who is responsible for everything. In our 
presentation, we have laid stress on ‘ease of doing busi-
ness’ even for the Indian entrepreneur and not just foreign 
investors. The reduced stress on the MSME will automat-
ically increase their productivity. We have constantly said 
that there should be focus on the ‘Implementation of the 
policy’ & not on ‘severe punishment.

We have seen the younger companies being funded, grow-
ing and exporting. Surprisingly, there are some who have 
reversed the trend and have exported to China as well. 
This is because they have all focused on the most import-
ant aspect:

Innovation

In my opinion, ‘Innovation’ will play a major role in the toy 
industry and the future will be bright for those who Inno-
vate.

Lastly, it is important to educate the schools & parents on 
the importance of toys in the early development of a child. 
This becomes even more important during the lockdown 
as the children, who are full of energy, cannot step out. Its 
important to direct their energy in a positive & construc-
tive manner.

In my opinion, Buying a Toy or a Game is not an 
expense, it’s an Investment.

Manish Kukreja
President, The All India Toy 
Manufacturers Association (TAITMA)
Director & CEO: Min Toy Pvt. Ltd.
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Walk down theWalk down the
memory lanememory lane

Kids India – The Spirit of Play
It was a bright October afternoon, when our team leader 
invited us to her cabin for a very important announcement, 
we still vividly recall the day, in fact the moment she in-
formed us about Spielwarenmesse’s toy fair and their de-
sire to bring the toy fair to India. The team that has been in 
the business of organizing trade fairs, comprising of peo-
ple from 25 – 45 years old, got very excited. Of course 
we all knew we are well past the age of playing with toys, 
but the thought of toys took us back to our childhood. We 
started recounting our stories to each other, how playing 
with toys, with friends, without friends, creating our very 
own fantasy world shaped and prepared us to enter the 
adult world. This walk down the memory lane by each 
team member, brought our childhood rigor, excitement 
and enthusiasm to fore and the determination to have our 
very own show “Kids India”. 

The preparations for launching Kids India started in year 
2011. The days leading up to the launch of Kids India in 
year 2013, was filled with arduous work. As a part of our 
strategy, the Kids India team focused on getting feed-
back from the Industry by organizing multiple interac-
tions, meetings and brainstorming sessions to come up 
with ideas. We picked the industry pulse and after under-
standing their needs, created key strategies for the show 
in the area of Marketing, Brand Building, logistics etc. We 
tied up with up the like-minded societies TAITMA, SGEPC 
and NSIC with the aim to bring all the stakeholders un-
der one roof. The two years preparations paid off with 153 
exhibitors and 5726 visitors participating in the first edi-
tion of the show, making Kids India 2013 a huge success. 
The second edition of the show saw an increase in 40% 

in exhibitors and 10% in visitors, further verifying the suc-
cess of the show and since then there has been no look-
ing back. 
 
The Kids India team, after two successful editions added 
elements to further boost the Indian Toy Industry, with 
the launch of Kids India Magazine, where the organizers 
with their experience of the International Market, acquired 
whilst organizing the Toy Fair, Spielwarenmesse, at 
Nuernberg, Germany, shared the latest trends like STEM, 
Electronics, Artificial Intelligence and provided insights 
into topics like licensing and the Indian Market Scenario. 

Furthering the aim of providing a unique platform, special 
attractions were added to the show every year. 

Kids India 2016: An exclusive pavilion on stationary prod-
ucts was added named “Back to School”. 
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Kids India 2017: A focused area “Trending Now” was cre-
ated  to put spotlight on the important trends of the year. 
This area offered a special forum for presenting trends 
within the industry and new products at the fair.

Kids India 2018: Launched a fresh and innovative activity 
area to present sports goods “Sports Arena”, along with 
celebrating 70th Anniversary of Spielwarenmesse.

Kids India 2019: inspired the creative side at “Creative 
Arena”

Apart from empowering Kids India every year with exclu-
sive & focused areas various workshops and seminars 
were also organized, where experts shared their knowl-
edge and expertise. 

“Kids India is the only platform in India that serves 
the industry as a whole. It has undoubtedly made it 
very convenient for retailers/e-tailers like us to inter-
act with the right manufacturers in the industry not 
only on a PAN India basis but also with internation-
al suppliers. Kids India has also made it very easy 
to keep track of the latest trends in the toy industry. 
With new additions of services & themes every year 
it also keeps the excitement alive for the attendees.”

- Nikhil Dua | Category Head - Toys & Stationery
Snapdeal.com

“Kids India is perhaps one of the best platforms for 
the Indian Toy Industry to showcase not only their 
products, but also their abilities to the world. The 
most professionally organized Toy Trade Fair in 
India, Kids India has something for everybody con-
cerned with the Toy Trade in India. With the number 
of international visitors growing, Kids India will soon 
be on the must-visit list for the international toy fra-
ternity.”

- Manish Kukreja | President
The All India Toy Manufacturers Association

KIDS INDIA, over the years, became an important 
meeting ground for Indian manufacturers and buyers 
not only from around the country but also from world 
over. During the 2019 edition of Kids India, Interna-
tional buyers were very excited to see the vast range 
of Toys offered by India. We are keenly awaiting the 
next edition of Kids India for Indian manufacturers 
to showcase their collection of Toys and for Inter-
national buyers to meet their sourcing requirements.

- Tarun Dewan | Executive Director
The Sports Goods Export Promotion Council
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Reminiscing about the journey of Kids India since its in-
ception has once again brought the same vigor and vital-
ity among the team. They are forever more determined to 
take Kids India and its future editions to greater heights 
of success. The team has already started coming up with 
new & innovative ideas for the future edition of Kids India. 

“Indo-German Chamber of Commerce has been representing Spielwarenmesse eG in India for many years and was 
also responsible for the organization of their premiere event in India in 2013. Since then Kids India has become a 
must  attend event  for  those  keen  to  explore  the  Indian  toy market and has established itself as an  effective  
marketing  and  communication  platform  for  the industry in India. With the Indian government’s aim of boosting 
toy manufacturing in India the fair is set to grow even further and will be adding many new exhibitors and products 
in the future. Going forward we are also planning to add new, innovative features and special areas keeping in line 
with the current market trends. As the Indian representative for Kids India we are thrilled to be organizing this event 
once again.”

- Sonia Prashar | Deputy Director General
Indo-German Chamber of Commerce

Kids India has established itself as India’s leading 
Toy Fair in a very short period. The fair presents a 
wonderful platform for Indian & International toy 
companies to showcase their products for potential 
exports or to tie up distribution arrangements . With 
the Indian toy market bound to get much bigger , the 
importance of being present in Kids India will be felt 
even more in the years to come!

- R. Jeswant | Chief Executive Officer
Funskool

For more information:
priya.sharma@indo-german.com | +91 98107-30216
tanya.bhardwaj@indo-german.com | +91 98996-50737
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The toy business thrives on face-to-face meetings. That’s 
why the toy industry is eagerly waiting for the trade fairs 
to take place everywhere again. The Spielwarenmesse 
is known for its diverse and international business po-
tential. From 2 - 6 February 2022, long-standing and fu-
ture business partners will gather in Nuremberg. They will 
exchange information about the new products and initi-
ate and conclude business deals. So far, more than 1,440 
companies from 57 countries have already booked their 
place at the fair – including all the industry’s key players. 

This means that the current exhibitor numbers are only 
marginally down on those recorded at the same point in 
the registration phase for Spielwarenmesse 2020. Florian 
Hess, Executive Board Member Fair Management, Spiel-
warenmesse eG, feels upbeat about the current booking 
levels: “The figures underline the extremely high standing 
enjoyed by the trade fair around the world.” The interna-
tional composition of the exhibitors is also seen as a pos-
itive sign. “The high number of countries bears witness to 

the expo’s lasting international pull,” emphasizes Christian 
Ulrich, Executive Board Spokesperson. 

Top priority: Safety & health of all participants
The safety and health of all participants is the top priori-
ty of the Spielwarenmesse team. It is constantly monitor-
ing COVID-19 developments in order to ensure a safe stay 
for all guests in Nuremberg. A corresponding hygiene con-
cept is updated on an ongoing basis in keeping with the 
pandemic’s progress and in coordination with the relevant 
authorities and NürnbergMesse GmbH, the site operator.

Exhibitors and visitors can find all updates of the hygiene 
measures on the fair ground at: 

Hygiene measures of Spielwarenmesse 2022 
www.spielwarenmesse.de/en/fair/hygiene
For further details on hygiene measures for staying in the 
city of Nuremberg are provided by the Nuremberg Conven-
tion and Tourist Office. 

Hygiene measures of the City of Nuremberg 
www.tourismus.nuernberg.de/en/information/corona/

New features of Spielwarenmesse 2022 
When shaping the exhibition concept, the organizer at-
taches much importance to continuity. Both the hall al-
location and product groups will, therefore, remain un-
changed. As in previous years, the Tech2Play area in Hall 
4A will place the spotlight on innovations from the Elec-



Page 12 | Kids India Magazine - Sept 2021

tronic Toys sector. The upcoming Spielwarenmesse will, 
however, have plenty of new ideas in store for the indus-
try. A revised presentation of the latest product innova-
tions and the topic of sustainability will play a central role 
among other highlights.

Area for Service Providers 
www.spielwarenmesse.de/en/service-providers 

The Area for Service Providers in Hall 3A, for example, will 
be celebrating its debut. This zone will be devoted to in-
dependent testing institutes, suppliers of production tech-
nologies, EPOS systems and packaging, as well as mar-
keting and advertising specialists who will be offering 
their services to both trade and industry. 

New “Fit For Fair” webinars for exhibitors
Organizer Spielwarenmesse eG offers the “Fit For Fair” 
webinar series to first-time and established exhibitors for 
preparing efficiently the world’s leading toy fair. The webi-
nars provide important tips for a perfect exhibition appear-
ance, valuable advice on presenting products and innova-
tions as well as on networking with retailers and buyers. 
Drawing on its experience in staging and marketing trade 
fairs, the Spielwarenmesse team is using this new service 
to support firms as early as during the planning phase. 
The schedule for the upcoming live webinars is available 
at www.spielwarenmesse.de/en/fitforfair. The September 
webinar presents: Spielwarenmesse Digital - Highlights 
and functions at a glance.

Spielwarenmesse Digital: The best of both
onsite and online 
To maximize success at the trade fair in Nuremberg, orga-
nizer Spielwarenmesse eG is expanding its range of ser-
vices to include Spielwarenmesse Digital. The new plat-
form extends the already huge reach of the live event. It 
will be a valuable tool for all participants before, during 
and after the Spielwarenmesse as well as a treasure trove 
of important information – from product presentations to 
networking contacts and talks held by experts.

Spielwarenmesse Digital provides a comprehensive sum-
mary of all onsite or online participating companies and 
their products. The integrated search function allows visi-
tors to research specific exhibitors, products, brands, and 

licences, to remember relevant companies or to contact 
them directly. Exhibitors can show an individual header im-
age, an introduction to the company, a presentation of the 
product range and personal staff profiles. These functions 
allow users to enter into direct contact with each firm.

All participants will have their own personal profile that 
can be filled with information about individual interests, 
social media and other details. Personalized suggestions 
will help users generate new contacts on the platform and 
to chat or arrange appointments either at the fair or virtu-
ally. This is facilitated by the various communication tools 
on Spielwarenmesse Digital, such as private chat, group 
chat, audio calls and video meetings.

The extensive programme of events at the physical Spiel-
warenmesse will also be live-streamed on the digital plat-
form. Included are the Toy Business Forum, the License-
Talks and workshops as well as the exhibitors’ product 
presentations, which will be transmitted from Nuremberg 
to the rest of the world. 

Further details about the new digital offering can be found 
at Spielwarenmesse digital: 
www.spielwarenmesse.de/en/digital

Spielwarenmesse 2022 in Nuremberg
Date: 2 - 6 February 2022

Opening hours: Wednesday to Sunday 9am – 6pm
Venue: Messezentrum Nürnberg

(Nuremberg Exhibition Center), Messezentrum 1
90471 Nuremberg, Germany

Your contact: Tanu Ailawadi 
Indo-German Chamber of Commerce 

21 Jor Bagh, New Delhi 110 003
Tel: +91 11 47168822  Fax: +91 11 26873221

Mail: tanu.ailawadi@indo-german.com
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Toys and Games have been an integral part of Indian culture. Archeologists have excavated many toys which date as 
far back to Indus Valley civilization. Many modern day toys resemble toys found in Indus Valley Civilization like Maze 
Toys, Mobile Carts etc.

Due to the fragmented and low volume production of toys 
in modern day India, there are lot of challenges for Indi-
an Toy Industry, like keeping pace with changing consum-
er demands, advent of electronic toys, digital games etc. 
However, Indian Toy Industry has accepted these chal-
lenges and are geared to overcome them. 

In recent years, the advent of advanced technology and 
machinery has encouraged manufacturers to produce 

modern and innovative toys. A study conducted by IMARC 
Group forecasts that the Indian toys market will grow at a 
CAGR of 12.2% during 2021-2026. The key growth drivers 
in the coming years would be :

• With a population of around 1.3 Billion, and very large 
young population with around half of the total population 
under the age of 25 India can boast of huge consumer 
base.

THE JOY OF PLAYINGTHE JOY OF PLAYING
- Tarun Dewan, Executive Director, SGEPC
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• The increasing domestic demand for toys in India is also being catalyzed by the country’s strong economic growth and 
rising disposable income. Consumers have more disposable income and their spending patterns have also changed re-
sulting in a major shift from traditional, medium to low-end battery-operated toys, towards innovative electronic toys, in-
telligent toys as well as upmarket plush toys.

• Various Government initiatives like Atal Tinkering Labs in schools, creating an institutional framework, to nurture in-
novation and entrepreneurial mindset. Through the Atal Tinkering Labs (ATL), aim is to foster innovation at school lev-
el, wherein students get an opportunity to experience design thinking and widen their intellectual horizons in pursuit of 
solutions to day-to-day problems. They can showcase their innovations at prestigious platforms where STEM toys will 
play a vital role, further boosting the toy industry.

• Hon’ble Prime Minister of India’s clarion call to promote Indian Toys worldwide has activated the whole Government 
machinery and a “12 point Action Plan” has been prepared “Team up for Toys”

Under above action plan, a virtual mega fair – “National Toy fair” has been already organized during Feb-March 2021. 
Special focus is also being given to promote registered clusters of traditional toys and G.I. tagged Indian toys worldwide.

The Indian toy industry is only 0.5% of the global industry size indicating
a large potential & immense growth opportunity available.

Tarun Dewan
Executive Director
 The Sports Goods Export Promotion Council, New Delhi
(Export Promotion Council for Toys & Sports Goods)
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The domestic toys market in India is estimated at $ 1.23 
billion in 2020 making up less than 0.5% of global mar-
ket share and the market is expected to grow at a CAGR 
of 12.2 % between 2021 and 2026 according to the mar-
ket research company IMARC. Market is fragmented with 
over 4,000 toy manufacturing units located in states such 
as Karnataka, Tamil Nadu, Maharashtra and Uttar Pradesh. 
The key to strengthening India’s position in the toy manu-
facturing industry, with respect to exports and reduced im-
port dependency, is to enable ease of doing business in In-
dia, and arriving at a more robust competitive solution to 
global giants like China. The 400 + acre Koppal Toy Clus-
ter is a definitive step towards addressing this. It is aligned 
with the Centre’s drive towards bringing in transformative 
changes in the domestic toy industry by promoting “Vo-
cal for Local” and “Make in India” under the Atmanirbhar 
Bharat scheme. 

Country’s 1st and the largest toy 
manufacturing cluster for exports and 

domestic markets now open for business

Koppal toy cluster is expected to change the toy manufac-
turing industry in India. It is set to bring global production 
standards and unify the fragmented Indian Toy Industry. 

We interviewed the CEO, Kishore Rao of Aequs Infra for 
the same. 

What is the concept and rationale behind Koppal toy 
cluster?

Toy Market in Karnataka and neighbouring states: In-
dia was self-sufficient in toy manufacturing till 1980’s. In 
1990s, the opening of economy resulted in entry of toys 
manufactured outside India mainly from China, Hong 
Kong, Taiwan, Netherlands, and Sri Lanka. In 2020-21 
(Apr-Feb), 72.5 % of India’s domestic toy demand was met 
from China, followed by Hong Kong, Taiwan. The govern-
ment is making efforts/support to boost the toy indus-
try which includes raising import duties, compliance with 
Bureau of Indian standards (BIS) of imported toys and fi-
nancial incentives and subsidies for domestic toy manu-
facturers. It provides inventory of low risk and asset light 
models. Successfully implemented models with ready-
built industrial infrastructure that renders build-to-suit of-
fering higher capex savings. India is already home to sev-
eral large multi-national manufacturing companies from 
select countries creating a familiar ecosystem. The avail-
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ability of labour at competitive costs, flexible labour laws, 
vast availability of raw materials, plug-and-play facilities, 
favourable business environment, proposed PLI scheme 
for toy sector, incentives, and subsidies by Central & State 
governments likely to make India a toy manufacturing hub. 
In addition, the increase in customs duty and implementa-
tion of higher safety standards is likely to encourage do-
mestic manufacturing. Koppel toy cluster will benefit be-
ing strategically positioned right in the center to cater to 
this 50% domestic toy market apart from exports.

What are the advantages for companies choosing to set 
up their manufacturing base in Koppal Toy cluster? 

The 400+ acre Koppal Toy Cluster is a definitive step to-
wards addressing the issues of exports and reduced im-
port dependency and towards facilitating a robust com-
petitive solution to global giants like China. Koppal is 
strategically located for manufacturing and industrial ac-
tivities. Situated at the centre of the potential market, it of-
fers smooth connectivity to key roadways, railways, sea-
ports and airports in the region. It also shares proximity to 
major trade hubs in the area such as Hubballi and Benga-
luru. To make the project a success, the Karnataka state 
government has gone the extra mile by rolling out several 
fiscal incentives and reforms for toy manufacturers, there-
by enabling ease of setting up plants, optimizing running 
costs and leveraging key resources at competitive costs. 
The fiscal incentives include subsidies on capital invest-
ment, wage, interest, freight, power, rent, along with train-
ing assistance and special incentives for developers.

Availability of Raw Material: the main component used in 
toys is plastic and the other materials used are wood, tex-
tiles and the metal. India being world’s second largest pro-
ducer of polyester and related fibers will benefit toy man-
ufacturing sector. 

Low labour costs: toy industry is labour intensive, the cost 
of labour can account up to 50% depending on the type of 
toy.  Low wages and rate of growth of wages is lower com-
pared with the competing countries such as China, Thai-
land, Vietnam and Taiwan. Thus, providing cost advantage 
to India.

India’s huge consumer base: A population of over 1.3 bil-
lion – is a vast majority of young people with approximate-
ly half of the total population under the age of 25. 

Lowest Corporate Tax in Asia: Government of India 
slashed corporate tax rates for new manufacturing firms 
to 15 %, which is lowest in Asia.

Availability of Land: The government of India has mapped 
as much as five lakh hectares of land for industrial pur-
pose— more than four times the size of Hong Kong — 
spread across 3,390 industrial belts and special econom-
ic zones (SEZs) in the country.

FDI: Under the regulatory framework 100% FDI permissi-
ble through automatic route

Ease of Doing Business (EoDB): India ranked 63rd posi-
tion in 2019 from 142 in 2014.

Infrastructure Investments: GOI allocated around US$ 
42.6 billion under capital expenditure for industrial infra-
structure in India as part of the National Infrastructure 
Pipeline (NIP) programme during FY’s 2020 to 2025.

PLI Scheme: The government of India has identified very 
labor-intensive toy manufacturing sector in PLI scheme, 
which is likely to encourage domestic toy manufacturing.

Fiscal Benefits in brief

30% Capital Investment Subsidy I 100% reimbursement on 
stamp duty & registration charges I 5% Interest subsidy on 
term loan I Rs 2 per unit subsidy on Power Tariff for 5 yrs I 
100% exemption on Electricity duty for 5 yrs I Freight sub-
sidy –First 2 yrs= 75% & Year 3 to 5= 50% and host of oth-
ers subsidies (Rental/ Wage/ Skill Development Incentive 
and Social Security).
(*Subject to changes in policy and incentive structure.)

How many companies are willing to set up their base in 
Koppal Toy Cluster?

The Koppal Toy Cluster is being developed with a view to 
serve both the domestic and international markets. With 
that in mind, it will consist of a Special Economic Zone 
(SEZ) for exports, a Domestic Tariff Area (DTA) for com-
panies to tap the Indian market, and a Free Trade Ware-
housing Zone (FTWZ) – an ideal mix for both local and 
overseas manufacturers. Set up at an investment of Rs 
4000 crore, the Toy Cluster will be equipped with state-
of-the-art and ready-to-use infrastructure that will be on 
par with the best in the world. It will house capabilities 
like design, moulding, die-casting, painting, PCBA, print-
ing, packaging, among others. Designed to global stan-
dards, the cluster will support the entire manufacturing 
value chain. The 400+ acre toy manufacturing ecosystem 
will house over 100 units with a potential to generate over 
25,000 direct jobs apart from 100,000 indirect jobs over 
the next decade. Several global and local reputed toy mak-
ers and OEMs have evinced keen interest in sourcing from 
the Koppal Toy Cluster for the global markets. Already six 
strategic MoU’s were signed by companies to establish 
their manufacturing facilities in Koppal Toy Cluster, total-
ling revenue potential of $450 million. The MoUs demon-
strate the strong commitment of the industry to the Kop-
pal Toy Cluster.

Kishore Rao
CEO, Aequs Infra



Kids India Magazine - Sept 2021 | Page 17

Making play accessible 
and safe for children 

Over the past year, we have seen that home has taken the 
center stage. Our life revolves around the home. It is the 
same for children as well. Kids today do not have oppor-
tunities to play, and they are spending less time outdoors 
as a result of their tight schedules with online classes due 
to the pandemic. 

Benefits of Play: For our most important
consumers 

At IKEA, we believe children are the most important people 
in the world. This is embodied in Living with Children, one 
of IKEA’s long-term home furnishing priorities. We share 
our home furnishing know-how of safe, smart, and inspira-
tional solutions and demonstrate ways to improve family 
living. All this helps support and encourage children’s way 
of life in all areas of the home as we see in India.

Our research reveals that through play, children connect, 
create, recharge, escape, and explore. It’s these five ‘play 
benefits’ that make play a basic human need – not a lux-
ury. They’re also why the UN Convention on the Rights 
of the Child underlines play as the universal right of ev-

ery child. For children, it’s how they learn social behavior 
and develop empathy and self-esteem. The movement in 
play strengthens their bodies and teaches them balance 
and coordination, helps them follow rules as well as solve 
problems. 

In Children’s IKEA range we have more than 200 toys arti-
cles.  Our collection of role-play toys helps give wings to 
the imagination of children and make play time as a means 
to learn. Our range of soft toys give children a new com-
panion that they can hug, comfort, and share their feelings 
with. The range is made without any plastic parts. In this 
age of tablets and phones, a set of good, old-fashioned 
wooden toys gives children a break from tech and devel-
ops their thinking and motor skills, while keeping them en-
tertained. The Arts & crafts collection not only keep little 
ones occupied but also help develop concentration and 
creativity. One cannot not emphasize the importance of 
physical play, which allows children to play, fall, rise again, 
improving their motor skills and sense of balance. With so 
much of options in Play & Learn, Toy storage cannot be 
far behind; it allows children to learn to pick up after them-
selves and keeps their spaces free of clutter.
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Health and Safety: Critical aspects of
children’s range 

Child safety is our priority. There is zero tolerance for 
health and safety risks in children’s products. At IKEA, 
four cornerstones guide in the development of products 
for children: Child safety, a child’s perspective, knowledge, 
and sustainability. Children also do not always use prod-
ucts as they were intended. Hence, we consider safety ear-
ly in the product development process; while a new IKEA 
product is being designed and developed. It is first tested, 
and risk assessed as a prototype. We test it again before 
we sell it, and we test it continuously once it is available 
to consumers. We do not sell a product unless it passes 
every test. For example, soft toys go through a metal de-
tector to make sure no needles or other foreign objects 
are left inside after production. In terms of compliance to 
standards, IKEA Children articles follow EN-71 1/2/3 con-
formity to CE & ISO 8124.  Our products are tested again 
for IS 9873/15644 which forms a subset of the EN stan-
dards and is harmonized with ISO 8124. Recently, we are 
also working with our suppliers on compliance to BIS and 
need for ISI registration for Toys. In order to underline the 
importance of Play and test its relevance to children, we 
have a few countries that have a Chief Play Officer, aged 
between 4 and 12 years. 

Manufacturing for Children’s range:

It is clear that the products meant for our children need 
to meet the highest safety standards, which also means 
that the manufacturing processes and facilities need to 
meet the highest standards as well. From a local sourcing 
standpoint, we have been exploring several opportunities 
when it comes to toys and our children’s range; we believe 
there is a possibility to partner with local suppliers bring-
ing the IKEA knowledge and local competence together. 
While there are articles in the Toys range that are locally 
produced, we are looking at expanding the soft toy range 
here in India, as India has a very strong base in textiles. We 
will continue to develop our range and focus on play as an 
integral part of a child’s development. 

By bringing together the importance of Play to families 
with children as well as finding opportunities to create 
world class capabilities in the manufacturing space, we 
believe that we can drive positive change amongst con-
sumers and the society at large.

We know that play is crucial for a better everyday life of 
our children; but also know that people don’t have enough 
time for it. It is important for all of us to acknowledge the 
importance of Play is our children’s lives and make time 
for it. And it can truly help make the future brighter. 

Kavitha Rao
Country Commercial Manager 
IKEA India
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HoloToyz is offering a range of products that come to life 
through Augmented Reality to encourage play and learn-
ing in an innovative and immersive way. The launch range 
is designed for ages 3-10 and includes temporary tattoos, 
stickers, educational books and interactive wall decals 
in a range of themes that all come to life in 3D anima-
tion when scanned with their HoloToyz app. We talked to 
co-founder and CEO Kate Scott and co-founder and Head 
of Sales, Declan Fahy from HoloToyz to learn more about 
the ideas behind their products and company.

How did you come up with the idea of producing kids 
products based on Augmented Reality?

Bringing products to life with 
Augmented Reality

Interview with HoloToyz

Declan Fahy, co-founder and Head of Sales, and Kate Scott, 
co-founder and CEO, HoloToyz

Kate Scott: HoloToyz was born out of a passion for fun 
and technology – this is why we call ourselves the world’s 
first FunTech company! Over the years, we have seen the 
proliferation of AR into society. We have also seen first-
hand how our children love playing with the filters on so-
cial media but it is simply not a safe environment for them. 
Why should adults have all the fun?

Both the adoption of STEAM (science, technology, engi-
neering, arts and maths) within the toy industry and the 
creative possibilities of AR technology inspired the Holo-
Toyz team to create a range of products for children that 
magically come to life – that is the beauty of Augment-
ed Reality – it really is like magic – both for children and 
adults alike!

Why do you think toys based on technology are import-
ant for kids these days? And what kind of feedback have 
you received so far?

Kate Scott: We feel it’s important to offer children the op-
portunity to learn about and through technologies in a 
safe and fun environment. There are many benefits of in-
troducing these technologies to children across all spec-
trums — from education to creativity, which will be a key 
focus for HoloToyz. 
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According to studies, well-designed digital educational 
games can play a significant role in early childhood edu-
cation. Since our launch, we have received incredibly pos-
itive feedback and have been approached by some of the 
world’s best licensors for collaborations.

Why should your products be part of retailers’ assort-
ments? And do you support them so that they can pres-
ent or demonstrate your products perfectly? 

Kate Scott: The world is about to experience an Augment-
ed Reality boom. You only have to look at the smart devic-
es people have today – they are now equiped with LiDAR 
and Time of Flight camera sensors, which specifically help 
with 3D imaging and Augmented Reality experiences. 

Young children today - generation Alpha, otherwise known 
as ‘Tiny Tech Titans‘ or ‘iGeneration’ - are the first gen-
eration who will be immersed in technology their whole 
lives and are expected to surpass their parents’ technolo-
gy skills before their eighth birthdays! The toy industry is 
keen to introduce innovation to this new generation and 
HoloToyz is able to provide that fun, educational range 
of products that allows them to do this. What makes our 
product range so attractive is, that each product is still fun 
and engaging in its own right. Our HoloToyz app simply 
enhances them through an immersive, digital experience. 

For retail, we have a range of creative POS, including count-
er display units, free-standing video displays, in-store side-
kicks and gondola end displays. We also work with our 
distributors and retailers on social and influencer market-
ing, which helps to demo our range perfectly and grow the 
brand in their territories.

HoloToyz was launched during the Covid19-Pandemic 
last year. How did these circumstances influence the de-
velopment and launch of HoloToyz?

Kate Scott: In January 2020, we took a stand at Spiel-
warenmesse and received an overwhelmingly positive re-
sponse from the industry. Three weeks later, we attended 
the New York Toy Fair and shortly after that the entire world 
seemed to be locked down. We came home to a re-imag-
ined workplace and almost overnight virtual meetings be-
came the norm. Despite retail lockdowns and an appre-
hension amongst distributors, the pandemic did help us to 
a large extent as it allowed us to meet some great people 
we would never have otherwise had the chance to meet. 
This has enabled us to scale the business globally within 
a short timeframe. 

Which marketing activities are most important to you?

Kate Scott: From a B2B perspective, toy fairs will always 
be key to our marketing strategy. Partnerships with trade 
publications like ToyWorld Magazine are also crucial to 
the growth of our brand. Our B2C marketing activities fo-
cus predominantly on digital channels, influencer market-
ing and in-store POS. For many, social media became one 
of the only ways to connect with family and friends. Con-
sumers also shifted to a new habit of online shopping. 
For this reason, influencer marketing has become almost 
more important in this new world we live in, however it has 
also become more challenging due to the volume of brand 
activity. 
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How important are trade fairs for you and will you be part of the Spielwarenmesse 2022?

Kate Scott: We have booked our stand at Spielwarenmesse 2022 and are counting down the days already! Trade fairs 
are hugely important for HoloToyz. They offer the perfect opportunity to meet the right people, showcase our brand and 
discuss our future plans. Some of our best customers and suppliers are those we met at last year’s fair, so we’re really 
looking forward to making new connections in 2022. 

What are you planning for the future of HoloToyz?

Kate Scott: The future of HoloToyz is an exciting one — full of original content creation along with exciting collaborative 
partnerships which will be announced in the coming months. 

A huge focus of ours will be on STEAM education. We believe in leveraging new technology to enhance children’s play 
and learning experiences. The possibilities are endless in this space, but our main priority will be ensuring that fun is at 
the heart of everything we do.
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Educational games are on 
the rise

In general, toys have been valued as tools to foster reg-
ular education mainly by professionals. However, nowa-
days millennial parents are more aware of the education-
al potential many toys and games have. That vision grew 
exponentially during the Covid-19 lockdown. Then fami-
lies had to rely on things such as toys to make sure their 
little ones continued their learning process.

Toys to learn academic knowledge 

In the current world we live in, in which children have to 
learn from home more than ever, and parents are desper-
ately looking to find ways to motivate them to do so, toy 
companies are presented with a great opportunity. In fact, 
several toy companies are already integrating academ-
ic concepts into their toys. There are playthings that are 
not only fun, but are relevant tools to promote the acqui-
sition of knowledge and foster the development of specif-
ic skills.

There are some classic products that have been rede-
signed in this sense, for example, the Periodic Table Puz-
zle by Rex London allows children to learn the elements 
by putting together a puzzle featuring the periodic table. 
Some other toys include My First Alphabet Truck by Lego 
Duplo, a truck children build by playing with blocks with 
printed letters, and the Play-Doh Academy line, dough 
games designed for teaching literacy and mathematical 
concepts in an intuitive way.

Not everything is about adapting classic toys. Some com-
panies are also developing completely new and innovative 
learning toys. For instance, based on the idea that children 
learn best by manipulating objects, Miniland has created 
Rocket 10, a game focused on teaching basic mathemat-
ical concepts through manipulation of physical or digital 
pieces.

Rocket 10, Miniland

Toys inspired by alternative educational
methods

Other companies, aware of the increase in the populari-
ty and the demand of schools that teach based on alter-
native methodologies of education (Montessori, Waldorf, 
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Steiner, et cetera), are developing new toys inspired by these methods. These companies make it easier for everybody 
to benefit from these philosophies in contexts that are not school related. 

During Spielwarenmesse® 2020 there were more examples of this trend, for instance with the new line of toys Essentiel 
by Janod, the line of products Edu4You by Chicco.

Essentiel Fractions, Janod and Le Forme delle Vocali Edu4You, Chicco

Marketing for educational toys

The importance of educational toys is also obvious when 
analyzing the strategies of communication and marketing 
campaigns of toy companies. There has been a clear fo-
cus on this matter, for instance, with new toy lines created 
under names such as something “academy”, something 
“school”, something “educational”, or with marketing cam-
paigns focused on claims and messages related to the ac-
quisition of knowledge. 

Coding Architect, Haba Education

For example, on one hand, companies such as Haba have 
created Haba Education, a line of toys that are unified with 
this brand name, and with its own specific packaging style. 

On the other, companies such as Hape are using messag-
es like “Love. Play. Learn” in their ads and also on their 
packaging.

Also, there is a great development of digital content that 
supports the educational value the physical toy offers. 
Content that children can access though the company’s 
website or their youtube channel. Content that provides 
children with educational support while helping the brand 
to be more actively present in their minds.

Highlighting educational aspects of toys

While toys should always provide a great deal of fun, there 
is a great opportunity for companies to improve and high-
light their educational aspects as parents are viewing 
toys as their ally to engage children in learning, especially 
through these challenging times.

Maria Costa, PhD
Head, Children’s Research Department 
AIJU, Spain
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Playing safe and clean
In the current situation, people are often asking about the transmission of germs through toys. To date, the risk of 
Covid-19 being transmitted via toys is comparatively low. Nonetheless, hygiene and the cleansing of toys is an import-
ant topic that does not only concern children in day-care centres or avid toy collectors, but also playing areas in stores.

The good news is that getting infected with the coronavirus solely by touching a toy is not very likely to happen. The Ger-
man Federal Institute for Risk Assessment (BfR) has been following the infection chains since the outbreak of the pan-
demic in spring 2020 meticulously. The BfR stated in February 2021: “There is no robust evidence showing that people 
have gotten infected with the virus by having contact with a contaminated item or a contaminated surface.” The experts 
are in agreement that it is especially by inhaling airborne droplets that one gets infected - for example from sneezing, 
coughing, talking, and singing.

However, the risk cannot be ruled out completely - especially where children from different households get together, for 
example in nurseries or day-care centres. Add to that the fact that especially shared toys can carry a lot of germs on their 
surface, which a research study published in the Journal of Hospital Infection in 2015 has shown. Regularly cleansing 
or disinfecting the tested toys did lead to a much lower number of germs, though.

Keeping an eye on hygiene
But this is not really news. Especially day-care centres have had their eyes on the topic of hygiene for many years, as 
the German Federal Ministry of Health, for example, emphasises: “Day-care centres have hygiene plans in order to pre-
vent the transmission of infectious diseases in their facilities, such as the norovirus or measles, with various measures.”

An important piece of advice from the Ministry in the current situation: Especially toys that are played with by multiple 
groups should be cleansed thoroughly before being used by each individual group. The German Social Accident Insur-
ance (DGUV) also advises to “clean more thoroughly than usual” in such cases.

The topic is relevant at home, as well. That is because toys fall under the group of high-touch surfaces in the household, 
according to the Canadian National Collaboration Centre for Environmental Health.

Focusing on material and occasion
Even so, you should go by your sound judgement when cleaning and, if necessary, disinfecting toys. That is important 
because every material reacts differently to certain cleaning agents. Apart from that, not every method is suitable for 
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every hygienic problem. For example, plush toys are exposed to dust mites, which cause household dust allergies. In-
stead of using disinfectant, freezing the plush toys has proven to be effective: According to Wright State University in 
the USA, freezing the toys at -15 degrees Celsius for at least 24 hours can drastically reduce the number of mites and 
their eggs. Note from the researchers: it is best to wash the toys afterwards as well, which will help remove allergen-
ic substances from fabrics.

The more sensitive the surface of a toy is, the more careful one has to be. One good principle is therefore to rather work 
with a moist cloth instead of a lot of liquid (be it water with cleaning agents or alcohol-based disinfectants), as neither 
products with electronic components nor naturalistic wooden toys like too much moisture. 

Antibacterial toys
For quite a while, there have also been toys that themselves boast with disinfecting properties. For example the antibac-
terial playing mat by Sunta, which has silver ions in its surface and the likewise antibacterial playing slime by Canal Toys.

However, antibacterial properties on toys are somewhat controversial. A word of warning from McGill University in Can-
ada is that they may contribute to spreading multi-resistant germs.

Play clean
It is not even all about being afraid of certain viruses or bacteria when it comes to cleaning toys. Cleansing is simply an 
example of reasonable precautions while playing with used toys. 

The community of clamp-on building block model builders have quite a few tips, as well. The Steinchenwelt shop in 
Freising, Germany, for example, recommends putting plastic building blocks in the washing machine in a stable and pro-
tective laundry net for a short duration at 40 degrees Celsius. Caution! Never put loose building blocks in a washing ma-
chine – that can and will destroy it! At first glance, an amateur might think washing them in the dishwasher is better. 
However, the temperature can be regulated much more precisely in a washing machine. 

Leading building block manufacturer Lego points out how important the right temperature really is: plastic building 
blocks should not be washed at a temperature higher than 40 degrees Celsius and should also not be dried with a hair-
dryer or in bright sunlight. However, the Danish company advises against using a washing machine. Their tip instead: 
manual labour with warm water, a mild cleaning agent and a soft cloth or sponge, so the building blocks really shine.

Peter Thomas
Technology Journalist
Germany



Page 26 | Kids India Magazine - Sept 2021

member of

India's largest B2B fair for toys, children's products
and sports goods

For further information please contact:

Organized by: Supported by:

Ms. Priya Sharma

 +91 11 47168 830

 +91 98107 30216

📧📧  priya.sharma@indo-german.com

Ms. Tanya Bhardwaj

 +91 11 47168 826

 +91 98996 50737

📧📧  tanya.bhardwaj@indo-german.com

Coming Soon!

www.kidsindia.co.in


