Forward-Looking Statements / Regulation G

This presentation contains a number of forward-looking statements within the meaning of the Private Securities Litigation Reform Act of 1995. The use of words such as “anticipates,” “expects,” “intends,” “plans,”
“confident that” and “believes,” among others, generally identify forward-looking statements. These forward-looking statements are based on currently available operating, financial, economic and other
information, and are subject to a number of significant risks and uncertainties. A variety of factors, many of which are beyond our control, could cause actual future results to differ materially from those projected in
the forward-looking statements. Specific factors that might cause such a difference include, but are not limited to: (i) Mattel’s ability to design, develop, produce, manufacture, source and ship products on a timely
and cost-effective basis, as well as interest in and purchase of those products by retail customers and consumers in quantities and at prices that will be sufficient to profitably recover Mattel’s costs; (ii) downturns
in economic conditions affecting Mattel's markets which can negatively impact retail customers and consumers, and which can result in lower employment levels, lower consumer disposable income and
spending, including lower spending on purchases of Mattel’s products; (iii) other factors which can lower discretionary consumer spending, such as higher costs for fuel and food, drops in the value of homes or
other consumer assets, and high levels of consumer debt; (iv) potential difficulties or delays Mattel may experience in implementing cost savings and efficiency enhancing initiatives; (v) other economic and public
health conditions or regulatory changes in the markets in which Mattel and its customers and suppliers operate, which could create delays or increase Mattel’s costs, such as higher commodity prices, labor costs
or transportation costs, or outbreaks of disease; (vi) currency fluctuations, including movements in foreign exchange rates, which can lower Mattel’s net revenues and earnings, and significantly impact Mattel's
costs; (vii) the concentration of Mattel's customers, potentially increasing the negative impact to Mattel of difficulties experienced by any of Mattel’s customers, such as the bankruptcy and liquidation of Toys “R”
Us, Inc., or changes in their purchasing or selling patterns; (viii) the future willingness of licensors of entertainment properties for which Mattel currently has licenses or would seek to have licenses in the future to
license those products to Mattel; (ix) the inventory policies of Mattel’s retail customers, including retailers’ potential decisions to lower their inventories, even if it results in lost sales, as well as the concentration of
Mattel’s revenues in the second half of the year, which coupled with reliance by retailers on quick response inventory management techniques increases the risk of underproduction of popular items,
overproduction of less popular items and failure to achieve compressed shipping schedules; (x) the increased costs of developing more sophisticated digital and smart technology products, and the corresponding
supply chain and design challenges associated with such products; (xi) work disruptions, which may impact Mattel’s ability to manufacture or deliver product in a timely and cost-effective manner; (xii) the
bankruptcy and liquidation of Mattel’s significant retailers, such as Toys “R” Us, Inc. or the general lack of success of one of Mattel’s significant retailers which could negatively impact Mattel's revenues or bad
debt exposure; (xiii) the impact of competition on revenues, margins and other aspects of Mattel’s business, including the ability to offer products which consumers choose to buy instead of competitive products,
the ability to secure, maintain and renew popular licenses and the ability to attract and retain talented employees; (xiv) the risk of product recalls or product liability suits and costs associated with product safety
regulations; (xv) changes in laws or regulations in the United States and/or in other major markets, such as China, in which Mattel operates, including, without limitation, with respect to taxes, tariffs, trade policies
or product safety, which may increase Mattel's product costs and other costs of doing business, and reduce Mattel’s earnings; (xvi) failure to realize the planned benefits from any investments or acquisitions made
by Mattel; (xvii) the impact of other market conditions, third party actions or approvals and competition which could reduce demand for Mattel’s products or delay or increase the cost of implementation of Mattel's
programs or alter Mattel’s actions and reduce actual results; (xviii) changes in financing markets or the inability of Mattel to obtain financing on attractive terms; (xix) the impact of litigation, arbitration, or regulatory
decisions or settlement actions; (xx) uncertainty from the expected discontinuance of LIBOR and transition to any other interest rate benchmark; (xxi) an inability to remediate the material weakness in our internal
control over financial reporting or additional material weaknesses or other deficiencies in the future or the failure to maintain an effective system of internal controls; and (xxii) other risks and uncertainties as may
be described in Mattel’s periodic filings with the Securities and Exchange Commission, including the “Risk Factors” section of Mattel's Amended Annual Report on Form 10-K/A for the fiscal year ended December
31, 2018, as well as in Mattel’s other public statements. Mattel does not update forward-looking 1ts and exp y di ims any obligation to do so, except as required by law.

To supplement our financial results presented in accordance with generally accepted accounting principles in the United States (“GAAP”), Mattel presents certain non-GAAP financial measures within the meaning
of Regulation G promulgated by the Securities and Exchange Commission. The non-GAAP financial measures that Mattel uses in our earnings release and earnings slide presentation include Gross Sales,
Adjusted Gross Profit, Adjusted Gross Margin, Adjusted Other Selling and Administrative Expenses, Adjusted Operating Income (Loss), Adjusted Earnings (Loss) Per Share, earnings before interest expense,
taxes, depreciation and amortization (‘EBITDA”"), Adjusted EBITDA, Free Cash Flow, and constant currency. Mattel uses these metrics to analyze its continuing operations and to monitor, assess and identify
meaningful trends in its operating and financial performance, and each is discussed in detail below. Mattel believes that the disclosure of non-GAAP financial measures provides useful supplemental information to
investors to be able to better evaluate ongoing business performance and certain components of the Company'’s results. These measures are not, and should not be viewed as, substitutes for GAAP financial
measures and may not be comparable to similarly-titted measures used by other companies. Reconciliations of the non-GAAP financial measures to the most directly comparable GAAP financial measures are
attached to our February 13, 2020 earnings release (as exhibits) and earnings slide presentation (as an appendix), which are available on Mattel's Investor Relations website at https:/mattel.gcs-
web.com/financial-information/quarterly-results. [We have not reconciled our non-GAAP financial measure guidance provided herein (Gross Sales, Adjusted Operating Income, Adjusted EBITDA, and Free Cash
Flow) to the most directly comparable GAAP measures because material items that impact these measures cannot be reasonably predicted and, therefore, cannot be presented without unreasonable efforts.]
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Chief Commercial Officer
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Commercial Evolution
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Global Strategy and Commercial Roadmap
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Global Strategy and Commercial Roadmap

SHORT-TO-MID TERM IMID-TO-LONG; TERM|
T ‘
[ TorLNE GRowWTH

Expand Local Profitability

Drive Global Consistency

CAPTURING
FULL VALUE OF IP

Evolve Demand Creation

Maximize Channel Growth

@ ©2020 Mattel, Inc. All Rights Reserved

©2020 Mattel, Inc. All Rights Reserved. All other product names and associated designs
4 mentioned or shown are trademarks and/or copyrights properties of their respective owners. 2/21/20




Growth in 2020
IS our top priority
In all regions.
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North America / |
Europe, Middle East, Africa 4 g
Latin America

Asia-Pacific |
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Experts In local
markets and local
consumers
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We sell products in
over 150 countries.
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Global Strategy
Local Execution
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Toy Gompany
in the U.S.
26 Consecutive
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Commercial Roadmap

Drive Global Consistency
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Commercial Roadmap

Evolve Demand Creation
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#1 Brand creator in kids entertalnment
and animation by unique viewers:in Q4
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Commercial Roadmap

Maximize Channel Growth
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U.S. Emerging Channels
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We’ve gained
momentum iIn
e-commerce.

@ ©2020 Mattel, Inc. All Rights Reserved.  Source: Mattel intemnal analysis

Europe
Middle East
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EMEA

We outpaced the
industry and gained
share in Europe.

Y ©2020 Mattel, Inc. All Rights Reserved Source: The NPD France, Germany, ltaly, Russia,
Spain, United Kingdom)/Q4 ‘3010 an Jon-Dec 5010/ Toral Toys/Projected & Adjusted USD
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EMEA In-store Merchandising
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Toy Gompany
in LATAM

4 Gonsecutive
Years
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LATAM.In-store Merchandising
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APAC

We outpaced the
industry and gained
share In Australia.

@ ©2020 Mattel, Inc. Al Rights Reserved.  Source: The NPD p/Retail Tracking Servi ia/Jan-Dec 2019/Total Toys/Projected & Adjusted USD
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Regional

Highlights
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E-commerce
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We outpaced the
industry and gained
share online In the
U.S. in Q4.
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Toy Gompany
in U.S. Online
Q4 2019

@ ©2020 Mattel, Inc. All Rights Reserved.  Source: The NPD Group/Consumer/US /Q4 2019/Online Retailers/Total Toys/Adjusted USD
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Shap this year's hottest toys
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Global Strategy
Local Execution
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Direct-to-Consumer

In 2019, we restored
profitability for
direct-to-consumer.

@ ©2020 Mattel, Inc. All Rights Reserved.  Source: Mattel Internal Analysis
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“Come Christmas morning,
Mattel will have more toys
under more trees, inspiring
more wonder than any other
toy company in the world.”

Steve Totzke

NYTF Analyst Day 2020
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