








With an interactive twist on the traditional toy store, FAO will reclaim its place as the world’s best. Retailers 
selling toys with the quick and easy approach once dominated the industry, but now consumers will gravitate 
toward FAO Schwarz for putting the magic back into the toy store experience. They will find that purchas-
ing a toy can be just as special as owning it, even if that purchase is made online.

Most importantly, FAO Schwarz will now have a significant relationship with both children and parents. 
That bond will be built on the exciting experience of being in the store and then furthered with fond
memories and the continued presence in their lives. Now that’s a happy ending.
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