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In the toy industry's latest bid to embrace the electronic devices that are distracting kids from 
traditional playthings, MGA Entertainment Inc. is about to make a major new foray into 
technology with the launch of a virtual-reality gadget called Miuchiz. 

MGA vaulted to stardom in the toy world with its Bratz fashion dolls, big-headed girls in heavy 
makeup who were launched in 2001 and have since sent Barbie into a tizzy by eating away at her 
sales. 

Miuchiz (pronounced myoo-cheez) involves a universe 
of animated digital characters that kids interact with via 
a BlackBerry-size hand-held device and a Web site. 
Kids can play solo, earning points for things like food 
and clothes for their characters. Or they can play in 
tandem with other hand-helds using infrared beams. The 
devices can also be hooked into a computer via a USB 
port, enabling kids to join with others on a giant virtual 
playdate on the Planet Mion. Each Miuchiz device 
represents a character from one of three "tribez" -- 
Monsterz, Babyz or Pawz -- which are designed to 
appeal respectively to boys, girls and both. 

The gadgets are shipping into stores now, where they will sell for a suggested $29.99, including 
a subscription to the Web site for up to one year. Web site renewals will cost about $25 a year, 
MGA estimates. 

MGA has $20 million invested in the development and marketing of the Miuchiz device, one of 
four interactive toys the company is set to roll out in the next three months. The new toys form 
the basis of a whole new electronic business segment for the Van Nuys, Calif., company. 

In October, MGA plans to launch a wireless text-messaging device, the Wi-Fi Instant Messenger, 
priced at a suggested $89.99. Users who have an instant-messaging account can use the device in 
any Wifi hot spot, from Starbucks to a home wireless system, to send messages to other instant-
message accounts. MGA hopes parents will snap it up to get their kids to stop hogging the 
household computer to "text" their friends. Also in October, MGA plans to launch a text-
messaging Text & Call Walkie-Talkie set, priced at $49.99, and a tween-oriented digital 
videocamera with a suggested price of $79.99. The new electronic toys are expected to sell under 
MGA brand names, including Bratz and Fuse Box, which aim at girls and boys respectively. 

Companies that hit with tech toys can reap riches. Viacom Inc. last year bought closely held 
Neopets, an online virtual-pet game, for $160 million. Neopets has more than 25 million 
members around the world, who create and care for imaginary online pets. 

The Miuchiz virtual-reality gadget and its 
animated digital characters 



MGA's nemesis, Mattel, of El Segundo, Calif., agreed last month to acquire 
Radica Games Ltd., a Bermuda-based marketer of electronic games for 
$230 million in cash. Radica, which got its start producing souvenir games 
for Las Vegas casinos, has a line of blackjack, poker, slots and other hand-
held grown-up games. Its electronic toys include Friend Chips, an instant-
messaging toy for girls that sells for about $19.99, and Cube World, small 
plastic cubes with display screens, where animated stick characters hop, 
dance and move from one cube to the next. A set of two cubes sells for 
about $24.99. 

MGA's tech gambit puts it into more-direct competition with Hasbro Inc., 
of Pawtucket, R.I., which has been moving into electronic toys with music 
and video players, cameras and videocameras. Hasbro has been something 
of an MGA ally, even distributing MGA's toys in Spain and other parts of 
the world. Isaac Larian, MGA's founder and chief executive, says he plans 
for electronic lines to represent half of the MGA's revenues within a few 
years, up from a little more than 10% now. 

"I see in two or three years, our company having a whole division just for Miuchiz," says Mr. 
Larian, who got his start in consumer electronics in the 1980s. "We are getting into high-tech 
kids toys in a major way." 

With so much invested in Miuchiz, a flop could be both costly and embarrassing for MGA. To 
avoid that, the company is planning a barrage of television advertising. It also has some guerilla-
marketing plans, including handing out Miuchiz devices to celebrities at a promotional lounge 
during the MTV Video Music Awards in New York at the end of this month. MGA won't be 
formally affiliated with MTV event. 

Miuchi is the Japanese word for a circle of friends and relatives. The Planet Mion Web site is 
intended to be populated by thousands of Miuchiz owners, who will befriend, battle, explore and 
chat with one another. The Web site, which offers varying levels of parental control and will be 
selectively policed by MGA, goes live on Aug. 15. 

Mr. Larian says he is out hiring dozens of game developers, Web designers and other technicians 
to keep expanding and developing Planet Mion, as well as to develop new tech games and toys. 
Miuchiz is "changing some of the economics of the toy industry. Now you've got a Web site," 
says Chris Byrne, an independent toy analyst who has seen a Miuchiz prototype. "It's calling on 
the toy industry to evolve." 

"The thing about Miuchiz that I like is its ability to create communities," Mr. Byrne adds. "It's 
impossible to predict a hit, but I think they have a really good shot." 
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