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https://www.quincemarketinsights.com/industry-analysis/industrial-internet-of-things-iiot-market/63761
http://www.fona.com/wp-content/uploads/2019/02/0219-FONA-Teens-Purchase-Power_v2.pdf




https://docs.google.com/spreadsheets/d/1YpmNcDTXOthk74IbsF7CbFDAFP5i4kW80jNoh9ow5zM/edit?usp=sharing
https://www.nonprofitpro.com/post/gen-z-core-values-what-you-need-to-know/
https://www.mekkographics.com/how-do-teenagers-spend-their-time/
https://www.syfy.com/syfywire/why-we-stop-playing-science-behind-moving-playing-toys-collecting-them


bryck®

Creativity will be the most valuable asset in the 21st century, and research shows that 
a person’s environment influences their creativity.1 Bryck will move on from 
bricks that are merely “toys” that teens have phased out of into a more high-tech and 
aesthetically designed product that’s more “functional art.” LEGO is gifting them 
with the opportunity to re-imagine their bedroom.

1 - Psychology of Space

When marketing to teens, LEGO must rebrand their image by redesigning their 
products. A smart room product line will bring cutting-edge innovation into teen 
bedrooms by giving them the ability to upgrade LEGO “toys” into a more 
tech-integrated masterpiece. 

LEGO needs to partner with companies who have more experience in the teen 
market. LEGO should partner with retailers such as Muji, Pottery Barn Teen, and IKEA 
to collaborate on product design and gain insights on teen marketing strategies.

https://medium.com/s/how-to-design-creative-workspaces/how-to-use-the-psychology-of-space-to-boost-your-creativity-4fe6482ef687


http://www.fona.com/wp-content/uploads/2019/02/0219-FONA-Teens-Purchase-Power_v2.pdf
https://www-jstor-org.ecfs.idm.oclc.org/stable/pdf/10.7721/chilyoutenvi.22.2.0066.pdf?ab_segments=0%252Fbasic_SYC-5187_SYC-5188%252F5187&refreqid=excelsior%3A33ab7bc7b39d3be18fe5a547c1f7ae7a
https://www.prnewswire.com/news-releases/internet-of-things-iot-market-worth-1319-08-billion-globally-by-2026-at-25-68-cagr-verified-market-research-301092982.html
https://www.prnewswire.com/news-releases/global-opportunities-in-the-home-decor-market-2020-2027-301110017.html


These are irrelevant and not things 
teens would actually want to buy! 😟

Which to buy? The brands are all random and 
I don’t know which to trust. 😳
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https://www.notion.so/Understanding-IoT-f89f8cc25c314c9881a97eb672375693


’

https://trends.google.com/trends/explore?q=room%20lights&date=all&geo=US
https://www.philips-hue.com/en-us/p/hue-white-and-color-ambiance-starter-kit-e26/046677548544
https://www.amazon.com/Mind-glowing-String-Lights-16-4ft-Control/dp/B07GXTRFQ9
https://www.amazon.com/AUKEY-Sensor-Bedside-Dimmable-Changing/dp/B01AJ7F14I/ref=as_li_ss_tl?ie=UTF8&linkCode=sl1&tag=deskdeck-20&linkId=40396d9dee13a51ce17bb1209d884d87


The Container Store 

https://www.youtube.com/watch?v=9chBPCKZluQ
https://www.containerstore.com/welcome.htm?cid=ppc%7cperformance%7cCore%7cGoogle%7c%7cTCSP_TM_US_EN_Core_Exact_X%7ccontainer+store%7c&s_kwcid=AL!12216!3!438721511708!e!!g!!container%20store&gclid=CjwKCAiAn7L-BRBbEiwAl9UtkBTCGdbuQcQ6ZQPM7niQ0JIb7aVWqhSmM55WsOBL1X794dmrjn91yBoCrtYQAvD_BwE&gclsrc=aw.ds
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https://www.kickstarter.com/projects/1068475467/brixo-building-blocks-meet-electricity-and-iot
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https://www.amazon.com/Govee-Brighter-Million-Controlled-Kitchen/dp/B07N1CMGQQ/ref=sr_1_6?dchild=1&keywords=smart+string+lights&qid=1607173960&sr=8-6
https://www.amazon.com/Popotan-Christmas-Dreamcolor-Controlled-Twinkle/dp/B08LY9KLH1/ref=sr_1_2?dchild=1&keywords=alexa+fairy+light&qid=1607138131&s=hi&sr=1-2
https://www.amazon.com/SPOLEY-Sculpture-Intelligence-Development-Anxiety/dp/B07Y1KVPG9/ref=sxin_10?ascsubtag=amzn1.osa.dc5f2cf6-6023-4bb5-aaed-b5750e087844.ATVPDKIKX0DER.en_US&creativeASIN=B07Y1KVPG9&cv_ct_cx=fidget+magnets&cv_ct_id=amzn1.osa.dc5f2cf6-6023-4bb5-aaed-b5750e087844.ATVPDKIKX0DER.en_US&cv_ct_pg=search&cv_ct_we=asin&cv_ct_wn=osp-single-source-gl-ranking&dchild=1&keywords=fidget+magnets&linkCode=oas&pd_rd_i=B07Y1KVPG9&pd_rd_r=ea216d2d-1be1-497e-bcbb-ea79b109bc9d&pd_rd_w=jfDo2&pd_rd_wg=RtK2f&pf_rd_p=5ca5891e-f8d5-441d-985e-3d725696ef70&pf_rd_r=G9SCRE9GWJDQRKXMQZ09&qid=1607174132&sr=1-3-d9dc7690-f7e1-44eb-ad06-aebbef559a37&tag=pur0e40b-20


Presenting bryck  to teen audiences.



https://medium.com/dosomethingstrategic/dollars-change-young-people-tap-brands-as-agents-of-social-change-2612b717e5f7
http://www.pipersandler.com/3col.aspx?id=6039
https://www.firstinsight.com/white-papers-posts/gen-z-shoppers-demand-sustainability
https://www.invespcro.com/blog/word-of-mouth-marketing/#:~:text=Did%20you%20know%20word%20of,brand%20recommended%20by%20a%20friend.


Some of us in other non-Gen-Z generations would spend money 
and not necessarily ask ourselves the question “Do I want my 
$20 purchase to go toward this company?” I’m not a Gen Z, 

but I could learn from that degree of value to say, “If I’m going to 
spend money, big or small, I want to make sure it’s going 

toward something I believe in. And in addition, if I’m going to 
be presenting it as attached to myself, I want to feel even more 

pride that it’s something that I am connected to.”

PRO TIP FROM EMMA SPAGNUOLO, 
ASSOCIATE PARTNER @ MCKINSEY NJ 

https://www.mckinsey.com/industries/consumer-packaged-goods/our-insights/meet-generation-z-shaping-the-future-of-shopping


of teenagers say branding is significant while 
making purchases. This proves that teenagers are 
aware and conscious of branding. Also, children 
usually generate associations with a brand from a 
young age (under 12). Therefore, as soon as a child 
stops having fun playing with LEGO bricks and 
enters their teenage years, LEGO bryck® has to be 
nearby for them to maintain a positive association 
with the LEGO brand.  

Teenager’s Preferences and Choice Behavior towards Branded Or 
Unbranded Products by Shahimi Mohtar, Mazhar Abbas from 

University Utara Malaysia (2014)

https://pdfs.semanticscholar.org/6ed2/a177bc33f4e40ac6688c953f694914c53f06.pdf
https://pdfs.semanticscholar.org/6ed2/a177bc33f4e40ac6688c953f694914c53f06.pdf
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https://www.academia.edu/7583637/IMPACT_OF_PRODUCT_PACKAGING_ON_CONSUMER_S_BUYING_BEHAVIOR
https://alistapart.com/article/psychology-of-design/
https://www.commonsensemedia.org/sites/default/files/uploads/research/2019-census-8-to-18-full-report-updated.pdf
http://www.pipersandler.com/3col.aspx?id=6039
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Retail partners will give 
LEGO access to a loyal 

teen audience in addition 
to design + marketing 

insights and data. 

LEGO will give retail 
partners recognition from 

their global audience while 
also funneling younger 

LEGO customers into their 
brand as they age.



https://www.notion.so/Muji-e9c04d6fead444a69fd68363f8544ef8
https://www.notion.so/Ikea-d4d4a96cbea040b09884327448da2ccf
https://www.notion.so/Pottery-Barn-Teen-90f48743f9e24f9c968f5a07495e0dff
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https://nymag.com/strategist/article/cool-things-to-buy-according-to-teens.html
https://www.notion.so/Pottery-Barn-Teen-90f48743f9e24f9c968f5a07495e0dff
https://s24.q4cdn.com/161876561/files/doc_financials/2019/ar/2019-Annual-Report-FINAL-Bookmarked.pdf
https://ssl4.eir-parts.net/doc/7453/ir_material_for_fiscal_ym9/84308/00.pdf
https://weu-sc93-prd-858086-cdn-endpoint.azureedge.net/-/media/interikea/igi/financial-reports/inter-ikea-group-financial-summary-fy20-03112020.pdf?rev=3a909f2cdead4ecfbf2c1dd026e954f5&hash=0A92D3F6A6820A818192608A67F28DD3
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Research 
Conduct further research on the teen market by 
surveying more teens about 

 through social media polls. In addition, 
work with  to 
research ways to make these IoT products themselves 
more sustainable.Partnerships 

After setting arrangements with the best fitting retail 
and/or tech partners, and 

begin working together from an early stage.  

Design 
Create a  that remains consistent 
throughout the packaging, products, and mobile app. 
Begin prototyping designs together as early as 
possible in order to receive  from 
teens.  



Solidify Pricing 
Gauge the expenses of manufacturing, shipping, 
packaging, and marketing along with the teen survey 
data to generate price points for all products.

Online Presence 
Hype up the launch on social media and on 

! Create video 
advertisements for YouTube and TikTok that 

showcase the quality and creativity of Bryck.

LAUNCH DAY! 
Pre-release Bryck in  a few 
days early. When the countdown timer to the online 
launch hits 00:00, launch this product on all 
e-commerce websites!



bryck®

1.

2.

Bryck

1- 3Girls Marketing 

https://www.threegirlsmedia.com/2013/01/16/new-service-or-product-get-the-best-time-to-launch/


https://www.mckinsey.com/industries/consumer-packaged-goods/our-insights/meet-generation-z-shaping-the-future-of-shopping


I’ve designed my room myself which makes it feels 
homier.     *after pitching bryck*    I WANT A LEGO LAMP!!!

 

My room is the primary place  I spend my time in.  It’s the 
only space that’s truly my own that expresses who I am, 
and the controllable lights sound like a cool addition.
 

There are a lot of symbols in my room that represent me, 
but it’s pretty much been the same since I was little. I 
think up-leveling it with tech would be super awesome!

Recently, my sleep and work spaces have mixed - which 
is stressful. I wish there was something I could do to 
make it feel special again.



https://www.notion.so/Pottery-Barn-Teen-90f48743f9e24f9c968f5a07495e0dff


FAQ

What if we aren’t ready to create a line with non-brick products? 

We believe launching a teen brand requires moving away from LEGO’s products that appeal to children, but we understand this is a big move 
for the company. Therefore, we created a portfolio of LEGO brick creations that a team of teens curated and designated as interesting home 
decor ideas. They were sourced from LEGO France, LEGO Germany, fan social media accounts, and Google Images. 

What values does this product line inspire future generations of teens to maintain throughout 
their lives?

We’ve outlined how this product can promote STEAM education and mindfulness in this research document. In addition, we’ve created 
another research document for how to get teenage students involved with LEGO through graphic/3D design programs. 

How do we “get to know” teens better?

We’ve put together a further teen consumer trends  research document and a teen-specific advertising method research document, which 
can act as starting points for more in-depth qualitative and quantitative analysis.

https://drive.google.com/drive/folders/1YEUumybtrASKUYPAy-0y7iTiUu1jN33G?usp=sharing
https://drive.google.com/drive/folders/1YEUumybtrASKUYPAy-0y7iTiUu1jN33G?usp=sharing
https://www.notion.so/Promoting-STEAM-Education-Mindfulness-3dba3b46c205483597ac10c7be6d7c81
https://www.notion.so/Student-Approach-81c1481697f843d980af9dd1e9b1b67f
https://www.notion.so/Teen-Consumer-Trends-7856d5e7924f4b9c9a8274b1288744dd
https://www.notion.so/Advertising-f1802f80b4df4e6d80991a94262479fc


https://www.linkedin.com/in/saya-kim-suzuki/
https://www.linkedin.com/in/aashvi-manakiwala/
https://www.linkedin.com/in/dan-viderman-359784156/
https://www.linkedin.com/in/urszulasolarz/




How Marketers Can Win with Gen Z and Millennials Post-COVID-19 Meet Generation Z: Shaping the future of shopping

https://www.bcg.com/en-us/publications/2020/how-marketers-can-win-with-gen-z-millennials-post-covid
https://www.mckinsey.com/industries/consumer-packaged-goods/our-insights/meet-generation-z-shaping-the-future-of-shopping
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