Increasing Teen Engagement With
LEGO Through A Targeted Smart
Room Decor Product Line
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EXECUTIVE SUMMARY

Objective

Think outside-the-box to
engage more teens with the
LEGO brand while generating
profit, maintaining company
values, and inspiring teens to
become the builders of
tomorrow.

Solution

Launch bryck®, a targeted
teen product line of smart room
decor to inspire a personalized

and dynamic bedroom by

making cutting-edge loT
accessible. This will help them
feel a sense of control over
their own space while also
getting them excited about
technology.

Outcome

LEGO will help teens

customize their personal
environments while staying
engaged with the brand. LEGO
will also be able to utilize the
growing $82.4 billion' loT
market and the $44 billion? in
teen discretionary spending.

1- Quince Market Insights
2 - FONA international Report


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

16 YEARS OLD

Child

Mary loved to play with
LEGO Friends. She
would build cities filled
with houses and cars,
bringing her
imagination to life . . .

Middle School

When she turned 12,
she phased out of
playing with LEGO

because she preferred
spending her free time
watching Netflix and
studying.

Teen

Now, especially during
quarantine, she’s
spending an excessive
amount of time in her
room, which is getting
claustrophobic and
boring.

‘ ’ My room is my safe
space where | can
express myself and be
comfortable, but it’s
getting old - | want to
add more flair and
personality. ’




THE PROBLEM

It's customers like Mary who show that Lego has the
right values to target teens, but the to
capture their interest.
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Loss of interest

63%" of our teen survey participants reported losing interest as their reason for disengagement with
LEGO. LEGO is still viewed as a childish brand that does not connect to the priorities of the teen
market, which are related to self-expression, inspiration, and social issues.?2 LEGO is not “popular” or
“trendy” amongst teens because it is seen as a brand they’ve outgrown.

Loss of time

32%?2 of our teen survey participants reported a lack of time as their reason for disengagement with
LEGO. The root of this problem is about a new balance of priorities - “play time” is no longer deemed
important because college, social lives, and entertainment prevail.

Why toys become “childish”

Research* shows that toys become less appealing to people as they exit their childhood because
teens develop more complex logical thinking skills. Teens want their rooms to be expressive and
creative but are also highly influenced by peers. The “childish” stigma around toys means that LEGO
must provide more than a product. It needs to provide an experience.
1,3 - Survey of 62 teens from the tristate area.

2 - NonProfit Pro, Mekko Graphics
4-SYFY


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

Introducing:
bryck®

A teen-targeted smart home product line
including: smart lights, loT fidget bricks, and
more (as we are constantly innovating)

Innovative

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.

Creative

Creativity will be the most valuable asset in the 21st century, and research shows that
a person’s environment influences their creativity.! 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.

Collaborative

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

THE OPPORTUNITY

LEGO will be the only teen-targeted smart home
brand on the market.

V)

Teen Demand

TikTok has inspired a bedroom revolution: LED strip lights, neon signs, and aesthetic
room decor has flooded teen bedrooms. And there are 1.2 billion adolescents in the
world with a spending power of $44 billion'. In addition, teens have stronger
attachment to their room through personalization? - 93% of teens stressed the
importance of personalizing their room. 3

Growth Opportunity

The loT market is booming with a 2018 worth of $2124 billion and a projected
$1319.08 billion worth by 2026.% Further, the smart home industry is growing rapidly,
with a 2019 valuation of $64.6 billion and a projected $246.42 billion by 2025.°
There will be growing long-term demand for a smart home product line, especially one
that is designed specifically around teens due to its more niche market.

Novelty

With the introduction of Bryck, LEGO will adapt to the rapidly advancing tech and teen
markets. By introducing loT into LEGO, we can further integrate the values of
innovation into the LEGO brand.

~—

%

1-Fona International Report

3 - Instagram Survey of 300 teenagers
= 4 PRNewsware
5-PRNewsware


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

Current State of the Market
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These are irrelevant and not things

teens would actually want to buy! @

amazon
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2.4GHz Wi-Fi App & Alexa Controlled,
49 Ft Extendable & Dimmable Patio...
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BlissLights Sky Lite - Laser Star
Projector w/ LED Nebula Cloud for
Game Room Decor, Bedroom Night

Light, or Mood Lighting Ambiance...

113

5499
prime FREE Day
Get it Tomorrow, Dec 6

LED Strip Lights, TATUFY 50FT/15m
Smart Led Lights Strip SMD5050
Music Sync Color Changing RGB
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Get it Tomorrow, Dec 6

Color Changing Globe String Lights,

16.4Ft 50 LED USB Powered Crystal

Ball Fairy String Lights with Remote

Control for Teen Girls Bedroom Dor...
6

$18%

Which to buy? The brands are all random and
| don’t know which to trust. @



LEGO is an expert at bringing
imagination to life.

bryck® loT room decor will provide
teens with a canvas to express
themselves and be inspired through
their bedrooms - prioritizing fun,
creativity, and quality.



Product Line

What is bryck®?



01 Smart Lights

Utilize branding power to build trust with bryck® smart lights.
Upgrade with new features such as:
i Sensor integration (ie. clap activation, motion sensing, etc.)
ii. Music connectivity (color changes to beat of the surrounding
music)

03 bryck® Mobile App

Control connectivity between IigT]ts and personalize colors, flicker patterns,
timers, etc.

Interactive way to engage teens through connecting physical and digital
worlds.

(02 IoT-Enabled Fidget Bricks

A building “sandbox” filled with chromium-coated LEGO bricks to build
wireless circuits with LED bricks, motors, and sensors.
b. Easy to reach for and accessible but not too time-consuming.
L3
Future Innovations
a. The teen market is fast-paced, which will keep bryck® on its toes.

Innovation is a constant, so as loT technology gets cheaper, new products
will be rolled out periodically such as:

- Smart mirrors

= Smart indoor gardening

- Smart art installations

Read more here.


https://www.notion.so/Understanding-IoT-f89f8cc25c314c9881a97eb672375693

01

SMART LIGHTS

Bryck’s smart lights line will include colorful touch lamps,
string lights, and LED strip lights that can be controlled and
connected by the mobile app. The LEGO logo will be
engraved onto the products, making the brand association
known but not blaring. Note: these products won’'t be made
from bricks to maintain durability.

Lights will give teens the opportunity to reimagine their room,
approaching LEGO’s values of building from a fresh
perspective. Additionally, the dynamic nature of the lights
allows for sustained engagement, as teens will constantly
reflect their mood on the lights to create a personalized
atmosphere in their room.

A current trend on social media, smart lights are an accessible
and fun way to customize a teen room. Google Trends shows
that queries such as “room lights,” “led lights,” and “smart
bedroom” have increased dramatically over the last few
years.

Bhilips Hue Starter Kit,(4 bulbs) $199.99


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

02

FIDGET BRICKS

Fidget bricks will be another product available in this teen line. These are
magnetic bricks that can be used as a fidget toy to get LEGO bricks back
into the hands of teens.

The satisfaction of this product will attract teens - as shown by a popular
magnets ASMR YouTube video with over 79 million views.

Appearance - The metallic bricks and stylish wooden tray (included in the
box) allow for teens to leave this in their room without ever “putting it
away” into the depths of their closet. Its attractive design will also be
tempting to play with.

Endless Possibilities - Teens are never “done” building this. They are
constantly building, breaking, and shaping their structures to their mood.

Easy Pick Up - These bricks will be a constant presence in the teen
bedroom, making it easier for teens to pick up and start building as
opposed to going on their phone.

Innovative - Magnetic LEGO blocks adds more dimension to the standard
LEGO block, while allowing bricks to attach in multiple directions.



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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loT-ENABLED BRICKS

Brixo was a kickstarter startup that created conductive LEGO blocks with LED, sensor, motor,
and loT capabilities (without the messy complexity of wires). Although they ended up being a
scam, they raised over a million dollars and have the designs and technology to efficiently and
safely create smart builds. It is very much possible for LEGO to do the same.

Appearance - Similarly to the fidget bricks, these bricks would be metallic, sleek, and
photogenic - becoming an excellent addition to a bedroom design.

Endless Possibilities - The possibilities of builds with brick-compatible sensors, Bluetooth, and
motors are exponentially greater. It also breathes life into existing LEGO structures by giving it a
more dynamic nature.

Easy Pick Up - Teens can interact with these anywhere between a minute and an hour. It’s not a
huge time commitment, making it an easier barrier to entry for teens.

Innovative - These are conductive chrome bricks, allowing for clean circuits to be made with
the LED and sensor bricks in the set without any messy wiring.

BUILD EXAMPLES

° Light up phone stand

° Motion sensing detector for door
opening

° App-controlled LED lit house



https://www.kickstarter.com/projects/1068475467/brixo-building-blocks-meet-electricity-and-iot

03

MOBILE APP

If Mary could re-decorate her room using
these smart devices, she could control
everything right from her smartphone.

The bryck app will allow teens to dynamically
interact with the smart devices and builds in the
product line, forming a connected ecosystem
reflecting the teen’s mood. The app can control
lighting and read sensor data in the brick
structures.

bryck oee |

B LS

Home Page

1]

OO e

Color-changing Ul

bryck v

Device selection Ul



Fidget Bricks
and Lights

Mary learns about the fidget
bricks and lights on social media,
instantly attracted to its aesthetic
design. After furnishing her room

with these products, she is

continually engaged with the
LEGO brand. The bricks, in their
stylish and minimalist tray, are
always there on her desk waiting
for her to tinker with. The lights,
controlled by an app, are always
dynamically changing with her
mood.

loT Bricks

After playing around with the
fidget bricks, Mary is brought
back to her childhood - when
she found joy in the smaller,
creative things in life. Wanting to
expand her collection of bricks
to more interactive sensors,
Mary buys the loT bricks. Before
she knows it, she is building
circuits, engineering, and diving
into the “maker” spirit.

(Rcle)
ecosystem

Mary is now a loyal member
in the LEGO community,
open to exploring other
products in the LEGO
ecosystem such as LEGO
Architecture sets, all of which
are compatible with her
existing bricks.

brycke® is a funnel into the LEGO ecosystem, driving teens to
become more invested in creating and expressing themselves through
the products. Along the way, Mary’s little sister saw her room filled with
Bryck products and knew she wanted to have a similar room.

" I’d love to have a
brand that both
reflects my values
and gives me the
chance to channel

my inner builder. 1 ,




Financials

Making bryck® worth the price.



SAMPLE PRICE POINTS

Average Product = $22


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

Marketing

Presenting bryck® to teen audiences.



Marketing approach:

Authenticity is #1

Eco-Friendly

76%" of teens say they have purchased or would consider purchasing
products from brands that show support for issues they support, and the
environment is the #1 cause supported by teens.? Additionally, 54%° of Gen
Zers are willing to pay 10% more for sustainable goods. Therefore, LEGO must
emphasize their sustainable company initiatives when marketing to teens,
regularly advertising their commitment to the environment on social media.

@ Brand Loyalty

LEGO is a family brand, meaning teens need to be a part of the LEGO lifecycle.
As children become teens, word of mouth will be a powerful marketing tool,
as consumers are 90%* more likely to buy and trust a product that’s been
recommended by a friend. However, this will only be successful with high
quality products. Teens will see right through a product that’s cut corners.

2 - Piper Sandler Survey
CREATIVE DIRECTOR @ NIKE 3 - First Insight Survey

4 - Invesp

u
1- DoSomething Strategic Report
PRO TIPS FROM ADRIAN NYMAN, VP s‘


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 | 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 ’'m going to
spend money, big or small, | want to make sure it’s going
toward something | believe in. And in addition, if I’'m going to
be presenting it as attached to myself, | want to feel even more
pride that it’s something that  am connected to.”

PRO TIP FROM EMMA SPAGNUOLO,
ASSOCIATE PARTNER @ MCKINSEY NJ

McKinsey’s 2020 Report,
ing the future of sh in



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

Importance of Branding Products

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

o young age (under 12). Therefore, as soon as a child
stops having fun playing with LEGO bricks and

o 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

REDESIGNED
MARC JACOBS PACKAGING:

Stylistic Examples

——

MARC yacops

Aim to make the purchasing and unboxing process an

S experience by:
. Designing simple, modern, and aesthetic (mono
colored or color block/geometric) packaging
. Focusing on the sensory experience in packaging.

Studies' have shown that packaging impacts
consumers’ perception and quality of the product

° Minimalist design reduces cognitive load and
improves customer experience.?
. Using eco-friendly packaging materials such as

recycled papers/plastics.

LEGO must use visual tactics to catch the attention of
teens. Since teens spend on average, >7 hours/day on
screens,® LEGO is competing for their attention with
companies such as Instagram (captured 85%* of teens)
and Snapchat (captured 82%° of teens) .
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2 - The Psychology of Design
DIRECTOR AND ILLUSTRATOR @ CODE & THEORY Q\/ 3 CommoniSensalMadialstid,

4, 5 - Piper Sandler Survey of 5,600 US teens

T 1-1 t of Product Packadi Buying Behavi
PRO TIP FROM RILEY MCMATH WALKER, SENIOR MOTION ‘“QJ; e



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

Retail

Putting bryck® into teen hands.




Why Partnerships?

What LEGO gains:

Retail partners will give
LEGO access to a loyal
teen audience in addition
to design + marketing
insights and data.

What retail partners gain:

LEGO will give retail
partners recognition from
their global audience while
also funneling younger
LEGO customers into their
brand as they age.



Potential Retail Partners

POTTERY
BARN

teen

Launched in 2003 as a
subsidiary of
Williams-Sonoma, PBTeen
was the first home concept
to market exclusively to the
teen market.

Detailed Analysis

MUJI

MEDR &

With over 970 store
worldwide, MUJI is the
facet of “less is more”

attracting audiences for its
simplistic and practical
designs.

Detailed Analysis

Ikea’s brand is known for

its modern designs, brand

recognizability, low prices,
and sustainability.

Detailed Analysis


https://www.notion.so/Muji-e9c04d6fead444a69fd68363f8544ef8
https://www.notion.so/Ikea-d4d4a96cbea040b09884327448da2ccf
https://www.notion.so/Pottery-Barn-Teen-90f48743f9e24f9c968f5a07495e0dff

TEEN AUDIENCE

SUSTAINABILITY

REVENUE

POTTERY
BARN

teen

Comfort, Style, Personality

With teens at the forefront of their
priorities, PBTeen’s innovative products
are specifically designed to help teens
create a comfortable and stylish room

that reflects their own individual
aesthetic.

Only home retailer on Barron's 100
Most Sustainable U.S. Companies list
for past 3 years, named a top 10 global
leader in preferred fibers by Textile
Exchange 2016-2019.

2019: Generated $114 million' in
revenue. If LEGO captures 20% of their
teen customers, $22.7 million in
revenue will be generated selling 1
million Bryck® products.

MUJI

BEORMA

Trust, Minimalism, Awareness

A New York Magazine poll of >100 NYC
teens shows that MUJI was "The
Everything Brand" because it was
mentioned as a top brand in multiple
categories, including décor.

A core value of MUJI - they a multitude
of sustainability initiatives from solar
energy, recycling wool/textiles, local

community engagement.

2019: Total revenue = $4.2 billion
Operating profit = $350 million
(all demographics)?

IKEA

Togetherness, Simplicity and
Responsibility

While teens aren’t their main customer
base, lkea has shown strength in
producing affordable and sustainable
teen furniture and decor.

Essential to their business. IKEA
maintains sustainability in all of its
products (including lights, appliances,
and furniture). They are also highly
energy independent.

2019: Total revenue = $2.08 billion
Operating profit = $2.679 billion (all
demographics)®
1- Annual Report

2 - Annual Report
3 - Annual Report


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

Next Steps

Timeline to launch bryck®.



1} PRE-LAUNCH

Partnerships

After setting arrangements with the best fitting retail
and/or tech partners, make mutual goals clear and
begin working together from an early stage.

;- PRO TIPS FROM TYLER TEP, FORMER
" PRODUCT MANAGER @ DISNEY+

Research

Conduct further research on the teen market by
surveying more teens about price points and design
preferences through social media polls. In addition,
work with environmental tech consultants to
research ways to make these loT products themselves
more sustainable.

Design

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



(>) LAUNCH

Online Presence

Hype up the launch on social media and on
retail partners’ platforms! Create video
advertisements for YouTube and TikTok that
showcase the quality and creativity of Bryck.

PRO TIPS FROM REBECCA FITTS, &\
DIRECTOR OF REAL ESTATE @ LEAP ;&

N

Solidify Pricing

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

LAUNCH DAY!

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



Launching the New Product Line

CHOOSING A LAUNCH DATE

Fall is the best time of the year' to launch bryck® because:

1. Back to school season spurs a lot of shopping for room decor, especially at lifestyle retailers like Muiji. It would be ideal to have
student discounts for all Bryck products during these weeks.

2. Leading up to the holiday season, many people search for gifts for loved ones and the earlier Bryck can be on their list, the better.
Friendsgiving or meeting with friends to dine together and share gifts in November is also a popular tradition amongst teens.

&, It also gets cold in the fall, so more teens are spending time in their rooms.

The first weeks of January are also a great time to launch Bryck because many people are gearing up to make New Year’s resolutions and
teens will likely want to start off the year with organized rooms that reflect their goals for the year ahead.

@ ADJUSTING FOR COVID-19 PANDEMIC

With in-store retail down, cheap delivery costs and pleasant online shopping experience are key to convincing customers. While we
anticipate life will get back to normal before the Bryck line is ready to be launched, consider the role e-commerce will play in retail
partnerships.

1- 3Girls Marketing


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

MEASURING SUCCESS POST-LAUNCH ... o cope Ao reory i

MONITOR GOOGLE SEARCH TRENDS

50

McKinsey confirms that “There is an authentic spirit to Gen Z individuals where | think they just really want to know and understand who they’re
buying from. | would describe them as tremendously discerning and disciplined” (McKinsey, 2020). Therefore, since teens are picky buyers who
often search for reviews of products, influencer endorsements, and deals before investing in them, aim for increases in searches for keywords
such as: smart room, Bryck, and Lego.

TRACK SOURCE CHANNELS

Pay attention to who brings in regular traffic vs. purchasing traffic so you know which partnerships are effective and where you should focus
your marketing. Back up these findings with social listening techniques on Reddit. Pay attention to your competitors and if they launch similar
campaigns with better offerings or simply “copy” bryck.

ANALYZE SOCIAL MEDIA DEMOGRAPHICS

Use tools like Demographics Pro with the demographics dashboard and API for platform integration to understand who follows your social media
platforms. Since teens show their support for a brand/product via social media, you should aim for high increases in follower counts and post
engagement.


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

LET THE TEENS SPEAK!
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Revenue

Muji, Pottery Barn Teen, and
IKEA retail partners will help
establish a stronger initial teen
audience, after which social
media and word-of-mouth
recommendations will engage
a wider population of teens. By
the numbers, $20.2 million' in
revenue can be generated
from a single partnership.

Outcomes
”\'3\?5

Engagement

Bringing smart technology into
teen bedrooms will excite
teens into designing their own
space while instilling LEGO’s
values of fun, creativity, and
imagination. With proper
marketing, this will more
effectively catch teens’
attention.

— -

Adulthood

By entering the teen market,
LEGO will stay relevant to
people as they age from
children to adults, keeping
them near the core LEGO
lifecycle as they become
parents buying toys for their
children, still ingrained with

LEGO’s values.

1- Calculations


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

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

Thank you, LEGO!

We’re so inspired by your continuous dedication to your core values and
we’re incredibly grateful for the opportunity to work together. We sincerely
hope you found our recommendation valuable! Throughout its creation, we
reflected on what it means to be teens and learned a lot about ourselves, too.
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SAYA AASHVI DAN URSZULA
KIM-SUZUKI MANAKIWALA VIDERMAN SOLARZ
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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/
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RECOMMENDED READING:

McKinsey
& Company

How Marketers Can Win
with Gen Z and

Millennials Post-COVID-
19 Meet Generation Z: Shaping the

future of shopping

2020 | Podcast

JUNE 16,2020
By

Meet Generation Z: Shaping the future of shopping

How Marketers Can Win with Gen Z and Millennials Post-COVID-19



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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