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PART 1 - BRAND VALUES AND PROPOSITION
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Established in 1932 in Billund, Denmark, LEGO began as a producer of high-quality
wooden toys, derived from the Danish phrase “LEG GODT” (Play Well). The company
introduced its first interlocking plastic toys in 1949, which later evolved into the LEGO
bricks we know today. Despite its innovation, founder Ole Kirk Christiansen initially
preferred wood, stating in a newspaper interview, “You can make nice, cute things in
plastic - but wood is a stronger material.” However, due to difficulty sourcing high-
quality wood and a fire in 1960 that destroyed LEGO’s wooden toy warehouse, the
company shifted entirely to plastic bricks. Over decades, LEGO has grown into a
global icon, earning $9.7 billion in revenue in 2023, making it the world’s largest toy
manufacturer. Notably, 25% of LEGO’s sales now come from adult consumers,
demonstrating the brand’s cross-generational appeal.

LEGO’s strong brand recognition among both adults and children and its heritage in
modular design make it uniquely suited to expand into the home décor market. The
global modular furniture market, valued at USD 81.3 billion in 2023, is growing due to
urbanization and increasing demand for multifunctional living solutions. Entering this
market allows LEGO to capitalize on the IKEA Effect—a psychological phenomenon
where consumers place greater value on products they help create, even if assembly
requires effort.

The value proposition for this extension is clear: LEGO offers consumers the option of
multi-functional wooden furniture in urban homes, where space constraints drive
interest for modular solution. This approach turns furniture assembly into a fun,
gamified experience that taps into nostalgia while meeting practical needs. For LEGO,
the benefits include revenue diversification, deeper engagement with its growing
adult fanbase, and an opportunity to position itself uniquely in the competitive home
décor market as a brand that blends playfulness with practicality
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PART 2 - BRANDING

LEGO LIVING
BRAND KIT

SUBMARKS SLOGAN
8_§_° “Build the life you want,
O] Brick by Brick.”
1370 LIVING

“LEGO Living” hopes to expand the brands Mission
to “Inspire and develop the builders of tomorrow” by
extending its modular building blocks into the realm
of home decorations and furnishings. By keeping
the “LEGO,” at the start, the name leverages the
brands global recognition and reputation, while
“Living” encapsulates the brand’s focus on creating
a “living” space using the customizable home décor.
It is also a nod as to how other expansions are
named like LEGO Architecture, which caters to
enthusiast of real-world architecture, and LEGO
Land, which is the company’s amusement park sub-
division.
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The logo integrates LEGO’s classic red and white design with a minimalist LEGO
house, reflecting its connection to home and LEGOs . A simplified sub mark can be
used in smaller packaging and digital applications. The slogan, “Build the life you
want, Brick by Brick,” reinforces LEGO’s values of creativity and limitless
customization while appealing emotionally to adult consumers.

The LEGO Brand Framework

Belief Children are our role models

Inspire and develop the builders of tomorrow

Vision A global force for Learning-through-Play
Idea System-in-Play
Values Imagination ® Fun e Creativity ® Caring ® Learning * Quality
Play Pecple Planet Partner
Play Well Succeed and Positive Mutual Value
Grow Together Impact Creation

m Only the best is good enough

PART 3 - TARGET AUDIENCE

The target audience for LEGO Living are primarily adults aged 25-35, particularly
those who live in urban areas, renters, and first-time homeowners. LEGO Livings
creative and DIY approach will also appeal to said age group with 54% of individuals
aged 25-34 having engaged in creative activities within the past 12 months which
shows their potential interest in products that offer personal expression. This
demographic also represents a growing segment of consumers who grew up playing
LEGO as 25% of LEGO users now being adults.

Demographics

® ( (Household Furnishings: Big Ticket Iltems/ Kitchen furniture_Household owns) OR (Household Furnishings: Big Ticket Itemsf Dining room furniture_Household own...

UNWEIGHTED 35,498 WEIGHTED(000) 183,793 % OF BasSE 73%

GENDER AGE: Median Age: 48.0 RACE

O 18- 24

25-34

35-44

10% . B%
45 - 102 79 2% 4% a4
49% 51% 101 White Black/African American Asian Other
101 99 American Indian or...
HOUSEHOLD HOUSEHOLD INCOME: Median Household Income: $80,398
36% | 60% | 75% | 23% | 56% |
10 105 106 BB 106

$250K+ 7% 11
A m A A m S150K-$250K 18% 1z

' ®S75K-5100K 1d% 107
Children in owns a owns a Rents a 4 ® 575K 1% a9
HH pet home home Married '
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With increasing trends in remote and flexible work, and urban homes becoming
smaller and more expensive, consumers are more drawn towards multi-functional
furniture with 62% of respondents in a Mintel study finding space-saving solutions such
as those offered my LEGO living to be appealing.

LEGO Living also appeals to environmentally conscious buyers, many of which are
young adults with the rise of the sustainability movement. Additionally, 41% of
consumers earning under $75,000 express interest in premium modular furniture,
showing the potential for LEGO Living to reach a broad income range by offering
accessible and customizable solutions.

lego.com Website Traffic Demographics
32.99%

24.69%

6.34%
4.27%

18-24 25-34 35-44 45-54 55-64 65+

' COOLEST-GADGETS

Multi-functional living/dining room furniture is s &
appealing o =

The living/dining room must be a multi-purpose 61 41 ﬁ
space 5 e

Space-save lving/dining room furniture is 62 91 o
appealing . S

m Agree = Neither agree nor disagree = Disagree

% MINTEL REPORTS
o [T $+
-2 [
35-44 46 24 o I
55+ 61 23 s [

s Have done in the last 12 months
® Have done longer than 12 months ago
* Have never done but would be interested in trying

® Have never done and would not be interested in trying
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PART 4 - PACKAGING

To align with LEGO’s sustainable initiatives, LEGO living would be using cardboard
packaging as the primary material along with paper-based bags to hold the
materials. Bio-based plastics should only be used when necessary, such as for
internal compartments. The packaging will also adopt the brand’s existing move by
using 100% recyclable and renewable materials.

Additionally, the packaging should also be reusable to reflect the product line. This
can be achieved by having the cardboard be easily transformed into a storage box
or other products with clear instructions on how to recycle and repurpose it so that
the company can help build consumer awareness on upcycling.

CURRENT LEGO LIVING
PACKAGING PACKAGING
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PART 5 - IMC TOOLS

BUILDING BRAND AWARENESS

Social Media Marketing

As LEGO is an established brand, it can consider partnering with interior design
influencers such as Marco Zamora (@want.zamora) and Imani Keal (@imaniathome)
to build brand awareness. Their followers also align with LEGO Living’s target
demographic of 25-34-year-old seeking creative and trendy items for their homes.
Videos can be made to show the before-and-after uses a well as different uses for
the products. This type of Celebrity endorsement also creates credibility as LEGOs
makes its transition towards adult daily lives.

want.zamora Follow Message = "

320 posts 1.4M followers 925 following

Marco Zamora

@ want.zamora

Interior design x home decor
B mzamora.zm@gmail.com
' bio.site/marcozamora

E POSTS

Advertising

Advertising for LEGO Living can focus on slice-of-life, story driven campaigns that
touch a consumer’s nostalgia while showcasing how the product can transform
homes. Following the slogan “Build the life you want, Brick by Brick,” ads can follow
relatable scenarios such as a college student assembling a lamp in various methods
to suit their needs. By using various real-life settings, the ads can emphasize on how
LEGO Living can solve their everyday storage challenges and can be shown to the
target audience through targeted digital ads.

Public Relations

Pop-ups in major urban areas such as New York or Los Angeles provide a better
understanding to customers as they are able to directly interact with LEGO living
products. The pop-up showroom could showcase a living room or workplace
furnished with LEGO Living products with interactive stations where visitors and test
and assemble the furniture themselves.

PR efforts should also focus on securing coverage in home design magazines, blogs
and online platforms (e.g. Architectural Digest) that target early adopters into the
brand who may be curious about LEGO’s shift into home décor.
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ENCOURAGING TRIAL

Sales Promotion

Introductory discounts, such as “20% off starter kits,” and bundle deals encourage
trial purchases. Offering limited-time promotions through social media and email
marketing creates urgency and drives early adoption. These promotions also reduce
the perceived risk for hesitant buyers with the lower price. Exclusive influencer
discount codes can also be implemented to easily track a campaigns performances
as we can directly correlate sales to the amount of sales made through the discount
code.

Personal Selling

Home consultants in LEGO retail stores or pop ups can help provide personalized
recommendations while helping customers select pieces that fir their space and
lifestyle needs. These In-store demonstrations can help address any doubts the
customer may
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