Lego glocalizes through cultural feast

upgrading customers’ shopping and playing experience

Q Siyuan Teng | Final presentation



Localization

Sharp growth in APAC:

As Lego continues to build its presence in China, its revenue was driven by
double-digit growth and it plans to open 120 flagships globally and 80 of them

will be in China. Also, in South Korea, it owns an 11.5% market share. (3)

During pandemic:
Lego saw massive gains during the pandemic. In Asia, Lego benefits from people
spending more time at home. People prefer to visiting online stores and social

media, as many of Lego’s physical stores were forced to temporarily close. (4)

Culture is a key element of strategy:
LEGO is reshaping its current business to drive deeper customer loyalty by better
meeting customer needs under the multicultural context of the Lego shopping and

playing experience. (5)

(1) https://notesmatic.com/global-marketing-strategies-of-lego/

(2) https://digital.hbs.edu/platform-rctom /submission/lego-the-missing-bricks-in-their-global-supply-chain/
(3) Lego Annual Report, 2020  (5) www.lego.com/en-us/sustainability/people/diversity-and-inclusion/

(4) www.cnbc.com/2021/03/10/lego-sales-soared-in-2020-helped-by-e-commerce-and-china-growth. html




Clocalization challenges

Poor customer engagement through online channels:
With lots of physical stores closed during the pandemic, Lego’s website cannot involve
customers with further interaction and understanding of products. This causes decreased

conversion rate on Lego’s e-commerce website.

Cultural perception distance:
Cultural gaps hinder customer engagement. Famous products like Hogwarts Castle are very
popular, but many other products produced in small batches do not resonate with Asian

customers, resulting in dormant users after buying the most popular products.

A more engaging shopping experience and more culturally

customized product sets / ways of user co-creation are needed.

Definition of glocalization:
In the marketing context, glocalization means the creation of products or services for the global market by adapting them to local cultures.



innovate Lego’s e-commerce more culturally
diverse and more interactive, to resonate with local
customers in an engaging way?



Activities

* Visiting Lego.com;

* Visiting physical stores;

* Visiting Lego house/park/legoland;
* Intaking Lego news;

- Exploring Lego's social media info;

* Interacting with Lego community.

Interactions

- Access online content via website/apps/
social media;

- Comparing among different channels for
more detailed information of products;

* Purchasing products/services;

* Visiting physical stores for activities and
tangible experience;

- At-home playing alone or with friends;

* Sharing the final model with close friends

or on social media.

Environments

- Physical store experience;

* Website visiting, online shopping apps

searching;

- At-home playing bricks, need huge space

and desk;

- At-home storage, ex. cabinets.

Objects

- Package/Lego box;

* Products, tools; accessories;

- Displays, showcases and exhibitions;
- Brand poster, manuals, books;

- Softwares (for smart playing);

- Souvenirs and momento.




Individual

People who have not purchased any products Experts/maniac and artists are always KOLs on
yet but are recommended by friends or social media to share their models and
attracted by social media to visit physical creations. They may have their communities
stores / Lego.com to explore products and but they enjoy the hand-on play experience
participate in activities and interactions. alone. They have abundant knowledge about

how to cross Lego with other areas.

Stable Active

Dormant Users Active Users

Large groups of adults who played with Lego Teenagers and young adults regularly play with

products in their childhood, but have now Lego products to gain a sense of achievement
given it up. They still own Lego collections. It's from everyday creativity. Sharing similar

also possible that they only bought one of the hobbies and achievements with peers is an

most popular products, and they didn't additional motivation factor.

become repeat customers after finishing.

Community



Target user
persona

(a combination of active users and
dormant users)

ERIC HSU

Active User (High Engagement)

Age 26 years old
Occupation Software Engineer
Status Single
Location Shanghai, China
Context with a roommate

Curious for high-tech toys

‘ ‘ I'd like to share with people who have the same interests with me.
This is also support for myself to keeping my interests.

Eric attended his graduate school in Korea and moved back to Shanghai after
graduation. Eric hasloved cars and collecting model cars ever since he was a kid. Also,
in his spare time, Eric loves to build creative architecture with Lego products. Many of
his closest friends also enjoy such hobbies.

Weekly engagement:

v 3.2h v 4.2h (average)
6h- assemble models 3.6h- watch videos [elelelV| @ :Te]o)
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Goals: Satisfaction:
*utilize high tech to increase interactivity and creativity

- embrace flexibility with multi-cultural context & local IP

* share collections with a larger impact on social media

- have contextual and intime tech support if needed

Pain points: Brands:

* "One+time” Products’ limited flexibility to create

&
)@ (Niniendo) Ti&{)k

- Few products culturally resonate with local customers

- lack of active community to engage but desire to

sharing and uplevel self-achievement



SE’s ux journey

Lego has built a strategic pathway to
provide rich tangible experiences and
high engagement in physical stores.

“Entice” step:
It lacks sufficient exposure and localized
content in popular local channels.

"Extend"” step:

Users celebrate the completion in limited
ways. It's difficult to display and store the
models after finishing.

HIGH UX

A well known brand repu-
tation and experience.

EMOTIONAL
CONFLICT

Need fun activities
to engage

Browse Lego news and
videos on social media

Receive Lego as gifts

ENTICE

No advantage in using

the official website.

Lack of experience
from local media

LOW UX

Rich tangible experience
of offline stores

try to find a more
complicated set.

‘find an attractive one,
but it is so expensive.

‘physical store is so
far and so many fake
Legos online.”

‘Is it good for me? For
girls? Too old?”

High engagement of
offline stores

When shopping online,
has challenging to find
trusted retailers.

‘Guidebook is confusing
and complicated.”

‘It takes more time than
| expected before.

‘Lego really needs space
to play, store, display.”

‘Lack of users’ reviews,
| am hesitate..”

The joy of sharing
one’s achievement

Happiness with Lego:
completion and a sense
of achievement

‘It was tough but worth,
how can | celebrate it?”

Don't have the impulse
to visit offline stores for
a period of time.

Display and decoration
effect and pleasure

‘| feel good every time
when | see the set’

“‘Where to store and
display this set?”

EXTEND

Difficulty in storing the
products and models.

Lack of ways to

celebrate completion

Low engagement of
online channels




Cross-culture
analysis

Shopping preferences:

Third-party platforms and retail stores are
the common purchasing channels.
Customers need to navigate between
different touchpoints to compare prices,
customer reviews, and authority.

Playing expectations:

Users like brands that they emotionally
identify with. They want to keep memories
and share personal stories.

APPROACH

Channels forinfo.

Social media like Tiktok shopping behaviors
and Bilibili, sometimes

physical Lego stores. They compare price and

reviews on multiple channels.

shopping platforms

Instead of official website, they use Coupang, Naver,
Taobao, retail stores these third party channels.

Independent
-4

product quality

They concerns about low quality products.

product authenticity

They concerns about fake Legos.

They eager to express
unique understanding and
creative ideas in patent.

AUTHORITY

Flexibility

A

\

Stability

PURPOSE

Resonance

They prefer to comment or share
brands that they emotionally
identified with.

Users post brand contents
and expect toconnect
with people in the
same groups.

Interdependent
-

They tend to seek help from
others (ex. friends or KOLs)

socialization

socialization appears to be
a strong motivation

inner driving force

Users love keeping
memories and share
personal stories.

ENJOYMENT



[Perception] How might we narrow cultural gaps to resonate
with customers?

[Contexts| How might we increase customer engagement,
especially for dormant users?

[Touchpoints] How might we integrate experiences into the
existing physical and digital infrastructure?



Competitor

analysis

« multiple touchpoints
e cross-cultural issues

Lego can provide a co-creation system on o
+ localization strategy

local channels with customers, engaging
more people to create more culturally
customized content.

Similar Play

Similar Value
brick-based

constructive play relaxation and collection;

educational value.

A g, 2

Hotwheels Mattel Hasbro

Minecraft Nanoblock




Business Model
Canvas

Lego is a typical long-tailed enterprise. It

needs shortcuts to penetrate Asian market.

We can provide hybrid (physical and
digital) plays to improve personalization
and create more value for customers.

Key Partners

IP companies

Co-creation
Lego users

Manufacturer
in Jiaxing

Cooperative
companies
ex. schools

Long-tail Business Mode

Relationships

Activities

« R&D
« Sale and
Services

« Community
events

Resources

- KOLs /| media
 Users

« eco-friendly
plastic raw
materials

Cost Structure

- Materials and production

 New sets research and development

« Community events holding

Values

« Relaxation
« Aesthetics
(collection and

decoration)

- Creativity

- Education and

all-round dev.

Customer Seg.

- Community « Adults & teens
(pursue the

« Parent-child complex sets,
» Third-party consider the

chdnhel sco. cultural sets)

- Kids & toddlers
(culturally

appealing)

Channels . Parents

- Offline (retail

_ « Teachers
stores, flagship)

- Online (other
shopping sites)

Revenue Streams:

- Pay per product
- Fee for service (ex. Lego@edu)
- Pay for community events



Strategy Canvas

For extended value, in addition to hybrid
play innovation and cultural customization,

offering level

a shift to local communities building is
also highlighted.

Current Lego Value Curve

High Product Product Safety Interaction Multiplay Digital Culture
quality variety appearance with users mixed play customization



scel'la I'iO (a vision of future)

I

Eric found a cute "Pengsoo’
figure and the character is
pretty famous in Korea. This
character is so culturally
resonating so he took a shot
of it and wondered if he
could build Pengsoo's Lego

model to practice creativity.

After uploading pics to our

app(?), the system will build a
virtual pengsoo lego model
based on these sets of
pictures. he can manipulate
the screen to view it from
various angles and also see
the model from VR headset.

After clicking the “Buy” button,

Eric receives a customized

Lego brick set, based on

the

virtual model’s size, color and

brick quantity. Also, the
package includes manua

about stop-motion tutoria

inspiring ideas to share the

creation.

S
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Eric shares his stop-short motion
videos on Tiktok. He writes a
story about Pengsoo in Hogwarts
Castle and how the model
interacts with the character
(including Harry Potter, etc.) and
the environment. And this video

becomes viral.
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Lego notices the community (Eric
and fans/lovers) of how Pengsoo
acts in Lego product system and
realizes the opportunity to build
valuable locality. So they begin
to negotiate to license agreement
with Pengsoo IP. At the same
time, as a reward, Lego will give

gifts and coupons for Eric.




System flow

intention/action Page support
Play Purchase
Lego community Lego 3D filter Lego Store
View activities | ——) | Post my pieces View posts Take picture > | Generate model > | Purcahse Browse product info

Banner area Add pictures Popular posts Scan the item [ See brick collocation Place an order

Participate portal Add text My posts View generated model Customization Track shipping
Share/post Friends’ posts Save the model
Flow 1 LEGOQOers can buy customized brick sets based on the scanned, culturally-resonating model (Unique).

Flow 2 LEGOQOers can participate in community activities/campaigns to share their pieces and to enhance cultural inclusiveness.



Wireframes

Flow 1

Flow 2

LEGOers can buy customized brick sets
based on the scanned, culturally-resonating

model.

LEGQOers can participate in community
activities/campaigns to post their pieces and to

enhance cultural inclusiveness.

/

® LEGO
MVP challenge!
EEE

Popular  Friends  Mine

97% in process

(e |
L+J

/® LEGO J?

|

Minifigure Minifigure 2 Palm tree Tieffic ligh
J
i s
O Light Grey 30g
E2AEAE
O Air superiority blue 150g
#72A0C1
O Champagne pink 30g
E2AEAE

ﬁ Ligh'l Gre@ 320a
& i

3D filter

Lego store

/

® LEGO

7

Heading

+ Add tag

Videos and pictures:
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Prototype Walkthrough

12:12 all ¥ @m)

LEGO Q

# My lunar new year

Jan 15 - Feb 10, 300 credits

Do you have any interesting customs within your
groups for lunar new year? Join the challenge to
share stories with families and friends through
Lego bricks and win credits!

See more

LEGOers can buy customized brick sets
Flow 1

based on the scanned, culturally-resonating
model.

@ Eric Hsu
=7 First dinner in the new year!

Community 3D filter Store



Prototype Walkthrough

In progress
30%

LEGOers can buy customized brick sets
Flow 1 .
based on the scanned, culturally-resonating -

Tips: Scanning from proper perspectives lead more accurate results.

model.




Prototype Walkthrough

LEGOers can buy customized brick sets
Flow 1 .
based on the scanned, culturally-resonating

Congratulations! See your models now!

model.




Prototype Walkthrough
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Add to cart
Brick list Size Add-on Q
LEGOers can buy customized brick sets
Flow 1 , o
based on the scanned, culturally-resonating 3009
#FFFFFF
model.
. Air superiority blue 150g
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Community 3D filter Store




Prototype Walkthrough
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Add to cart

Brick list Size Add-on
LEGOers can buy customized brick sets

Flow 1 o .
based on the scanned, culturally-resonating eng ~ cm
model . Width 22.5 cm
Height 22.5 cm

@ Constrain proportions

& @ =

Community 3D filter Store




Prototype Walkthrough
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Add to cart

Brick list Size Add-on
LEGOers can buy customized brick sets

based on the scanned, culturally-resonating %

model.

Flow 1

Rooftop Garden

Tr
15.99 $ y

Creator Family home
Try
4999 %
Hogwarts Hall
i o @
© :

Community 3D filter Store




Prototype Walkthrough
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Brick list Size Add-on
LEGOers can buy customized brick sets

FIOW 1 . Rooftop Garden
based on the scanned, culturally-resonating oo
model.
Creator Family home
Try
4999 %
| A Hogwarts Hall Try
< :) A
Community 3D filter Store




Prototype Walkthrough

12:12 all ¥ @m)

LEGO Q

# My lunar new year

Jan 15 - Feb 10, 300 credits

Do you have any interesting customs within your
groups for lunar new year? Join the challenge to
share stories with families and friends through
Lego bricks and win credits!

See more

. . . . @ Eric Hsu
LEGOers can participate in community B9 Firs cinner i theew year
Flow 2

activities/campaigns to post their pieces and to

enhance cultural inclusiveness.

Community 3D filter Store



Prototype Walkthrough

12:12 ull ¥ =)

LEGO Q

# Memories in the city

Jan1-May1, 200 credits

What connects you to the city? Are there any
landmarks that are super unique to you? Try to
describe your memories and relationship with the
city through Lego bricks!

See more

LEGQers can participate in community
Flow 2

activities/campaigns to post their pieces and to

enhance cultural inclusiveness.

Community 3D filter Store



Prototype Walkthrough
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LEGO Q

# Superman here!

Feb 20 - Mar 14, 600 credits

Everyone has their own superman, maybe your
father, mother, or even your deskmate at school. Do
you remember the scene where playing together?
Lego bricks can bring the warm to youl!

See more
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o o . R ol Just to share my first gift for
LEGOers can participate in community mom when [was 413 ol

Flow 2 . . L
activities/campaigns to post their pieces and to

enhance cultural inclusiveness.

Community 3D filter Store



Prototype Walkthrough
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Heading

# Memories in the city # BingDwenDwen

# Winter olympics +

Lorem ipsum dolor sit amet, consectetur
adipiscing elit, sed do eiusmod tempor
incididunt ut labore et dolore magna aliqua. Ut
enim ad minim veniam, quis nostrud
exercitation ullamco laboris nisi ut aliquip ex ea
commodo consequat. Duis aute irure dolor in

reprehenderit in voluptate velit.

LEGQers can participate in community

Flow 2 . . L
activities/campaigns to post their pieces and to

enhance cultural inclusiveness.

o

Community 3D filter Store




Prototype Walkthrough

12:12 all ¥ @m)

LEGO Q

# My lunar new year

Jan 15 - Feb 10, 300 credits

Do you have any interesting customs within your
groups for lunar new year? Join the challenge to
share stories with families and friends through
Lego bricks and win credits!

LEGQers can participate in community
Flow 2

activities/campaigns to post their pieces and to

enhance cultural inclusiveness.

Community 3D filter Store



Design Evaluation

Ability: Highlight their huge passion for creative storytelling with LEGO bricks on Persona

Cultural context: The core of connection is cultural resonation, related to location, but geographic community
is too limited. We can utilize communities to trigger global communication based on culture specific topics.

Intention(Motivation): The platform needs to encourage users to make friends sharing common interests.

Digital representation: Ul probelms, layout improvement for current limited customization space.

User interruption: When users are taking pics or scanning the models, it's annoying and frustrating if they are
interrupted. (We need to give support and guidance when they are in this task)

Technical feasibility: Usually what users expect is just to import pictures from their album, and then get the
generated model, not holding their phones and scanning, waiting for a real-time generation.






