Harnessing the power of owned
channels - now, next and future
for the LEGO Group
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Belief

Vision

Children are our role models

To inspire and develop the
builders of tomorrow

To be a global force for learning
through play
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Who we are:

A global in-house creative agency covering strategy,
creative, production, branding, packaging design,
product development and everything in-between...

What we do:

We create communications for the toughest
audience group in the world




We want to make ideas as
exciting as the products we



- Our North Star

ldeas you
want to play
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Superstar in- Rich canvas of
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collaborators touchpoints to
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The LEGO® Ecosystem

Email to VIP/Loyal
Customers

Email to Shoppers Email to Parents
LE DCE

Experience

m‘v education

Society

Teaching i Sets
LEGO Education LEGO Education

ﬁ"‘pla oo [

Enter-
tainment Experiences Brick Donations CSR Initiatives
LEGO Replay LEGO Foundation
Games Digital Print
LEGO Masters : Experiences & Publishing
TV Series
TV Show £pc
EPC
LEGO TV App Web Games Console Games LEGO LIFE App Building
DCE DCE LEGO Games e Instructions App
DCE
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Metaverse Experiences Mobile Games Platform Apps LEGO.com/kids
LEGO Games PG DCE
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Experience Apps LEGO.com/'family”
PG DCE



OWNED =

Channels that The
LEGO Group can
control and manage
as an ecosystem
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DIGITAL
PLATFORMS

AFOL
Network

LEGO
Builder

App

The core platforms for campaign development

.com/ LEGO P HYS I CAL
T Retal EXPERIENCES
' LEGO
kids LAND
LEGO LEGO
Games isovry
LEGO
Life LEGO
App . House
550 BRAND
. . EXTENSIONS

CONTENT
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Why the shift to OESP?

It’s getting harder Commitment to The more Value of
to reach kids in creating kids safe touchpoints, the shopper data
traditional media digital spaces deeper the LEGO

channels love
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Introduction of

OLA Comms

Strategy team
- Creativity,
Collaboration,
Connection

The journey so far..

s

Local

integration

through OESP leads
and local pilots
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collaboration
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Process kills creative ideas -

%sparks
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Creative Channel

e Production
concept amplification

Strategy
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OLA Comms
Strategy
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Creative Channel

Strategy Production

concept amplification

Channel
Owners

SUPPORT &

5 AND
PRIORITIE INVESTMENT

PLANS FEEDBACY ¢



Our
LEGO®
Agency

k&

1 4 A NP

LR

1 ANV

AN

» & A ~
- :
(g
. T
s -

- T LIRS

s

.
.v..-

e
AR
.‘-.

T+ )

«

-

Y N-A A
u.-~ﬂ1~
(SR

T x

e 1\../

g M




ave our own challenges...
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Growth in absolute contribution of owned
channels

+28%

/’

+27%

OWNED channels
Total contribution

1.Econometr'|c models

LN

Understanding the value of different types of

touchpoint
- Content
] Digital Platforms
Physical
Experiences
2020 2021 2022

OWNED channels — Split by channel type
Total contribution
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Understanding the differences by franchise, age
rating & region

Kids IP 1 Kids IP 2 18+
O G

1 18% 1 21% 1 23%

2 13% 2 Owned 19% 2 12%

I: 3 13% 3 _ 9% 3 7%
/;

" 4 12% 4 _ 9% 4 4%

10% 5 _ 8% 5 4%

6% 6 _ 8% 6 Owned 3%

5% 7 Owned 8% 7 Owned 3%

5% 8 Owned 5% 8 Owned 3%

4% 9 4% 9 2%

2% 3% 10 2%
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|| Sy 3 Softer measures

as

Individual
channel Contextual
benchmarks and indicators




, but
how does |

all come
together
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1.

LEGO NINJAGO

Reboot of a loved
franchise with a
passionate existing
fan community on
our owned platforms

2.

LEGO DREAMZzz

Launching a new IP
through content and
disruptive comms
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April/May June June July onwards..
Speak to the fans first Content & product IRL experiences for new & Online engagement
thunderclap existing audiences

WE DETECTED GENIUS INVENTOR ENERGY~
~ WITHIN YOU! JUST LIKE SORA, YOUHAVE
‘. AMAZING CREATIVE POWRRSIYOU'REARE.

AFON
network, .com
& organic
social

Long form LBR & retail .com & LEGO

content Life App



©2023 the LEGO group - Media Tech Festival 2023

31









Content launch - May Single idea, executed across the
Product Launch - Aug
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Meet the NEW Friends

TRIALS OF THE

PREAM CHASERS




The Majestic
Horse

PRANK PRODUCT AFOL
COMMUNITY

18+ 010423 |475 pes/pzs | Bt







This film is packed with hidden clues. Play it, replay it,

and solve them all! Every time you crack a code you

unlock a superpowered minifigure that you can
personalize. There are six outfits to collect. Solve all

six clues to collect them all.
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What’s next?

Vore creativity,

Continue to invest in new
and existing owned
platforms and
measurement
opportunties
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collaboratio

Better understanding of the
long term impact of owned
channels on baseline sales
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 and connection

Keep playing and
experimenting!
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