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A PLAYFUL 
APPROACH 


TO DESIGN FOR A  
GROWN-UP 
AUDIENCE.



ADULTS WELCOME



CONTEXT & 
INSIGHTSThe opportunity to 

target the grown-ups 
was not new to LEGO®


However results pointed 
to untapped potential to 
raise awareness, desire 
and sales with more focus 
and effort.

Insights told us adults had 
become critical to support 
interest and desire for 
LEGO for kids. 


Beyond the potential for 
them to become a bigger 
target audience 
themselves, parents also 
play a key role as 
gatekeepers, influencers 
and opinion leaders in the 
public.

Values and priorities of 
this Milinial generation has 
a great fit to the beliefs 
and values of the LEGO 
Brand


More specifically 
Learning through Play, 
Systematic Creativity 
and System in Play, 
which are all key value, 
quality and experience 
platforms of our products 
and brand.

In the US alone this 
generation of adults have 
a spending 

power of USD 200 B. 


6% of that is spent 

on toy hobbies and 
entertainment.



ESCA
PE

Stress relief, unwind  
and relax.


Building with bricks is a 
healthy break to screen 
time for tech addicted.


PASSI
ON

A way to dive deeper into 
the things we love and are 
passionate about. 


CREA
TE

Allowing ourselves to 
release our inner

child/hidden creativity.


PRIDE

Take on challenges, 
experience successful 
problem solving and have 
a sense of 
accomplishment that 

we can proudly display.


KEY INSIGHT #1 KEY INSIGHT #2 KEY INSIGHT #3 KEY INSIGHT #4



NOSTA
LGIA

The things we loved as kids are the things we remember as 
being priced and cherished moments - they are still holding 
great value today.


KEY INSIGHT #5



AWARENE
SS  
& 
RELEVAN
CE

Many adults were not aware of the LEGO 
adult product offer or didn’t find them to be 
relevant.


EMBARRAS
MENT

Shame of been seen as childish – building  
with LEGO bricks was usually a private  
hobby.


BARRIER #1 BARRIER #2



Clearly tell through visual identity that LEGO has cool products 

and offer valuable experiences to the grown-up target audience. 


The barrier of embarrassment/shame needs to be removed 

– the visual identity should signal that they are not buying a kids toy. 


Visual Identity needs to be able to travel across franchises 

– a consistent and distinct expression of our adult offering within the portfolio. 

BRIEF
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GREAT SUCCES

*Global BI Recruitment  

Proxy Analysis

+81%
growth in 


newly recruited adults 


in 2019-2021.  
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VISUAL IDENTITY, 
PACKAGING  

 AND CAMPAIGN COMMS 
ALL  

MADE BY THE LEGO 
AGENCY.






