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About us  

 Established in 1963 by Daniel Spell, Spell PR has grown to be a 
family business when Mr. Spell’s daughter, Katy Spell took over 
the agency in 2011 
 
 Specialises in consumer PR campaigns in the United 
Kingdom with 50 years of experience this year 
 
 Has experience in the toy industry through several successful 
projects in the past 
 
 Its success resides in our belief that only those campaign will 
succeed that we are passionate about doing 
 
 Award-winning PR agency with PR Week Awards Integrated 
Campaign of the Year in 2012 (Barbie) and Consultancy of the 
Year in 2011 
 
 Winner of PRCA Consumer PR Award 2010 and 2013 and 
Campaign of the Year in 2013 (Tommee Tippee) 
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Katy Spell, 
CEO 

Ron Conway, 
Account Manager 

Daniel Marsh, 
Digital 

Executive 

Douglas Thompson, 
Account Executive 
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 Motto: “Only the best is good enough” 
 

 Mission: Inspire and develop the builders of tomorrow 
 

 Vision: Inventing the future of play 
 

 Brand values: quality, learning, caring, imagination, creativity, fun 
 

 ’LEGO’ is the abbreviation of ’play well’ in Danish 
 

 The LEGO history began in 1932 in Billund, Denmark as a family business 
with Ole Kirk Christiansen producing wooden toys. In 1949 LEGO 
discovered that plastic is the ideal material for toy production and the 
famous LEGO brick was developed. LEGO bricks today fit bricks from 
1958. 
 

 LEGO is now the ultimate Number 1 construction toy manufacturer 
with an 84% market share and the 2nd largest toy manufacturer in the 
world. 
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 LEGO’s phenomenal 84% of market share is jeopardised by the 
proliferation of copycat toys with cheaper price but lesser quality that 
are piggy-backing on LEGO’s success story 

 According to LEGO retailers’ account, some consumers, especially 
parents and gift-givers, confuse original LEGO products with 
lookalikes 

The issue  
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Therefore they do not actively seek out LEGO products 
 

Due to LEGO’s success, consumers use ‘lego’ as a generic term 
for construction toys not being conscious about that LEGO is a 

brand that provides numerous benefits over other brands 
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2.      To increase awareness that LEGO is a 
long-term investment  

3. To maintain LEGO’s status as a heritage 
toy most likely to be passed on 

1.           To decrease the number of people 
thinking of LEGO as a generic term  
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2. To educate consumers about the durability of LEGO 
products 

 

3.         To increase association of LEGO products with 
precious knowledge passed on to children that will 

accompany them for the rest of their lives  

1.      To increase awareness among parents and gift-
givers that LEGO is a brand with distinctive superior 

characteristics and quality to its products 
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Our current 
audience  
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 Parents of girls aged 5-10 

 Gift-givers  Parents of boys aged 5-10 

Primary audience Secondary audience 

From the perspective of this campaign motivations of parents of 
boys and girls aged 5-10 do not differ, therefore parents with 

girls are considered primary audience as well 



Our intended 
audience  
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 Gift givers aged 25 to 65 

 Middle class urbanites 

 Mostly buy toy gifts to other children 
in the family 

 Want to buy meaningful toys that the 
parents will be also happy about 

 Often ask parents what kind of toy to 
buy and then seek out the cheapest 
option 

 However, if quality counts willing to 
invest in a more expensive option not 
to look cheap 

 

 Generation X urbanite parents aged 
28-43 with one or two children aged 
5-10 

 Middle class 

 Read quality newspapers print or 
online, fairly social media-savvy 

 Money conscious but not over-
stretched, look out for value for 
money but willing to go for the costly 
option if quality counts 

 Seek out information about products 
online but go to store to purchase 
(where check alternative options 
before buying) 

 Buy lots toys for their children to 
show they care 

 Major focus is on raising successful 
children 

Primary audience Secondary audience 



Audience persona 1 
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 Proud mother of William, 9 and Darren, 7 

 The Internet is her main information source; goes online to read 
the Daily Mail, reads blogs and discussion forums aimed at parents 

 Reads Good Housekeeping and Elle 

 She has a Facebook account that she checks twice a week, she 
seeks information on branded Facebook pages 

 Main influencers are other parents: on online forums or at her sons’ 
school 

 She wants to be the best mom; she competes with other moms but 
doesn’t confess it 

 Works part-time to be able to care for her family, but she still 
struggles with work and family commitments 

 She shops at Tesco; mostly buy branded products she trusts, but 
willing to try own-label to make a good deal with cheaper price, but 
only in cases they believe there cannot be significant difference in 
quality 

 Worries that she is not ‘present’ enough in the life of her children 
and she tries to make up for it by buying lots of toys 

 She considers it extremely important to pass on knowledge to their 
children; she wants her children to remember the ‘wisdom’ she 
passes on as a heritage throughout their lives 

Fiona Philbin, 37, Accountant, London 



Audience persona 2 
Father  
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 Proud father of Anne, 8 and Ray, 5 

 Reads The Daily Telegraph and BBC Online 

 Has a Facebook account he checks occassionally, has a Twitter 
account that he uses everyday to keep up with the world; he also 
thinks it’s cool to get first hand information from famous people 

 Likes educating or useful Youtube videos 

 Makes conscious decisions about purchases; status and quality are 
the most important factor for him; except for toys, because he 
thinks they are all the same 

 Annoyed that his children have too many toys and they don’t use 
most of them because they are broken or boring 

 Want to find the best price for the toy his children want because 
these requests are frequent and doesn’t see major differences 

 Like the idea of a toy with quality that can be passed on between 
his children, or for future generations – he thinks this is also how 
the bulk of toys could be reduced 

 Wants to pass his values and life insights on his children but 
struggles to find out how it is done the most effectively, especially 
that he feels he spends not enough quality time with them 

 They want others to think that they provide the best possible for 
their children 

 

Harry Williams, 41, Energy Engineer, Newcastle 



Audience persona 3 
Gift-giver  
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 Has a nephew, Daniel, 6, and a niece, Mia, 10 

 Reads The Guardian and The Daily Telegraph Online 

 Trust brands that newspapers write positive things about; often 
checks branded websites and Youtube channels of brands written 
about 

 Likes to ‘look behind the scenes’ and understand the world around 
him; does not reject branded information if it educates him 

 Has a Facebook account but he checks it rarely 

 Buys toys for his nephew and niece for occassions such as 
birthdays and Christmas 

 Wants to buy meaningful toys to get recognition of ‘best toy buyer’ 
from the parents, he competes with other members of the family 

 Does not want to look cheap so willing to go for the more costly 
option if he knows the cheaper has recognisably worse quality 

 Has bought gifts for the children several times and struggles to find 
an original toy to buy, especially that he thinks the children already 
have everything 

 

Edgar Potter, 55, Catering manager, Bath 
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„I want to buy toys that 
last long so that my 
children can always 

remember me and their 
childhood. I want to give 
them something that will 

accompany them 
throughout their lives and 

possibly my 
grandchildren’s lives as 

well.” 

„Toys are toys – they do 
not differ from each other 

and children are happy 
about all of them, so it 
really doesn’t matter 

which one you take off the 
shelf.” 

„It is hard to decide which 
toy to buy because they 
are all the same and the 

children get so many toys 
they get bored with them 
easily. So I’ll just go for 

the cheapest option which 
doesn’t look cheap.” 
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LEGO is a long-lasting investment; the product 
as well as the buyer stay with the child 

throughout their life or even their children’s life 

LEGO products are of extremely good quality 
and so they last long  
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 The strategy builds on the brand values of quality, 
caring and learning and consistent with the motto 
that ‘Only the best is good enough’ 
 
 It reflects the brand’s mission and vision 
(„builders of tomorrow”, „future of play”) and the 
campaign points towards the future 
 
 ‘The one that lasts’ theme emphasizes both the 
practical and emotional value of LEGO 
 
 The campaign simultaneously educates about why 
the LEGO quality lasts and makes LEGO a symbol of 
the best long-lasting knowledge a child can get 
from someone who loves them 



Tactic 1 
‘The message that 

lasts’  
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 Setting up a ‘The one that lasts’ microsite within the LEGO 
webpage 
 Creating a browsable ‘The message that lasts’ online library on the 
site: parents or anyone can fill out a form with a message of wisdom 
or piece of advice they would like a child to remember when they 
grow up 
 Participants are encouraged to include a photo of them and the 
child playing with LEGO 
 The message is added to the „The message that lasts” public online 
library on a LEGO themed leaflet 
 The leaflet can be downloaded in JPG and printed so that they can 
give it to the child in printed format as well if they wish 
 They can also upload the JPG image to the LEGO Facebook page 
to enter the ‘LEGO time capsule’ competition (See Tactic 3) 
 As the site preserves the message, children will be able to return to 
their message when they grow up (messages will be searchable by 
name) 
 To be able to fill the form a LEGO barcode needs to be entered 
 A message like that is a good addition to a LEGO product bought as 
a gift for the child 
 This tactic is likely to resonate with mothers and female gift-
givers and builds on the brand values of learning and caring 



Tactic 1 

‘The message that lasts’ 

(example of downloadable leaflet) 
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 To get the ball rolling celebrities with young children will be 
approached to write their own ‘Message that lasts’ and share it on 
Facebook and Twitter 
 Press releases will be issued of these messages to generate buzz 
 Celebrities to be approached would be: 

Gwyneth Paltrow & 
Chris Martin (Apple 
9, Moses, 7) 

David & Victoria 
Beckham (Brooklyn, 14, 
Romeo, 11, Cruz, 8, 
Harper, 2) 

Angelina Jolie & Brad Pitt 
(Maddox, 12, Zahara, 8, 
Shiloh Nouvel, 7, Pax, 10, 
Knox, 5, Vivienne, 5) 

Holly Willoughby 
(Harry, 4, Belle, 2) 

Jamie Oliver (Poppy, 
11, Daisy, 10, Petal, 
4, Buddy, 3) 

Naomi Watts (Alexander, 
6, Samuel, 5) 

JK Rowling (Mackenzie 
8, David, 10) 

Sam Bailey (Tommy, 4, 
Brooke, 8) 
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 ‘The LEGO time capsule that lasts’ competition: ‘The message that lasts’ 
leaflets can be downloaded and uploaded to LEGO’s Facebook page to 
enter the competition after liking the page 
 Prize: The leaflet that gets the most ‘likes’ will be placed and preserved 
in a ‘LEGO time capsule that lasts’ built from LEGO bricks which will be 
on display in the LEGOLAND Windsor Resort until the child reaches the 
age of 30, when they will be able to claim to open it and they will be able to 
take the bricks of the time capsules home (possibly for their children) 
Celebrities’ messages are excluded from the competition 
The time capsule will be built together by LEGO CEO Jørgen Vig 
Knudstorp, the celebrities involved, the child and the person who wrote the 
message in the LEGOLAND Windsor Resort 
 The child will be required to sign and build at least one of his own LEGO 
bricks into the walls of the time capsule 
 The time capsule will be as tall as the child 
 The installation will symbolise the long-lasting wisdom loving adults can 
pass on to children as well as will draw attention to the durability of LEGO 
bricks 
 A press release will be issued about the declaration of the winner and 
journalists will be invited for a photo opportunity about building and placing 
the LEGO time capsule 
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LEGO CEO 
Jørgen Vig 
Knudstorp 

‘The LEGO time 
capsule that lasts’ 
installation 
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Youtube video series about how quality tests are 
made in LEGO factories with emphasis of what 
criteria products need to meet 
The videos are likely to resonate with fathers and 
male-gift givers 
 The different testing aspects include: 

 Granule quality 
 Spatial moulding precision 
 Material resilience (acrylonitrile butadiene 
styrene: scratch & bite resistance) 
 Breakability (impact resistance) 
 Clutch power & disassembility (interlockablity) 
 Chemical resistance 
 Temperature resilience 
 Color preciseness and durability  
 Packing quality 
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 Videos are posted on Youtube 
 Youtube videos are posted on the LEGO Facebook 
page and ‘The one that lasts’ LEGO micro-website 
 Links are tweeted by LEGO as well as involved 
celebrities 
 The videos are also used to promote ‘The message 
that lasts’ project by pointing viewers to the micro-
website and Facebook page 



Tactic 4 
Press releases  
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1. Press releases about each celebrity’s ‘Message that lasts’ 
 At the beginning of the campaign in January 
 To draw wider attention to the project 
 Aimed at media interested in celebrity news  

2. Press release about the winner message of ‘The LEGO time 
capsule that lasts’ competition 

 Includes invitation for photo opportunity of building ‘The LEGO time 
capsule that lasts’ by celebrities, LEGO CEO and the winner and their 
child in LEGOLAND Windsor Resort + photo & video report released 
post-event 
 Editor’s notes include link to Youtube durablity test videos to draw 
attention of the quality of LEGO bricks that will encapsulate the 
winner message for more than 20 years 
 At the end of the campaign in May 
 As a finale of the project 
 Aimed at media interested in celebrity news, colorful soft news 
stories and parenting 
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 Daily newspapers & their online version (News section unless 
otherwise stated): Daily Mail Showbiz & Femail, The Sun, Daily Mirror 
3AM, Daily Express, Daily Star, Metro, London Evening Standard, The 
Daily Telegraph News & Women, The Guardian G2 
 Women’s weekly magazines: Take a Break, Hello!, OK!, Woman’s 
Weekly, Closer, Now, Woman’s Own, Chat 
 Women’s monthly magazines: Marie Claire, Good Housekeeping, 
Woman & Home, Glamour, Elle, Prima, Psychologies Mag 
 Parenting magazines: Parent Talk, Happy Families, Practical 
Parenting, Junior, Juno 
 Television: BBC Breakfast, BBC Consumer, ITV This Morning, ITV 
Loose Women, Channel 4 Sharon Horgan on…,  Channel 4 Meet Ricky 
Gervais, BBC Weekend News, ITV Weekend News 
 Radio: BBC Radio Scotland Call Kaye, BBC Radio 1 Breakfast show, 
BBC Radio 4 Woman’s Hour, Premier Christian Radio Woman to 
Woman, Heart FM and Capital FM Breakfast show 
 Blogs: That Mommy Blog, Daddacool, Single Parent Dad, Henry’s 
Blog, The Leading Edge, Sticky Fingers, Who’s The Mommy?, A Modern 
Mother, Geekalicious, Joanne Mallon’s Opposable Thumbs, Transatlantic 
Blonde, Bringing Up Charlie, First-Time-Daddy  
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January 

•’The message that lasts’ project starts with celebrities + press releases 
with photo 

•Message library set up on microwebsite and messages posted on 
Facebook as image, competition for ‘likes’ begins 

February 

•Youtube videos about LEGO durability tests published and posted on 
Facebook, Twitter and website, videos point viewers to ‘The message 
that lasts’ project, celebrities retweet links to them 

April 

•‘The message that lasts’ with the most Facebook likes declared 

•LEGO time capsule with most ‘liked’ message placed in LEGOLAND 
Windsor Resort + press release and photo opportunity 



Evaluation 
January - April  
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 Unique page views of ‘The message that lasts’ 
microsite 
 Number of ‘The message that lasts’ form fills 
 Number of new ‘likes’ of LEGO Facebook page 
 Number of ‘The message that lasts’ leaflet 
uploads to Facebook 
 Number of Facebook interactions (likes & shares) 
 Number of Twitter interactions (re-tweets & 
favourites) 
 Number of new ‘followers’ of LEGO Twitter 
account 
 Sum of views for Yotube video series 
 Mentions (and reach) of ‘The message that lasts’ 
project in print, online, broadcast media 
 Mentions (and reach) of the LEGO time capsule 
 

 100.000 
 
 2000 
 1000 
 800 
 
 70.000 
 10.000 
 300 
 
 20.000 
 500 
 
 100 
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 Setting up ‘The message that lasts’ 
microwebsite with ‘The message that lasts’ 
template and form 
 LEGO time capsule (event management & 
LEGO bricks) 
 Shooting and editing of Youtube LEGO 
durability videos 
 Social media and website content 
management (Facebook, Twitter, Youtube) 
 Press releases 

 £8.000 

 
 

£16.000 

 

 £5.000 

 

 £6.000 

 

 £5.000 

£40.000 TOTAL: 



Thank you for listening! 



Rationale  

 The campaign aims to make consumers able to distinguish LEGO from its 
competitors and give them a reason why they should consciously seek out LEGO products. 
’The one that lasts’ campaign focuses on showing that LEGO products last due to their 
superior quality. 
 For full impact, the campaign targets both emotions and rationality. To affect 
emotions ’The message that lasts’ and ‘The LEGO time capsule that lasts’ tactics are 
deployed so that consumers can associate the sentimental goal of passing adult wisdom on 
to children – wisdom that will accompany them throughout their lives. The sentimentality 
of these tactics is likely to engage women. 
 To affect rationality, factual Youtube videos about LEGO durability tests will 
educate about why LEGO products are so long-lasting. This is primarily aimed at men who 
will be brought closer to LEGO products by exploiting their interests in topics more of a 
technical nature. 
 The campaign feeds well into the brand’s values of quality, learning and caring 
and also has a focus on the future just as LEGO. It also fits well with LEGO’s motto of ‘Only 
the best is good enough’. 
 ‘The one that lasts’ campaign can be developed further in the future not only in 
about 20 years time when the time capsule will be opened but also right after this 
campaign further ones can be developed built on ‘The message that lasts’ online library, 
where messages can continue to be uploaded. 
 

Zsuzsanna Matyak, 17 December 2013 


