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Assumptions of 
Lego 2001:

Playstation is taking it all
Instant traction, easy fun

Crisp, cool, wow
Boys want Evil 

The brick is not the future
The Lego brand can stretch into almost anything
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A ú300.000 per day adventure
<economic profit/loss>
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Before Interest, After Tax

Economic Result

Cumulated Economic Result

For 11 years LEGO 

destroyed value for   

DKK 2,2 million

every day

on average 
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The early and happy days Trouble in paradise The ten-year desert walk
Running as if there was no 

tomorrow
Into the deep ïand up 

again
Sustainable value creation 
the transformation journey
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Wrong path of Galidor from LEGO

New form language

Not recognized as LEGO

Kids had fun building

Link to unsuccessful TV show

Low sales performance
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Music Builder from LEGO

New form language

New paradigm for music

Great consumer response on play value

Low recognition in purchase

Low sales performance
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Story Builder from LEGO

New form language ïnot LEGO

New play dimensions

Great fun for children

Not understood in store

Low sales performance



4

7

MyBot from LEGO

New form language

New play patterns

Impossible to explain on box

Great play value in home

Low sales performance
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The role of play

The setting of play

The content of play
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Insights - the role of play

Kids play to: 

Find boundaries
Learn hierarchy
Obtain mastery
Learn sociality
Build and show social capital 


