BUILDING *¢
. TEGETHER

¢+ @ o






/

LAUREN
WALKER

Stats and
Numbers Scientist

WILSON
STANDISH

Mapper Of Adventures

\

DUNCAN
PAINTER

Chief Merchant
Extraordinaire

TOBIAS
LANGE

Game Plan Guru

STUART
MORRIS

Boss Of Blocks The Mastermind

CLARE MAT
HART MILDENHALL

Customization Connoisseur

f= =\

Master Of Imagination

SEN
LIN

Master of Strategy

TAMBYRAJAH

ALICE
KINOULTY

Wonder Strategist

GUY
MARKS

Architect-In-chief

JAMIE
LYONS

Builder of Games

e

FLORIAN
ADAMSKI

Champion Builder
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| was a Stand up comedian I learned how to bottle feed a 4-month old
(if you count dusty east London pub basements) in a VW Camper Van in Copenhagen
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| slept on a factory I am a classically

In a former life | trained elephants floor for a year trained ballerina

red rooster

UIN i
= T\U\NN[\C‘
» )

" | \
I've worked as a cook for a fast food chain called ‘ - N

“red rooster” in Darwin, Northern Territory, Both of my half-brothers were I've been a Formula 1 aficionado before
Australia I've gone bungie jumping in NZ born on St. Patrick’s Day | could even spell the Formula 1
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THE FUTURE
MINUTES o F pLAY

90

MINUTES

LUNCH

TOOLS ARE
mnutes FOR BUILDING




INSPIRED BY
THE BUILDERS
OF TOMORROW







THE BRIEF
Build one big, beautiful thing where everything is

connected. Put something strong in the middle to
hold it all up. Use lots of colorful pieces all around

to give It superpowers!




2
TEAM

1

WA

TEA

- '—.”0.. s
(o =
o
C

- 7
,—_,'::_;' s
=< s




P s )

TAPSTREAN » - DEMAND I
o n = s pllcsed &

" Kix 1
ETY \Ovox tevact () “wieel '1’...‘.;‘ agent *OEMAND vext
Y o - () twilie INVOCA" v, 1) iy

MARCHEXL

EQUirax DATAL IN E ul!(n(l‘
An'- Ar\.?.!-- - v r “ 2
Niver ADDS
cogage

kg . ﬂ’m..w : IDATATE
4 % T E . £
v URCE : A [cetect] c aton+cs REACHFORCE
A ries ol e i - wiblio wwm-m: s X DO P [ ] A
. A ey Bomchel, o, ;¢ A Kart - - (222 A nfer Linked ) estimote  market
. .- - -
Waterfall| |
woovw —

m ] BA oo L] ¥ P P 411 F
AP D b civopi q““’ﬁ" o SHICENOREVI D o
clhrmyx JifyC YNt An _lplash o

1o ey : 2 vvu-m...- onate
arkadin () CEVME taghast Seey CRLER . Acc

2) Atacren

h( ey ACTIVEL U M | g Emantifier T ]
“)'l(l('lll’ , roary

[ S live: : ‘ .
Cnu.nm 59 £ vert vy = > T

w

» - 5 8 X cnannn B
WEBINAR P B eventaforce A L ¢ 7 P
NNEX o v

PICAY
R | Channer ccl Marketing Analytics, Performance & Attribution
[ ke
WFO0 Caspio amyiegrier G SAATP
. g ingomin o ~ . Explee thinglink. SYT\A ¢)
SQUAre . GRAVITS h :

[ : » ; D ; AT | oec o EENND G

@, . ~t - < ot » — - DIBM T lopctey’ §i Retayw jento Encore NOCHAVA
4 ~

)i treet nawn D twilio 17 HeyWire X 3 d

indicative
i : DIEM retsértve i CAKE S Gosquared
Yieldmo YOOSE M £ wyd! . .

e 2 ? brght Hive'’

. . P “ e c A - nansyne 3 ' conanrol
lay &P tic Advertisi ' " s s - =1 ¥ Fiopon : ' 8 )
ramma n, S - - et synthes | Qv o 43 NDLE > omteare -~

ay TOg! I L i v s \ | CONVEY
HOUSE ) sPoncacELL adacado Al

VIANT. ° t a-mo-bee| tru

7 oo pam
< oea TL - : GNP O - - ] §
: QAsar | . wa o
AXAD 4 manti “”‘-*A\I‘Olm lemn ns
‘rocket

-- e X wiral - : N0 : : Mobile & Web Analytics
i PULSEPONT £ CarVoice (A2 0 3 Bakere’ 06 £ T i
PN VIEERA Y | . Durrsprout P - .Nkopoﬂ (] ' 3‘ £ URUTERIIC
Aty operative pret And w o ackMoven o, : .
3 MAGNE +1C

N Data R .- >
< - ° : mowecTmG 10U LeadiD Deeiiy AR tale
’

- v . Boctiense ; v KISSetng
- N d vimman mz - S Ce oy - Aaose

mariyn @Rakuten match = o " hrefs - v - < a
Adtass’ |8\ IE S @ 1T VOLYED MEDIA -A"-'Wvumn - k h ; ‘“‘V“ owed -~ :

doenX | & pertece s

1€ Aroortetmat

- ’ inspectiet "upi

) 50 é“:""‘mos»v :/mow,ﬁ X e °
PIVIAN s VO 3 - ‘ . - st e amtore ‘ VOIves) Y 1Q BOGM() soNAR . NE O KEMVioptymyze & - . P AR 500D .

o8 P L IO ¢ 4 7 colibri  SOCKRTONS Dagurrund, 3n m:r’x.u«.. ) Proupod 3 Tatvic LJ o b o P
w_w’__ ppes £ s o E -.T o @ D issuu v r WOl T WD vence & »"l)‘y iy Vie ‘S“smc B e [l - G‘"‘"V"“Lm .:A’/:::‘ ) Counitg ™ 3 e el
| - reenea ¢ ! A p hareablee :du Twimb x « Perform S o ; o - H u.-..‘ ;
‘N’ ‘ : priss . = - 2 P~ 1 e - L« Locolyn(s xck ” inter ana tm(km
s ity Q000000 g i hcpActions QuintC T SRR _ ool o SR e e €
x e v . - ~y 2 O Lynkos gTX onin Vister 2
- @ imons Oy @ crikice soldsieM D Q .
§.cemvo| | e2da L. Suchers 2 il nQa .

VOLULUM ternetedadh 1

t SeToAR cerr $ - I % B Add Thisoneube
ANT @ my Thrgs AoCI-ny..,, )

LToggle bi TruSignal

' eosrermonss SAVO Dashboards&oataVlsua"uuon
) v , [[8 3 - oopka -7 e
; ’ s 75 OPTIIT Fhushny £ VALIOA ] SEen
ExactDrive (M CAre 17 A
v Ad . FuNNE -

nexn

FTRONIC
w-m\nﬂv . ASS“‘

ACL € databox.> flomerer
groo . Sz zbulider . oPPs 6 oard
T enowhe Ybunting fa ; v r.c...-_..‘ -
T . o N g = Tguts bovnchvock & LNOSYO‘ ining ‘ t |
~onate MA ~ r AcD N SMART &) Fomen « —t2g conver e - vyt % der Loght ¢ ik S oL ovRe
PLY AOARA OO [® colspace | 4 | NeCt PERSONY ¢ o oty GUDIR +§ Smgeth o . | s y Aty [z Markerty
3 s YP () oy L sowve | o 23 Q % Volude MAYA """"‘",‘ peve ~To E:I \OTUERS

ADCADE | v Seehnote HY RAC ot PFLL YD saviating Optimivar
Katch eemtgowikio TheliveAds [ PERSADC PAPL

SKYLADS,

==Y & momph re~ m\ ‘4""!‘““
PPty ’ y Huu;(n((- . 5 3. GuL L"’
DOUBLE % Lostnix XCickitvod NELIO O ezoic @) Ay - Togond B 7 — sicte XTHE) s ‘ ,
- MONTTOR b ——,) " | ey FIV v )
e ° . code prove ; At
cth & Social Advertising . TTAA Converly war
non evocalize = = - ——

v 00 Pl
WALEirad -

ocols 3 A X T () mantan 3
ot | ] o N A " >

Coporronion

dberanceD. < LeveilUp . o) x o prezentri) Qv
o e - A o rortw S - 3
adCore - — y raprt " board ww ouns s (2 0 ,,——«
oce - = - annalect) (‘t‘mc I sn;ws R Quirk
v . [ ConuChor Sweet 10 MEFRICS ] ai ing naoamant Listen anmerme B0 W
V10 Jxenshox : J {19 nes AK we S—— OO0 . ' % ianage - R bime .4/ Intarmation
A g ~—4 s Ranger ARALY | : . y N - Trade R X
00 RaGray ) e  Fars Range m:(:m’w jive aor g LI TONOX, SNARSALALY splunk 4 «§p "TRANID Bullders V
1 | v | o [ ity | VISIONCRITICAL e © Poctarmiticierre - L . = @siG
Brandfolder ') M . AN v . h - i - - M o e - L OMNI f tracse: ’ ¥
i gt : TR g e (S Py e M L o
_nanigans T v | A ARGOSY | IR A7 ot At e ,; r = \oenhing et “ ROX (O NTReter BRI Srectrack™ CARE Dfer
‘J; OOk smart NASSASLAY - ! edate y < Chick
"' l...,‘ i " Pesutie .um.-ne Drondiocker - ko kA 21 1ET Gn.'lh‘ s nJe : MarketLine zog L Cydec )
!' [ snapchat © strearm i . v woorank ’ e
BRANDP @ Brteco 1 b

. Amaate G TRACKER
“‘-\" hivebrtegourCOus( spot.M — Y Py moter R » :

B = e i e @in| [Beeed O -

le/Content Advertlslng A {

- ‘U. NDA™LD
£ i metacog
- S 731 ;
p+- SaUMACtion of main street bub Sews ~ InTheChat LR
@ Beamtss  knkcdox I JLocal viox | OOIUM » " y
’ o, _ PASS BTV tndast - < Halo tresata
- - - - % - ° Pia Aggicy 71 N
" s 3 T ToA 0TS P CMNTY Shrds
PN . e tIDIOI T bus : — . e
RACTOR MIDIA v [ T

-
"NT [ Fractadf
Bevdeas n Userlike e ¢ emarkst b B
. m ! f g b < -y TARGITINTELE < TwouowT
Crushpath & TER sta 7 Dopet [ KLAvIYO
‘ " x firecart Perfion
CLE . thi M--mln! KINAL T OmMATH * feelo —
& COMNATIX » . ONTRA

Flint /2
B S ¥ o5, XSelico ——— iPaa$, Cloud/Data Integration & Tag Manageme
oo e =
% | STORENVY i k3 Rokuten TR M otrar
.;#pnomu.s.n« 3 yrere. " L g ) d U0 | CartStack '\‘ ' '-'"5‘9"'?,':% "4B gF'\:;m‘k -
censhare DU etk MEDALLIA A, » < - . impact Radnss KOF: S
e it ek RA8 8 10CEIANR. i Sokimove 1 Mart % e cie Qubit s serve Pony O AT, <
. Kook v - MICS X = . - e E mezzo
¥ . 3 » 2 pe 3 Ame FTTT -+ tomr(oew)Segmenta
Goniug ) AL . " orce § —
o S &GP, = Geresy lend
O ey eout 4 o e e Pt
10 NicereplyAk 0 49 [mpel . (<] . 2 * TTAG & o
| ’ e v L. . O
Opnyodic BETPE e T natero s Casan - #Gain WokED oy SOUrcely Yop == - - o B
wrh, wru.u-vw\ { - 4 Q CC m ”v_‘“‘ o - S et . 5 = ¢ C " -
videclogy ) byside  Uen T Micks =2 | . \ 71 5 =
VtRo \ém . . | v ) Sabestormcs - oot [ | > .

"
wt

(S

SONE.
an % king.lo pa Reachs

5 GIGYA fow s A ADEPTIA

ability nozy e -

" — - - DRACLE W suaancem method o ~ 7 § On : ORACLE
— il c BAINAKIA & : | " . ) Sesformics \
1 percusson webflow # 5 —b f

7 Kalio : rocket : iyt relants, ¢y
: ro it Xz plot v Sy e - .J.S"»:f;uq ror '\‘ TURN ¢ mcg ¢ i vﬁ‘n[f. r
‘  neosHubsait O stecore - Telerk BRIOOELE B aores . Peak BM B o - - WorkWase NEX) ey B 3 Presta b1 i s RADIU S
Wire O o - - LLM » Magr oy > .
P Zimontvan % ® A T Bas ERXE S cuscvo A A 1> KIUX ol o]
y 2 L Wls woe @ Sghtspeedaet Kentico 4 =
i = cils e V. S 5300 Ao s g w2 e e o e e
= . J - e wightly S € Compont c;i»m X - Baco 2 Mobify & CXENSE _ ) S3AS KEMV) Datar -
Trin CONTENT - oo B 1¢ s prnae /5 505 ! " DR : . NIVESS |
£3 pagext A UFERAY Tresc: O i VtoSH 1 ek Ml wom d soucus () ® lo"“' o Customer Data Platforms
n} CONTENS * . Strea f NT y ” . s s
"'T . Cockpit = B8 INGENIUX! E110sLan| ] ARG wond egrand (iM = e e dica 0 * o 1 L0V Une 5% RO N 5
&) vmireceg <y Sitvrback | AN, Crendons Work g [Aures SN Labsswitpage ( X

™




BATTLE FOR

MARKETING
EFFECTIVNESS



CONNECTED
OPERATIONS

A

T

CONNECTED
INTELLIGENCE

INTERPLAY

~~——————

CONNECTED
CONTENT

\4

CONNECTED
COMMERCE

12



SPECIALIZATION

INTEGRATION




AGENCY AS
A PLATFORM

Advanced Analytics
Marketing Sciel Sponsorship

Cultural Exploration
> amlc CoRtept

t'

Precision Media ¢ Influencer

Social - S :

Creative Orchestration

Performance



CONNECTIVITY



ONE TEAM.
ONE WAY OF WORKING.



FROM GLOBAL
TO LOCAL



AGENCY AS
A PLATFORM

PEOPLE
PROCESS
PLATFORM

EMPOWERED,
CONNECTED

CLARITY,
CONSISTENCY

INTEGRATED,
INTEROPERABLE



AGENCY AS
A PLATFORM

Backbone to the System

Single Point of Truth

Houses Data Driven Capabillities
& Workflow

PLATFORM .

Accessible to All Players
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WSINEWS ExcLys ye | Mo Topay

Omnico
EXCLUSIVE . F,/S’hop Fl;vnvlﬁelzj;ﬁ';,(:;o;nmerce
Omnicom Buys E-Commerce Shop o et Cane ion gy s

Owner As : .
Places sych as Amazon cential, aims ¢, help brang
Ssell

Flywheel Digital for $835 Million

Flywheel, part of Cannes Lions owner Ascential, aims
to help brands sell on digital marketplaces such
as Amazon.



AGENCY AS
A PLATFORM

PROCESS

Reduces Complexity

Codifies the Way of Working

Provides Clear Roles &
Responsibilities

Maps Tools to Milestones



WORKFLOW

BESPOKE, SPECIFIC

ALL PARTNERS

GLOCAL

INSPIRES
COLLABORATION




AGENCY AS
A PLATFORM

Global Connectivity

PEOPLE .

Group Level Specialisms

Supported by a Globally Distributed
Workforce

Have Stimulus to Co-Create
and Innovate
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E2BUILCD

WE ARE BUILD,
NOT BUILT.

Our imagination is always at work —
always building; always learning.

We are a team of builders who
collaborate, co-create and connect

to help LEGQOe inspire and develop the
builders of tomorrow.

When we come together the power

of our creativity is magnified — and
everything just clicks.

26
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INTERPLAYABLE
SYSTEMS
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PROGRES&IVE;,
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CHILDREN ARE
OUR ROLE MODELS

We are experts in local regulation

We consult with child safety experts to elevate beyond regulatory requirements
We flag risk to LEGO immediately

We only invest in ethical gaming practices (e.g. no gambling-style DLC mechanics)

We leverage OMG's position in the marketplace to make advertising better for kids
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'+ THE FUTURE '+
GF PLAY




THE FUTURE OF PLAY

THE BRIEF

R &

BRAND PORTFOLIO
Forge credibility in the Inspire and sustain
gaming world & establish engagement for Kids with
LEGO as a gaming culture both digital and physical play
icon

1l

CONVERSION

Boost user acquisition,
showing the value of a
LEGO account

[

-

An innovative vision for the LEGO
brand in Gaming

Strategic & holistic communication
plan driven by actionable insights
that play out across OESP

The interplay and mobilization
between global and local, OMG and
OLA brought to life across the brief

Rigor in planning and execution
across the diverse local media
and retail ecosystems






REGIONAL GLOBAL

LOCAL

Brief

VISION

Exploration

Vision

Regional
Distillation

Local
Insight

STRATEGY &
AUDIENCE

Comms
Strategy

Define
Audiences

Segments
Created

Creative
Brief

Local
Segments

CREATIVE
CONCEPT

CHANNEL
AMPLIFICATION

OLA Creative
Platform

Global Media Asset
Framework List

Collaboration
Session

Regional
Adaptation

Local
Channel
Planning

MEASUREMENT &
OPTIMIZATION

Dashboarding

Regional
Distillation

—@—@

Local
Activation

Optimization Measurement




REGIONAL GLOBAL

LOCAL

VISION

Brief  Exploration Vision

Regional
Distillation

Local
Insight

STRATEGY &
AUDIENCE

Define ~ Segments Comms
Audiences Created  Strategy

Creative
Brief

Local
Segments

CREATIVE
CONCEPT

CHANNEL
AMPLIFICATION

OLA Creative
Platform

Global Media Asset
Framework List

Collaboration
Session

Regional

Adaptation

Local
Channel
Planning

MEASUREMENT &
OPTIMIZATION

Dashboarding

Regional
Distillation

Local

Activation Measufement

Optimization

POINTS OF INTERPLAY



VISION

STRATEGY &
AUDIENCE

CREATIVE
CONCEPT

CHANNEL
AMPLIFICATION

MEASUREMENT &
OPTIMIZATION

Define ~ Segments Comms OLA Creative Global Media Asset
Audiences Created  Strategy Platform Framework List

| ® o O

Creative Collaboration
Brief Session

Brief  Exploration  Vision Dashboarding

GLOBAL

‘ Regional ‘ Regional ‘ Regional
Distillation Adaptation Distillation

REGIONAL

O oo | (@)—@) o s ® PN ®
Insight egments e
Local
Activation

3
o
o
-

Optimization Measurement

@ omnl ASSIST

Investment Social

Creative ke
% planner Intelligence

Intelligence

Audience
Explorer

Audience
Explorer

£ MTA

Q Cultural
Insights

Demand
Forecaster

Channel

Audience Creative
i Planner

Extensions E MMM

Q Cultural Video Digital
Insights = Content Content

Performance
Reporting

Data Science
Utilities

Outdoor C0o2
Planning Simulator

o Multi-screen
=1 Optimizer

- Inventory Commerce
Al Cloud




GLOBAL

REGIONAL

3
o
o
-

VISION

Brief  Exploration Vision

|

Audiences

STRATEGY &
AUDIENCE

Define ~ Segments Comms
Created  Strategy

Creative

Brief

CREATIVE
CONCEPT

OLA Creative
Platform

CHANNEL
AMPLIFICATION

Global Media
Framework

Collaboration
Session

Asset
List

Qo

MEASUREMENT &
OPTIMIZATION

Dashboarding

Regional
Distillation

Regional ‘
Adaptation

Regional
Distillation

Audience
Explorer

Q Cultural
Insights

Local
Insight

Local
Segments

Audience
Explorer

Audience
Extensions

Q Cultural
Insights

Data Science
Utilities

Customer Data Ecosystem
Segment CDP, LEGO Insiders Programme,
CRM, Consent Mgt, Data Lake)

@ omnl ASSIST

Creative
Intelligence

Creative
Engineering

Cradle

OLA C atform

LAP \CM)

Local
Channel
Planning

Investment
il
b Planner

Channel
Planner

Video
= Content

o Multi-screen
=1 Optimizer

Inventory
- Al

Commerce &
Retailer Data

(DACM)

.

Local
Activation

Social
Intelligence

Demand
Forecaster

Digital
Content

Outdoor
Planning

Commerce

Cloud

Activation
Platforms

Optimization Measurement

£ MTA

MMM

Performance
Reporting

C02
Simulator

MMM Solution
(8 Party)







PLAY
IS PROGRESS

CREATIVITY
] CONNECTION
] STRUCTURE

IMAGINATION

EXPLORATION

Source : Interbrand Arenas ana lysis 2023

70%

“Play allows me to meet people |

wouldn't have otherwise.”

a7 %

‘Play makes the world a
better place.”

1%

“Play provides me with a
sense of community.”

37



1T

FOR LEGO, THERE HAS NEVER
BEEN A BETTER TIME TO BE IN
THE

IT IS A $7.1BN INCREMENTAL BRAND VALUE OPPORTUNITY"'

Source: Best Global Brands 2023; nb LEGO ranking = 58, +10% YoY Growth (LEGO BRAND VALUE $13.1BN)

e
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THE DIVERSE WORLD OF GAMING & VIRTUAL IS

REIMAGINING PLAY

I INTERACTIVE

GENERATIVE Al WORLDS
. IMMERSIVE 4 & CHARACTERS

] BLENDED

SPATIAL COMPUTING

39



BUT IT IS RICH WITH TOTALLY NEW TYPES OF
TENSIONS AND NEEDS

PARENTS (SHOPPERS)

DEVELOPMENTAL VS. DESTRUCTIVE

KIDS 6-12

INCLUSIVE VS. EXCLUSIVE

ADULTS

ESCAPISM VS. ISOLATION

40



IT"S AN INDUSTRY OPTIMIZED TO

REVENUE
FROM PLAY




THIS GIVES LEGO AN OUTSIZED ROLE IN AN
ARENA THAT SEES CHILDREN AS

CONSUMERS




WE KNOW THAT LEADERSHIP
BEYOND THE CATEGORY
IGNITES GROWTH WITHIN
THE CATEGORY

BURBERRY

AGE OF
EXPERIENCE

@, pepsi
AGE OF
VALUE

AGE OF
IDENTITY

43.8%

Above category average
growth (for brands that
embrace the full stack)

AGE OF
YOU

AGE OF
LEADERSHIP

43



IN THIS OUR ROLE ISN'T TO COMPETE FOR

SHARE OF MARKET IN THE
CATEGORY OF PLAY

"+
OUR REAL ROLE IS TO BE IN THE

"4 BUSINESS OF MAKING
PLAY BETTER



OUR
PLATFORM
IDEA:




As an icon that has an
unparalleled level of trust, heritage
and love the future is ours to...




Our belief is children are our role
models and in this changing world
of play they deserve...




PLAY FOR
BETTER




PLAY FOR
BETTER

Make a sustained positive difference to the new ecosystem of
play by championing a better type of digital play — one that is
more socially connected, educational and fun




PLAY FOR
BETTER

Ultimately, the true goal of play for better is to create

BETTER PLAYERS OF US ALL




*
STRATEGY ¢
AND AUDIENCE

)




PLAY FOR
BETTER IN
AUDIENCES

CULTURE
CATEGORY

Source: PLAYBOX 2024

CATEGOR,

52



HOW WE'LL PLAY FOR BETTER

Feel LEGO is leading a E S

- Gaming
transformation in better play o

CULTURE
P

Brand Action + Content + Partnerships

COMMUNITY Share their love for LEGO,

becoming active advocates of O E s
our brand

P

Owned + Shared + CRM




HOW WE'LL PLAY FOR BETTER

USING DELIVERING INCORPORATING

::::: BRAND GROWTH
*"e

Brand Desire / Love
Cultural Relevance

HHE
Share of Culture NPS - - W %
x g (IB L
SHi3f>]0
"zl %1;
) 2 w
O = 4§ w
. m: >
a] o g | =
w L > | 0
14 T q 1))
q 7)) 4 | u
T 0 ] 14
" a ﬁ g
14
o COMMUNITY GROWTH 5 F
0.5' @ a £ 0o
®'-'0 1PD Acquisition (Recruitment)
® Inspired Engagement

Ecosystem led Lifetime Value (LTV)
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KIDS

YOUR 3 BRIEFED AUDIENCES

ADULTS SHOPPERS

™y @

55



IDENTIFYING NEW OPPORTUNITIES

KIDS TEENS PARENTS GIFTING

LA

A By

CHILDREN
6-15
DISCOVERY DISASSOCIATED TRUSTED EFFICACY

Source : PLAYBOX 2024

ENTHUSIASTS

LOVE

56



PLAYBOX
4

QUALITATIVE

QUANTITATIVE

DIGITAL
RESEARCH



IMPACT

UNDERSTANDING KEY MOTIVATORS FOR PLAY

SELF SKILL
IDENTITY DEVELOPMENT

GenZ Gen Alpha .
1

RELATIONSHIP WITH GAMING

A

Source: PLAYBOX 2024

NUTURE

A 4

58



REGIONAL GLOBAL

LOCAL

O,

omni

VISION

Brief  Exploration  Vision

Regional
Distillation

Local
Insight

.o, Audience
“®* Explorer

= Q Cultural
* Insights

59



CI @ omni

® Help @

SEARCH FOR CULTURAL TRENDS

Keyword or Boolean
Query

Culture Quantified

Quick Search

Q Enter a search term(s) or Boolean query...

YOUR RECENT PROJECTS

gaming

chanel NOT gucci

streak culture

gaming

luxury handbags

JW India

progress

chanel

BTS

chanel NOT gucci

icyhot

View All Projects

TODAY'S TOP ELEMENTS OF CULTURE

s&h's Elements of culture

Polarization

L

Moral Imperative

@ Meme Culture

w

Unperfect

Near Nostalgia

Distributed Trust

b

PRPRERESE

Snack Media

©

New Masculinity

9. Super Apps

- Multi Sensory
' Experiences

# Signals

194,575

182,909

163,282

157,333

121,610

118,851

108,890

102,128

101,273

93,831

These cultural trends are the most significant
because they have been tagged to the most
Signals (articles, tweets, patents, etc.)in Q™

during the last week.

What are the Elements of Culture?

'S




PLAY FOR
BETTER IN
CULTURE

Understanding the changing

cultural dynamics

EVOLVING STATUS QUO

B B

Near Nostalgia Blurred ID

PLAYFUL EMPOWERMENT

gl (@)

Functional Play Multi-sensory
Experience

CONNECTED CUSTOMS
() e
Modern Family Meme Culture

Source: Q

kidult

@,
00
mim

Micro Cultures

o
Moral
Imperative
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PLAY FOR
BETTER IN

CATEGORY

Deeply understand the makeup of
those audiences who buy and play
with our products, both brick and
non-brick

Source : PLAYBOX 2024
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TO ILLUSTRATE THOSE PLAYFUL MOMENTS ACROSS THE JOURNEY,
WE'VE BUILT LOCAL MARKET PERSONAS

>
-
—

x
b R

RAFAEL

GRANDPARENTS/
GIFTERS

PARENTS

WEI

(FIRST GEN LEGO)
PARENTS



WHICH ARE INFORMED BY
GLOBAL INSIGHTS AND LOCAL MARKET NUANCES

Console games are the Key market occasions more
categories where kids likely to drive re-purchase
N ‘pester power’ is most
,,, \\\ impactful
S
/ \ -~ ~ @ !
N \ ” \\ ,
N - ~ /
S~ ‘." N\s 4
S’
When making video gaming 78% of parents say Freedom to build &
decisions for children, parents they make all or most socialising as a key
face a greater number of of the decisions gaming need state

barriers than drivers



PLAY FOR
BETTER IN

Build, elevate, and celebrate our
LEGO players, gamers,
enthusiasts, parents and gifters

Source: PLAYBOX 2024

CATEGOR,
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Source: Omni

PLAY FOR BETTER IN AUDIENCES

CULTURE

oM

Gifting
S Parents

Kids 10-12 i

11m

Kids 6-9
8m

Enthusiasts
43m

Regulation

CULTURE

Enthusiast

Kids 10-12 A

m
Gaming !

3m

Parents
6m

Gifters
5m

Front loaded decision making

Physical & digital play

OMNI INSIGHTS ---------

CULTURE

Enthusiast
3m

o™V

Kids 10-12
Gamers 6m
<Hm Kids 69
3m

Parents

18m
Gifters

9m

Socializing as the catalyst

67



USING AUDIENCES TO INFORM OUR

INVESTMENT

STRATEGY




(@) omni @ Leco Q. v Rohan

m BUILD Producing/Curiosity

i INVESTMENT PLANNER / LEGO / BUDGET SPLIT

== GAMING: MARKET ALLOCATION
GERMANY, CHINA, UNITED STATES OF AMERICA / LEGO / 52 WEEKS >

i i i
Investment Ad Generated Revenue Average Revenue ROI Marginal Revenue ROI
a
$50,000,000 $367,306,999 1.35 15.45
INVESTMENT ALLOCATION SCENARIO / REVENUE
i i
Optimise Edit Markets for LEGO Investment Allocation % Revenue = Average Revenue ROl Marginal Revenue ROI
United States of America $6,319,300 12.64 $117,501,233 18.59 15.45
China $25,506,489 51.01 $147,211181 577 3.46
Germany $18,174,211 36.35 $102,594,585 5.65 443
10f1
r

+ Advanced




(@) omni @ Leco

EABUILD

> 1

Overview Insights Strategy & Audience  OLA Platform  Amplification & Ideas _‘ Optimise v | '
LEGO / GAMING / PLAY FOR BETTER ALL COUNTRIES

SINGLE SEGMENT OPTIMISATION

67.04%

Owned
Reach

3.26%

Edit

) weekly

Audience
GIFTING GRANDPARENTS:
Earned Total
Reach Reach
7.99% 70.66%
OFF

Outdoor - Large Format

CULTURE
Average Cost Per Reach %
Frequency
18.70 $298,329.36
Channel/Activity Investment
$8,620,000

Campaign Duration
5 WEEKS
Edit
Multi-Channel Cost per GRP
GRP i
1,254.00

$15,948.96

Allocate %

Reach %

w
(@)
(0¢]

\

v Rohan

Producing/Curiosity
1,640
Close
Edit Segments View Flighting Plan
Media Budget
$20,000,000
Edit
Multi-Channel Cost per ARP
ARP {
98.94 $202,136.10
Exclusive Reach % Cost Per Reach Point

43.10 {1 15. $272,095
L3
TV - Sponsorship $2,670,000 13.35 5.73 2.01 $465,968
Disp|ay_Wa|mart $1.010.000 505 3 21 110 $314 641
B



*
CREATIVE ¢
CONCEPTS

>




STRATEGY &
AUDIENCE

Define  Segments Comms
Audiences Created  Strategy

Creative

Segments

Audience
Explorer

Audience
Extensions

Q Cultural
Insights

Data Science
Utilities

Customer Data Ecosystem
Segment CDP, LEGO Insiders Programme,
CRM, Consent Mgt, Data Lake)

72



APPLYING THE '

PRINCIPLES OF

+

4+, IN IDEATION



USING Q AS

CI (9 omni

Culture Quantified

SEARCH FOR CULTURAL TRENDS TODAY'S TOP ELEMENTS OF CULTURE

Keyword or Boolean

s&h's Elements of culture # Signals
Query

o ‘: 1. .
Q |
i Moral Imperative

Near Nostalgia Blurred ID Kidult eme Culure 163282
@ Unperfect 157,333
Near Nostalgia 121,610
Distributed Trust 118,851
Snack Media 108,890

YOUR RECENT PROJECTS
g New Masculinity
((( O ))) . 9 Super Apps 101,273
‘ .'. gaming gaming progress
o Multi Sensory

93,831
. . . Experiences 383
FunCtIonal Play MU|t|_Sensory Mlcro CU|tUI’€S chanel NOT gucci luxury handbags chanel icyhot
. These cultural trends are the most significant
EX pe rl e n Ce because they have been tagged to the most

Signals (articles, tweets, patents, etc.) in Q™

" during the last k.
streak culture JW India View All Pr unng thesastvee

What are the Elements of Culture?

A i é

Modern Family Meme Culture Moral
Imperative




R Ad
RECYCLING
§ VENDING ¢

YOURSELF YOU SMACHINE®

S i PIECE

2 LOBBY

Moving from advertiser to
media owner with a LEGO
owned video UGC platform
for kids

pidy

Inserting play into mundane
moments

teco
JaNNsg LIENE LR

IRL SKIN
e /APLAY
(BATTLE)
GROUNDS %%

world help to rebuild destroyed
playgrounds.

Bringing a Taylor Swift concen to
fans in LEGO Fortnite

REID+ ALLEGRA




CHEE INITH

Inserting play into mundane
moments

McAllister St

Confirming your ride
8:15 am dropoff

Why wait when
you can build?

Play LEGO City while you wait for your ride

PLAY NOW

San Francisco International...

815 a

Add or change

Pickupspot Change

Meet at your pickup spot on
123 Main Street

3M53AF2

Silver Honda Civic

Why wait when
you can build?
Play LEGO City NOW =




R Ad
RECYCLING
§ VENDING ¢

YOURSELF YOU SMACHINE®

S i PIECE

2 LOBBY

Moving from advertiser to
media owner with a LEGO
owned video UGC platform
for kids

pidy

Inserting play into mundane
moments

teco
JaNNsg LIENE LR

IRL SKIN
e /APLAY
(BATTLE)
GROUNDS %%

world help to rebuild destroyed
playgrounds.

Bringing a Taylor Swift concen to
fans in LEGO Fortnite

REID+ ALLEGRA




/2PLAY/"

(BATTLE)
GROUNDS

How LEGO and kids around the
world help to rebuild destroyed
playgrounds.




2 LOBBY

Moving from advertiser to
media owner with a LEGO
owned video UGC platform
for kids

Ailil LiEELN
IRL SKIN

INSIGHT

pidy

Inserting play into mundane
moments

)

REID + ALEGRA

(b 4
e
'-vmcumlsv

YOURSELF YOU
S i PIECE

JAPLAY["
(BATTLE)
GROUNDS %

world help to rebuild destroyed
playgrounds.

Bringing a Taylor Swift concen to
fans in LEGO Fortnite

79



(/8 LOBBY

Video Title here to be
added in here

Lego

Video Title here to be
added in here

Lego

Video Title here to be
added in here

; » ‘ y
/ o s
.- y - l.
i [ z .r. ) \ ( ! Lego
L B B : Video Title here to be
added in here
Lego

Video Title here to be
added in here

Lego

> P € 33514735
Moving from advertiser to oge Vides o Lge B
media owner with a LEGO -
owned video UGC platform BEprTTY PP
for kids , |




R Ad
RECYCLING
§ VENDING ¢

YOURSELF YOU SMACHINE®

S i PIECE

2 LOBBY

Moving from advertiser to
media owner with a LEGO
owned video UGC platform
for kids

pidy

Inserting play into mundane
moments

teco
JaNNsg LIENE LR

IRL SKIN
e /APLAY
(BATTLE)
GROUNDS %%

world help to rebuild destroyed
playgrounds.

Bringing a Taylor Swift concen to
fans in LEGO Fortnite

REID+ ALLEGRA




Bringing a Taylor Swift concert to
fans in LEGO Fortnite




SOME THOUGHTS FROM OUR OWN
ROLE MODELS ON OUR IDEAS

|

N o o~




STIM FILTER

-GLOBAL PROGRAM-

PLAY FOR
BETTER @

A game mode which
prevents over-stimulation but
maintains the fun.




@ s11M FILTER

FREE

]

STIM FILTER

-GLOBAL PROGRAM-

PLAY FOR
BETTER @

EEE S SallME E S E RISl O REY

Prime Top 10inthe US &)

AMAZON ORIGINAL
STIM FILTER ”

........... =
/] : -
PLAY FOR ‘ LW o]
BETTER @ - =
THE STIM FILTER STORY » —
L / ‘\u
Prime Top 10 in the US ALL EPISODES AVAILABLE NEW SERIES

"~ NEW SERIES
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@ sTIM FILTER

Kid-friendly games @) STIM FILTER

FROM A MOMENT
TO MOVEMENT




Rarry potter video game

’-‘Jfr'/ pory,

e video Ime”

Explore Relateg Products

hogwarey legacy P
haery potter wy
harry potter SWRON game

hogaarts legacy Sndtch

Results

Collapse oy

u Stim Filter

A Game Mode which Prévents
o.\‘rs:z'rul.mor\ But maings ns
he fun,

Hogwarts Legacy . PlayS(atio
E3RB Ray ) Teen by VirsnieR s .

Och\‘ﬂy Thy, Apr2s

Won e Oernvmaet

Soet by Featned

Hogwarts Legacy . f,
ESRB Ratina Teen | N

SK+ boughe in

Nintengy Switen
0% iy

Oclivery Thy, Ape 25
Shigs 1o Oenmany

n4

S

itch)



CREATIVE CONCEPT

OLA Creative
Platform

Collaboration
Session

@ omni ASSIST

Creative
Intelligence

Creative
Engineering

Cradle

OLA Creative Platform
LAP (to be DACM)
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SCALING
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ACHIEVING SCALE B RN
AND REACH IN ‘ / \
OVER 50 MARKETS , \Q
GLOBAL |
GLOBAL BRAND
GUARDIANS I
(HERO) I
' ‘ @
N 7
-— = -9 97 - = -
[ 2 ®
/ AN
/ \
/ \ °
! LOCAL
| ASSET LOCAL
CREATION

\ (VARIANT)




INTERPLAY WITH

o] .\

Inspire creative
development with
audience and
cultural insight

Transcreation now

Supercharged with
Creative

Engineering

Our
LEGO®
Agency

Engineering

‘Outside in’ creative
consultancy and support

Intelligence

Creative intelligence,
optimization and feedback

loops

92



THE RIGHT
BLEND

We have the right team with

experts across our flexible
content solution, delivering
within a refined and governed
content ecosystem for LEGO.

Bespoke
THE MIX
Within any campaign there can be an
opportunity for a mix of traditional and
automated approach. Intelligent
Automation

CAMPAIGN TYPES

Tentpole llllll.llllll.llllll.llllll.llllll

Secondary L L L L L

Evergreen

93



DEMAND GENERATION

MEDIA
ACTIVATIOJI

MAKE MEDIA WORK HARDER BY BLENDING
MEDIA AND CREATIVE TO DELIVER

DYNAMIC CREATIVE PRODUCTION.

DEMAND CAPTURE

CONTENT
CREATION




BUILDING YOU

A MODERN
CONTENT ENGINE

The LEGO Content Engine will be at the heart of the creative
ecosystem, supercharging OLA's beautiful creative and ensuring
brand integrity across all products and markets.
‘4

*§

95



OUR 0
GROUNDING

FOUNDATION SCALE

* WITH ELEGANCE

To produce design at a scale that meets
M brand criteria and integrity

C a4
= R

TRANSFORM BRAND

THROUGH ACTIVATION

Support with technology enabled to meet
scale of demand and velocity




YOUR BRAND IS
AT THE HEART
OF EVERYTHING
WE DO.

Foundations

Consistent application of layout ratios and
structures create a recognizable balance across
expressions of the master brand.

Dimension & depth

The cutting edge of both the science behind our
products, as well as the impact on people's lives
have significance and depth.

Refined typography
Personality-driven—type weight and typographic
play determine copy choice.

Consistency in color Lo
To leverage the ownability of your primary
palette, application needs to be precise.

Drive purpose

To deliver a consistent brand message, brand
messaging must be included consistently.
Simple as that.
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OMNI-CHANNEL.
BUILDING. BLOCKS.

Programmatic video
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Social CRM .com

OOH

Programmatic video

Shop Now

Display



IN ALL THE CHANNELS.

Programmatic video

| oRIVING
MAJE
AWESOME

TRIVING MAJE
AWESOME

E] Description. e,
: -

Shop Now 5

Display




IN ALL THE LANGUAGES. w

Programmatic video

Shop Now

Display




FOR LAUNCHES.

x-.
b5 2
%

l I 4

Programmatic video

Reels ©

FORTNITE

= : -
, \ 3
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Sponsored

Description.

Shop Now >
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FOR ALWAYS-ON. *

Programmatic video
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ATOMIC DESIGN, WITH INTELLIGENCE

THE
CREATIVE
WHEEL
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| was a Stand up comedian I learned how to bottle feed a 4-month old
(if you count dusty east London pub basements) in a VW Camper Van in Copenhagen

| slept on a factory I am a classically
| was a cheerleader at the NFL World Bowl floor for a year trained ballerina

— R L
red rooster ﬂ k s
71] \ &
T e r GUINNES>
L 3 ‘ 'Y ¥ :;‘ i2
¢ oA ¥ '-
I've worked as a cook for a fast food chain called - L ot ol .
“red rooster” in Darwin, Northern Territory, I've gone bungie | used to live in Both of my half-brothers were I've been a Formula 1 aficionado before

Australia jumping in NZ Venezuela born on St. Patrick’s Day | could even spell the Formula 1



X 2
CHANNEL ¢+
AMPLIFICATION
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CHANNEL AMPLIFICATION

Global Media Asset

Framewol

Regional
Adaptation

Local
Channel
Planning

rk List

Local
Activation

Investment
Planner

Channel
Planner

Video
Content

Multi-screen
Optimiser

a nventory
" A

Commerce &
Retailer Data

Social
Intelligence

Demand
Forecaster
Digital
Content

Outdoor
Planning

Commerce
Cloud

Activation
Platforms

(DACM)

112



BETTER

IN THE USA i



PLAY FOR BETTER
IN IN
THE USA...

..And use them to ideate
a US-specific activation

CULTURE

Enthusiast
3m

oM

Kids 10-12
6m

Kids 6-9
3m

Parents

18m Gifters
9m

114



OMNI INFORMS INSIGHTS IN THE USA

blurred ID

PLAYFUL EVOLVING
EMPOWERMENT STATUS QUO
Games / video games are the Reading is the 2nd most popular
top two topics 6—12-year- activity with after video games,
olds talk about with friends and girls read at a higher rate

than boys

X
b5 2
%

l | 4

CONNECTED
CUSTOMS

US parents are losing trust in
tech companies and blame them
for making parenting harder.

115



USA INSIGHTS IN

PLAYBOX

Qualitative research adhering to
the PLAYBOX safety principles

B} quaLITATIVE
2 QUANTITATIVE

. ACADEMIC
RESEARCH

. DIGITAL
RESEARCH

The benefits of LEGO are
creativity... building things
makes her think outside
the box.

DAD | AGE 38

| like to play with LEGO
because you get to be
creative... we like to do
building projects at school.

GIRL | AGE 8
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4

BUILDING THE

LEGEND OF
LEGO FORTNITE

Create a LEGO Fortnite universe which
transcends the gaming platform, building an
engaged creative community

*§

x -,

b2 5

%
it



Welcome to LEGO Ideas!
To get started please tell us the story, character background or more

’ that you would like to see in LEGO Fortnite. Your creation could turn
BUILD I HE into a built part of the game, podcast, comic book or beyond!
Submit a custom story inspired Submit a story for one of the

F o RT N I T E by LEGO Fortnite books found in LEGO Fortnite

Create a character's Recommend
background story a Game

Tell me your

o o « LEGO sto ~
Keep them building an i :
ever-expanding universe . :;




OWNED

Fully engage existing LEGO
community platforms

Bring to life in physical
stores (LEGO Fortnite
Cosplay station)

Support across digital estate

HOW LEGEND OF

LEGO FORTNITE

EARNED

Amplify through social profiles
with bespoke contests

Promote across LEGO owned
video content on YouTube

SHARED

Leaned in support from EPIC
due to mutual benefit

Additional amplification
(beyond standard paid media)
from primary platform partners

X
b5 2
%

l | 4

PAID

High impact x high reach

Innovative use of
creators/influencers

Build into dynamic creative
approach

119



@ omni

INFLUENCER

Leveraging Omni Audiences to Generate
Participation & Attribution through precise

community targeting

CHRISTINE
RICCO

Writer, Blogger,
BookTube Pioneer

95-2% MATCH

‘
oS
8 o ¢
KARL
JACOBS

Gaming Streamer,
Writer, Creativity

55% MATCH

goodreads » YouTube
100K 440K
Followers Followers

» YouTube

twitch
45M 3.7M

Followers Followers

Sample talent only. Creators are not guaranteed for interest, availability or pricing

(®) omni

dmnicom < Discovery

x..

b2 5

%
|12

KB Kevin Blazaitis v

LEGO FORTNITE

Christine Ricco Bri

@0 ¢ 0Bo

677K followers F82.9K followers

Karl Jacobs

(2]a) s o)

14.1M followers

N ¢

Y Filters 1y Sort H

withCindy

oam

721.34K followers
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OMNI-CHANNEL.
BUILDING. BLOCKS.

Programmatic video
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FOR LAUNCHES.

x-.
b5 2
%

l I 4

Programmatic video

Reels ©

FORTNITE
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USA MEDIA PLAN SCHEMATICS FOR
THE LEGEND OF LEGO

BUDGET: S 30,460,000

RETAIL

800,000.00
600,000.00
400,000.00
200,000.00

$0.00

S H S
2 e

TOTAL SPEND: $3,990,000

ﬂ $600,000.00 "
|J $200,000.00 ROI: 10./4
— 0.00 n
- : N N T T N R - S s RS MROI: 4.38
S N Q@Q’ ®r$ W S v\@} @Q\Q’ C}0‘3 go\@ Q&@
=
@ TOTAL SPEND: $2.760,000 o

VOD
0 = OOH
i e
4 s " OUTURE
TH 1:000:0g8ﬁ88 SEARCH
0 ‘ » SOCIAL
8] o\\'(g\ «\)(bd @""@\ v& SR )
2 SO DISPLAY & VIDEO
w AUDIO (DIGITAL
O  TOTAL SPEND: $23.710.000 (DIGITAL
H RADIO (OFFLINE)

PROMOS
IN-APP

CARBON IMPACT: 170kkg

CARBON OPTIMIZATION REDUCTION: 25%
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WHY WE LOVE
THIS PLAN

EMPOWERS
PLAY

Enables an
unprecedented level
of participation in the
LEGO universe

NEW MEDIA
REAL ESTATE

Co-Creating
breakthrough media
experiences that don't
feel like traditional
media, to drive attention
and engagement

x-.
b5 2
%

l | 4

3

EXPANDS LEGO
FORTNITE
ENTRY POINTS

Creating new points of
entry into the LEGO
Fortnite universe that
leans into
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BETTER

IN THE GERMANY ‘



PLAY FOR BETTER
IN CATEGORY IN
GERMANY...

..And use them to ideate a
German-specific activation

CULTURE

Parents
om

Gifters
5m

Enthusiast
2m
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HEARING FROM

PARENTS IN
GERMANY

we try to limit video game
time during the week,
sometimes completely

DAD | AGE 51

iSfthat children can learn something:

| like learning games. That's
why | always want to know
before she plays a game

MOM | AGE 37
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OMNI INFORMS CATEGORY INSIGHTS IN GERMANY

Mia’'s son keeps
asking her about
playing Super
Mario on Nintendo
Switch he's heard
about on the
playground

She's targeted
Unsure about suitability, with a social ad
Mia asks other parents for LEGO Mario

for advice and
researches online

Bricks & signs up
to LEGO Insiders
to keep updated

As she continues to

research, she
questions whether she
wants Felix to spend
more time with
screens

KEY NEED STATES

Balance of physical
and digital play

Felix and his siblings
play with LEGO Mario

bricks

Mia waits for the
next holiday to
surprise Felix and
purchases from
LEGO.com

Felix creates his
own world and
stories with LEGO
Mario characters
and explores and
builds together
with his friends

Mia buys expansion
packs for LEGO Mario to

Mia talks to other help expand his Mario
parents about her world
experience with

LEGO Mario

Mia registers her set on
LEGO Insiders and
receives further comms
around new |Ps and
younger children's game



AUDIO PLAYS AND STORYTELLING -
FOSTERS CHILD DEVELOPMENT

83%

KIDS IN GERMANY
GROW UP WITH
AUDIO PLAYS

80%

PROVIDE
ENTERTAINMENT
AND FUN

82%

STIMULATES
IMAGINATION AND
CREATIVITY

130



creative brick play -

-
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Children have become
less creative while playing with physical toys.

AT THE SAME TIME

AUDIO CONTENT

FOR CHILDREN IS HIGHLY RELEVANT



toniebox®

LEGO X . ’ i

TONIES o i

Establish LEGO gaming franchises
such as Super Mario and Minecraft to
generate interest for the physieal
products through audio storytelling on
Tonies.



HOW TONIES
COMES TO LIFE




-

DRIVING SCALE
AND REACH

* Using personalization to drive account sign-ups and purchase
4

*
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Core message
Hero assets
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OMNI-CHANNEL.
BUILDING. BLOCKS.

Programmatic video
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.com

CRM

Social

OOH

Programmatic video

0
¥
0
0
-
m
5
-
0
=]
-
0

OMNI-CHANNEL.

Display



OMNI-CHANNEL. —
BUILDING. BLOCKS.

Programmatic video

Shop Now

Display







ALWAYS DRIVING TO
OWNED CHANNEL OR RETAIL.

CRM .com

\ 4

DRIVING
ACCOUNT
SIGN-UP

A 4

Erste Schritte mit LEGO® Super Mario™

VERBINDE v Edii . PURCHASE

7
SIE ALLE!



GERMANY MEDIA PLAN SCHEMATICS FOR
STORYTIME WITH LEGO

$400,000.00
$300,000.00
$200,000.00
$100,000.00
$0.00
N Q X
(\0'23\\ Q}fb«\\ @(2;\0 ?\Q" @’3\ 0(\ >\® \\g}rﬂ Q,@(Q \60 \\éQ &
Sb <<Q‘,0 e %Q’ QO < Q

TOTAL SPEND: $650,000

$2,000,000.00
$1,000,000.00
$0.00

TOTAL SPEND: $6,771,000

$300,000.00

$200,000.00
$100,000.00 -
$0.00
S S & @ ¢S & Q7
NGRS SEEEN NN Y X P P &
& &N v O

TOTAL SPEND: $709,000

BUDGET: 58,130,000
REVENUE: 526,783,168
ROI: 3.29

MROI: 2./1

TV
= VOD
OOH
= YOUTUBE
= SEARCH
= SOCIAL
DISPLAY & VIDEO
AUDIO (DIGITAL)
RADIO (OFFLINE)
= PROMOS
IN-APP

>

CARBON IMPACT: 185kkg
CARBON OPTIMIZATION REDUCTION: 20%
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WHY WE LOVE
THIS PLAN

BEYOND
SCREENS

Addressed need for
physical and digital
play, whilst using the
bricks and gaming IP
kids love

GROWTH
OPPORTUNITY

Significant penetration
of Tonies in Germany
offers a scalable growth
opportunity for LEGO
G.AM.E

3

A BRIDGE
INTO GAMING

A partnership that could
be expanded across all
LEGO IP partnerships.
The steppingstone for
kids & parents into
Gaming
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IN CHINA



PLAY FOR BETTER
IN CULTURE IN
CHINA...

..JAnd use them to ideate a China-
specific activation

CULTURE

Gamers
78m

Gifting
39m Parents
Kids 10-12 83m
1Tm

Enthusiasts
43m
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OMNI INFORMS CULTURE INSIGHTS IN CHINA *

functional
play

PLAYFUL
EMPOWERMENT

Highly restricted
playtime with guardrails
around content

EVOLVING
STATUS QUO

Parents as co-leaners
and player 2

CONNECTED
CUSTOMS

Evolving role of the
family dynamics
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*4
EGGY PARTY

Overcoming the barrier of the lack of Fortnite
* through a China first gaming partnership

*



HEARING FROM
OUR ROLE
MODELS

| choose games with cartoon
graphics... like eggy party
which is popular at schools...
that promotes a healthier,
sunnier outlook.

DAD | AGE 42

my favorite game is eggy
party..because the characters
are cartoonish and | can play
with my mom and dad”

BOY | AGE 6
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CRITERIA DEFINITION

Scale

APPLYING A TAILORED LEGO SUITABILITY FILTER

Reach / Exposure in

EGGY
PARTY

ROBLOX

PALWORLD

HONOR
OF KINGS

FORTNITE

VALORANT

LOL

GENSHIN
IMPACT

e ®
Zeitgeist S O » O O O O @ O
Trajectory Growth potential o O O » . O . O
" et | @ @ ¢ o o o o
o e, @00 @ | @ @ € e e e
KIDLOCK Passes on all fronts ‘ . ‘

Approved

—in current form
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MONKIE KID X
EGGY PARTY

Attract young families to LEGO via the Eggy Party IP,
overlaid with LEGO’s most popular franchise Monkie
Kid. In this world, players turn into the Eggy
characters, and complete various game challenges
with their companions. Through cooperation and
interaction, they deeply experience the fun of the
game, promote emotional connections with each
other, and thus achieve better play.




OPTIMIZING OUR OESP
APPROACH IN CHINA

EARNED SHARED

Encourage UGC sharing Engage the existing Eggy Party
(of LEGO map creations) player-base
across social channels

OWNED

Surface the collaboration with
Optimize to capture demand for retail partners to broaden

Promote the activation and mobile game queries in Baidu appeal of product
encourage downloads & play

in LEGO stores

PAID

Connect with online/super-

app presence Lean into experiential/AV

shared moments for parents
and kids

Leverage KOLs to elevate LEGO
with their communities
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OMNI-CHANNEL.
BUILDING. BLOCKS.

Programmatic video

= B S o B ~ N e e 7N P — ~ o\ oot N ey )
e ~ ~ N = ~ = B\ 7N NN e ~ = - = N )
[ N, =~ N = N )
~ SN
4
=3 N )
~ N )
- N )
e N e e o B B e N 7
)
C S < N S & @ ¢ v &
J
~ ~ N « N " ~ ~ - o
J
~ N \ & A \ ~ <« A - N ~ ~ N ~ ~ ~ ~ ~
J
S Ry e ~ ~N S N s B I L S e S S P2
) J ) ) )
N N N ~ = e € NI o S ey
) J
N\ ~N =~ e [ 20 N ~N N N\ )
) J
~N ~ )
) ) J ) J ) J J ) ) )
~
)y ® © D ) )
)
~ S
) ) ) ) p » J )
~ =N
) J y ® 9 2 y & )
~ =
) ) ) ) ) ) ) y J 7)
™ = =) =Y N =
. / B ¢ ¢ / 2
D ~ ~ )
y & 9 9 p 9 9 9 P O PP Y

Display



FOR ALWAYS-ON. *

Programmatic video
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Description.
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CHINA MEDIA PLAN SCHEMATICS FOR
EGGY PARTY X MONKIE KID

14 $150,000.00
w $100,000.00
5 $50,000.00
i $0.00
S & D AN e N & & B & B
p FFE R Y
< NP, vogg %Q\\QJ &
[ 2 Q
8  TOTAL SPEND: $450,000
$4,000,000.00
t $3,000,000.00
gl $2,000000.00
@ $1,000000.00
o $0.00
N
> & &0@ & & O @g} (@@« s @Q@« &@
(U) & & N NN NN A
N Q \e Q N o
G << %Q,Q %O QQJ
@ TOTAL SPEND: $8,537,000
$600,000.00
$400,000.00
= $200,000.00
q $0.00
N
II.I-I & o & & & O & L ¢
S N W ©° N
(14 N %2 c® Q %OA QQ’O

TOTAL SPEND: $2,423,000

BUDGET: 511,410,000
REVENUE: $46m
ROI: 404

MROI: 2.59

n TV
= \VOD
OOH
= YOUTUBE
SEARCH
= SOCIAL
DISPLAY & VIDEO
AUDIO (DIGITAL)
RADIO (OFFLINE)
= PROMOS
IN-APP

CARBON IMPACT: 213kkg
CARBON OPTIMIZATION REDUCTION: 30%
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WHY WE LOVE
THIS PLAN

FACILITATES
CO-PLAY

Allowing the new
generation of Parents
to play, compete and
learn in collaboration
with their kids

EMBEDED IN
CHINESE
CULTURE

Monkie Kid as an
established icon drawing
on Chinese tradition
alongside the scale of

Eggy Party

EMBODIES
PLAY FOR
BETTER

A gaming experience
built around cooperation,
interaction, educational
and creativity
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Source: Omni

CULTURE

oM

Gifting
S Parents

Kids 10-12 i

11m

Kids 6-9
8m

Enthusiasts
43m

Regulation

Gaming
3m

CULTURE

Enthusiast

Kids 10-12 A

Tm
A\l
OO

Parents
6m

Gifters
5m

PLAY FOR BETTER IN AUDIENCES

CULTURE

Enthusiast
3m

o™

Kids 10-12
Gamers 6m
<Hm Kids 69
3m
Parents

18m
Gifters

9m

Physical & digital play

LEGEND OF

FORTNITE

Socializing as the catalyst
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PLAY FOR
BETTER IN
COMMERCE

Supply chain ‘

Ecomm ossist
& pockoging

ay
Pre-Suppression ‘

\'I
Increasing PR
price matches i

Seorch & ‘
soles growth

Promotions & review
generation

Chonnel
clean-up

Duol acceptable morgin Meda
measurement

' ‘ Advertising creative

Media

o . Retoll medio optimization
Create profitable o
pock, retailer occepts amazon
v7
‘ 2 Troffic growth &
Content search increcse

syndication

Optimize PDP .
content o ‘,

. . Unencumbered
New item lounch soles growth
Secure inventory
for lounch
™ -
Sales slow
° - bock 1o promos
+ retail media

Profit folls
bock 10 suppression



OPERATING MODEL CAN FLEX TO LEGO
EVERGREEN PARTNER NEEDS

IN-HOUSE STRATEGY & SUSTAINED DEMAND DIGITAL SHELF CONVERSION FULL END TO END
CONSULTING GROWTH GENERATION MANAGEMENT OPTIMIZED MANAGED SERVICE

Training & Internal Inventory Promotional Landscape Visual, Written,
support, Trainings, Forecasting Planning Assessment, Enhanced
custom Industry Variation, Content
dashboard Insights, JBP Assortment Optimizations
creation Sessions
A/B Testing AMC Consulting Supply Cross-Sell, Support Case Availability /
Co-building of White Space, Chain, Fee Basket Build Management, Transactability

cutting edge tech Profitability, Recovery Brand Protection
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Of purchases in the
category of play occur 1
day after a click. 85%
after 3 days.

x-
b2 oY
b2 2 s
(|

Of global consumers use
digital features to shop and
pay for purchases, even
when shopping in a store.

3-4pm is the most effective
time to influence parents due
to the influence of social
commerce.

*
*
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USING PARTNERSHIPS WITH EVERGREEN COMMERCE PARTNERS

x.

%%

42
If

THE ONLY INTEGRATED NETWORK WITH
WALMART ORGANIC DATA AND RETAIL
QUALITY CONTENT PARTNER

amazon
~—

MARKETING CLOUD

WE DRIVE 6X MORE QUERIES FOR CLIENTS

OUR DAILY USAGE IS AS GREATER THAN THE TOTAL OF
ALL OTHER USERS ON AMC

400 CERTIFIED INDIVIDUALS

INDEPENDENT SERVICE
PROVIDER (ISV) TO ALIBABA'S
AND YUSHANFANG

6-STAR SERVICE PROVIDER
FOR ALIMAMA DATA INTELLI OMNICHANNEL
OPERATION

PARTNER WITH DOUYIN YUNTU
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MEASUREMENT &
OPTIMIZATION

)




57

HOLISTIC
INVESTMENT
PLANNING

Budget Setting And Test
Design Leveraging
Channel/Investment
Planner

DELIVERING PLAY FOR BETTER

PERFORMANCE
REPORTING

Daily Campaign Tracking,

Diagnostic Performance,
Pacing Adjustments

il

AGILE
MMM

Top-down Mid-campaign
Adjustments Focused On
Channel, Platform, Tier,
Funnel, Region

il

TACTIC
ATTRIBUTION
(MTA)

Bottom-up Campaign
Validation And
Investment Adjustments

(Audience Source, Tactic,

Keyword Category,
Publisher)

il

TEST BUSINESS

VALIDATION IMPACT

Monetize The
Incremental Role Of
Media & Marketing On
Short-term Sales And
Long-term Brand Value

Experiment Assessment
& Learning (Geo-lift, Hold-
outs, Test Vs
Control/Mvt)



@omm @ LEGO Global v

Planit is a real-time, collaborative tool that gives users

the ability to maintain and manage all media budgeting
& reporting.

Ii Messages

Q Overview

Total files have
4 been created

Files need to
4 be submitted

Files have
4 ) ) 30 days v
been submitted in past

f;\ Snapshot

Fiscal Yr

All

Region

All

Currency

usb

Fiscal Qtr

v All v
Country

v All v

Total: $ 10M

Total CTC by Fiscal Qtr
$10M

OOH:

I 15%

@)

Recent Activity

Media Plans

2024 DNK - LEGO | LEGO: LEGO Super Mario (DKK)
2024 SGP - LEGO | LEGO: LEGO Monkie Kid (SGD)
2024 USA - LEGO | LEGO: LEGO Fortnite (USD)
2024 GBR - LEGO | LEGO: LEGO Super Mario (GBP)
View All

Report Library

Admin Column Details
Brief Approval

Briefed vs Planned
LEGO Dashboard
Media Auth Attachment

View All

v Natasha

Last Submitted
04/08/2024
04/08/2024
04/08/2024
04/08/2024

Last Downloaded
04/10/2024
04/10/2024
04/10/2024
04/10/2024
04/10/2024



DELIVERING PLAY FOR BETTER

SUPPORTED BY DELIVERING VALUE

BRAND GROWTH

Brand Desire / Love
Cultural Relevance
NPS

+20-30%

COMMUNITY GROWTH

1PD Acquisition (Recruitment) +10-20%

(@] E S P Inspired Engagement
Lifetime Value (LTV)

Source: IPA< WARC 167




A TIGHTER
INTERPLAY BETWEEN

CREATIVE AND MEDIA

AY FOR BETTE

ION FOR THE FUTURE OF P

ONE TEAM,
CONNECTED
THROUGH PROCESS
AND PLATFORM

3

A RESPONSIBLE USE
OF DATA ACROSS
EACH STAGE OF THE
WORKFLOW
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BUILDING *¢
. TEGETHER

¢+ @ o



90 Lunch

MINUTES




THE FUTURE
MINUTES o F pLAY




