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BRAND IDEA
BIONICLE is founded on the LEGO values and adds a fun, unique, relevant and sociable dimension to the LEGO Mother Brand.  BIONICLE aims at bringing the best of three worlds together – construction, action and storytelling with great futuristic 3D design said in another way constructable action figures with unique fantasy story.




REQUIREMENTS
Take BIONICLE to new and unexpected places. Change of scene necessary – Moving from Mata Nui to Metru Nui is accepted and appreciated by the boys (….”getting a little tiered of Mata Nui”…)

Use story to re-activate and stimulate so the boys are hunting for the next chapter of the BIONICLE Legend. Exploit hype generated from toy, movie, games etc. from 2001-2003 

Still try to keep BIONICLE innovative as to products, communication and media and to be in front of our competitors.




MARKET CONTEXT
BIONICLE stands alone from the rest of the action figure category in terms of age of the target group. Most action figures are bought by 4-6 year old, while the average user of BIONICLE products is approximate 8.5 in ROW and 10.5 in USA.  

Competitive brands, in the action figure market that have older appeal and are fantasy driven, are: Transformers, Planet of the apes, Lord of the Rings, X-men, Star Wars. We differentiate in the way of being innovative via buildable action figures, ongoing story and cool design, communication and media. 

The BIONICLE represents following in percent of turnover per region:

Americas 23,2%, Asia/Pacific 18,6%, Europe Central 11,6%, Europe East 25,3%, Europe Norht 15,2%, Europe South 19,7%, Special sales, Direct 6,7% 




BRAND OPPORTUNITY
Long term vision

Take BIONICLE to the next level by developing the BIONICLE franchise into a unique entertainment property for our core consumer, driven by the inventiveness of the universe created for the play materials, but operating in multiple media.

Strategic objectives  

To be the strongest IP within the trend setting group of boys and to ensure differentiation not only within LEGO Company, but also the external competitive set

Tactical objectives 

Creating the most innovative and engaging line of BIONICLE action figures and accessories to date.

Developing a communication strategy that builds on already ground-breaking success and achieves clarity of message without burn-out    

Empowering the markets beyond feedback play materials and into the broader franchise




COMMUNICATION STRATEGY
· Secure total integration 

              Stronger overall campaign strategy with markets and partners


· Drive sales of heroes and villains through story telling

              Secure unique position as an ongoing story telling property 

· Retrieve trendsetters/early adopters to BIONICLE 

   Stay cool

               Avoid wear-out effect

· Make BIONICLE even cooler to peers/trendsetters in terms of media and execut.




COMMUNICATIONOBJECTIVES
· Establish Metru Nui as a cool and exciting BIONICLE city

· This is a compelling place with lots of challenges

· Create involvement in the story through our broad media mix with codes, clues and hints

· Create the emotional bond between the franchise and the boy and hereby strengthen the community feeling and talk-of schoolyard effect

· Increase craze of collectabilily by focusing on disk launcher 

· Maintain existing fan base (demands ongoing story telling and supporting products)

· Build the BIONICLE community (active fan base)




TARGET AUDIENCE
The typical BIONICLE boy is between age 8-12 and is characterised as a dynamic trend setter and an Energy Ball. Catchwords, for this boy, are great multitasking desire, instant gratification, action oriented, buzz oriented/street cred., coolness/smartness, social collecting instinct. Searching for schoolyard empowerment.

The communication target group is between age 10-12 and aspirationally driven.

Key selling features is: intriguing story, collectability, low price points, quick building, interactive features, authenticity.

Main part of BIONICLE active kids are swayers – not very loyal but looking for the lastest innovation and excitement.




PROPOSTION


Essence of BIONICLE is continually evolving story line by introducing exciting new characters. In 2004 we introduce Metru Nui: City of Legends and want to create craze and collectability by being authentic to the boys via coolness and street credibility. Use partnership and sponsorship opportunies.




TONE OF VOICE
The tone is epic and heroic and conflict between light and dark is what gives BIONICLE its edge. Powerful heroes struggle against great odds to save their people and their homeland from darkness and corruption in a series of dramatic and exciting tales. The action/adventure story allows strong furturistic 3D visuals that inspire and trigger the boys imagination.  Superior it is about a compelling mystery.   




UNIVERSE
Metru Nui – City of Legends is the new island in the past. 

Chapter 1 

In the next epic instalment of the BIONICLE, a creeping threat chokes the heart of the legendary city of Metru Nui.  Six new Toa must find the greatest power Disks of all to save the city and prove themselves worthy of the title, “Guardians of Metru Nui”.
But the only Matoran who know where to find the Disks have disappeared--now the Toa must find the Matoran and the Disks before it’s too late!
What the Toa cannot know is that one of the Matoran has plans of their own and that a dark power behind the scenes will stop at nothing to thwart the Toa’s mission.
Help the Toa solve the mystery and become the mighty Guardians of the city!




CRITICAL SUPPORT


As BIONICLE is an ongoing story, and we are changing scene and moving from a fantasy driven paradise to a city that is more difficult for the boys to decode, it is important to involve the boys and also to recreate the original buzz from the launch year 2001. (BIONICLE story has not developed from 2001 and the boys are still rooted to their initial impressions of Mata Nui and the mighty Toa.)




CAMPAIGN IDEA
An integrated cornerstone campaign approach will secure interaction and require action from our target group. Both products and media will provide codes, clues and hints which will enable the boys to explore the mystery and solve the great puzzle: Who can find the missing Matoran and their precious disks?




MEDIA STRATEGY
Continue to use a broad media mix, which has proven to be successful in reaching our objectives. Boys who are exposed to multiple media have better understanding of BIONICLE. All media would carry an element of the story via codes and different part of the story would be revealed depending on the media ability and timing. 

Marketing spending 50% out of season and 50% in-season. The media that will be supported from a global perspective are e.g: TV, Web, CD-Rom, Event, Print/Outdoor, In-store, Kids and PR kit. See Campaign concept.




MUSTS
The visuals that will be made: (Key Visuals, Story pictures, Packaging/Inbox and the images on specific materials) shall communicate following:

· Make a statement that we are changing book/universe. 

· This is new! 

· Have a clear city expression

· Have a visual style reference to the 01-03 launches  - but it have evolved

· Establish heroes and indicate enemy – create the emotional bond 

· Push coolness level -  Increase age group appeal

Deadline for Key Visual, story pictures and packaging September 1st. 




PARTNERSHIPS 2004
Movie “Mask Maker” from Miramax, Books from Scholastic, Comics from DC Comic/Panini, Toothbrushes from Colgate, Boardgame from Warren/RoseArt, Watches and Clocks from ClicTime, Pens from CDM, Clothes and Bags from Kabooki/Cargo. Not every partner is represented worldwide. Please contact PAM

PRACTICALITIES/NEED TO KNOW
BIONICLE is an endorsed brand and it is worthwhile to emphasise that BIONICLE will truly and consistently be treated as an endorsed brand. 

For creative direction look into the BIONICLE Styleguide.

