Bionicle case
In 2001 LEGO released their first self-created intellectual property, BIONICLE.

This new product concept contained a building system where you could construct characters and creatures and a full-blown fantasy universe and story was created by ADVANCE. 

The creative challenge was to build a new brand and an intellectual property (IP) with a universe and visual style that could evolve and support an unknown array of characters and story twists through the following years of product launches. The different campaigns had to provide newness but still stay true to the BIONICLE brand. And 2ndly in order to secure story and universe consistency through the launches we needed to create an underlying storyarc

Creative challenge: Create an ongoing campaign that 

Create a perception among the boys that the story was a movie the buys could watch

Create a story foundation that 1) Could be the creative engine for many launches to come both in terms of product inspiration and in terms of campaign execution, 2) that could drive newness every year through new locations, new story twists, new products etc, 3) Could provide story depth to the boys 

The story could never be allowed to be just a marketing tool, it had to seem like an ancient legend that finally was told and the product was the merchandise

This universe and story would expand constantly through the next 8 years until 2008 where the BIONICLE came to an epic climax. The universe would provide background and inspiration for the long list of characters and creatures as they could live out the legend of BIONICLE. It was the first time LEGO entered the world of CGI and 3D and the aim was from the beginning to reach feature film quality and state of the art images.

The whole legend started as 6 canisters drifted ashore on the island of Mata Nui. The canisters contained 6 robotic heroes who soon would face the enormous task of solving numerous mysteries, taming powerful elements and fulfilling their ultimate destiny.
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