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LEGO BIONICLE

Q&A

•How was the client relationship with LEGO?
Working very close to a client for many years makes your priorities change from hunting fast and short-lived creative success to being committed to a long-term goal very closely connected to the core values of the client. You start asking: where does the client’s communication need to be in 5 years and how do we make the client our alley in this vision. This focus on long-term performance is needed to be able to deliver the right and coherent communication every year. 

Bionicle was a result of putting all the right pieces of this puzzle together. Knowledge of LEGO history, understanding of the product, the target group, the competitors and then a piece that can’t be predicted. The creative ingredient that grow from genuine interest in the product and courage to step outside the conventions. This piece of the puzzle you can’t test your way to. It is built on intuition. We knew that we were going to live with this concept for years to come so it better be right, clear and simple. This last piece of the puzzle actually made all the other pieces come together. A unique and personal connector point that suddenly provided answers to all the marketing and product related questions for many years to come. Bionicle was going to be build on a secret that worked as an idea engine for the whole property. It was like creating a pact between the involved persons both from the agency and client. You hold this secret. You are on this quest together and only if you believe in the idea you will be able to convince others. You need to live the legend and not only sell it. BIONICLE has been and continues to be the ultimate quest to bring to life.

•What are the Key Success Factors based on the learnings from Bionicle 

Why was it a success (timing, competitive situation, Lego history etc.)?

Organization: 

The situation for LEGO in the late 90ies was that both internally and externally building was beginning to be considered un-cool, difficult and time consuming. LEGO was suddenly unable to use their other-vice strong USP. The competitors made products that gave instant gratification because they were prebuild and the boy could jump directly into the role-playing. Like vice the growing game market gave the boys direct action, cool animation, interaction and story. So LEGO’s traditional USP suddenly got a lot of competition from these new fast and easy toys. New fashionable “light calories” toys with instant gratification suddenly overtook the demanding creativity of building LEGO. One of the answers that LEGO came up with to meet this challenge was a line of product called CRAZE. 

A small team of designers and marketing people were gathered to make cool fast hit and run products that would be on the marked for one year and replaced the year after. This was an attempt to get into the schoolyard and onto the whishing list of the cool boys.

Product: 

This “CRAZE” approach resulted in a product called SLIZER. What best describes this new toy was that it was portable, poseable, collectable, affordable, easy to build and easy to use fore role-playing with a simple game inspired universe. It was an answer to all the above-mentioned challenges but it was brought to marked with almost no support. It was only suppose to be there one year. In spite of this low priority launch SLIZER did very well and proved that there was a marked for this new kind of constructible action figures. A new category named “constraction” was born. 

Next year the product was kind of the same. Action characters with wheels and a universe that was a bit more complicated. The product was called ROBORIDERS and did quite well but no great revolution was achieved. Already after two CRAZE products it seemed that the formula had run out of steam. 

At this point ADVANCE suggested that the only right thing to do would be to break the mould of the CRAZE category by creating a long-term full-blown story with the aim to become a feature film. Mainly to take ownership to this new marked that was discovered. Two years of constraction products had proven that there was a very interesting niece open for business. 

From this foundation BIONICLE was born and it was a full-fletched concept with all the product advantages of SLIZER and ROBORIDERS but now with a rich story and a big universe to support the product and a media palette that counted all the available channels. At the same time the team working at LEGO and ADVANCE was well established, trusted each other and was ready to conquer the world. There were many fights to take both inside and outside the organization but all this only made the group stronger and more committed.

•Launching it today – what would we have done differently? 

It’s a hypothetical question because after 8 years in the market BIONICLE has established (is synonymous with) a category of constructible action figures that is open for competitors. Being the marked leader BIONICLE has the opportunity to move it to the next level, redefine the category and give a new experience to the boys. The trick is to change the concept but keep all the god basics of the Traditional property.

The most important news factors are:

1. Actually using the wide range of new media channels to make the property come alive. Now the interactivity we could only dream about in 2001 actually is working, so connecting with the fan is of highest priority.

2. In 2001 we had the goal to make BIONICLE into a feature movie and all materials were created to meet that standard. So dreaming about a feature movie would be old news. We need a new ambitious goal. The idea of making HF the first living “real-time IP” meaning that HF actually is established for real and build on the collaboration with fans.

3. Re-establish HF as an full IP and not only a cash cow with a complicated story.

4. Secure relevance by telling the story real-time. What happens in our reality can be related directly to HF.

5. Make the child the true hero of this IP
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