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	BRAND & CONCEPT 


	Brand Mission
What is the role in the portfolio, play promise
A unique blend of fun, fast & easy building (BCC system) of cool action figures suitable for tough action play  - Heroes saving the world

HF is a core offering, providing base business & an important pillar in the ambition to broaden the offerings with in Constraction, appealing to more kids (age & interest), driving higher frequency & sustaining kids interest in Constraction for longer  
HF will deliver lower price points suitable for recruitment & frequency as well as fantasy based robot characters. 





	Brand Essence 

Models do contain the story build into them 
USP: New elemental heroes with removable Quaza cores against barbaric beasts controlled by Elemites, programmed to steal the Quaza from the heroes.  
Product features: 

Heroes: Removable Quaza core, highly protected & highly valuable, each hero with an elemental power.

Villains: Controlled by removable Elemites programmed to steal the Quaza from the heroes ( deadly brain, strong body, mighty elemental power)
Call to action / ESP: 
Elemites invading to steal the valuable Quaza cores from the hereos Help the heroes to guard and protect the Quaza cores and defeat the barbaric beasts by separating Elemites from beast by gearing up with elemental powers to fight fire with fire. 
Insight: fight fire with fire is pure kid logic 



	Brand Personality/TOV: 

· Action packed

· High paced 

· Cool & Edgy
· Play ground 


	Story line

From the Villain Factory comes Elemites, small, but deadly brains, programmed to steal the powerful Quaza from the Heroes cores. As they invade the globe, they grow into Barbaric Elemental Beasts that makes them able to control Fire, Ice, Storm,  Whirlpool, Lightning & Forest. Now our heroes, guardians & protectors of the Quaza, must raise to the challenge and fight fire with fire, ice with ice etc. But the risk is high - if the elemental beasts capture the Quaza nothing can stop them and it’s the end of Hero Factory and the universe as we know it!



	Logo/naming
How to use and visualize Core Battle?
Part of princip design?

Part of logo/branding, core battle used as a sub brand or even as LEGO Core Battle by Hero Factory?


	Visual identity: 

Must have one strong icon that can be used across the entire campaign 
Let’s explore different directions (2-3) that potentially can be tested end October

Icon must convey play promise – See ESP



	CAMPAIGN 

	Why are we communicating: 

Key Challenges
· How to signal BIG NEWS & how do we keep an all year high novelty factor 
· Further build value & understanding of the 5 cores as the treasure, that is vital to both heroes & Villains
· Building the Elemites, the babaric beasts and each of the 5 elemental powers 

· Get the core battle story across to boys with limited story telling resources (web,flash,comics etc)

· Link Core Battle story to models and actual play keep ESP central to the entire campaign  
· Timely & fully integrated web site as the center of the campaign 

· Secure continued high investments from the markets (competitive landscape)

· Keep it simple & easy to understand – boys eye height  
· Cross promotion to & from other constraction lines LOC/SW


	Market Momentum: 

 

	Strategic Objectives: 

 High Frequency
Traffic driver for hyper markets 

Despite increased competition from SW/LOC/IP maintain SKU productivity

	Communication Objectives: 

Drive awareness, interest & desire of new core battle products & story towards boys

Reassure shoppers (mom) that constraction products have endless possibilities (value for money)


	Bulls-eye Target Group: 

Models: Boys 6-10, LEGO boys, with affinity for Action Figures

Communication: 

· TVC 8-10y, should we go lower?
· Web 9-12y

· Game:6-10y

· CGI 8-10y

· TV specials & mini movies: 6-10y
· Club 8-10y


	Core Consumer Insights: 

What is our core insight on the target group? Find the key “killer” insight about our target’s core values and benefits (relating to our brand), the unique, (newly revealed), insight into the consumer’s needs and wants. What specific insight about the target group is the message built on? Why is this message relevant to the target group? The key insight is key to get the attention of the target group.

Target audience 
· Recruitment, reactivation, retention 

· Demographics, lifestyle, etc. 

Consider whether you wish for a planner to be involved/briefed or whether you can deliver the killer insight.
See Project Foundation for information

	Key Communication Message: 

What is our most important message to the target in this communication? What is THE thing you want for the audience to be able to take out/remember/say after being exposed to the communication? It is extremely important to prioritise and to select the single most important message. Try to put the communication strategy into one single word. Be extremely selective and focussed. What is your communication hierarchy?

Core Battle? 
Guard & protect core from Elemits 
Separate elemites from beasts? 



	Communication Channels: 

Campaign priority: 

· Global B priority delivering 360 consumer experience
Campaign flow: full year campaign



	Key deliverables:

What are the key deliverables in terms of materials and results? What and how much? Budget!


	Timing: 

Overall timing, development milestones & deliverables.



Appendix:

Model 1: Brand House
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