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The Bricks & Minifigs (BAM) project began with our initial visit/phone call with 
Ammon and Nancy. After they shared their current perception of the brand along 
with insights and ideas for this project, together we established the following 
objectives to guide this research project:

1. Create an updated analysis for BAM to understand its strengths, weaknesses, 
opportunities, and threats to better use them in their marketing strategy.  

2. Explore how consumers perceive BAM and how those perceptions impact 
market growth. 

3. Reevaluate the brand’s perception of their target market. Learn the best way 
to reach these people to better revenue and sales.

4. Identity and update current BAM buyer personas.

Project  objectives

Methods
In order to pursue these objectives, we have gathered a wide variety of 
data from primary and secondary data sources. This project includes:

• Data from in depth interviews with BAM owners, managers, employees 
and loyal customers

• Quantitative data collected via a Qualtrics survey administered to over 
10,000 BAM customers across the nation, resulting in 1,166 usable 
responses
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Secondary research



The toy industry is constantly fighting to stay relevant among growing children, new generations, 
and nostalgic adults. In order to succeed, companies need to adapt and appeal to the masses. 
LEGO has constantly pushed through financial and creative crises to become one of the most 
renowned and loved toy brands. This success wasn’t easily achieved nor is it easily maintained.

Toy industry overview

Conducting secondary research is a critical step in understanding where a brand was, is, and 
can be. In this section, we review a brief history of LEGO and insights into the BAM target demo-
graphic, and conduct an analysis of BAM locations. 
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LEGO was invented on August 10, 1932 in Denmark. Since then, the building blocks of creativity 
have infiltrated the toy industry. However, the brand has not been immune to hard times. In 
2002, LEGO was on the brink of bankruptcy (Marketline 2018). Sales had dropped year after 
year and consumers weren’t interested in a toy that required so much effort. LEGO looked inward 
and decided on a major marketing overhaul with a change in strategy, bringing in a focus on 
creativity. Using slogans or taglines like: “Just imagine...,” “ Play on,” and “What will you make?” 
they put a focus on helping kids to be creative and making anything they could think of (LEGO 
about us page, Brickline 2016). The change in strategy launched their brand image and set the 
company up for consistent growth for 15 years straight. 

In 2017, LEGO was challenged once again by a drop in revenue (Statista: LEGO Group Revenue), 
which spurred an intense round of discovery driven market research published as the “LEGO Play 
Well Report.” This report provided many insights, one of the largest being that kids and adults 
just aren’t spending much time playing anymore and instead focus more on academic and work 
success. Faced with this problem yet another change was made in LEGO’s marketing strategy: 
a focus on combining scientific and emotional growth with creativity. The result was enhanced 
LEGO products that touch on robotics, STEM, and adult creativity. As a result of this change in fo-
cus, sales have already increased and are anticipated to rise past 2023 (Statista Toys and Games 
Projection).

All this information highlights LEGO’s biggest internal strength: the ability to adapt and grow, 
taking advantage of external opportunities and to stay relevant in an ever-changing world of 
play. LEGO has withstood the test of time. New LEGO products (like robotics and STEM focus) give 
BAM the opportunity to host events in your stores and spread their name across the world. There 
is no reason BAM can’t see great success in every store because LEGO is already doing a lot of 
the heavy lifting. 

Lego History
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In 2017 there were over 65 million children in the United States between ages 15 and younger 
(US Census Bureau 2017). What we know of these children regarding toy purchases made for 
them, 70% are planned before the purchasers (parents, guardians, grandparents, children them-
selves) leave the home. And if these purchasers are unsuccessful in finding what they want, only 
40% of them go to another store to continue their search (NPD Group, 2009). 

Convenient store location and pricing are most valuable to consumers (NPD Group, 2009) and 
78% of consumers prefer to buy in store versus online. There is something in the tangibility of 
a toy that makes the physical shopping experience inherently better than shopping online. Like 
running shoes, consumers want to see, feel, and experience what they’re getting before they 
make the purchase (NPD Group, 2009). 

Kids between the ages of 11 and 15 often search their Holy Grail of knowledge, YouTube, to 
know all about the rarest LEGO pieces, cool sets that influencers have built and the potential of 
the little plastic pieces. They are in the peak of creative exploration and LEGOs make them tick, 
unlike their older peers. 

But what of older teens? A phase in toy consumption is referred to as “The Dark Ages” and takes 
place when a kid enters the age range of 16 and 21, when independence and individualism are 
highly sought after. Toys, namely building sets, are left behind, viewed as childish and embar-
rassing compared to social and peer interactions. Thus older teens make a very small portion of 
the LEGO-loving psychographic target audience, arguably a target market that should be of less 
interest to BAM. Based on our findings, while many types of people are LEGO lovers, the older 
teens (ages 16-21) generally are not in that LEGO-loving segment. According to the secondary 
research, the majority of teens are not interested in spending time with building brick product 
offerings. However, there may be events, such as building competitions, et cetera that could 
attract those in the teen age group that are still interested in LEGOs. Such events would certainly 
encourage the adult builders to revive their love for LEGOs again.

https://www.syfy.com/syfywire/why-we-stop-playing-science-behind-moving-playing-toys-col-
lecting-them

Toys and the Target Market
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BAM has 38 stores scattered across the United States and 1 store in Canada. There are a greater 
percentage of stores found in the Pacific West Coast than in the Midwest. One of the objectives 
given is to understand the target demographics of BAM. This section is dedicated to understand-
ing the general and bigger perspective of the people living near each store location as located 
within a zip code and in a regional setting. These results provide a broader scope of the different 
potential customers living around each BAM..

We gathered different data points to create a better picture of what each area and region looks 
like surrounding BAM stores. Information was obtained through a GIS1 information site using 
zip codes. It showed population density, median income and age, monthly credit card charges, 
online bank users, manufacturing workforce, graduate and professional degrees, and college 
football viewership. It also showed a graphic of the people living in each area giving them a 
distinguishing name to identify the group such as “Soccer Mom,” with an overview of what that 
means. 

We kept the data in a table according to demographic type, area and sub areas. To note, the Ana-
heim and Concord store share the same zip code and was only recorded once. There was little to 
no information about the store in Canada. As a result, it is excluded from the data set. Each area 
is separated into one of six regions Southwest, Midwest, Rocky Mountain, Southeast, Northeast, 
and Pacific.

Regional Characteristics

1  Esri.com, 
http://webapps-cdn.esri.com/Apps/location-strategy-for-business/#/insights?zip=75025&-
graphs=Median-Income,Population-Density,Median-Age
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This region is comprised of Omaha, NB; Hillcrest, IL; Wheaton, IL; Madison, WI; and Macomb, 
WI BAM locations. Trends in this region show Comfortable Empty Nesters, Soccer Moms, and 
Savvy Suburbanites. Comfortable Empty Nesters are “aged 55 or older; many still live in the 
suburbs where they grew up” and “most are professionals working in government, health care, 
or manufacturing.”5 Savvy Suburbanites are “residents [that] are well educated, well read, and 
well capitalized” and include “empty nesters and empty nester wannabes.”6 BAM in this area are 
surrounded by an older generation empty nesters or almost empty nesters with a hint of families 
thrown in the mix. 

Midwest Region

This region is comprised of Littleton, CO; Loveland, CO; Orem, UT; Salt Lake City, Utah; South 
Jordan, UT; and Billings, MT BAM locations. The data indicates Bright Young Professionals and 
Boombergs have reign in this part of the United States. Bright Young Professionals are home 
to young (more than one out of three householders is under 35 years old), educated, work-
ing professionals (generally white-collar work, with a mix of food service and part-time jobs).7 

Boombergs, shown again, are the same as stated previously. This demographic offers a strong 
consumer base for BAM.  Young professionals with small families mean higher income with more 
people who want to play. 

Rocky Mountain Region

2 http://downloads.esri.com/esri_content_doc/dbl/us/tapestry/segment3.pdf
3 http://downloads.esri.com/esri_content_doc/dbl/us/tapestry/segment2.pdf
4 http://downloads.esri.com/esri_content_doc/dbl/us/tapestry/segment13.pdf
5 http://downloads.esri.com/esri_content_doc/dbl/us/tapestry/segment16.pdf
6 http://downloads.esri.com/esri_content_doc/dbl/us/tapestry/segment4.pdf
7 http://downloads.esri.com/esri_content_doc/dbl/us/tapestry/segment35.pdf

The Southwest region is comprised of Plano, TX; Sasche, TX; Dallas, TX; Grapevine, TX; Austin, 
TX; San Antonio, TX; Helotes, TX; Albuquerque, NM; and Avondale, AZ BAM regions. As a region, 
Southwest shows a strong pattern of Boomberg, Professional Pride, Up and Coming Families, 
and Soccer Moms. Boomberg is defined as “young professionals with families that have opted 
to trade up to the newest housing in the suburbs.”2 Professional Pride “are well-educated ca-
reer professionals that have prospered through the Great Recession” and are goal driven.3 Soc-
cer moms are “affluent, family-oriented market with a country flavor.”4 Thus BAM stores, in the 
Southwest region, are surrounded by affluent, business professionals with families and newer 
houses in the suburbs. 

Southwest Region
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Louisville, KY; Memphis, TN; and Tampa, FL BAM locations service the Southeast region. The data 
shows Up and Coming Families and Exurbanites have a stronger presence here but they come 
from three stores and may not be enough information for conclusive patterns. Up and Coming 
Families are younger, more mobile, ethnically diverse, ambitious, working hard to get ahead, 
and willing to take some risks to achieve their goals with newer homes and younger families.8 
Exurbanites are approaching retirement but showing few signs of slowing down by being active 
in their communities, generous in their donations, and seasoned travelers.9 BAM in the South-
west region needs to be more creative than other regions in order to reach the wide range of 
people in this area.

Southeast Region

This region is comprised of Southington, CT and Mansfield, MA BAM locations. This region shows 
a strong presence of Savvy Suburbanites without a strong presence of any other subgroup. As a 
reminder, Savvy Suburbanites is defined as “residents [that] are well educated, well read, and 
well capitalized” and include “empty nesters and empty nester wannabes.” BAM in the Northeast 
region fight against a general demographic who won’t be inclined to shop for and play with 
LEGO. 

Northeast Region

This region included Anaheim, CA; Concord, CA; Manteca, CA; Canby, OR; Vancouver, WA; Kel-
so, WA; Portland, OR; Eugene, OR; Beaverton, OR; Salem, OR; and Monroe, WA BAM locations. 
This region shows a strong presence of Front Porches, Green Acres, Home Improvement, and 
Middleburg. Front Porches is the strongest in the main zip codes whereas these other three are 
the strongest in the surrounding areas. Front Porches are young families with children. To them 
friends/family are extremely influential in household buying decisions.10 Green Acres are avid do-
it-yourselfers, maintaining and remodeling their homes and gardening; they are self-described 
conservatives.11 Home Improvement are Married-couple families who spend a lot of time on the 
go and therefore tend to eat out regularly and, as their name suggests, spend their weekends 
consumed with home improvement and remodeling projects.12 Middleburg are conservative, 
family-oriented consumers, living in semi-rural subdivisions, and are more country than rock and 
roll.13 The different BAM located the Pacific region are catering to more of a conservative, do it 
yourselfer type families.  With such an active and creative demographic BAM has great opportu-
nities market themselves to these households as a fun, creative outlet. 

Pacific Region

8 http://downloads.esri.com/esri_content_doc/dbl/us/tapestry/segment27.pdf
9 http://downloads.esri.com/esri_content_doc/dbl/us/tapestry/segment5.pdf
10 http://downloads.esri.com/esri_content_doc/dbl/us/tapestry/segment37.pdf
11 http://downloads.esri.com/esri_content_doc/dbl/us/tapestry/segment21.pdf
12 http://downloads.esri.com/esri_content_doc/dbl/us/tapestry/segment14.pdf
13 http://downloads.esri.com/esri_content_doc/dbl/us/tapestry/segment15.pdf
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In our interviews, we asked customers how they first heard about BAM and what keeps them 
coming back. Based on their responses, it was clear that word of mouth was the most effective 
and common way of increasing brand awareness. BAM stores can best leverage word of mouth 
of advertising through birthday parties and events. In-store events introduce countless new cus-
tomers to BAM and keep them coming back regularly. As one store owner noted, “Events draw 
people in and the store keeps them coming back.” Whether its a child celebrating a birthday or 
collectors showing off their personal creations at a convention, events allow people to release 
their inner child and fall in love with LEGOs all over again. 

While BAM’s word of mouth advertising is a great way to reach new customers, it is not sufficient 
in itself. One customer interviewee felt that if  he hadn’t been actively searching for LEGO retail-
ers, he would have never discovered BAM. This customer stated, “Their advertising and outreach 
is pretty weak. They need to tailor their search engines and find a way to get Bricks and Minifigs 
out there.” 

One insight was that the majority of BAM’s business comes from returning customers. Regardless 
of what initially brings a consumer into BAM, they almost always want to return. Sellers, on the 
other hand, appear to be one-time or very infrequent visitors. With this information in hand, we 
decided to conduct customer interviews in order to see what further insights they might provide. 

When asked to describe a typical visit to BAM, the majority of interviewees said they go straight 
to the bulk bin to play or find specific pieces they need. Time spent at the bulk table range from 
30 minutes to 3 hours for both children and adults. One customer said, “[BAM] is for our whole 
family. It’s a place where we can relax, wind down, a place to create… it’s like therapy.” Custom-
ers also like to find minifigs that they can add to their specific builds. Parents typically let kids 
play and/or give a specific amount to spend. As is expected, purchasing habits vary widely from 
customer to customer. Minifigs are popular purchases among all customers, especially for par-
ents looking for a cost-effective purchase that makes everyone happy. Customers voiced that new 
sets at BAM are sometimes more expensive than other stores such as Target or the LEGO store and 
their money is better spent in bulk when shopping at BAM.

interviews

qualitative research
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In order to better understand BAM customers specifically, we added on to our secondary research 
by conducting both customer and employee interviews. In total, we conducted 41 interviews and 
discovered many intriguing insights and common themes. 



We continued our interviews by asking customers what they do with their purchases. Every re-
spondent said that they first build their project, then play with it. These customers don’t usu-
ally sell them back, opting instead to add it to their personal collection or pass it down to their 
kids. In some instances, if  children want really big sets, their parents encourage them to trade in 
their old LEGOs so they can get the larger set. 

We also asked why customers picked BAM over other options including big box stores and the 
LEGO store itself. There are some obvious answers such as cheaper prices, finding a piece that is 
discontinued, and buying individual pieces rather than full sets; but other answers highlighted 
one important strength — customers come to BAM because every visit is a fun-filled adven-
ture. Customers enjoy the atmosphere, speaking with employees, and the hands-on aspect of 
playing with LEGOs. It’s not about the product or even price, it’s about the experience and an 
inherent need to create. 

Lastly, we learned that store employees play a big role in customer experience. There is a huge 
opportunity for growth in the way BAM employees interact with customers. There are many ways 
to build a positive connection with LEGO, and that includes interactions with store employees. 
Making customers feel validated in their love for LEGOs will drive them to come back 
again and again.

Segmentation
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While we drew primarily upon the Qualtrics 
survey data to identify segments, we thought it 
worthwhile to also capture employee insights 
regarding the types of people who come to 
the stores. The most common group identified 
matches closely to the previously identified 
Adam the Assembler, adult males who love LEGO 
and come in multiple times a week. When they 
come into the store they are looking for specific 
pieces to finish their current project, one they 
will proudly display as part of a collection. Al-
though they don’t usually spend very much 
money at one time, they are consistent spenders 
and make up a good chunk of revenue. These 
collector types are your most loyal customers. 

Franchisee Perspectives
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Another common segment is LEGO kids. The kids in this group are 5-12, usually male, and 
are in your store because they love LEGO - they are excited to build and love to be creative. 
We also identified another segment of kids we consider TOY kids, who have a general pas-
sion for playing with toys. Though subtle, the distinction between this segment and the 
previous one is important. These kids enjoy playing with toys and come to BAM looking for 
toys; they are not LEGO loyalists, although they could eventually transfer into that group. 
They found a BAM store by attending a friend’s party or because they wanted to play with 
LEGO after watching the LEGO Movie. LEGO kids and TOY kids also vary due to their parents’ 
involvement. The LEGO kid parent--usually dad--grew up loving LEGO. His visit to the store 
is as much for himself as it is for the kid.  In this segment, both the parent and the kids 
leave with something to make them happy. This information highlights a potential oppor-
tunity to translate these LEGO parents into the adult collector group. The kid who loves toys 
has parents who are not necessarily personally interested in LEGO.

The last two emerging segments are much smaller groups compared to the previous three. 
First is parents or grandparents that come into the store alone, looking to buy a gift. This 
segment is usually female and doesn’t know or care much about LEGO. They don’t want to 
spend a lot of time in your store and will generally take the advice of your employees on 
what they should get. Money doesn’t seem to be too much of a concern, though they will 
likely complain when they find out the price of a full set. 

The last emerging segment relates closely to “the Dark Ages” section of our secondary re-
search. This is a group of young adults (16-25), usually male, who have lost their passion 
for LEGO.  They come into the store with the main intent to sell back their old sets and make 
a quick buck. Despite their intent to only sell, they often play around in the store for a bit 
and end up buying a few pieces as well. They use their own money, not a parent’s, and 
therefore won’t spend much. This group has a high potential to one day translate into the 
LEGO parents with LEGO kids category. 

When asked to evaluate the previously existing segments of Adam the Assembler, Budget 
Barb, Caring Carrie, and Daring Dylan it became clear that only Adam the Assembler rang 
true for them.  Each of the previous personas had bits and pieces correct, but needed up-
dating.

segmentation continued...
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introduction
After surveying over a thousand respondents we learned more about the target’s demographics 
and buying behaviors/attitudes: 

• 70% of those who filled out the survey were ages 31-50
• 86% were white 
• 75% of those who responded have children under age 18 living at home, and the majority 

of those households reported that the children are the main LEGO users in their household 
• 70% have a college degree and 70% are married 
• The favorite LEGO theme was Star Wars 
• The majority of people spend $25-$50 per visit and go to the store 3-4 times a year
• Nearly all respondents said that they do not use LEGOs to connect with others regardless of 

age or whether they are buying for themselves or others

While there are several commonalities shared by the majority of those who responded to the 
survey, in order to better understand the target audiences we also identified some key differ-
ences in those who responded to the survey. Below is what we were able to draw from these 
results.

segmentation
The research allowed us to segment in two ways: age and the usage of LEGOs. Gender, race, and 
income did not appear to play significant roles in how these segments formed. The following 
three customer segments (Collectors, Builders, and Hybrids) are based on how customers use 
LEGOs, separate from age. After the usage section segments, we will then discuss a possible 
age segmentation.
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collectors

Collectors are LEGO users who almost exclusively buy new LEGOs and 
follow the instructions. Of the total survey respondents, this group makes 
up 10-15% of the group. While Collectors enjoy many of the same things 
as Builders, Collectors are the only ones who, when asked, would iden-
tify as a collector. This segment seems to trend a little more towards the 
adult audience. Even though Collectors mainly collect LEGOs, about 75% 
of them prefer to browse a shop’s selection rather than just looking for 
specific items. 

If  you choose to focus on marketing to Collectors, developing an online 
marketplace would allow them to browse the entire company’s selection 
online. In-store, focus should be placed on purchasing rare or nostalgic 
sets and pieces. These adults would also respond favorably to Facebook 
content featuring vintage Legos.
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builders

Builders make up 30-35% of the total audience and fall evenly 
into two distinct groups:

Creative Builders: 

The Creative Builders:  make up about 50% of the Builders. Cre-
ative Builders prefer to create their own masterpieces. While 
shopping, about 60% prefer browsing to looking for a specific 
item. They prefer to buy “like new” LEGOs, but they also purchase 
“new” LEGOs at a significant rate and occasionally purchase 
“used” LEGOs. These builders would love more bulk tables and 
bulk purchase options compared to sets. Since these tend to be 
children, having shorter bulk tables and promotional items at 
their head height would increase in-store engagement. Online, 
these builders most likely watch a great deal of YouTube and 
would respond favorably to creative YouTube content.

quantitative research
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Instruction Builders: 

Instruction builders make up about  50% of the Builders and dis-
play very similar behavior to Creative Builders. They prefer “like 
new” or “new” LEGOs, and 60% prefer browsing to finding specif-
ic items. The defining characteristic of Instruction Builders is that 
they prefer to follow the instructions that come with LEGO sets 
and don’t report creating their own masterpieces. They do not 
consider themselves collectors; they most likely play with their 
sets, rebuild them, or use them for purposes other than display 
and collection. Since instruction builders prefer instructions and 
sets, it may be best to market to them by riding the popularity 
of current pop culture. For example, push Star Wars products the 
month leading up to the release of a Star Wars movie to encour-
age these customers to purchase minifigs to supplement the sets 
they have purchased while and built with instructions. Also, like 
the creative builders, these builders would respond to creative 
YouTube content if  tailored to their tastes.
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hybrids

Hybrid customers display traits of both Collectors and Builders, 
and make-up 50-55% of survey respondents. An important dis-
tinction with this group is that they almost exclusively prefer 
“Like New” LEGOs over any other type. On the survey, they almost 
exclusively answered defining category questions as “Both”. For 
example, they like to both collect and to build; and follow the 
instructions and create their own masterpieces. They also like to 
both browse but also look for a specific item. Hybrid love LEGOs. 
They’ll respond to YouTube and Facebook content equally well, 
and will definitely like content that rides current pop culture 
trends.

quantitative research
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age distinction
As mentioned previously, the customer base can be segmented in two ways: age and LEGO usage. 
LEGO usage segments are relatively uniform across age groups, with a few distinctions that will be 
discussed in this section. 

These three groups (Collectors, Builders, and Hybrids) hold important age distinctions. 

• Collectors are 67% adults and 33% children. 
• Half of the adult Collectors don’t have children and are single, purchasing LEGOs exclusively 

for themselves. 
• The other half of adult Collectors do have children, but also purchase LEGOs for their own use. 

Builders are 19% adults and 81% children. 

Kids use LEGOs primarily for creativity; therefore, this validates the data for Builders. Hybrids are 
39% adults 61% children. 

adults vs. children
When it comes to children, important distinctions are also made. While we did not measure ages 
of children of the survey respondents, we did measure the age of the actual respondents that 
listed their child/children as the primary users of LEGOs. Most of the survey respondents (70%) 
fall between the ages of 31-50. Parents in ages 31-40 tend list their child/children to be Builders 
(Creative or Instruction). Children of parents ages 41-50 still reported their kids as being Builders, 
but here we begin to see the kids transition into the Hybrid and Collector categories. Based on this 
behavior, it would appear that when children are young, they’re mostly interested in building and 
playing with LEGOs. As the children get older and hit adolescence, their interest in LEGOs turns to 
collecting certain items or sets.  

Another important distinction between adults and children is why they use LEGOs. Adults reported 
using LEGOs to relax and be creative, while children reported using LEGOs to have fun and be 
creative. Neither group, from the survey, reported connecting with others as a reason they used 
LEGOs. However, in the employee interviews, many employees reported that customers come 
to BAM to socialize and connect with employees. While these findings may seem contradic-
tory, it’s possible that they simply cover two different behavioral areas. When actually using LEGOs, 
customers of all ages are using them primarily for themselves and their own enjoyment, but 
when at the BAM store, they enjoy sharing their hobby with others.

In terms of marketing, adults and children like pop-culture related Legos and content. However, 
adults will most likely prefer nostalgic content because Legos hold a great deal of nostalgia for 
them. Children will prefer YouTube creative content because it’s short length, high engagement, 
and emphasizes how they use Legos in their day to day lives, and they will often draw inspiration 
from YouTube content.

22
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lego usage
Understanding who is using LEGOs as well as why and how often LEGOs are being used is crucial 
for BAM to understand its target market. As such, survey respondents were asked who is using LE-
GO’s in their family, first allowing respondents to include all that applied in their answer, then only 
allowing respondents to list who is the principal user of LEGOs.

When respondents were permitted to choose multiple answers for who in their family uses LEGOs, 
we found that many (44%) have a child or children that use(s) LEGOs. Another large number of 
respondents (37%) answered that they (the respondents themselves) use LEGOs. There is also a sig-
nificant number of respondents that say their partner/spouse use LEGOs (15%) with fewer people 
saying they have grandchildren that use LEGOs (4%).

Primary User Break Down

While it is helpful to know who all use LEGOs in a respondent’s family, we knew it would be import-
ant to discover who predominantly uses them. Therefore, we also asked respondents to indicate 
who the primary user of LEGO’s is in their family. The majority of survey respondents (63%) say 
that their children are the primary users of LEGO and about a third (30%) say that they themselves 
are the primary users.  Spouses/partners (2%) and grandchildren (5%) are on the lower end of the 
primary LEGO users.

Who is the Primary LEGO user in your family?

Myself My Spouse/
Partner

My Child/
Children

Grandchild/
Grandchildren
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Myself as Primary User  
(29.72% of respondents)

What Got Them Interested
Many mentioned childhood nostalgia for being what originally got them interested in LEGOs. Few-
er (but still many) mentioned that wanting a creative hobby is what got them interested.

Favorite LEGO Themes
While the answers vary greatly, the most popular themes are Star Wars (19%), LEGO City (15%), 
Marvel (13%). Though, Harry Potter (11%) and DC (8%) also scored high.

Interest in themes of LEGO
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Reasons for Using LEGOs
Most respondents use LEGOs to relax (38%), be creative (33%), or to have fun (23%). Very few peo-
ple using LEGOs themselves are doing it to connect with others (1%)

Frequency of Use
Nearly half of our respondents build with LEGOs several times a month (45%) while many build 
several times a week (38%). Fewer people build more or less than that.
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Favorite LEGO Themes
The top themes for children are Star Wars (14%), LEGO City (13%), Marvel (12%), and Ninjago 
(11%). Though, Minecraft (10%), Batman (10%), Harry Potter (9%), and DC (8%) followed behind.

Out of 690 respondents, 48% say their child primarily uses LEGOs to be creative. Closely behind, 
43% say they use them to have fun. 

The sample revealed that most children (46%) use LEGO several times a week, or even several 
times a day (38%). Only 15% of the remaining categories complete the chart, with several times 
a month at 14%, and rarely as 1.6%.

Child/Children as Primary User(s) 
(63.49% of Respondents) 
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quantitative research

Spouse/Partner as Primary User(s) 
(2.29% of Respondents)

Grandchild/Grandchildren as Primary 
User(s) (4.5% of Respondents)

Favorite LEGO Themes
Of the 192 responses, the LEGO themes of interest for Grandchildren were similar to those of 
adults. Star Wars again was the most popular for children (16%). Second was LEGO city (13%), fol-
lowed by Ninjago (11%). Children and adults varied in their interests in Marvel, as Marvel was the 
3rd most popular for adults, but only the 5th most popular for children. 

Frequency of Use
The frequency of grandchildren using LEGO bricks differs significantly from adults. Most adults 
use LEGO bricks several times a week (61%), and some customers (22%) use LEGO products several 
times a day. A small percentage  (14%) of grandchildren use LEGO products several times a month 
and only 2% use them rarely. This varies from the adults, which use them mostly several times a 
week or month, and not daily. 

Favorite LEGO Themes
Out of the 102 responses, the LEGO themes of interest for spouses/partners varied significantly. 
Star Wars, consistent with other findings, was the most popular (19%). LEGO City was 2nd most 
popular (16%), and Marvel in 3rd (14%), followed closely behind by Harry Potter (13%).

Reasons for Using LEGOs
We wanted to know the reasons that the respondent’s spouses were using LEGO products. This 
yielded 25 free responses that gave important insights to consumer behavior. Of the 25 responses, 
almost half (48%) were because of their use of LEGO during their childhood, a common theme seen 
throughout the survey. The second most popular answer (28%) was simply that LEGO was a way for 
them to have fun and be creative. Third, an interest in Star Wars (16%). 

Frequency of Use
25 responses were received that give insight into the frequency of LEGO usage by BAM customers. 
The majority of the 25 respondent’s spouses build LEGO bricks several times a week (40%) or sev-
eral times a month (44%). An interesting statistic to note is that the percentage of customers that 
visit “several times a day” and “rarely” were equal (8%). 
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introduction
While the results were similar across all segments, the data reflects the idea that going to BAM is 
mainly a fun reward parents can give to their kids. Respondents emphatically said that they enjoy 
the ease of online shopping as long as it is coupled with the experience of going to the actual store.

Customers tend to spend between 30min to an hour each visit because even if they go with some-
thing in mind, respondents enjoy browsing. Since customers tend to visit the store between 3-4 
times a year, the data shows they purchase something almost every time, spending between their 
budgeted amount of $25-$50. These results do vary slightly depending on who the recipient of the 
purchase. Respondents with only one child spend less per visit than those with two kids or when 
buying for oneself.

at the store

Of the 90% of respondents who have purchased used LEGOs, more than half chose BAM as their 
first option when looking for used LEGOs and a third get both their new and used LEGOs from BAM. 
Surprisingly, however, they most often purchase at retailers since only 35% of the LEGOs they buy 
are used.

LEGO Buying Habits

$200+

$100-$200

$50-$100

$25-$50

$10-$25

$0-$10

Amount Typically Spent at BAM

3%

29%

45%

5%

18%



Because there is not a significant difference between segments, BAM should target an average 
of $25+ per customer (especially families with 2 or more kids), continue to increase the in-store 
shopping experience and encourage browsing, and find ways to promote the benefit of buying 
used LEGOs.

conclusion

From the survey results it is clear that most people are very pleased with BAM and would recom-
mend it to friends and family members. In fact, of those surveyed only 1.7% said they would be 
unlikely or highly unlikely to recommend BAM to a friend. When asked why people would recom-
mend BAM, some of the most common answers included things like “great selection,” “amazing 
people,” “fun, creative atmosphere,” “well organized,” “good prices,” “value and variety,” “great staff 
and owners,” “unique experience,” “rare sets and pieces,” “fun for kids,” “knowledge of staff,” “very 
friendly,” and “retired sets.” 

When rating (from 1-5) how important the various aspects at BAM are to customers, the customers 
responded by saying Customer Service (M=4.39, SD=0.83) is the most important, followed by the 
Product Variety (M=4.21, SD= 0.87), and Individual Minifigs (M=3.94, SD=1.18). The aspects that 
ended up being the least important to these customers were Events (M=2.73, SD=1.28), New sets 
(M=3.07, SD=1.28), and Retired sets (M=3.44, SD=1.33). 

attitudes

Other

Big Box Retailers

Online

LEGO Store

BAM

LEGO Buying Habits

24%

37%
26%

11%

2%
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Over 42% of respondents use the email newsletter to stay connected with BAM, 34% use social 
media, while 9% say they are not connected. When asked how they would prefer to stay connected, 
42% chose email newsletter and 35% preferred social media. In addition, 14% preferred the web-
site and 6% via text messaging.

With regards to how often customers want to hear from BAM, 47% said whenever there are deals, 
events, holiday specials, etc. Next in line with 26% of them saying weekly, and 23% saying month-
ly. We see a similar result when asked what kind of messages they want to receive with deals and 
events being in the top followed by new products and cool creations/sets. 

communication

Overall, people are very satisfied with their experience with BAM. Many customers provided pos-
itive feedback such as “keep up the great work!”, “keep doing what you’re doing!”, “I love your 
store!”, “awesome place, we love it there!”, and “always a great experience.” Common suggestions 
for improvement dealt with price, location, discounts, alerting customers about products, events, 
and customer service. 

While many responses praised BAM for their friendly staff, there were a few that commented on 
improving the customer service across the board. BAM could make sure that those hired are prop-
erly trained, are knowledgeable about the product, and treat customers with respect and have a 
friendly, positive attitude. A handful of respondents were disappointed about certain store loca-
tions closing without any hope for a new one opening up. Thus, their access to BAM is inconvenient 
and they have to travel long distances or they no longer visit the store. People expressed concern 
with the pricing and said that BAM needs to have competitive pricing among competitors. They 
wish for more coupons and discounts - especially on sets that haven’t sold after a certain amount of 
time. Many customers suggested getting alerts or notifications for the arrival of specific sets. They 
wish for BAM to keep highlighting new inventory via social media and email/newsletters.

improvement
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implications & suggestions



• LEGO will carry your brand 
• Don’t market to the Dark Ages
• Focus on engaging the families/children and adult builders
• Adult builders have the greatest window of opportunity

secondary research
implications

• Events keep people coming back - push events for every store
• Word of mouth is how people know about your store - is that enough? Look into 

more advertising 
• Bulk bins are the most popular place in the store 
• BAM succeeds because of the experience (exploring and playing in store, speaking 

with employees, showing off creations)  - preserve that. 
• Budget isn’t a universal problem among any demographic 

interview implications

Focus on marketing to families to capture the Builders and Hybrids. Direct some marketing to 
Collectors, but don’t make them the main audience.

Stay connected
• Email/Newsletter and Social media
• They want to know most about deals and specials
• Thy want to be contacted monthly
• They want to know about deals, events, and new products 

 Buying Behavior
• An online presence should only compliment the in store experience; a great tool to 

promote product variety, especially of individual minifigs and retired sets
• They budget $25 per visit and are comfortable going over
• The highest revenue generators in descending order are: families with multiple 

kids, adults buying for self, and one child families
• They want to reward their kids by going to BAM

survey implications

implications & Suggestions
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All raw data from our research will accompany this report. 
Thank you for the opportunity to work on this project and 

learn more about Bricks & Minifigs. We look forward to your 
continued success and hope these findings prove beneficial 

in your marketing efforts.

conlcusion




