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One of LEGO Company's five core values is "learning". This means 

that we - as an organization - should extract and disseminate the 

things we learn by doing and use them to constantly improve our 

skills. To this end, Global Brand Management will start producing an 

annual learning case based on some of our most significant and 

innovative launches. The first learning case, which you find in this 

brochure, is based on the 200 I launch of Bionicle. By sharing this 

case with colleagues across the organization, we hope to take 

another small step toward becoming a global learning organization. 

Happy reading! 
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In 1997, LEGO Company established a project group to examine developing a product 

aimed at physically active boys whose attention span is somewhat shorter than that of 

our traditional consumers. Such boys prefer products and activities that give them instant 

gratification. They are a segment that LEGO Company has historically found difficult to 

attract.The average age of this segment is higher than that of traditional LEGO user seg­

ments. Thus, the aim was to extend the overall life cycle of the LEGO Brand. 

LEGO Company set the following two criteria for the products: 

I . Priced within reach of pocket money 

2. Make the creative building values relevant to this segment of active boys by reducing

building complexity, and balance construction play and role play

The results were launched under the name "Slizer" in 1999. Slizer consisted of eight con­

structible action figures.The following year, Slizer's replacement RoboRiders was already 

on the shelves. Slizer and RoboRiders were the beginning of a completely new category 

in the toy market, best described as a combination of construction toy and action hero 

inspired by and anchored in LEGO Company's core values. 

Even as Slizer and RoboRiders were being launched, the development of a third gene­

ration of products was already underway. 
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