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OBJECTIVE

Inform a positioning refresh for LEGO Architecture ahead of a new product
wave, through a comprehensive analysis of the competitive landscape,
pricing, audience targeting, and social media presence — with a particular
focus on Instagram.
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Executive Summary

LEGO Architecture occupies a uniquely defensible position in the adult collectible model market: it is the only
brick-based brand combining global landmark recognition, premium build quality, and a trusted global brand with
a proven adult collector community. However, the line faces pressure from three directions — value-oriented
alternatives undercutting on price, open-ended design kits targeting the professional/creative segment, and a
fragmented social presence that leaves significant community-building opportunity unclaimed.

With a new product wave imminent, this analysis recommends a positioning refresh centred on "The Art of
Building" — repositioning LEGO Architecture not merely as a model kit, but as a cultural and creative ritual for
design-minded adults. The single biggest quick win: launch a dedicated @LEGOArchitecture Instagram
account to consolidate and activate the 1.1M+ reel community that already exists organically — without any
brand-owned presence.

8 Active SKUs $40-$280 No competitors own 1.1M+ organic reels on

range Instagram #legoarchitecture Avg. rating 4.7 /5.0
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LEGO Architecture — Current State

2.1 Product Range (Active US SKUs, March 2026)

Set Name $/Piece Rating
London Skyline 21034 468 $39.99 12+ $0.085 gooog
Paris — City of Love 21064 958 $79.99 18+ $0.083 000o0Y.
Statue of Liberty 21042 1,685 $119.99 16+ $0.071 mINININE7)
Great Pyramid of Giza 21058 1,476 $129.99 18+ $0.088 gooog
Himeji Castle 21060 2,125 $159.99 18+ $0.075 0000%
Trevi Fountain 21062 1,880 $159.99 18+ $0.085 ooooY
Notre-Dame de Paris 21061 4,383 $229.99 18+ $0.052 gooog
Neuschwanstein Castle 21063 3,455 $279.99 18+ $0.081 0000v

2.2 Positioning & Strengths / Weaknesses
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* Global brand trust — 90+ years of LEGO equity
e Premium ABS quality — tactile build experience
« Strong collector resale market on retired sets

* Retail ubiquity: LEGO stores, Amazon, lifestyle
retail

 Educational booklets elevate perceived value

« Highly active AFOL community worldwide
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* Only 8 active SKUs — narrow catalogue

« Static display only — no LED, motion, or
interactive elements

« No open-ended / free-design product in the line

* No dedicated @LEGOArchitecture Instagram
account

¢ Price-per-piece premium vs. LEGO-compatible
alternatives

* Messaging targets too broad an age range
(12+-18+)
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Competitive Landscape

Arckit — The Professional Alternative

Positioning Open-ended architectural design tool for professionals, students, and hobbyists.
Contemporary modernist aesthetic. Education-first framing.

Price Range $145-$280 USD
Key Products GO Eco House Kit ($145), 100sgm Kit ($166), Stadium Model ($199), 200sgm Kit
($280)
Target Audience Architecture students, designers, self-builders aged 14+
+ Open-ended creative freedom - Minimal brand recognition
+ Professional/architectural credibility - No iconic landmark appeal
+ Modular and expandable system — Poor social momentum

STRATEGIC A creative-freedom SKU within LEGO Architecture would close this gap using LEGO's
IMPLICATION superior distribution and community.

CubicFun — The Budget Entry Point

THREAT LEVEL: = MEDIUM-HIGH

Positioning Affordable landmark 3D paper/foam puzzles. 'Discover the world in your fingers.'
Gift-oriented, accessible.

Price Range $16.95-$59.99 USD
Key Products Rome Colosseum ($19.99), Eiffel Tower ($21.99), Notre Dame ($59.99), Burj Khalifa
($40.99)
Target Audience Gift buyers, families, light hobbyists — direct landmark overlap with Architecture
+ Lowest price point (3—6x cheaper than LEGO) - Paper/foam — no tactile premium
+ Wide landmark selection - Zero collector/resale value
+ National Geographic partnership - No community or build experience

STRATEGIC LEGO Architecture must clearly communicate the material and experience premium — the
IMPLICATION build ritual, permanence, and collector value that paper puzzles cannot offer.
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CaDA Bricks — The Value Challenger

THREAT LEVEL: = MEDIUM

Positioning LEGO-compatible sets with more features (motorised, LED) for less money. Higher
brick-to-price ratio.

Price Range $50-$200+ USD
Key Products Buckingham Palace, Formula Race Car, Farm Tractor — growing architecture range
Target Audience Adult builders prioritising piece value and functional features over brand prestige

+ Better brick-to-price ratio - No brand recognition in the West

+ Functional elements (LEDs, gears) - Quality consistency concerns

+ LEGO-compatible system - No collector resale premium

STRATEGIC The value threat is real but primarily affects price-sensitive buyers. LEGO's brand equity
IMPLICATION justifies premium for the target 25—45 collector segment — if the narrative supports it.

Metal Earth — The Premium Gift Alternative

Positioning Ultra-detailed collector models from laser-cut stainless steel. No glue, no paint.
Premium desk and shelf display pieces.

Price Range $14-$60 USD
Key Products Osaka Castle, Colosseum, landmark and vehicle range — strong gift market position
Target Audience Adult collectors, desk accessory market, premium gift buyers

+ Distinctive premium material (steel) - Fiddly assembly — not a satisfying build

+ Compact display footprint experience

+ Strong gift positioning - No community or ecosystem

— No expandability

STRATEGIC LEGO Architecture's build process is a core differentiator Metal Earth cannot replicate. The
IMPLICATION journey, not just the destination, must be communicated.
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Social Media Deep Dive

4.1 Instagram Landscape — Brand Comparison

Handle

Followers

Posts

Avg.
Engagement
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Assessment

LEGO (main)

LEGO
Architecture

Arckit

CubicFun

CaDA

Metal Earth

@lego

(no account)

@arckitmodel

@cubicfun_3dpuzzl
e

None found

None found

12,675,246

3,837

2,060

N/A

N/A

6,012

1,873

335

1.43%

0.12%

1.98%

4.2 The LEGO Architecture Instagram Gap

The most significant finding of this analysis: LEGO Architecture has no dedicated Instagram account. All
Architecture content is absorbed into the main @lego feed, which also covers Star Wars, Technic, City, licensed

Architecture content diluted across all
themes

m CRITICAL GAP — no brand-owned
presence

High post volume, near-zero
engagement

Best competitor engagement; lifestyle
tone works

No official presence; relies on
community

No social strategy

themes, and more. The result is that Architecture-specific content competes for attention against viral IP content
and gets minimal dedicated reach.

The organic community has filled this void independently — and is thriving:

« #legoarchitecture — 1.1 million reels on Instagram

« #afol — millions of posts across the adult fan community

¢ AFOLSquad — a dedicated Instagram community for adult LEGO photography, founded January 2024

» Active micro-influencer creators: @2brick2handle, @clicklever, @cdadams1004 — 1K—30K followers each

» Community members share Architecture builds, unboxings, display setups, and time-lapse builds

organically

The adult Architecture fan community already exists at scale on Instagram — it just has no
brand-owned home. Launching @LEGOArchitecture is the fastest, lowest-cost move available

ahead of the new product wave.

4.3 Main @lego Account — Content Performance Context

The @lego main account (12.67M followers, 1.43% avg. engagement) is dominated by high-performing licensed
and tech-launch content. Top recent posts demonstrate the challenge for Architecture content in the general
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feed:
. 7,220
#1 LEGO SMART PLAY launch 841,610 likes Tech/product launch
comments
#2 Star Wars SMART PLAY Experience 117,684 likes 740 comments  Licensed IP
#3 Super Mario / Luigi post 15,435 likes 194 comments  Licensed IP
#4 Home decor / lifestyle post 14,719 likes 68 comments Lifestyle/adult

Architecture content is not competing effectively in the main @lego feed. A dedicated account would allow
Architecture to achieve benchmark engagement rates with its core audience, rather than being drowned out by
mainstream IP.

4.4 Recommended Social Content Pillars

mm Build Alongs Time-lapse and real-time build reels — the most shareable Architecture content
format. Shows the journey, not just the result.

m Landmark Stories  Cultural and historical context behind each set — 'know your build'. Educates and
deepens emotional connection.

m Creator Feature real architects, designers, and AFOL creators who use Architecture sets —
Spotlights credibility + aspirational community.

m Display Reposts of community shelf/display photos. Celebrates the collector lifestyle and
Showcases drives UGC loop.

m Launch Content Behind-the-design reveals for new sets — designer interviews, sketches, scale

comparisons. Builds anticipation.
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Strategic Recommendations

?’\W\QEBM\T EFFORT IMPACT

01 Launch @LEGOArchitecture on Instagram E Low High

The organic community of 1.1M+ Architecture reels exists without any LEGO-owned hub. A dedicated
account captures, legitimises, and grows this community — and gives the new product wave a ready-made
engaged audience to launch into. This is the single highest-ROI action available.

Content pillars: build-along reels, finished model showcases, landmark story posts, behind-the-design
reveals, and community UGC reposts via #BuildWithLEGOArchitecture.

PRIORITY EFFORT IMPACT

02 Reposition the Build as the Product HicH Mediim High

LEGO Architecture's premium over CubicFun, Metal Earth, and CaDA is not just the finished model — it's
the 3-6 hour meditative build experience. For adults aged 25-45, this is a feature, not a side effect.
Messaging should centre on the ritual: 'Sunday afternoon. 1,880 pieces. The Trevi Fountain.'

This directly counters the price objection: you're not buying a model, you're buying an experience. Lean into
mindfulness, craft, and the satisfaction of skilled assembly.

Sharpen the Collector Narrative for the New PRIORITY EFFORT MPACT

03 Wave HIGH Low High

Architecture sets retire and appreciate — Notre-Dame, Himeji Castle, and others command strong
secondary market premiums. This collectibility story is significantly underplayed. For the new product wave:

 Lead with limited production signals (not toy store ubiquity)
« Introduce series theming (e.g. 'Wonders of Asia' wave) to drive completionist behaviour
» Showcase retired set values on social to reinforce the investment narrative

» Consider numbered/certificate editions for flagship sets

PRIORITY EFFORT IMPACT

04 Activate the AFOL Micro-Influencer Network HIGH

Low Medium

The AFOL community already creates beautiful Architecture content with minimal brand support. A
structured micro-influencer programme — early access to new sets, reposts from @LEGOArchitecture,
co-created content — would amplify the new wave at low cost and high authenticity.

Target accounts in the 5K-50K follower range (nano/micro tier) for highest engagement ROI. Avoid
macro-influencers whose audiences skew younger and less Architecture-specific.

Page 8
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PRIORITY EFFORT IMPACT
05 Introduce a Creative-Freedom SKU MEDIUM High High

Arckit's only genuine differentiator is open-ended design freedom. A LEGO Architecture 'Design Studio' set
— offering modular architectural components without a prescribed landmark — would directly compete in
the architect/designer segment while leveraging LEGOQ's superior distribution, community, and brand.

Pair with a companion app or multi-build instruction booklet. Positions LEGO Architecture at the intersection
of art, architecture, and play.
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Positioning Refresh Framework

Proposed Positioning Statement

"For design-minded adults who find meaning in making, LEGO Architecture
transforms iconic structures into a premium building ritual — where the

journey is as rewarding as the destination.”

Four Core Positioning Pillars

A
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m Cultural Resonance

The world's most beloved landmarks, rendered
with craft and care. Architecture sets connect
collectors to global culture and history.

m Collector Confidence

Sets worth keeping, displaying, and collecting over
time. Strong secondary market, limited production
signalling, and series collectibility.

udience Reframe

Competitive Scorecard

Dimension

Brand Trust

LEGO

Architecture

ooooo

O0mmm

m The Build Ritual

Mindful, meditative, satisfying — for adults who
build with intention. The process is the product, not
just the finished model.

m Community

A global tribe of architecture enthusiasts and
design Connected on Instagram,
celebrated by the brand, proud to display and
share.

lovers.

REFRESHED

"Design-minded adults (25-45) who collect,
display, and build with purpose”

Metal Earth

O00mm O0mmm O00mm
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LEGO
Dimension . Arckit CubicFun Metal Earth
Architecture

Build Experience aoooa O0oddm O0mmm O0000m OJ00mm
Creative Freedom O0mmm opoooo (emmm O0mmm (emmm
Price / Value O00mm O0mmm ooooo O0000m O000d0m
Collector Appeal agooaa O0mmm (emmm OJ0mmm O0C0mm
Social Presence* O00mm (emmm O0mmm (emmm (emEm

Retail Distribution goood O00mm 0000w O00mm 0o00m



