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• LEGO Group Government and Public Affairs 
Structure

• Priorities of Importance

• Issues management process

• Seeking, mapping and tracking issues

Topics Covered – 1st Half 



How Many Unique Combinations?

10
100
100,000
1,000,000

915,103,765
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Who is the #1 Tire Producer?

730 Million Annually 4



To inspire and develop
the builders of tomorrow



Family owned
Danish

#1
Toy company

Founded

140
countries

18,000
colleagues

#1
reputable brand

6



The LEGO Group Government 
& Public Affairs Mission

Our mission is to inspire and develop 
the builders of tomorrow. We do this 
by enabling The LEGO Group and 
LEGO branded entities to thrive and 
grow through strategic engagement 
with governments and related 
stakeholders; expanding market 
opportunities, protecting our 
business from political and legislative 
risk, and enhancing our reputation
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The LEGO Group Structure

CEO

Government & 
Public Affairs VP 

Americas (4) EMEA (5)

China (5) APAC (3)

Commercial Finance Operations MarketingPeople

Strategy (5)
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Why is LEGO here?

What could possibly 
be wrong?

What issues do you 
have?
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Just to Name a Few…

What is an Issue

A trend, condition 
or change in process 
or policy, ether 
internally or 
externally 
generated, that may 
evolve into a threat 
or opportunity that 
could impact the 
LEGO Groups 
operations and or 
reputation.
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GPA Priorities 

©2019 The LEGO Group

Responsible 
Digital 

Engagement

Commercial 
Impact

Learning 
Through 

Play
Sustainability 

©2019 The LEGO Group

Brand 
Protection  
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What is an Issue? 
.

Monitoring Identification & 
Risk 

Prioritization

Analysis Strategic 
Approach

Implementation

Evaluation

LEGO Issues Management Framework

Implementation
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Monitoring

What am I even looking for?

• Review corporate, market and functional 
business strategy and investment plans and 
1:1 with senior leadership

• Engage with Commercial lead to identity 
top 5 most important areas

• Create an issues map aligned to your 
companies strategic goals

• Identify Issue Driver, Internal Contacts, 
External Partners/Resources

• Other areas will emerge, revisit every 1-2 
years for relevance

COVID – 19 Spotlight

• Federal, Priority States, Counties, International (Provinces 
and States), health agencies, embassies, associations, law 
firms contacts, internal networks, media alerts

• Trackers, so many trackers…
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Monitoring

Monitoring

• Map and meet with your internal stakeholder
• Goals and challenges
• Available Information, resources and 

assets
• Identify & engage external stakeholders

• Find your counterparts
• Know your relationship capital

• Information is king
• Automate as much as possible
• Organize insights by topic

Distribution
Product Safety
Corp Comms
Consumer Service
Global Insights
Legal
Digital Experience

Sales & Retail
Marketing
Tax
Product Design
Sustainability
Education
Foundation

Internal Stakeholders

Associations

Coalition 
Partners

Customers

Suppliers & 
Vendors

NGO Partners

Political & 
Regulatory 
Network

Embassies

Consultants

External 
Council

3rd Party Stakeholders
News & 
Media Alerts
- Across 
markets

Newsletters
- NGO
- PIRGs
- Agencies
- Legal

Social Media
Queried 
Reports

Thought 
Leaders
- Twitter
- Podcasts

Consumer 
Service Queried 
Reports

External Resources

Subscription 
Services

Potential 
Partners

• Monitoring needs to be manageable
• Scope should inform the known issues 

and capture the potential issues
• Monitoring is a constant exercise in  

business materiality and filtering
• Know your business

Key Takeaways

Legislative & 
Regulatory 
Tracking Tools
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What is an Issue? 
.

Identification & 
Risk Prioritization

Identification & Risk – Where to Focus

• List issues and evaluate the 
impact on the business

• Suggested Risk Categories:   
• Financial
• Operational
• Technical 
• Reputational

• Update as needed

• Technology solutions are great, 
but sometimes a simple traffic 
light will get the job done

• Identification & Priorization tool 
should be replicable, manageable 
and easy to share

• Assess first and then prioritize in 
Legislative tracking tool 

Key Takeaways

Location Bill Name Description Bill/Reg Status/Updates Financial Operational Technical Reputation

COVID – 19 Spotlight

• What are the issues that COVID will impact for the business
• Supply chain, tax, brand protection, product compliance, HR, 

Corporate Responsibility…
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Issues Tracking

1) Locate 
Bill

2) Intel on Sponsor(s), 
committees, outlook, 
timeline

3) Set priority & position
Priority: H,M, L, none
Position:  Support, Monitor, 
Oppose, None
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Analysis – What’s the Impact
Key Takeaways
• Leverage 3rd parties before & 

after
• Have your questions prepared
• Be organized and get your 

F“ACTS” together

Issue: Brazil labeling 
regulation 

Product Safety & 
Compliance

Distribution

3rd Party Distributor

Import/Export

LATAM Planning

Association

Embassy

Department of 
Commerce

Local PA firm

Cost/ Benefit
- $$
- Time
- Labor
- # SKUs
- Certification

Association

Embassy

Brazil Desk – Dept. of 
Commerce

Local PA firm

Degree of 
impact from 
Issue

Regulatory 
Ministry/Agency

Legal

Confirm understanding of Issue 
& timing with 3rd Parties

Assess impact to the business 
with internal SME’s

Identify tactics to impact & 
influence outcome with 3rd Parties

COVID – 19 Spotlight

• Explore the issue: who owns it and who 
knows it

• Connector for the business, external input 
advisor and engaging with governments
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Questions?
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• Strategic Approach to Issues and Case Studies

• Measuring the ROI

• The role of a strategy function 

• Tips, Tricks and Learnings

Topics Covered – 2nd Half 



Monitoring

News/media
PIRG/NGOs
Politician's
Agencies
Text
Public affairs
Consumers
Newsletters
Embassies

Strategic Approach

• Compile your learnings on the issue
• Select Strategic Approach

• Monitor – intel and sources
• Passive Engagement – comments and 

supporting facts via associations and coalitions
• Active Engagement – company comments, Fly-

ins, 1:1 meetings, SME’s engaged, coalition 
building, developing support materials

• Strategic approach depends on level of impact and 
influence

• Know your audience
• Not all issues will require summary 

document, know when an email will suffice
• Be clear and concise: what it is, why it 

matters to the business and how to move 
forward

Key Takeaways

COVID – 19 Spotlight

• Many issues associated with COVID and the 
strategic approach will vary
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What is an Issue? 
.

Implementation

Issue: Childrens 
Advance Media & 
Research Act

Active 
Engagement
Tactics

Talking Points focused on understanding the 
risk and the benefits that technology can 
provide to support the  developmental well 
being of children 

LEGO Group Letter of Support 
and Media Support for Sponsor

In person meetings 
with Sponsors and 
congressional 
offices to secure co-
sponsors

• Supporting bills can open 
doors to policymakers and 
NGO’s

• Ensure messaging is balanced
• Level of activation can depend 

on comfort of company 

Key Takeaways

LEGO GPA Quarterly 
Newsletters

Congressional Briefings 
and Conferences

Coalition Engagement & 
Recruiting Members 
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What is an Issue? 
.

Implementation  

Issue: Labeling 
requirement in Brazil

Active Engagement
Tactics

Talking Points

Ordinance Technical Comments

Association letter and 
Support Documentation

Engage DoC and present at WTO TBT Meeting

In person and phone 
meetings with INMETRO 
technical staff and Director

Local Engagement and Intel

Alignment with Domestic Industry

• Prepare your in-market 
stakeholders

• Cultural awareness is critical
• Level of activation will depend 

on risk level

Key Takeaways

COVID – 19 Spotlight

• Develop a plan of multiple levers
• Direct Govmt, int’l interventions, 

coalitions, comms, CSR, tactical
• Reporting: economic, civil, reopening, 

why it matters, what’s next
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Evaluation – What’s the ROI

Financial Metrics
- Impact on sales

Operational Metrics
- Labor
- Logistics
- Reporting 

Reputation
- Reputation Index
- Being a thought partner

Technical 
- Product and Packaging design and 

material changes
- Testing and certificates
- Reporting 
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2020 GPA Report Card
Description GPA Output Business 

Outcomes
Annual 
Impact

Tax Subsidy Drive 
negotiation 
with 
authorities

Subsidy 
secured 
through 2023

DKK savings

Copycat 
seizure

Customs 
training and 
platform 
engagement 

x thousands 
seizure and 
takedown

DKK 
potential 
sales loss

Prescriptive 
Reg

Input on reg 
and Govmt 
engagement

Minimized 
business  
disruption

DKK saving 
& 
Reputation

Launch of Play 
Program 

Relationship Market uplift % sales 
increase

Packaging 
Fees

Stopped bill No financial & 
operational 
exposure

DKK savings

Report Card or Dashboard
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Evaluation

Results 
Outputs & Outcomes

Next Steps
Business and GPA

Learnings
Issue, business and 

market

• Outcomes get 
attention

• Communicate 
Communicate 
Communicate

• This won’t be the 
last time, capture 
your learnings

Key Takeaways

Output: Ordinance 
implementation delayed 
1 year

Outcome: continued flow 
of goods, more time for 
planning, avoided costs 
(labor, labels, testing)

GPA:
- Monitor ordinance
- Check ins with 

INMETRO to offer 
support

Business:
- Fine-tune proposed 

label process
- Negotiations with 3PL

Issue - understand import 
and certification process

Business  - how to keep 
pressure on longer term 
horizon while mitigating 
risk

Market – represent 
yourself  and prepare for 
uncertainty and delays

COVID – 19 Spotlight

• In times of crisis its tough 
to capture learnings

• Jot them down, because 
you learn the most during 
a crisis
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Building Expertise and Agility
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Sustainability

Learning 
Through Play

Responsible 
Digital 

Engagement

Executive 
Leadership & 

Platforms

Internal Business Engagement

Messaging and Positions

Programmatic Initiatives

Support Market Activation

Subject Matter Expertise

Comprehensive View

GPA and SME Working GroupsAmericas

APAC

China

EMEA
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GPA Cross-
Regional 

Policy 
Workgroups

Cross-
Functional

Policy 
Workgroups
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Tips, Tricks & Learnings

1. Issues Management system needs to be 
manageable 

2. Escalate and build awareness – External to 
Internal Process and report cards

3. Know what you know, ask what you don’t, share 
what you learn

4. Time is money too

5. Know your audience when communicating

6. Implementation tactics vary by market and 
severity of issue

7. Strategy function eases burden on the business 
and GPA and can respond to priorities, 

8. Close the loop with learnings 27



Questions?
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