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Introduction:

Plastic is one of the most common raw materials in the world. About 450 million tons are
produced every year (Ritchie et al., 2018). This raw material is then processed into one of the many
products that are used today. However, after these products are used, they are often thrown away.
This results in the environmental pollution seen in the world’s landfills and oceans. Plastic waste
is a problem for two reasons. The first reason is that plastic takes an extremely long time to
degrade. Depending on the type, it can take up to 500 years for it to fully decompose (Hughes,
2022). Because of this, there is no easy way to get rid of it, resulting in the large build-up of plastic
waste in the last few years. The second reason is that plastic is environmentally hazardous.
Organisms can get trapped in the plastic or ingest it, resulting in a higher mortality rate (Welden,
2020). Plastics can also be broken down into microplastics, which may poison organisms who
accidentally consume it, causing them to have detrimental health effects (Okafor, 2023). Overall,
there is a continuous increase of plastic waste that contributes to the decrease in environmental
health.

One of the ways to stop this growth is to identify the key contributors and how they
propose to fix the problem. In this case, companies that produce and use plastic are the main
contributors, as only twenty companies are responsible for more than half of the world’s
throwaway plastics (Meredith, 2021). If these companies were to reduce their waste, there would
be less plastic being thrown away. As a result, it is important to determine what steps these
companies have taken to solve this problem. The main goal of this paper is to analyze how one
large corporation that uses plastic in their products aims to reduce their waste. The company that

this paper will be focusing on is LEGO.



LEGO is a popular toy manufacturer that makes plastic bricks for children to build with.
There are two reasons why LEGO was chosen. The first reason is their size. LEGO is a global
corporation that makes products for consumers all around the world. They are a significant
contributor to the world’s plastic waste, which means it is worth determining their methods of
reducing this waste. The second reason is that LEGO actively advocates for sustainability. In
fact, one of LEGO’s (2024c) four promises is to create a more sustainable environment. As a
result, their policies and advertising regarding sustainability is easily accessible. This paper will
show how LEGO promotes and contributes to its idea of sustainability and how its consumers
react to this promotion.

Literature Review:

It is important to analyze LEGO’s methods of promotion because they have a significant
effect on society. In a paper analyzing LEGO’s role as a sustainability leader, authors Nils
Stockmann and Antonia Graf (2020) state that LEGO has a lot of power as a company. They are
one of the largest toy manufacturers in the world, allowing them to distribute their products on a
global scale. Consumers are aware of LEGO’s values and how they have been promoting those
values for the last few decades. LEGO works with other major companies like Disney and Shell
to create products that advertise their branding. All of this results in LEGO having the ability to
considerably influence the ideals of their consumers. Sometimes, LEGO indirectly uses this
power to promote ideals that go against sustainability. In order to show this, Stockmann and Graf
use one of LEGO’s themes as an example. There is a significant amount of motorized vehicles
depicted in their products that are based on the real world. By doing so, they are promoting the
idea that this is a common occurrence in society and present in a positive light. As a result, most

consumers will adopt this ideal and also normalize the use of motorized vehicles as their main



form of transportation. This goes against LEGO’s goals for sustainability. Many of the vehicles
depicted are unsustainable, as they utilize fossil fuels and are environmentally unfriendly. By
promoting their use, consumers will continue to use these forms of transportation, preventing
them from stopping environmental damage. As shown by this, LEGO can indirectly influence
consumers in a way that does not contribute to their sustainability branding. LEGO utilizes its
power to promote their values to their consumers both directly through their branding and
indirectly through their products.

Another reason why these methods must be analyzed is because LEGO also interacts
with a lot of different consumers. Christoph Hienerth et al. (2013) discuss the synergies between
LEGO as a producer and its users. They do so by compiling a list of real world examples where a
company or consumer partners with LEGO to accomplish a specific goal. This list contains a
variety of users, from individuals to medium-sized businesses. As shown by this list, LEGO is
able to influence many people and companies from around the world. This means that whatever
actions they take will have a large impact on the world.

The main methods of promotion that will be analyzed are advertising and company
policies, as they are used by other large companies. In a paper talking about smart cities, Jathan
Sadowski and Roy Bendor (2019) discuss the branding of two popular tech companies, Cisco
and IBM. Both companies believe their “smart” technology can be used throughout society.
They say that it is part of the ideal future, that consumers will benefit from the dispersion of
products. In order to spread this idea, they utilized their branding on their products to inspire
consumers and press conferences to directly let consumers know what they plan to do. Their

policies also help indirectly show to consumers that their products follow a certain standard that



will be enforced in this society. As shown by this, companies use advertising and company
policies to spread their values to their consumers.

The final part of this literature review aims to provide a comparison between what LEGO
and other large plastic corporations are implementing. In a study analyzing how companies aim
to reduce their plastic waste, Zoie Diana et al. (2022) determined major sustainability trends.
They compiled these reports of all the major companies that use or produce plastic. Then, they
searched through these reports to find the most common methods of waste reduction. They also
examined what percentage of companies report plastic-related data and discussed ways to
influence these companies to do more to reduce their waste. The results of the study showed that
there are two solutions: recycling and reducing the amount of plastic packaging used. It also
found that collaborations with companies inspire more action by them to reduce their plastic
waste. These results will be used to determine if LEGO performs similar actions to those of other
companies.

Case Study: LEGO’s Sustainability Framework

Every year, LEGO makes its sustainability goals and results available for consumers in
the form of a sustainability report. This report includes an outline of their objectives, what they
have achieved so far, and what actions they will take in the future to further their progress
towards those goals. LEGO (2024b) separates their goals into three distinct targets: children,
environment, and people. For the purpose of this paper, only the environment target will be
discussed in detail. LEGO (2024d) further defines three goals associated with the environment.
The first goal is circularity, which refers to the longevity of their products and how much they
are reused. The second goal is sustainable materials and packaging, which refers to recycling and

using plastic alternatives. The final goal is climate action, which refers to how much they are



able to cut back on both direct and indirect greenhouse gas emissions. These goals will be used
to determine if LEGO’s actions support their sustainable future.
Circularity

LEGO has tried to utilize advertising campaigns to show consumers how sustainable their
products are. One of the most recent examples is the LEGO Replay campaign. Consumers who
have old LEGO products that they do not use anymore can send these products back to LEGO
(2024a). These donations are distributed to kids who are unable to get these products normally.
This campaign is a forward effort by LEGO to show their consumers that they care about reusing
their products. They also want to show that they want to give to those who are less fortunate.
This campaign also provides more awareness of the situation and encourages consumers to think
about the environment. Overall, the LEGO “Replay” campaign serves as an example of how
LEGO pushes its idea of sustainability to their audience.
Sustainable Materials and Packaging

LEGO has incorporated many of their policies to show its consumers they are for a more
sustainable future. One of those policies is making their products more sustainable. Many LEGO
products are made from plastic, which is an unsustainable material if it is not recycled. Because
of this, their products contribute to the world’s plastic waste problem. Since LEGO aims for their
products to be sustainable, they have to incorporate one of two solutions. The first solution is
recycling to reduce the amount of new plastic they need for their products. LEGO attempted to
incorporate this first solution by using old plastic bottles as the material for their products
(Cooban, 2023). However, due to financial and structural issues, they could not fully adopt this
new material. This showed that they were having a hard time living up to their sustainability

values. Despite this, they continue to look for a recyclable material that can be used in their



products, signifying that they are still dedicated to their sustainability goals (Milne, 2023). The
second solution for LEGO is to use an entirely different material for their products. One example
of those materials is made from sugarcane plants and exhibits the same properties as the plastic
they have used before (Frangoul, 2018). LEGO utilizes this material in multiple of their more
recent products. By doing this, they display their continuing commitment to sustainability. As a
result, they are able to push this idea to their consumers. While some of these solutions were not
successful, they do show that LEGO is continuously promoting their products as
environmentally friendly and keep trying to improve on that to show their consumers that they
are committed.

Climate Action

LEGO has collaborated with other companies that align with their sustainability goals.
Recently, LEGO agreed to buy large quantities of e-methanol from European Energy
(Rasmussen, 2023). This will help make their products more sustainable because the production
process will emit less carbon. By working with European Energy, LEGO communicates to their
consumers that they are still seeking sustainable alternatives to their products. They show how
important it is to them and promote the use of e-methanol to other companies, resulting in more
awareness. Overall, this collaboration indirectly displays LEGO’s sustainability ideals to their
consumers.

LEGO has also promoted many products that have gone against their idea of
sustainability. One example of this can be seen in their previous collaboration with Shell. Shell is
a large petrochemical corporation that makes and sells gas and oil fuel. For about 50 years,
LEGO used to make Shell-sponsored products for them to sell at their gas stations (Vaughan,

2014). This partnership was innocuous at first, something that was only meant to boost sales for



both companies. However, it would not last forever, as consumers grew wary of the two
companies working together. In 2014, Greenpeace released a campaign called “LEGO:
Everything is NOT Awesome”, which attacked LEGO’s partnership with Shell because they
were drilling for oil in the Arctic (Vaughan, 2014). In this campaign, Greenpeace states that
these Shell-branded LEGO sets normalized Shell as a company and took attention away from
their actions (Reestorff, 2015). This is an example of corporate social responsibility. While
LEGO did not directly contribute to any unsustainable actions, it did support a company that
actively participated in harming the environment. By doing so, they hurt their vision of being
sustainable, as they supported and promoted a company that did not align with their values
(Hansen & Lundholt, 2021). LEGO eventually caved into the pressure from Greenpeace and
ended its partnership with Shell in 2014 (Stockmann & Graf, 2020). This shows that LEGO
recognizes the opinion that its partnership with Shell was detrimental and did not align with their
vision of sustainability.

Case Analysis:

LEGO’s advertising, collaborations, and policies have a different effect on their
sustainability goals and either directly or indirectly influence their consumers’ ideals. In terms of
sustainability, their direct actions include their advertising. There are two main parts to their
advertising. First, LEGO uses public campaigns such as Replay. Upon seeing the Replay
campaign, consumers think about how they can be more sustainable. They are reminded that this
is one of the core ideals that LEGO holds. It also indicates to them how charitable LEGO is,
which gives them a reason to support the company. Because of this, they are more inclined to be
influenced by LEGO. This campaign also helps support their sustainability goals. Specifically, it

targets their goal of circularity. By providing a platform for them to reuse their old products,



LEGO is able to increase their lifecycle and reduce the need to create new products. As a result,
they are able to positively contribute to their sustainability. Second, LEGO sells products that
contain sustainable materials. These products are often advertised to their consumers as an
alternative to plastic. As a result, they feel like they are not contributing to the plastic waste
problem. Because of this, they trust LEGO as a company more and are willing to support this
sustainable agenda. These products also help LEGO achieve their goal of sustainable materials
and packaging. Certain products, like the ones made out of sugarcane, are successful and are
distributed to a large number of consumers. These products help support the idea that alternatives
to plastic are possible and that they should be used more often. Other products, like the ones
made out of recycled plastic, do not work as well. As a result, the idea of recycling old materials
becomes more unattractive, making it harder for LEGO to achieve their goals. Both efforts show
LEGO’s commitment and help spread their sustainability to all of their consumers. Overall,
LEGO’s direct methods of promotion are able to show many consumers their vision of the future
and help influence them to adopt it.

LEGO’s indirect actions include their company policies. Their company policies related
to the environment (circularity, sustainable materials and packaging, and climate action) are
outlined in their sustainability report. The targets associated with these policies help encompass
what LEGO aims to do. This creates a solidified vision of LEGO’s future, what their ideals are,
and how they will accomplish their goals. Because of this, consumers are able to recognize why
LEGO is doing something and understand what they are supporting. It allows LEGO to easily
influence their consumers to support this sustainable lifestyle.

Another one of LEGO’s indirect actions is their partnership with other companies. As

stated before, LEGO collaborates with many other companies. Some partnerships positively



promote LEGO as a sustainability leader, such as their collaboration with European Energy.
They provide LEGO with a way to solve certain problems that prevent them from reaching their
sustainability goals. In the case of European Energy, they are able to use a different plastic
alternative when they are unable to accomplish waste reduction through recycling. European
Energy is also a company committed to sustainability. For both of these reasons, the
collaboration contributes to LEGO’s sustainability vision. Consumers become aware of
alternative raw materials through this collaboration. Because LEGO uses it, consumers will also
support the use of e-methanol. As a result, the use of fossil fuel alternatives will become a major
part of their ideals. Some partnerships negatively affect LEGO’s sustainability, such as their
collaboration with Shell. LEGO’s promotion of Shell in their products goes against one of their
main environment goals, climate action. This collaboration was a source of indirect emissions for
LEGO, meaning that whatever Shell emitted contributes to what LEGO emitted. Shell is a fuel
company, which are some of the biggest contributors towards climate degradation. As a result,
LEGO working with Shell meant that they were becoming more unsustainable, which conflicted
with their vision. Originally, consumers who supported LEGO also supported Shell because of
this collaboration. They thought that Shell was a good company and indirectly normalized
Shell’s values. However, after the 2014 Greenpeace campaign, consumers became aware of the
discrepancy and forced LEGO to end the collaboration. As shown by both of these examples, the
companies that LEGO works with affect their sustainability goals and consumer ideals.

LEGO’s actions to reduce plastic waste have some similarities and differences when
compared to other large plastic companies. As discussed in the literature review, the most
popular strategies of waste reduction are recycling and reducing the amount of plastic packaging

used. LEGO has tried to incorporate recycling but they were unable to do so in an economical



manner. LEGO has also been adopting more sustainable packing for all of their products. This
shows that they were trying solutions that many other companies had adopted. LEGO has also
performed some unique actions. For example, LEGO utilizes the method of reusing as part of
their sustainability policies. Another method that LEGO uses is the adoption of sustainable
alternatives to plastic. Both of these methods are not commonly used by plastic companies, but
LEGO makes it a core part of their goals. Overall, LEGO uses a variety of common and rare
methods to reduce their plastic waste.

Conclusion:

This paper shows how influential LEGO is, the methods it uses to exert this influence,
and how consumers respond to this exertion. LEGO’s company policies and advertising both
promote and contribute to their vision of sustainability and influence consumers’ perceptions of
LEGO. They can show their consumers that they are committed to reducing their environmental
waste and are accountable for their decisions. Their consumers generally favor LEGO’s actions
with regards to sustainability. Future research on this subject should aim to examine different
companies. This will provide more perspective on popular promotion methods and how
influential a company can be. More research should also be done identifying consumer reactions.
Expanding on this will help determine which methods work the best and what factors influence

their success.
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